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7th July 2014

Dear fellow fundraiser 

Charities exist to solve a problem, to find solutions and to drive change. Change 
is rarely easy, especially in the fast-moving environment that charities operate in 
today. 

Many charities are experiencing cuts as well as increased competition. Our 
supporters today are constantly connected and distracted, their attention split 
between a barrage of instant social media updates and the real world outside. 
Because supporters expect fast responses and information in ‘real time’, the 
environment for fundraisers has never been tougher. 

Last year Revolutionise commissioned the ‘Great Fundraising’* study to find out 
the di�erences between those organisations that were rapidly growing their 
income and those that were flat-lining, or worse. Tasked to sum up the report’s 
recommendations its author, Professor Adrian Sargeant, said,

‘Income grows when the entire organisation is proud of its fundraising, as an 
integral part of its mission.’

In thriving organisations fundraising stretches far wider than just the 
responsibility of the fundraising team. It actively involves and is enthusiastically 
supported by the entire organisation – the trustees, CEO and leadership team, 
communications and campaigns teams, finance, HR, policy teams and every 
professional and volunteer who carries out the organisation’s vital services.  

This Proud to be a Fundraiser toolkit combines the Great Fundraising report’s 
findings and our collective experiences of working with successful fundraising 
organisations. It’s a practical guide to help you implement proven strategies so 
you too can get your whole organisation united behind, and proud of, your 
fundraising and so raise more money for your cause.

With best wishes

Alan Clayton   Peter Lewis
Chairman, Revolutionise  Chief Executive, Institute of Fundraising

* The full Great Fundraising Report and its executive summary are available at 
www.revolutionise.com.
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#proudfundraiser

In order to significantly increase, even double, triple or quadruple your income 
over five to ten years, there are two critical cultural challenges you must meet:

Your organisation must be every bit as proud of its fundraising and its 
fundraisers as it is of its mission.

Every member of sta� and every volunteer should view themselves as being 
essential to great fundraising. 

To address these challenges, this toolkit outlines the principles of the Seven 
Pillars of Great Fundraising, o�ering practical ways that you can put them into 
practice in your organisation to raise much more money over the medium and 
long term. 

Next steps
Unless you can confidently claim that you have enough money to achieve your 
mission then there’s work to do. What follows is designed to help you.

We have taken insights from the rapidly growing organisations studied in the 
Great Fundraising report, and turned them into a practical toolkit designed so 
that you too can thrive.

Introduction to your 
Proud to be a 
Fundraiser Toolkit

1.

2.
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1. Leadership
Fundraising should be led from the top and led by example. 
Organisations have to build a learning culture and inculcate throughout 
their people the fundamental belief that money and the mission are the 
same. Without e�ective fundraising, organisations won’t have money to 
invest in the services that achieve their mission.

2. Unity
The whole organisation should be united behind a well-defined single 
emotional proposition that reconnects with both the belief and passion 
of the founders of your charity and the reasons donors give.

3. Investment
Raising money costs money. So bold investment with a minimum 
five-year view is sound sense. Investing in fundraising is demonstrably 
many times more e�ective than almost any other kind of investment, 
with safe, predictable returns when properly done. It makes no sense for 
a charity to invest its reserves in stocks and bonds when it hasn’t 
invested properly in fundraising to build its committed donor base.

4. Donors
Without donors you can’t raise money, without money you can’t achieve 
your mission. Your donors are vital to your mission and everyone in the 
organisation should understand this as a fundamental foundation and 
seek opportunities to engage with and strengthen mutually beneficial 
relationships with their donors. 

5. Communication
At the heart of e�ective communication are emotional stories that drive 
action. Keeping the rational case for giving concise, accessible, 
reassuring and unchallengeable creates an environment in which you 
and the donor can share your emotional commitment to the cause.

6. Inspiration & Motivation
Motivated, inspired and proud fundraisers raise more money. They see 
their role as the key relationship that inspires donors and connects them 
emotionally with the vision and mission of their organisation. 

7. Telling the World
Once the internal messages are right organisations have to boldly and 
proudly present their passionate case to all external audiences. That 
means not just being joined up within their own organisations but also 
speaking as a single voice alongside their peers across the voluntary 
sector. 

The Seven Pillars of 
Great Fundraising

#proudfundraiser
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“ Refusing to ignore people in crisis 
is a bold ambition but hollow words 
if we can't or don't raise more to 
help people in crisis. ‘Everyone is a 
fundraiser at the Red Cross’ has 
been my CEO's mantra for 
sometime. The fundraising team 
can’t do this alone. It is not just up to 
me but all our leadership and Board 
to invest in fundraising and create an 
environment that supports teams to 
test ideas, learn from success or 
failure and inspire people to give to 
and trust us. This is fundamental to 
growing our income both today and 
in the future. ” 

  
  Mark Astarita, 
  Director of Fundraising, 
  British Red Cross.

