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Visiting Professor of Direct Response 
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Introduction 

Successful external relations require the whole organisation to work together to build strong 

relationships with a range of stakeholders. Challenges arise when multiple departments build 

separate relationships concurrently with the same stakeholder resulting in an organisation having 

varying tones of voice, and / or sending mixed or conflicting messages. 

   Stephen shared his experience and explored tools used to identify shared audiences and 

techniques used to work in harmony to successfully align relationships and messaging. 

 

Presentation  

I’m really thrilled that at last the arts are waking up to the idea of fundraising and even more 

waking up to the idea that you can’t do it on your own. Please can I get a show of hands – how 

many people here have a portfolio that you are responsible for where you have to do both 

marketing and fundraising? [quite a few] Who has a fundraising only portfolio? And marketing 

only?  

 I would suggest that if you want money, forget digital! Who is it in this country that has 

money? Real money? Older people. Of course older people use digital but they don’t transact 

digitally and you need to remember that.  

 Most of the work that I’ve done for the last thirty years is for charities. I’m going to give you 

charity and arts examples and I’m going to start with an example from America. The biggest ‘heart’ 

charity in the US is the American Heart Association. About a year the home page of their website 

as you went into it would flash up a very important number to them – $3.3 billion raised since 

1949. Would you give to them? No! Because they’ve got $3.3 billion! And they’ve still not solved 

the problems of heart disease. It’s a marketing statement that says ‘look how good we are’. As a 

fundraiser, it is a disaster. Have a think about what your marketing colleagues can do to 

fundraisers and equally, what disasters fundraisers can do to marketers. To illustrate how stupid 

this is, imagine that you are going on a date, to dinner, in one million seconds. What is one million 

seconds? Two weeks? Sunday week, we’re going out on a date. I’ve told you what one million 
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seconds is, now, what is one billion seconds? I told you what one million seconds equates to and 

you have trouble imagining that so now, I ask what one billion seconds equates to and that’s even 

more difficult to understand. Then we’re reminded that our bankers lost £3 trillion and that sounds 

like a lot of money … it’s a fortune but we have no idea how much it really is. So, when people say 

‘we’ve raised $3.3billion’ it actually means nothing to us, to anyone.   

 I took this photo at Marylebone Station (image not available) – it’s of an advert for two 

charities asking for money. One is an engaging story with a picture of a young girl looking straight 

out of the billboard at you and the other is a list of statistics about the number of people contacting 

that charity (the NSPCC). To which will you give your £20? One of these – the one with the story – 

is fundraising. The other is marketing. The one with the ‘story’ is also solution focused and the one 

with the statistics is a statement of …nothing. These things happen all the time in the charity world 

but I want you to be thinking similar examples from the arts sector.  

 I’m going to give you one technique to ensure consistent messages across a range of 

media and encourage marketers and fundraisers to sit down and work together. I have 

confirmation from Brighton Pavilion that for the first time in years they are actually working 

together and even talking about working from the same office.  

Action for Children proposed to send out this letter with a mailing at the beginning of September 

last year (2013): 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Dear Mr Pidgeon,  

My role in Action for Children has reinforced by belief that school isn’t just 

where children go to learn maths, science and history, it’s where they develop 

invaluable life skills, build friendships, begin to map their future – a 

fundamental part of growing up and no child should be deprived of an 

education. With only a few weeks until the start of term, will you give £10 to 

help a neglected child secure a better future? The new school year is fast 

approaching and there are thousands of neglected children who need your help 

to ensure that they go back to school next month. 

 Let me give you an example …  
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I’m sure that you’ve received letters like this. What do you feel about this?  

Delegates: It’s boring. It doesn’t get to the point quickly about what the money will do. It’s focused 

on somebody else who’s not the reader.  

 Exactly. It’s telling you that ‘we are the experts’ and our charity is so important that we are 

going to tell you all about this. We are the experts. The letter that actually went out included this: 

  

 

 

 

 

 

What do you feel at this moment?  

Delegates: We want to help that child.  

Stephen: Why? What do you feel?  

Delegates: Emotional.  

Stephen: Have you got children?  

