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EXECUTIVE SUMMARY 
• SMS is popular but contributing significantly less revenue than donations via web app 

• Encouraging people to give by web app leads to higher donations and more Gift Aid 

• Strategic positioning of the digital ‘ask’ and visibility of signage may be helping to support 

physical donations to the cause – though this is inconclusive 

 
THE ORGANISATION 

Founded in 1856, the aim of the National Portrait Gallery (NPG) in London is ‘to promote 
through the medium of portraits the appreciation and understanding of the men and women 
who have made and are making British history and culture’, and ‘to promote the appreciation 
and understanding of portraiture in all media’. 

The NPG welcomes over 2mn visitors each year and holds the most extensive collection of 
portraits in the world. The collection is displayed in London and in a number of locations 
around the UK – including in several houses managed by the National Trust. 

Receiving 40 per cent of its funding from government, the NPG relies heavily upon the 
support of individuals, companies, trusts and foundations as well as self-generating income 
from ticketed exhibitions, shops, catering and events. 

The NPG aims to bring history to life through its extensive display, exhibition, research, 
learning, outreach, publishing and digital programmes. These allow it to stimulate debate and 
to address questions of biography, diversity and fame that lie at the heart of issues of identity 
and achievement. 

The NPG aims to be the foremost centre for the study of and research into portraiture, as well 
as making its work and activities of interest to as wide a range of visitors as possible. 

  



	  

	  

THE CAUSE 

 

 

2014 is the centenary of the Great War (1914-1918) and significant commemorations and 

remembrances have been planned for the year. With director-level enthusiasm for DONATE 

as a concept, Naomi Conway (the NPG’s Head of Development) was keen to identify a 

specific campaign cause to which DONATE lent itself. Having asked curators for their 

suggestions, it was agreed that the restoration of a damaged painting by Arthur Stockdale-

Cope of naval officers from World War 1 – a companion piece to two others already on 

display in the Gallery – be the fundraising cause. 

 

A £20,000 target was set and the campaign went live in the NPG on 28 March 2013. 

  



	  

	  

THE ASK 

 

RESTORATION OF NAVAL OFFICERS OF WORLD WAR 1 

Naval Officers of World War I has not been seen for several decades because its poor 
condition makes it unfit for display. Over the years the canvas has slackened, there are 
several damages to the paint surface and the entire surface needs cleaning. The original 
gilded frame also requires restoration. Conservation of the painting and frame is time-
consuming and costly, but without this essential treatment one of the Gallery’s grandest group 
portraits remains hidden from view. 2014 marks the centenary of the outbreak of the Great 
War and if the conservation target is reached the Gallery will display the restored portrait in 
that special year. 
 
The painting 
Naval Officers of World War I is one of three large group portraits commissioned by the South 
African millionaire Sir Abe Bailey in the aftermath of the Great War. Bailey’s idea was that 
these works would be presented to the nation and would depict the most distinguished Naval 
Commanders, Military Commanders and Statesmen of that era. Stockdale Cope declined the 
invitation to paint the statesmen, opting instead for the naval commanders. The statesmen 
were eventually painted by Sir John Lavery, with John Singer Sargent taking the military 
commanders (on display in Room 30). Set in the Admiralty Board Room in Whitehall, the 
Naval Officers of World War I is an imaginative arrangement comprising twenty-two portraits 
of the navy’s most senior figures. 
 
The National Portrait Gallery urgently needs to raise funds to restore Naval Officers of World 
War I and for other charitable projects. Thank you for your support. 