#proudfundraiser
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#proudfundraiser

The Great Fundraising report defines exceptional fundraisers as ‘Level Five 
Leaders’. They lead within their own sphere of influence, adopt a long-term 
approach, support others, take appropriate risks and focus the ambitions of those 
around them to behave in the same way. In a great fundraising organisation every 
person is defined as a leader, but the critical leadership roles are the Head of 
Fundraising, CEO, his or her Senior Leadership Team (SLT) and the board of 
trustees.

Why is leadership critical?

Charities deal with big problems that require big solutions, which in turn demands a 
regular, reliable supply of huge amounts of money. 

Every charity is driven by its mission. In every successful organisation studied for the 
Great Fundraising report the leadership absolutely saw their role raising as much as 
possible to spend on achieving the mission.  Therefore the money and the mission 
become the same. 

What does leadership look like when everyone’s got it right?

Trustees and the SLT together are able to communicate to sta�, volunteers and the 
general public that the purpose of the organisation is to raise more money for a 
clearly defined, pressing reason.

To raise the maximum, trustees and the SLT together commit themselves to investing 
as much as possible in improving fundraising performance, for that’s the surest way to 
advance the mission.

Trustees and SLT together see themselves as proud fundraisers, as well as 
ambassadors for the organisation's fundraisers.

The leadership drives a culture of learning wherein many initiatives can be constantly 
tested, with the acceptance that, while innovations will often work, a failed test leads 
to learning and progress, so is one step closer to success.

How can you make this happen in your organisation? 

Use every opportunity to involve your SLT and board of trustees, to engage them in 
fundraising and help them understand the critical role fundraising has in achieving 
your mission. 

Start a story bank. Show the impact your organisation’s fundraising is making on real 
lives through telling real stories of beneficiaries. 

1. Leadership
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Organisations that were thriving all addressed 
five fundamental principles in the following 
order. 

Purpose
The organisation was absolutely clear on its core purpose and was able to articulate it 
simply. 

Pride
The organisation was proud not only about what it existed to do, but how they raised 
the money to do it. 

Passion
Individuals were passionate about their part in achieving the core purpose of the 
organisation and inspired others. 

Performance
The organisation had big ambition, high standards of performance and an appetite for 
testing, measuring, learning and adapting.

Profit 
Profit followed when the whole organisation had achieved clarity on purpose, pride in 
their fundraising, passion to achieve their mission and high standards of 
performance.

How does your organisation measure against 
the 5 Ps?

      Achieved                       Getting there   Could do better

The 5 Ps

1

2

3

4
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#proudfundraiser

ACTION BOX

How to keep focused on your mission

‘There are 180,000 people who cannot get out of their homes because they are 
blind or visually impaired.  The purpose of this meeting is to solve that problem.’

When John Stewart, Chairman of Guide Dogs, opened a trustees meeting with the 
sentence above he focused the entire room on the mission and their role in achieving it. 

Organisations that thrive, continuously remind themselves of and focus on their core 
purpose. Whatever your position or job title, you are a leader and there are several 
tactics that you can use to keep you and your team focused on the mission:

 
Open every meeting with a mission moment, like the one above. A mission moment is 
a simple statement about why your organisation exists. 

Close meetings with a statement about your mission, for example, “in the time we have 
been in this meeting, our helpline answered over 25 calls to people in need, and there is 
still more to do”. 

Keep the mission at the heart of your internal communication, for example when 
thanking a team for volunteering at an event, be clear about how their input has made 
a di�erence to achieving the mission.

At meetings, ask participants to share stories about why they do their jobs, or stories 
about something related to their job that has inspired them. 

What can I do? My Ideas....
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“We are now absolutely 
clear, that our purpose is for 
every person a�ected by 
cystic fibrosis to have the 
same hopes, dreams and life 
opportunities that people 
una�ected by the condition 
can take for granted. We 
owe this to our founders, 
whose passion, bravery and 
loss of loved ones, 
established the vision for the 
Trust, 50 years ago.”
     
    
    Katrina Dujardin, 
    Trustee, 
    Cystic Fibrosis Trust.

#proudfundraiser
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A united organisation

Many charities have di�erent, sometimes conflicting priorities, which can lead to 
internal conflicts on messaging, resulting in di�erent external messaging and 
confusion on what is right and what is important. Unless everyone is joined up 
behind a single proposition it can be frustrating for sta� and confusing for donors, 
supporters and detrimental to achieving your mission. 