Delegates: Yes. He’s painting a picture.  

Stephen: You’re already thinking ‘can I cope with this?’ Reading on and continuing to paint a 

picture:  

 

 

 

 

Look at this: ‘… a neglected child needs your help …’ It’s about you and one child. Notice the 

difference between that and the first example: ‘there are thousands of neglected children who 

need your help’. The second example is all about you. It engages you, the donor, the reader.  

 

Minor donor fundraising 

I’m into consumer fundraising – what I call ‘minor donor fundraising’. We talk about major donors 

all the time – they just happen to have a lot of money but the rest of us who live in the normal 

world are ‘minor donors’. We feel and act exactly the same, are emotionally exactly the same, but 

we just don’t have as much money as they do so they give bigger sums. But you should treat them 

exactly the same. This business of ‘we and you’ is incredibly important.  

 Let me show you one more example that came out last year:  

The new school year is about to begin and a neglected child needs your help to go 

back to school next month. For six year old Tom, the days he goes to school are 

very special. It’s the only place that he will be encouraged, the only place he will 

be safe, the only time he has a nutritious meal. The contrast between school and 

home is heart breaking …   

… stepping through a door, the first thing Tom noticed was the smell, a mixture 

of un-washed bodies, overflowing dustbins and despair … 
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‘There’s stormy weather ahead. Your regular support will help us to survive it!’ 

‘Your regular support’ - so, I can support the RNLI regularly once every three years. That’s 

regular? They’ve used a ‘jargon’ word right in the headline. This is a main, first-name paragraph: 

‘we all know how unpredictable the British weather can be, and unfortunately, for the RNLI, the 

same can be said of the current economic climate so, we need to save for a rainy day’. And, by 

the way, if last year wasn’t the end of the rainiest days this country has ever known – why are we 

saving for a rainy day? ‘If you’re at all like me, you’ll appreciate the importance of sensible 

financial planning on life-saving services funded almost entirely by voluntary donations’.  

 This still goes on in the charity sector. Not often as the UK, in minor-donor fundraising and 

charities, leads the way in good practice around the world.  

 

Let’s have a pause and I’d like you to have a think about what you’ve written in your fundraising 

‘asks’. I’ll bet, because inevitably, there’s a conflict, you will write pompous rubbish!  

Delegate: Absolutely!  

Stephen: Thank you for being so honest. It’s true though isn’t it? How many people here have 

English degrees? [show of hands] Don’t ever write anything! Never write! 

Delegate: I’m a journalist!  

Stephen: If you’re a journalist, what did journalism school or your first paper do? They beat your 

English degree out of you right?!  

Delegate: Yes. They did. Absolutely.  

Stephen: Because, in degrees and even A levels, you are taught to write English for exams. 

Flowery, long-winded copy. I could show you copy that you might use and then a paragraph using 

three words to say the same thing. For this sort of thing I’ll bet that you write this way because you 

are programmed to write this way and you might even have an Artistic Director looking over your 

shoulder.  

 

We vs. you 

Let’s debate ‘we vs. you’.  In fundraising, you have to involve ‘you’ the reader, ‘you’ the donor. If 

you work in marketing; ‘we’ are running a great theatre, ‘we’ are running a great gallery, ‘we’ are 

brilliant. The two are fundamentally different. A charity in Ireland could see their income dropping 

and they didn’t know why. I looked at the homepage of their website and said to them ‘do you 

realise how many times you write about yourself?’ ‘Our work, how well we work, our successes – 

we think our charity [name] deserves a pat on the back and this is why …’ This is a very good 

fundraising charity in the UK and they work closely with their sister charity in Ireland but they 
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simply have not thought about me, the donor. When you write your fundraising letters I bet you 

don’t think about ‘me, the donor’, you think about; ‘we have a great theatre here, we need this 

amount of money for …’ You say to me, the donor; ‘Stephen, let us tell you about all the work we 

are trying to do …’ I couldn’t care less about the work that you are trying to do – I want to know 

what I can do with my money. So you must tell me, not about what you do, but about what 

happens when you do it. What is the outcome? The thing that I’m paying for?  

