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Britten Sinfonia is the UK’s flagship chamber orchestra. It is renowned for its artistic 
approach which brings together over 400 years of repertoire, virtuosic musicianship, and a 
range of the finest international guest artists from across the musical spectrum. Britten 
Sinfonia also breaks the mould by not having a principal conductor or director, resulting in 
performances of rare insight and energy. 

Each season Britten Sinfonia commissions between ten and fifteen new works, from both 
emerging and established composers, and in 2010 the orchestra launched a nine-month 
campaign called ‘A Tenner for a Tenor’. The aim of the campaign was to generate support 
for a commission from acclaimed British composer Jonathan Dove, for a chamber ensemble 
and solo tenor voice. 

The main driver of the campaign was to test, for the first time, a crowd-funding approach to 
Britten Sinfonia’s fundraising programme. The key elements of the campaign were: 

 a single price point of £10 (hence the campaign name - £10 to help commission a work 
written for tenor and chamber ensemble) 

 the ability to donate through multiple channels: freepost reply envelope, text message 
donations, or online 

 every donor would have their name listed in perpetuity in the full score of the finished 
work – a benefit that is usually reserved for donors who make significantly higher gifts 

 a branding approach that was quirky, unusual, and different to the organisation’s main 
brand 
 

Single price point 

The level of £10 proved to be a good level for donors: there were some 235 donations to 
the campaign, raising over £3,000 (excluding a substantial gift from a donor which enabled 
Britten Sinfonia to set up and launch the campaign in the first place). The average gift 
therefore was around £12.80; some donors were a couple, or friends, and in such cases it 
was usual for each person to give £10 although collated as one donation. The actual number 
of donors was around 300, around 75% of whom were completely new donors to the 
orchestra. 
 

Multiple donation channels 

The campaign was the first time Britten Sinfonia had incorporated a freepost response 
envelope into a piece of fundraising print, and it also took the opportunity to trial giving by 
mobile phone (text giving) to see if it would be worth focusing on as an additional 
fundraising channel. The freepost envelope worked especially well, and was also useful for 
collecting donations that were given at concerts; most donors gave this way using cash or 
cheque. There were also a significant number of online donations, perhaps representative 
of the anecdotal evidence that the average donor age was lower than usual. Giving by text 
message was not successful – just fifteen donors gave by this method, and perhaps suggests 
that giving as much as £10 via this route is not yet something people are ready to do. 
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Every donor being listed in the full score 

Having your name listed in a new work of art is something special, and for that reason alone 
has traditionally been reserved by orchestras for those donors who give at the highest 
levels. What Britten Sinfonia did with this campaign was to democratise this benefit, making 
it something tangible that virtually anyone could access. Some donors donated to mark a 
significant family moment (such as the birth of a niece or nephew), to celebrate the birthday 
of someone special, and we even had one donor make a gift in the name of their cat. 

 

A quirky branding approach 

When thinking about the marketing/branding approach, 
the main question was how to highlight that a £10 price 
point was accessible to virtually everyone. We therefore 
went down a route which highlighted what someone could 
buy for £10. For possibly the first and only time, the 
campaign leaflet had a sausage on the front, with the 
tagline ‘For the same price as 4lb of sausages you can help 
create a new piece of music’.  

With a £10 price point, it was also important that the 
campaign was as ‘light touch’ as possible – with digital 
marketing and email acknowledgements. There were also 
social media acknowledgements for every donor, and a 
campaign hashtag for twitter. At the point of donation, 
donors were also asked for permission to be contacted in 
future about other Britten Sinfonia campaigns and events, 
with a majority of donors agreeing to this. 

We also produced a 30-second video in support of the campaign. The video is still available 
to view online at A tenner for a tenor although the campaign itself has now ended. 

 

Conclusions and what next? 

Britten Sinfonia’s ‘A Tenner for a Tenor’ campaign was effectively the pilot for how it could 
expand its fundraising programme to encompass a wider pool of donors. It demonstrated an 
appetite amongst audiences to play a part in helping to create the music that they hear on 
stage, provided that the price is right.  Having said that, there is no reason that donors may 
not support multiple commissions at £10 each time, making the cumulative effect across a 
season much more significant. 

  

http://vimeo.com/21914448
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Since the campaign was launched, Britten Sinfonia has now launched a new campaign, 
‘Musically Gifted’, which builds on the format of ‘A Tenner for a Tenor’, and is being match-
funded by Arts Council England through the Catalyst scheme. ‘Musically Gifted’ uses the 
same crowd-funding principles, although this time there are multiple price points – with 
each level having different rewards – and multiple commissions to choose from. The 
campaign is also modelled on successful non-arts online charity gift shops, such as ‘Oxfam 
Unwrapped’, and like ‘A Tenner for a Tenor’ the Musically Gifted campaign has its own 
distinctive branding.  

The ‘A Tenner for a Tenor’ campaign sparked a new approach for Britten Sinfonia’s 
fundraising programme, opening the way for new donors to support the organisation, at a 
wider range of price points than ever before. Having tested the principles of crowd-funding, 
it is now firmly embedded within the orchestra’s fundraising strategy, to the extent that 
over the coming 3-5 years a majority of Britten Sinfonia new music commissions are likely to 
be funded (in whole or in part) this way. 

 