Why is unity critical?

Organisations that unite behind a single, emotional, ambitious proposition raise much 
more money than those that are disparate and fragmented. 

The Great Fundraising report identified reconnecting with the vision, belief and 
passion that created the organisation in the first place as the crucial starting point of 
great fundraising.  This process creates the unifying message and ambition that will 
work for all departments, including fundraising. 

What does unity look like, when everyone’s got it right?

The unifying proposition is invariably short, simple, emotional and highly ambitious.  

Everyone agrees on and buys into a unifying proposition that’s properly crafted.

Trustees, SLT, sta� donors and volunteers all become connected with the vision, belief 
and passion of the founders that created the organisation in the first place. 

Everyone feels, and can communicate, the key messages about the core of their 
organisation’s mission. Everyone can talk with passion about the work they do, it’s 
importance and the di�erence they are making.

Teams work in collaboration, united behind the same clear core proposition.

How can you make this happen in your organisation? 

Make it a priority. Allow the organisation time, space and resources to identify their 
core emotional proposition. 

Get all of your organisation, including beneficiaries and particularly all decision 
makers, involved so that they can develop the unifying proposition together.

2. Unity
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#proudfundraiser

ACTION BOX

Reconnect with the passion of your Founders

In great fundraising organisations everyone knows and connects with the vision, belief 
and passion that created the organisation in the first place, and can tell the founders’ 
story in a way that inspired others. How would your founders respond to some of 
your fundraising challenges today? What would they say now about the di�erence 
your organisation is making? 

Find out why your organisation was originally set up – what was the vision? 

What happened – who set it up and how did they do it?

Practice telling or writing your founders’ story in your own words. 

What can I do? My Ideas....
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What we have learned

“Three key lessons stand out for us from the Great Fundraising experience.

To drive change the whole organisation, including beneficiaries and volunteers, must 
be involved at the start of the process, so that everyone gets in line behind the core 
mission.

You have to challenge assumptions. The Cystic Fibrosis Trust has long made 
assumptions about what its communities want and about its limited appeal to wider 
audiences. These held us back. 

It takes a lot of bravery to lead a step change in ambition and you need brave teams 
to support you. But when everyone’s focused on their purpose and the mission, 
decisions that seemed di�cult in the past become much easier.”
Iain McAndrew, Director of Engagement and Income Generation, Cystic Fibrosis Trust

Last year the Trust worked with Revolutionise to develop fundraising ideas, particularly 
to celebrate the Trust’s 50th birthday year, 2014. We held a workshop for people from 
all areas of the organisation including finance, research, fundraising, brand, digital, a 
trustee and someone with cystic fibrosis. 

When asked how everyone felt about the Trust being 50, Emma, who has cystic 
fibrosis, simply said that she was jealous. Suddenly, from this we could all see that the 
Trust’s special birthday wasn’t a time for celebration, that whilst there had been 
progress in treatments, the hard truth is that people with cystic fibrosis lead di�cult 
lives managing their condition and still die too young, with many not expecting to 
reach their 50th birthday. 

In order to beat cystic fibrosis it was clear that the Trust must raise significantly more 
money to invest in research, clinical care, information and support services. A few 
months later, a team from across the Trust spent three days, working together to 
identify their single, emotional, ambitious proposition and to develop concepts for a 
transformational change in fundraising.

‘It was a risk sending 18 members of our team away for three days, but a risk worth 
taking. In a very short amount of time there’s been a shift in attitude and ambition. 
Teams are now fully focused on the belief that, whatever their job title, it’s their job 
to end cystic fibrosis.’
Ed Owen, Chief Executive, Cystic Fibrosis Trust.

The Trust is now developing the appeal and continuing to connect everyone in the 
organisation emotionally to the cause, by training teams in fundraising, creative 
thinking and storytelling. 

Cystic Fibrosis Trust – 
making the change is tough, 
but worth it

10
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ACTION BOX

Challenge your assumptions 

Challenging assumptions led the Cystic Fibrosis Trust to develop a bold ‘No birthday’ 
campaign to mark its 50th anniversary, with the message that there’ll be no 
celebrating until the Trust’s work is done.

Often we make assumptions about what is or is not possible based on our past 
experiences. This can prevent us from finding the best solutions to problems as it can 
inhibit our thinking and close down ideas before they have the opportunity to become 
fully formed. 

Asking ‘why?’ and ‘what if? helps us to stop and challenge assumptions that could be 
holding us back. 