 

 

 

 

You have to reconcile that and remember that. Tom Ahern was called in by Gillette Children’s 

Foundation to change their three-times per year newsletter. Gillette are medical pioneers in setting 

the standards for spine care. Each time the newsletter went out it raised about $5,000 from 30,000 

readers. It wasn’t enough so Tom rewrote it – gave it a new name, included a success story and 

has a named child say ‘thank you’ along with a reminder that ‘you’ helped to create that success 

story. The second version raised $50,000 – ten times as much.  

Merchant’s Quay in Dublin is a homeless charity that runs day centres. They have become very 

successful since an American fundraiser went in and applied some basic techniques.  

 

 

 

 

 

 

How many times in that short paragraph are they saying ‘you’? How many times do we say ‘we’? 

Once. That’s about the amount of balance that you have to have. At worst, if you count the ‘we’s’ 

and the ‘you’s’ it should be the same number. At best there should be many more ‘you’s’. 

 

Intellectual / academic sector 

University of Leeds applied the same charity rules to the education sector with exactly the same 

results. Christmas 2012 they sent out a letter asking for money and each month shown had a 

different picture from a different era – ‘do you remember the friends you made …?’ It’s all about 

you and the things you did at Leeds University. Until this letter went out, fundraising by direct mail 

didn’t work and they did everything by phoning people and that was a very successful programme. 

‘Corporate’ communications and ‘donor’ communications are 180° different. 

Tom Ahern 

 

Usually when I write it’s to share a story of a man or woman whose life has changed 

due to your incredible support of Merchants Quay. Today, I write to you about the 

faces that you don’t see, to tell you about the ones whose stories you may never 

read but whose gratitude for your kindness will be forever etched on their hearts …  
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Six months later, they sent out posters; ‘Wish you were here’, ‘memories’, it’s all about you – and 

they put on each one the scrap book of pictures from that era – the sixties, the eighties etc. It 

absolutely involved me in that whole business. And on the other side of the poster they put ‘your 

university’ – it’s all about you the supporter.  

 

Conclusions for arts fundraising  

What conclusions can you draw? What lessons 

can you learn?  

Delegate: Talk about outcomes, not what you 

do.  

Stephen: Right. Talk about outcomes not what 

you’re going to do with the money. What is the 

outcome? What sort of outcomes do your minor 

donors want to pay for? People give to other 

people. Nobody is going to give you things, 

 

 You have multiple stakeholders 

 What will you use fundraised money for? 

 Is it likely your fundraising message will 

upset other stakeholders? 

 Key question – ‘Why should I give you 

£200?’  

 

give you a brick. People want to give to thing that they are passionate about in order that other 

people can benefit. 

 Talk to me about your stakeholders. Who is going to see your fundraising messages? And 

what problems might this cause?  

Delegate: You need to be careful about that crossover or clash with marketing in case you 

suddenly get a big grant that the marketing team want to shout about and the fundraising team 

want to launch a big fundraising campaign.  

Stephen: That happens all the time. Is it a problem?  

Delegate: It’s not a problem if you put it into context and say what the money is going to work for – 

core funding or developing projects etc.  

Stephen: How many of your audience think ‘oh dear, this seat is subsidised by the arts council’? 

Would anybody know or find that remotely relevant? Already, because you work in the business 

you are already thinking not like ‘me’ but thinking like ‘you’.  Your donor loves your orchestra, your 

theatre, your work and comes regularly or decides not to come ever at all but wants it there. I 

support the Birmingham Ballet but I haven’t been for six years. Why do I support it? I’ve no idea at 

all but I do.  

Delegate: I’m interested to know why you are still giving to that organisation. You still give to them 

but you don’t feel it, you’re not passionate about it …  

Delegate: Direct debit!  
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Stephen: I give because when I was in London before I got married and had a family I went to 

ballet a lot and it’s a hangover from that time. I’m in the National Trust yet I haven’t been to a 

National Trust property in twenty years but I’m a member of the National Trust because I’m 

English! 

Delegate: That’s not a bad reason actually because it speaks to your identity and how you see 

yourself.  