	  

	  

THE DATA 

As of 1 July 2013: 

• The NPG’s is the second-most popular DONATE cause both in terms of number of 

donors and money raised 

• SMS donations have been more popular than the DONATE web app (54 per cent of 

donations) but have generated only 28 per cent of the financial value 

• 42 per cent of donors have opted to Gift Aid their donation 

• The average amount given by donors to the NPG cause is £11.75 excluding Gift Aid 

• 15 per cent of donors shared their tax information 

 
THE ORGANISATION'S PERSPECTIVE 

Interview with Naomi Conway, [Title, NPG, DATE] 

How is the National Funding Scheme – DONATE working for you? 
“The scheme has been quite straightforward to introduce and DONATE has been one method 
of raising funds as part of a campaign to restore a portrait. We have been lucky in that our 
campaign only lasted 10 weeks and we reached our £20,000 target, mostly thanks to three 
larger trusts/individual gifts. The amount raised through DONATE was £793 including Gift Aid, 
which although not insignificant within only 10 weeks, is a fairly small percentage of our 
overall funds raised in this campaign.” 
 

How does DONATE fit with the museum’s wider fundraising strategy? 
“The timing was fortuitous and has helped speed up how we look at individual giving. Since 
2012 the Gallery has started to focus more on lower-level individual giving – mostly because 
we were one of the successful ‘Catalyst’ grant winners, giving us the opportunity to raise £1m 
in individual giving until June 2016, mostly from individuals which will be matched pound for 
pound by DCMS and the Heritage Lottery Fund. In the past, with a small fundraising team, 
our focus has always had to be on soliciting a smaller number of high-level gifts. However a 
recent expansion of our individual giving team has meant that we can afford to look at lower 
level giving in more detail, as a way to raise funds and widen our pool of potential bigger 
donors. DONATE fits well into this as it is a way to solicit lower-level funds from visitors and 
hopefully gain some more donor details.” 
 

How have you marketed DONATE and the Naval Officers cause? 
“We promoted the Naval Officers appeal through a press release to national press, in our e-
newsletter to over 100,000 recipients, on our Facebook page (over 40,000) and Twitter (over 
30,000). We also included mention of the appeal in our Members e-newsletter (10,000). We 
built a page on www.npg.org.uk about the appeal enabling people to give via our website.” 
  



	  

	  

Looking forward, do you think DONATE could be successful for your institution for 

other campaigns? 
“It could play a part in future campaigns although I think further testing would be necessary to 
see if the percentage of donors who give their contact details could be improved upon. A key 
attractor to us would be the ability to recruit more supporters and personal data would be a 
key element of this – currently the levels of donors giving their data is low.” 
 

 What, if any, have been the internal challenges with adopting DONATE as a tool? 
‘Overall few because of top-level support of the concept. Creating the signage for the appeal 
was time consuming but apart from that it has been simple.  
 
Do you think the DONATE digital giving message has reinforced physical donations?  
“It is difficult to tell. Our donation box by the appeal signage in our Main Hall raised £5,000 
during the campaign – however it is difficult to attribute that to the DONATE message 
specifically. I feel it is more likely that those donations will have been made due to the 
prominent appeal signage rather than specifically the digital giving message. One of our 
donation boxes close to the appeal donation box did experience a reduction in income 
(compared to the same period last year) however our overall donation box income for the 
whole building during the appeal period was slightly above that of the same period last year, 
so the appeal may have contributed to slightly higher levels of giving on site.” 
 

THE LEARNING 

• Think about something more ‘curated’ than simply signage (which can degrade quickly) 
and that encourages people to pause and reflect 

• A strong and visible message, supported by the usual comms channels such as e-
newsletters, is important 

• A donation box close to DONATE signage will help increase appeal income 
• Choose a time-limited and specific appeal 
• Ensure your Visitor Services team are well briefed about the appeal (the public will ask 

you questions) 
• If the appeal is newsworthy, a press release and resulting coverage will attract donors  

 

• KEY WORDS 

• Organisation type: gallery 

• Location/Region: London 

• Cause Code: NPG001 

• Cause Type: conservation 

• Cause target: £20,000 

• Catalyst match-funded: The NPG is a recipient of Heritage Lottery Funding for its 

Portrait Fund, not for its DONATE appeal 