The next time you start to outline the reasons why something won’t work, challenge 
your assumptions by asking ‘why not?’ or ‘what if’ I knew it would work? 

What assumptions does your organisation have?

11



“Suddenly I realised 
that my fundraisers 
were getting an ROI 
ten times better 
than my best fund 
managers.”
    
    John Stewart, 
    Chair of Trustees, 
    Guide Dogs.

#proudfundraiser
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#proudfundraiser

Simply put, you have to spend money to raise money. If your charity’s leadership 
sees its purpose as to save money or to make investment decisions based on short 
term income needs, say within the current financial year or even the coming two or 
three years, it is missing the point. It’s only when leaders fully understand the 
medium to long-term needs of great fundraising and commit e�ort and investment 
to achieving them, that great fundraising can occur.   

Why is investment critical?

Great fundraising requires investment over a five to ten year period. 

If in the competition for expenditure or investment, fundraising is seen as being of 
lower priority than, for example, services, then the leadership is taking its eye o� the 
long-term goal – to fulfil the mission. Short-term decisions should not be allowed to 
limit the ultimate goal. Investment is always about cost-e�ectively achieving the 
mission.

What does investment look like, when everyone’s got it right?

Trustees and the Senior Leadership Team (SLT) fully understand and trust the market 
forces that drive fundraising.

Trustees and the SLT are fully committed to a long term, ambitious, mission related 
financial goal.  

Investment in fundraising is a priority, never secondary to investment in projects and 
overheads.

Everyone understands that investment in fundraising is the only way to fulfil the 
mission and is confident when communicating this both internally and externally.

Investment includes investing in your most valuable asset; people. Recruit the best 
people with the right attitude, skills and experience, ambition and passion for the 
cause. 

How can you make this happen, in your organisation? 

Basic training in fundraising principles and techniques should be available for all sta�.

Recruit and retain the best people across all areas of your organisation.

Invest in training for service and beneficiaries so all sta� understand the di�erence 
fundraising makes.

3. Investment
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£3.0m

£2.5m

£2.0m

£1.5m

£1m
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This chart was commissioned by Giles Pegram in 2009 while at the NSPCC to make 
the case to his board for investing in fundraising. Based on real data from a basket of 
charities, it shows the likely return on £1million investment in regular giving, compared 
to that of the 'safest' stocks and shares investment option. 

“In order to do the best for children, I was determined to grow the NSPCC’s 
income. This involved recruiting the best people – sta�, agencies and 
consultants – and investing time in educating the Trustees.”

   
    
       Giles Pegram,
       Director of Fundraising, (1979 to 2010)
        NSPCC.

Let’s say a charity takes £1m from reserves...

Stocks & Shares Fundraising

The
fundraising
investment

option

The
stocks&shares

investment
option
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#proudfundraiser

ACTION BOX

How to make the case for investment

When the NSPCC launched the Full Stop Campaign to achieve the mission of ending 
cruelty to children, Giles Pegram was asked if that mission was even possible. Great 
fundraising organisations set their ambition based on what needs to be achieved 
rather than making limiting assumptions about what is possible.

When the team at Claire House Children’s Hospice were asked how much they needed 
to achieve their mission, the care team responded by saying, “Whatever you raise we 
can spend. We need to reach every child and family in our local area and we have 
much more work to do to achieve that.”

The first step is to ask, ‘why do we need the money?’

Ask ‘how much is needed to achieve our mission?’ - not ‘how much can we raise?’

Ask ‘what are the consequences of not doing it?’ 

Engage your team in this debate.

What can I do? My Ideas....
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“Fundraising must be above 
all a profession built on 
strong, clear values. We 
should cherish this. 
Fundraising’s foundations are 
truth, openness, fairness and 
helping others. Ours is the 
profession of boldly 
witnessing this to other 
people. So it’s simply one 
person engaging with another 
or others to inspire him, her 
or them that together we can 
make a di�erence, that we 
can change the world. This 
truth should guide our every 
endeavour.”

    Ken Burnett, 
    Director, 
    Revolutionise.

#proudfundraiser
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Fundraisers are skilled and trained in giving donors the best service and experience 
when donating to a charity. Everyone in the organisation has a responsibility to add 
value wherever they can to a donor’s experience of your charity. Remember that, 
when recruiting new donors and, more importantly, keeping the donors you have, 
they deserve the best, most reassuring emotional experience that your organisation 
can provide.  

Why are donors critical?

Donors are critical to achieving your mission. 

Their voluntary contributions, whether financial, in time or of other resources are 
fundamental to achieving your mission. Without donors you can’t raise funds. Without 
the money they give, you can’t achieve your mission. 