Stephen: I don’t do it so that I can tell other people. I do it because it makes me feel good. The 

reasons why people support are incredibly complex.  

Delegate: If you have multiple stakeholders with different reasons for supporting – do you have to 

speak to them all in a different way?  

Stephen: I don’t think that you do have to speak to people in a different way. If it’s the arts council 

they want to be acknowledged but they don’t expect all the people around them to know that it’s a 

£3million grant they’ve just been given. 

Delegate: But the arts council expect it …  

Stephen: It is not your job as fundraisers to say ‘we are fully funded by the arts council’ – you 

won’t get the money that way. Nobody’s interested in that sort of stuff.  

Delegate: It’s the understanding as well that if I explained to an arts council Relationship Manager 

that this thing needs to work better, the arts council don’t want us to fail and sacrifice our donor 

campaign so we put the arts council logo on at the bottom and are they happy with that?  

Stephen: That’s enough. And any recipient of that letter or email will expect to see that logo on 

there. Who are your other stakeholders?  

Delegate: People on friends or membership schemes?  

Stephen: OK. Friends – are they audience or are they supporters?  

Delegate: A mixture of the two. If it’s a low-level membership scheme then they’ll likely be 

audience members because it’s a benefit for them.  

Stephen: A membership scheme of benefits. They pay a membership fee and get benefits – early 

booking of tickets, special performances. The principal of membership is wrong – people who join 

something to get a benefit they’re not connecting with you in the way that they should. They are 

usually people with more money who could afford to pay full price and don’t really need that 

discounted ticket.  

Delegate: But we need all our stakeholders – low-level individual givers, donors, corporate 

memberships, sponsors, partners, trusts and foundations. We need them all and the reasons for 

giving that they give us are very different. At our organisation we’ve just a £28million capital build 

and our biggest issue was that people knew that we’d just had all that money and we’ve now got a 
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beautiful building. So, very early on we had to remind people that it wasn’t all about the building, it 

was about how we populate that building – it’s about the talent in the building, it’s the future of the 

youth theatre etc. It’s about the people and it’s for the people and they get to see every aspect of 

how that works. We have different messaging but it’s always from them. We have to talk to people 

in different ways and in a way that suits them.  

Stephen: ‘over the top’ is the core message. I don’t think it’s likely that your fundraising message 

will upset other stakeholders – not if you get it right. Tell me why, for what reason, you fundraise 

money?   

Delegates: Capital programmes, education, community and outreach, developing talent, 

subsidised seats, access, equipment, emerging artists.  

Stephen: The key question that you have to answer for me is ‘why should I give you £200?’ If you 

can persuade me, I can give you £200. It’s not a huge amount of money but it is sufficient to make 

me think – it’s more than £20! Have you got an answer? Does it involve something that you are 

going to do? Do I pay for a thing or for an outcome or impact on the population of Guildford and 

my neighbours? It cannot say that ‘if you give me £200 Stephen we’ll be able to buy a new set of 

costumes …’ I’m not interested in the costumes but I’m interested in the glorious spectacle that my 

neighbours and I will see next time that I come to the theatre.  

Delegate: The Steinway example (given by a delegate previously where they fundraised for a 

Steinway piano) is therefore the opposite of that because it was about raising money for a piece of 

equipment and it was successful. The think that struck me there was that people like to invest in 

success, they will invest in something that is already successful, that shows excellence, which is 

why I would say that it’s more difficult to invest in emerging artists than a Steinway piano because 

a Steinway says success, it says ‘I’m involved in something that is top of the range’ as opposed to 

something that may or may not work. You want to present yourself as a solid organisation who will 

do something good with your £200 and that you won’t simply see it disappear.  

Delegates: The Steinway is tangible. It suggests not only a better sound but also better artists. 

Quality. It’s aspirational – ‘if we can buy a Steinway, we can give you a better programme’. 

Everyone will benefit.  

Stephen: Going back to the example from the start of £3.3billion is boasting whereas the 

Steinway is exotic. Tangible. Outcome is not a tangible thing. Supporters don’t buy ‘things’. 

They’re buying a dream, an aspiration – they want to help that goal along the way.  

Delegate: One of the most interesting fundraising campaigns I’ve seen recently was the Lyric 

Hammersmith’s capital project where they were fundraising for parts of the building so running 

across their website they had a light bulb, a cupboard etc. and they had the name of the person 
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who paid for that – £3 or £5 whatever. I think that’s a really interesting response in a time of 

recession when people are struggling for money and they’re normal audience members who 

suddenly become givers – it’s a really nice thing.  

Stephen: Greenpeace did something similar a few years ago when they built a new boat. Does 

anyone know if the Lyric campaign has been successful?  

Delegate: I think they raised about three fifths of the money that they needed.  

Stephen: I think the great thing about that is the fact that, if I’m a regular visitor to the Lyric, I can 

put see my name and can say ‘look at me – I’ve got my name attached to a gift’. It’s a bit like Just 

Giving where you can ‘forward to a friend’ and your name goes on it along with the value of your 

gift. Nowadays, you can’t sell things – gift catalogues such as the successful ones done by Oxfam, 

have come and gone now. As a concept it was great, new and different but it’s now moved on. 

Breaking things down into smaller, more accessible amounts such as light bulbs or piano keys is a 

good technique but people give to people or experiences or aspirations – they want to be a part of 

a movement and they don’t necessarily want to buy a light bulb.  

Delegate: At mac in Birmingham they’re very clever as it is an exhibition and multi-arts space 

because you can end up with lots of giving boxes but even in their toilet – instead of ‘spending a 

penny’ they say that ‘spending £4 per person’ keeps mac open.  

 

The Four Pillars exercise 

Let me give you that technique to 

answer the question: Why should I 

give you £200? The answer to the 

question is your ‘fundraising 

proposition’ – it doesn’t matter if it’s 

£200, £25 – it’s whatever is 

appropriate to the group of people 

that you are talking to.  

The first example is the Royal 

National Lifeboat Institution (RNLI) 

and the key thing to remember is 

that it is an organisation made up  

of volunteers. The pillars are the VISION, ENEMY, HERO and RECIPIENT. This exercise helps 

you to find the answer to the question ‘why should I give you [whatever amount of money]’ which 

is a difficult question but these pillars help you to break it down into four simpler questions. If you 
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can answer those I’ll then show you how you can put the words together. RNLI – the vision is not a 

corporate vision but completely visionary. For the RNLI – what would be their vision? What would 

help them to pack up their things and say ‘the job is over, let’s find another job? The enemy is the 

thing that is stopping that from happening i.e. the cruel sea. The hero fights the enemy to achieve 

the vision. The recipient (drowning sailor) benefits when the hero fights the enemy to achieve the 

vision. The most important pillars are that you ‘pay a hero to defeat and enemy’ and that has 

worked for many years for the RNLI.  

Action for Blind People is now part 

of Royal National Institute for the 

Blind (RNIB) and their vision is 

‘every blind and partially sighted 

person given support when 

needed’. Their vision isn’t ‘no more 

blindness’ because that’s just not 

going to happen but, if you are 

blind, you can have access to 

support as much as you want. The 

enemy is a problem in fundraising 

terms because it is lack of money   

for simple practical support and red tape. The hero(s) are the people fighting bureaucracy and 

indifference to provide the vision support and the recipients are thousands of people (every 15 

minutes) losing their sight and picking up shattered lives. You can imagine a mailshot or a face-to-

face interview talking about your life if you go blind. The word ‘shattered’ came from a focus group 

and from a man who had lost his sight in an accident who said that his life was shattered.  

The fundraising proposition is:  

Every 15 minutes someone in the UK begins to lose their sight. Today, with your help, we 

can give them the practical support needed to rebuild their shattered lives. 

… now I’ll tell you a story about George … the story illustrates the proposition but you need to get 

that right first.  

Everything you see coming out of the fundraising department delivers that proposition and 

everything that comes out of the marketing department needs to make sure that it doesn’t hamper 

that proposition.  

Delegate: Does the proposition always stay the same?  