What does it look like, when donors are treated as a vital part of the team?

Every sta� member and all volunteers view every interaction with a donor as critical in 
the donor relationship. 

All sta� produce work of the highest quality and accept that donors have the right to 
scrutinise it 

All sta� take personal responsibility and pride in their work and are accountable to 
their donors. 

All sta� see donors as partners in achieving their mission.

Fundraisers consider it their duty to hold their colleagues accountable, on behalf of 
the donor.

How can you make this happen, in your organisation? 

Give everybody the opportunity to speak with and listen to donors on a regular basis.

All fundraisers should see the work in the field first hand. This investment will pay o� 
handsomely over time.

Inductions, training and on-going support in donor motivations, should be regular 
features of a donor-focussed organisation.

Donors should be involved as advisors on communications and project across the 
whole organisation.

4. Donors
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#proudfundraiser

ACTION BOX

How to engage with donors

Fundraising is much more than asking for money, it is giving people the opportunity 
to make a di�erence to something that matters to them. Your role as a fundraiser is to 
help others understand and feel that too. Here are some tactics that will help you. 

Ask people to remember a time when they gave a gift. Maybe it was a gift to charity, 
maybe a Christmas or birthday present. Ask them how it made them feel?

O�er a challenge to your team to write 100 words about the di�erence your donor 
can make by making a gift.

Encourage your team, where possible to talk with donors about how making their 
donation or volunteering their time makes them feel valuable.

What can I do? My Ideas....
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“We started introducing 
everyone to the big thinking 
principles and practices that 
would make the Guide Dogs 
family great fundraisers. It 
meant not just the entire 
fundraising sta�, but 
everybody, from mobility 
instructors and dog trainers 
to communications and 
campaigning sta�. And of 
course, every member of our 
board of trustees too.”

    
    Jayne George,
    Director of Fundraising and Marketing, 
    Guide Dogs 

#proudfundraiser
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If a charity is to achieve its mission it has to grow its fundraising, therefore it must 
have fundraising at the heart of all its communications. Just as fundraising and the 
mission are the same thing, fundraising and communication are the same thing.
A well-stocked library is a great resource. We recommend to get you started, 
regular visits to SOFII (Showcase of Fundraising Innovation and Inspiration , the 
Institute of Fundraising and CGAP (Centre for Charitable Giving and Philanthropy) 

Why is communcation critical?

For an organisation’s income to grow, the heart of its communication must be in 
fundraising. 

If the organisation’s messages exclude fundraising, its communication and income will 
su�er. 

What does communication look like, when everyone’s got it right?

Everyone in the organisation can tell a simple, direct, emotional and true story about 
the need and di�erence their fundraising makes. 

Everyone in the organisation understands that emotions lead to action.

Everyone understands how emotions engage new supporters and can make a 
powerful, simple, emotional ask. 

Everyone should be able to describe the organisation’s work.

All should be aware that people don’t give money to organisations, but to work that 
needs doing. Therefore your beneficiaries’ stories are everything, so must be told well.

How can you make this happen, in your organisation? 

Be the best- read fundraiser of your generation. Study and use case stories of how 
others have done it successfully. 

Train all sta� and volunteers and help them learn and practice the skills to make a 
simple emotional ask.

Induct and train everyone so they become brilliant at explaining how their 
organisation and its fundraising works.

Have a place, a page on an intranet or even a folder to keep and share the stories that 
the organisation can tell. 

5. Communication

20



#proudfundraiser

ACTION BOX

Communication is critical

We can easily become caught up in our own internal jargon and tied up in knots 
about what we can and can’t say. The best communication is always in the simplest 
language, that keeps focused on the key messages and doesn’t assume that the 
reader or listener knows lots about the subject. 

Rewrite a leaflet, or a page on your website, or a thank you letter, as if you are talking 
to your gran, your best friend, or a 10-year-old child. Then watch their eyes grow wide 
with excitement. 

My rewrite:

Blogs & websites to visit regularly:

21
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What we have learned

“If we hold back on telling emotional stories we’re not doing our jobs properly. We 
think we’re protecting people when we dilute their stories and use rational, practical 
language. For example, when we wanted to tell Jack’s story, a little boy who died in 
his mum’s arms at Claire House, we changed details to protect Jack’s family. Yet 
when we asked Jack’s mum for permission to tell their story she told us that Jack 
liked to help people, that if telling his story would help more children and families 
then he’d want us to tell it as far and wide as possible. 

So while we should always ensure that the families involved are comfortable with 
how their stories are told, we shouldn’t hold back from setting out to tell them in full”

David Pastor, Chief Executive, Claire House Children’s Hospice

David realised that his team needed to raise significantly more money in order for 
Claire House to reach every family that needs their support. 

In April 2014 the Claire House team held a Great Fundraising laboratory. Led by David, 
the team included front line care sta� who work directly with very sick children and 
their families, fundraisers, parents who have used Claire House services, people from 
finance, HR, retail, information and systems, plus some trustees. 

For two and a half days the group worked through the Great Fundraising process. 
Together they unpicked the science behind why people give, understood why 
fundraising must be at the core of an ambitious organisation and learned how the 
whole organisation could work together to raise more money to invest in more services 
for children and families. 

One of the outputs of the three days was a collection of ten beautiful, emotional stories 
featuring some of the children and families that together they’d helped at Claire House. 
Each of the team could now tell a story in their own words that would inspire others. 

As David says... 

“We wouldn’t have got to where we are if we hadn’t gone through this process. At 
the end of three days we arrived at a completely di�erent place.” 

Continued....

Claire House Hospice – 
the turning point
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“We’ve not fully 
realised the value of the 
Great Fundraising 
approach yet – we’re still 
at the beginning of a 
transformation. But 
we’ve learned much 
about ourselves already.”
David Pastor, Chief Executive, Claire 
House Children’s Hospice

The team is now working on changing how they communicate with their supporters, 
removing all jargon and internal language and making sure that all their 
communications tell a real, emotional story that will engage the reader or the listener. 

They’re working on a programme to enable volunteers to tell their stories so they can 
reach more people. Fundraising is becoming part of every sta� member’s role and care 
sta� now frequently accompany fundraisers when they meet donors. All sta� can now 
tell a story about the di�erence a donor can make, whether fundraising is in their job 
title or not. 

Claire House Hospice – 
the turning point
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“I asked one of our play 
therapists to come to a 
meeting with a major donor. 
She was surprised that the 
stories that she told about 
her day-to-day work had 
such an impact. Her team 
really want to be involved in 
fundraising now that they 
can see the benefits and it’s 
one of my objectives to 
make the most of their 
enthusiasm.”

    Clair Bedford,
    Relationships Manager, 
    Claire House Children’s Hospice.

#proudfundraiser
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When everyone understands fundraising and each views themselves as a respected, 
valued fundraiser it inspires confidence, motivates teams, rewards ambition and 
fosters pride. Everyone can work together with a common dream, one purpose, to 
achieve the mission.

Why is motivation critical?

Motivated, inspired and proud fundraisers raise more money.

Too often across the sector we continue to hear views that fundraisers are seen by the 
rest of their organisation as a necessary evil.

Tales of fundraisers leaving because they’ve been told or it’s been implied that their 
role is manipulative, that asking for money is degrading, still crop up far too often.

Non-fundraisers often don’t see fundraising as a skill or a profession at all.
 
Organisations in which this culture prevails lose money, dismay donors and have 
di�culty keeping good fundraising sta�.

What does inspiration look like, when everyone’s got it right?

All sta� are motivated by the work they do as well as by the money they raise.  

Like all professionals they feel purposeful, valued and respected for their professional 
skills and their individual contributions.

Fundraising is part of the essential fabric of the organisation and mission – not 
something to be tolerated or kept to one side. 

Silos are never tolerated. Collaboration across teams encourages input and helps 
solve problems in a range of areas.

The radiators are promoted. And the drains leave.

How can you inspire people in your organisation? 

At every opportunity ensure that the work of all teams links to the purpose and that 
fundraisers are not just seen as a ready supply of easy cash. 

Help other teams to understand that fundraising is a serious, professional skill that 
takes years to develop and is not just ‘asking for money.’

Showcase your fundraising success stories and link them to your service related 
stories.

6. Inspiration & Motivation
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Who are the radiators in
your organisation?

Radiators spread 
heat and passion, 
radiating the warm 
glow of making a 
di�erence. 

Donors give in spite of the drains. 
They give because of the radiators.

Drains suck out the 
emotion, neutralise 
feelings and commoditise 
giving till it becomes like 
any other commercial 
transaction. 
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ACTION BOX

Communication is critical

As fundraisers it is our responsibility to help others understand how fundraising works 
and spot opportunities to work together to develop great fundraising. Here are some 
tactics to help you do this. 

Spend time with your service delivery team to first understand their role and then 
help them to understand yours. This is more than a one o� meeting, spend regular 
time to understand each other and spot opportunities. 

Invite a supporter to come in to learn more about how their donation has made a 
di�erence. Ask someone from the service delivery team to talk to them. Your role then 
is just to listen, so you can use these stories when you’re next talking to a donor. 