Stephen: Yes. What does the organisation stand for? Why do we need your money to fulfil that? 
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Underneath that you’ll have campaigns and appeals that deliver that feeling but at the end of it, 

you’ve read something from Action for Blind People and you must think ‘my life would be 

shattered’. Rebuilding is a very important word – ‘I can pay for, a person whose life is shattered, to 

rebuild their life’.  

Good propositions have to have 

need and solution. In the case of 

the arts, need is not a starving child 

or a battered dog. But the need is 

very similar emotionally – people 

are poorer without your work yet 

richer with it. So, my money will 

help people be richer with your 

work.  

I’ve been looking at the work of 

SSAFA – a charity offering ‘lifelong 

support for our armed Forces and    

their families – anyone touched by service life, past or present, has the help whenever they need 

it.  The qualities that make the military what it is today are the same ones that stop the military and 

their families seeking help when bad things happen. You are delivering a feeling so you can use 

odd concepts like ‘when bad things happen’ in an internal document but your job as fundraisers 

and marketers is to deliver this feeling.  The hero is the SSAFA family who mostly run helplines, 

offer group support and visit people – with big hearts and offering private and confidential support. 

The recipients are serving and ex-serving members of the armed forces, their families and those 

who love them.   

 

 

 

 

 

 

If you were connected to the military you would know what that meant and you would be moved to 

give £200. The stories of the military personnel that can be found on their website etc. illustrate, 

deliver and strengthen the proposition.  

When bad things happen in their lives our veteran soldiers, sailors, airmen and their families 

hide their complete desolation behind their uniforms, medals and smiles. Your £200 gives 

serving and ex-serving members of the armed forces and their families confidential and 

private help that they need but find hard to seek.                                     

SAAFA 
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We did some work with the Royal 

Exchange Theatre in Manchester. 

I had a big room with about 15 

people in it, including the 

marketing person, their fundraiser 

and two artistic directors. The 

fundraiser knew what I was going 

to take them through and we sat 

down and after about 20 minutes I 

was getting a bit worried that what 

we were doing wasn’t getting 

through or sinking in with them.  
 

Then it came out very clearly that this is a very successful theatre, excellent and extremely 

profitable yet they wanted to take ‘theatre’ out into Manchester and they needed money to do that 

– that’s what the fundraising job was.  

 Their vision: everyone in Manchester gripped by the transformative power of live theatre. 

I’m not gripped by the ‘transformative power of live theatre’ but they understood that. The enemy 

was identified as being ‘… not for the likes of us …’ The hero is ‘the magic and dazzle of theatre 

…’ and the recipient; ‘Manchester people with a love of theatre and ALL those yet to discover it’. 

Using all of that, the answer to the question; ‘why should I give you £200?’, the proposition 

became;  

A gift of £200 brings the dazzle and wonder of live performance to wherever 

Manchester people come together: in the Royal Exchange, in schools, community halls and 

drop-in centres.  Everyone, from the seasoned theatre-lover to a youngster or a homeless 

veteran, can be gripped by the spectacle and feel the transformative magic of Theatre.  

The proposition gives you a feeling about what your £200 is going to achieve, what it will achieve if 

you give it to me as ‘we’re planning the appeal now to fund the campaign that will run in the 

summer with the street art’ – you deliver that feeling. The process of sitting down, discussing and 

arguing through this is even more important than the outcome. It’s important for different members 

of the team to realise what this philanthropic money can do and with it what the organisation can 

achieve.  

The Royal Scottish National Orchestra (RSNO) was a project that I worked on six years ago. The 

key thing about the RSNO is that it is Scottish and the orchestra, based in Glasgow, tours all 
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around Scotland. They can only do that if they can afford to raise the money. They don’t raise the 

money by putting on concerts as any income goes towards the concert.  

 Truly great live music brought to everyone in Scotland and therefore the pride of Scottish 

people. Their vision is; their music completely available to Scottish people. The enemy is mostly 

ignorance of this music throughout Scotland. The hero is the music itself because they know that if 

they can get people listening and get people involved, it will do its job.  