What can I do? My ideas....
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What we have learned

“From the first Emotional Fundraising masterclass, we were bowled over. But even 
then it was clear that if this was to be the transformation we wanted to make, it had 
to embrace the whole organisation, top to bottom and all the way through.

‘So we started introducing everyone to the big thinking, the principles and practices 
that would make the Guide Dogs family great fundraisers. It meant not just the entire 
fundraising sta� having to rethink what fundraising means, but everybody, the whole 
organisation, from mobility instructors and dog trainers to communications and 
campaigning sta�.  And of course, every member of our board of trustees too. There 
could be no exceptions.”

Jayne George, Director of Fundraising and Marketing, Guide Dogs

So that’s what we did.  Our sta� have always been passionate about helping get blind 
and partially-sighted people mobile, but this made them passionate about telling our 
story the RIGHT way – a way that inspires others to want to be part of it. It got sta� 
outside of fundraising interested in, and excited about, fundraising.
  
It’s changed the way we train our volunteer speakers, changed the content of our mail 
packs and social media content and the way we speak to donors. It’s even changed the 
posters on our o�ce walls. It challenged us, inspired us, and re-energised us, making us 
more ambitious than ever before. 
 
I am so proud of the team at Guide Dogs who have been brave enough to be part of a 
real step-change in ambition – and income targets!  Targets ambitious enough they will 
enable the Guide Dogs family to reach more blind and partially-sighted people than 
ever before through more services than ever before. Our income increased by almost 
20% last year – and we are on track to grow income by at least that much again in 
2014.

I have never been so proud to be a fundraiser and I knew it was working when Liz, 
manager at our national dog breeding centre, told us with such enthusiasm that fresh 
from her new focus on fundraising she’s now doubled the income she raises from 
visitors to the centre.

‘And if anyone in Guide Dogs might have thought herself not a fundraiser, it could 
have been Liz. That’s how much we’ve changed. ’

Jayne George, 
Director of Fundraising and Marketing, 
Guide Dogs

The Guide Dogs family – this 
must be us, must become an 
indelible part of our DNA. 
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“Fundraisers, more 
than anyone else, know 
that we must never be 
complacent about the 
public’s trust in 
charities. They also 
know that if you don’t 
ask for support you 
don’t get it.”
    
    Peter Lewis, 
    Chief Executive, 
    Institute of Fundraising.

#proudfundraiser
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Recently, charities have been rigorously scrutinised in the media and by the general 
public, which is a reason to stand up, not sit down and hope the attention will go 
away. If we’re to successfully raise more money in order to solve the problems for 
which we were founded, then we need to be bolder and braver about what we do 
and more clear as to why and how we do it. We must take responsibility to help the 
public understand how we fundraise, so that we can grow with confidence and we 
welcome, not fear, concern and criticism.  

Why are bold, positive public relations critical?

As fundraising has come under increasing scrutiny the sector’s responses have, in the 
main, been defensive.  

On occasions, charity leaders have failed to respond, or stand up to, criticism of their 
or the sector’s fundraising techniques or costs.  Our voluntary sector can’t avoid these 
issues and unless we educate and inspire people then we can’t expect 
fundraising to prosper. If we can’t actively defend any aspect of our fundraising we 
shouldn’t be doing it.

What does standing up for fundraising look and sound like?

Trustees and CEOs will show pride when explaining their fundraising strategies and 
practices in an open, honest, inspirational way.

Everyone in the organisation will be able to proudly describe and defend their 
fundraising practices and strategies in an open, inspirational way. 

Charities will take steps to help the public understand fundraising practices.

Everyone in the sector will be proud of the work we do and how we achieve it.

How can you stand up, in your organisation? 

Key people in your organisation will be trained in how fundraising works and why it is 
done a certain way. 

Your organisation will have a set of proactive messages promoting its fundraising 
practices, rather than passive messages defending them. 

Organisations will work together with the Institute of Fundraising to respond quickly 
on significant issues to ensure that the entire sector speaks with one coherent voice.

7. Telling the World
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ACTION BOX

You’ve spent how much?!

If asked, ‘Is it true that you spend 25p to raise every £1?’ try responding 
by explaining that this means for every £1 raised, 75p goes directly to 
the cause and the remaining 25p is used to raise the next £1. If that 
doesn’t satisfy, you could go on to explain that this may indicate that 
your organisation is not investing enough for the long term; that by 
investing more in fundraising you’ll try to get it down to a perfectly 
acceptable 3:1 ratio as soon as possible.’

What can I do? My ideas....
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ACTION BOX

Stand up for what you and your organisation 
does and how you do it.

Practice the debate at sta� meetings. Pick a topic that could challenge 
your organisation and work through your organisational viewpoint. 

Here are some hot topics to get you started:

Why does your Chief Executive get paid so much? 

What is your cost ratio? 

100% of all donations should go to the beneficiary.

What can I do? My ideas....
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Great fundraising isn’t rocket science nor is it out of reach for any organisation, 
large or small. It does require understanding, clear thinking, belief and 
commitment. Also, it calls for boldness, vision, creativity and ambition plus 
prudent investment, careful implementation and the ability to plan long term. 
So it’s simple, but very far from easy.

We hope that the outline of the seven pillars of great fundraising provided here 
have stimulated and encouraged you to believe in great fundraising and to take 
steps to implement a programme to deliver it in your organisation.

Whatever you do – please do something. 

Charities are established to do important and urgent work. To do this they 
must raise significant amounts of money. It is within your gift as a fundraiser, 
no matter your level or the type of fundraising you do to work together with 
your trustees, leadership teams, sta� teams, volunteers, donors and 
beneficiaries to raise money in order to achieve your mission. 

Download this toolkit and save it somewhere safe 

Read it

Share this toolkit with your team

Work through the practical action boxes 

Read the Great Fundraising report
(or at least the exec summary) 

Get in touch with Revolutionise to find out more about the
Seven Pillars of Great Fundraising

Join the IoF as an Individual member for peer group
support, networking, training and qualifications
 
Sign your charity up as an Organisational member
of the IoF and commit to the Code of Fundraising Practice

A Happy 
Ending

What to do next 
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About
Revolutionise

#proudfundraiser

Revolutionise helps 
charities achieve 
transformational 
growth. We are a 
unique ‘agency for 
change and growth’ 
working with charities, 
non-profits and NGOs 
around the world.

Alan Clayton and Ken Burnett lead a team of creatives and consultants 
in the UK and around the world. Through inspirational seminars, training 
and consultancy we help everyone within a charity achieve internal 
emotional alignment around their shared purpose. We help them to 
rediscover the shared passion for the work that they do. And we help 
them to generate a pride in everything that the organisation does to 
achieve this goal.
 
Great fundraising organisations understand why the whole organisation 
should be proud of its fundraisers and we help them to make that 
happen. 

That's why Revolutionise is excited to have created the Proud to be a 
Fundraiser toolkit with the Institute of Fundraising.

You can find us at:

www.revolutionise.com   

@WeRevolutionise 

dave@revolutionise.com   

+44 (0)1320 366 832
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To find out more & join: www.institute-of-fundraising.org.uk

Individual membership demonstrates commitment to your professional and personal 

development and gives access to over 30 National, Regional and Special interest 

Groups.

INDIVIDUAL MEMBERSHIP

ORGANISATIONAL MEMBERSHIP

ACADEMY

EVENTS

 
 

 

 
 

 

 
 

 

Organisation members demonstrate commitment to the Code of Fundraising 

Practice. They provide a strong collective voice that influences and e�ects change for 

the fundraising profession.

The Institute of Fundraising holds a series of conferences, showcasing fundraising 

success stories, the latest trends and research, best practice guidelines, debate and 

discussion with sector experts and inspirational speakers.

The Professional
Membership Body
for fundraisers

The IoF Academy o�ers a one-stop-shop for meeting individual’s personal and 

professional development needs and helping fundraising leaders identify learning 

opportunities for their teams.

About



We’re proud to work with all the 
organisations and individuals that have 
so generously given their time and 
expertise to create this toolkit.

Thank you to everyone involved: the Institute of Fundraising, the 
fundraising charities, their supporters, advisers, donors and volunteers 
- all have a deep vested interest in the health, self-confidence and 
growth of this sector that we work in together and are so committed 
to.

The purpose of Proud to be a Fundraiser is to celebrate and define that 
care and commitment so that everyone who comes into contact with it 
will recognise it easily for what it is, a shining jewel set deeply into the 
fabric of British society, a proud pillar of public life.

Suggested Resources:

The Institute of Fundraising  
www.institute-of-fundraising.org.uk/

The Great Fundraising Report 
www.revolutionise.com

The Centre for Sustainable Philanthropy (CSP) Opening Feb 2015 

Showcase of Fundraising Innovation and Inspiration (SOFII)
www.sofii.org

Centre for Charitable Giving and Philanthropy (CGAP)
www.cgap.org.uk

The Proud to be a Fundraiser toolkit is brought to you by the 
Institute of Fundraising, with the support of Revolutionise.
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