Delegate: It strikes me that in marketing terms you end up with the exact opposite of the kind of 

advice that I would think of for marketers which is to know your audience really well, segment 

them and have a sense of them as individuals. This mass of the people of Scotland actually feels 

like that’s useless because you don’t actually know who you are talking to. How do you square 

that?  

Stephen: Going back to the Manchester example, again we are talking about the mass of 

Manchester, but their job at the theatre was to take theatre ‘out to Manchester wherever 

Manchester people are’. To know your audience is the job of the artistic director to then produce 

good performances. For fundraisers it’s about donors knowing the impact of their £200. I don’t 

need to know all the different audiences. I want to feel that one homeless veteran learns to love a 

piece of Shakespeare just because they happened to be in the drop-in centre at the time the 

theatre was there doing a piece of their work. What you said was classic marketing theory but I’m 

talking about fundraising and what you (the donor) can do, not what I can do for you. Your job as a 

fundraiser is to make me feel good about me.  

For RSNO we came up with the proposition:  

Your gift of £200 makes you part of the movement bringing inspiring, truly 

great live classical music to proud Scots. 

Delegate: It’s too general isn’t it?  

Stephen: Yes, it’s too general, it’s a bit wishy washy. The Manchester Royal Exchange Theatre 

proposition is a better example as it is very clear about what your money is going to achieve. It is 

also very inclusive as it talks about a range of people – ‘seasoned theatre-goer to homeless 

veteran’.  

Delegate: I think it is in the explanation but £200 isn’t going to do that and that is what you are 

referring to.  

Delegate: I think that the disconnect is that the beneficiaries are general but the person you are 

asking is specific.   

Stephen: The fundraising message is that ‘you, Stephen, can help this person or say, these school 

children, get to know classical music.  
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Delegate: They’re not saying that you’re going to fund the whole project or vision but that you will 

make a small contribution to it.  

Delegate: We recently went through a process, because we were doing too many things so we 

were breaking things down to every single revenue stream that we had and we were trying to, 

from a fundraising point of view, have a message for each stream. It got to a point about six 

months ago where we didn’t know where we were going … we almost confused ourselves with our 

messaging because we had too many things to ‘sell’. We had to go back to basics and figure out 

‘what’s the very basic thing that we need – how much do we need to raise over three years and 

how much have we made already?’ All that detail that we were getting lost in from a marketing 

perspective was completely unhelpful.  

Stephen: ‘Nobody buys a ¼ inch drill. They buy a ¼ inch hole’. What is the outcome that I’m going 

to pay for? The outcome is the hole – the drill is the mechanism to do it.  

My last example is from the Royal 

Pavilion in Brighton (opposite):  

The proposition that came out of 

their four pillars was: 

For the small sum of £200 you 

can stop the deadly hands of 

time crumbling the unique 

celebration of opulence, 

eccentricity and rich treasures - 

imagined by George IV, artists, 

explorers, obsessives, and  

Connoisseurs – for the pleasure of everyone today and in the future. 
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I spoke to Rob Yates from the 

Royal Pavilion to find out if he 

would be happy for me to use this 

as an example and also to find out 

what he thought about it 

(opposite):  

Rob has a challenge with the 

website in that they have to 

support the Royal Pavilion, 

Brighton Museum and Art Gallery, 

Booth Museum of Natural History, 

Hove Museum and Preston   

Manor. Rob is responsible for raising money for all these different organisations. But, he says, that 

this exercise that we did about 18 months ago with them now means that the marketing and 

fundraising people work hand in glove. Involve the marketers who are often more articulate at 

voicing the desires of the supporter than fundraisers are. Fundraisers job is to raise money for 

them. Marketers have the job of marketing to them, watching them to see how they respond. 

Marketing people are very useful to fundraisers if they work together.  

 What is the proposition of the charity; Bug Life? Why would you give them money?  

Your donation helps to conserve the small things that run the world.  

My only demand from you is that you go away and find your fundraising proposition that you’ve got 

to use. Get your artistic director involved, involve your creative teams, your marketing people – 

anyone who is important.  

 

Stephen Pidgeon / fundraising consultant and conference speaker / stephenpidgeon@gmail.com / 

www.stephenpidgeon.co.uk / #stephenpidge 
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