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Executive Summary

Target £80,000 “ e
Raised online £94,343 : [:

Final total £107,539% |
Reached 134% of target

Number of donations 174

New newsletter subscribers 46

ﬂ]rough the Big Give Ckristmas Cha”enge 2024 Stripey

StorL aime& to increase giving to our year round work

(Juring the Christmas period.

We were Aelighted on the success of the campaign, and

now have the Funding in place to meet the requests we

receive For saFer places to s]eep in 2025.

As a team, we have tke conFidence to run tkis campaign

annua”y, raising vita[ support For our core vvorl«

T e

* After Fees, inc|uding donations made Auring the Big Give week, girt aid and
offline donations prompted by the Big Give.




About us

Stripey Stor|< isa loaby/chiuren’s Ioanl( Ioased in Surrey which was
Founded in 2013.

In 2024, we've...

He|ped HGO] Fami|ies an& ]8692 clnildren
-”J/ tlwrough (Jistributing 43,283 items

on worldng with 367 reFerral partner organisations w'no

Our core belieris that every CIWIH (Jeserves the same start and that l)y

sharing the items Families have outgrown, we can support a circular

economy in Focused and meaninglful way. are our connection with the \families we support.

Our vision is that every child in Surrey and Croydon has access to the
essential things they need to deve'op and meet their potential.

= = N
// |t s estimated that 19,967 children in Surrey livein N

| absolute low income households (9%) With child \l

l\ poverty rates in Croydon being 8 shocking 31%. /
/

Our mission is to a”eviate the impacts orchildhood poverty by provi&ing a
practical way For Fami]ies to he]p each other With Lindness and purpose.

\ We want to do more... -

On average we support 200 families each week with essential new and
preloved items for babies and children up to age 18. Items include
clothing Ioun(“es, toys, bool&s, toiletries, Ioaloy equipment, school uniForm

and increasingly, sa\fe p]aces to sleep.
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Christmas Giving 2024

In addition to our core work, we run seasonal campaigns at spechfic times
of the year. Our Iaiggest campaign is Santa Stork, where we distribute
thousands of new Christmas giFts to local children and their
parents/carers. This campaign is well supported |9y our community and
runs From Octoloerto ear]y Decemloer.

However, as demand for our core services continues to grow, we also
need to prioritise securing funds to proviJe essentials (like cots) year-
round and so we initiated a project that would set us up to meet the
expectecJ demand for safer, warm p|aces to sleep in 2025. This would run
in para”el with the Santa Stork campaign.

Given the timescales oFour C'nristmas project, the Big Give Christmas
Cha”enge was not something that we (J considered previously as we need

the Funding in November.
But this year, we wanted our supporters to have different giving options

around Christmas time. As we had two campaigns running, supporters
could still contribute to Santa Stork and we added the Big Give as a new

giving option. -
iily <
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ﬂﬂs new opportunity wouH mean any Financia] donations would l)e
douHed, helping families tlwrouglwout the year on providing them with the
giFt of a safer and warm p]ace to sleep. While many people like to give
during the Christmas season, this generosity doesn,t have to Ioe limited to
Christmas related campaigns, mal(ing the Big Give the perFect solution to

securing funds to be used year-round.

Two staF\C project teams were set—up: one For Santa Storl« and the other
Forthe Big Give. ﬂlis meant eﬁ‘orts cou]d loe stream]ined and the two

projects couch run separately From our day—to—day operations.




Give the gift of a warm, :&%7, ouraim..
bed this Christmas > J

More than a mi”ion children in the UK do not have a salte place to sleep.

Provide a salfer place to sleep For ]OOO children in
Surrey and Croy&on

Provide a new mattress for a further 600 children
Many of the families we support need to prioritise regu|ar bills, rent and

Food, over spending money on new loeds and warm bedding.

Provide 1,000 children with be(J(Jing bunc”es including
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: ‘%) lolan|<ets, Pds an& onesies to keep them warm.
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Bed poverty often results from a change like a new Ioal?y loeing Ioorn, a bed
[Jrealdng, or families who are Fleeing domestic abuse or who are reFugees

moving to temporary accommodation. Children sharing beds, or sleeping

in unsuitable Ioecls, often struggle with tiredness, impacting their school

Iearning, their aloility to lead an active liFe, and their mental health.

Over the last year, we have seen a noticeable increase in requests for Wl e s e T e Ioaloy
items relating to safe and warm sleep, and we often have waiting lists for
Moses basl(ets, cots, tod(“er beds and new mattresses. ﬂwough the he'p

oFthe Big Give, our aim is to Iae alole to provide a cot/bed, new mattress,

had given up her mattress For Ioaloy
to s|eep which left her with O”Iy

warm bed&ing, PJs and onesies for every child referred to us. These items the hard base to sleep on. o

will include both pre—loved and new items, which are saFety checked and - o | dbeen IOOl‘i”g ol places ike
prepared on our volunteers and, if necessary, delivered to the referral - Facebook Marl&etplace for a
organisation. We often support families as their children grow e.g. need a seaai hemnd bed bt coul(Jn,t

larger loed orthe next size up in Pds. There is no limit to how many times have aFForc{ed i Without

% having to use our Fooc{ money.

a Family can |9e reFerred - hfthey need us, we are there For tlnem.




Pledge & Champion Funders

In the initial stage oFthe app'ication process, we needed to secure the
necessary match Funding (25% orthe target). V\/e approached two
organisations that had previously supported our worl(: onea Iocal B—Corp
Iousiness ca“ed Powertutors and the other a grant maldng Foundation
connected to ﬂ]e \/\/is|ey Go|1CC|u|9 We have a close worLing relationship
with both, and their responses to the project were positive and
encouraging - they saw the need and wanted to he|p on committing an
amazing E]OOOO each to the match Funding pot.

We were able to progress our application to the next stage, with the hope
of Ioeing matched with a champion funder. We are graterul to The Julia

Rausing Trust For stepping in as our ohampion Funder and pleéging the
additional EZOOOO needed.

With match Funding secured, the next cha”enge was to start planning
how we WouH raise the remaining £4000O in supporter donations
during the campaign ]ive weel< (3 -10 Decemloer).

‘?owertutors

THE
WISLEY
FOUNDATION

THE
JULIA AND HANS RAUSING
TRUST

£80,000 TARGET...

£20,000 Pledges
£20,000 Champion Funding

£40,000 Supporter Donations

-‘---f-H'.HF-“--'-------



Project Planning

Tlie project was lecl loy our lunclraisingleam, witli input \Crom
our CEQ antl l\/larl<eting Fxecutive.

With the project team in place, we scheduled Weel<ly Big Give

meetings from October until the campaign concluded.

We createtl a <letailecl Gantt cliart outlining tasl<s, <lea<llines an<l

responsiloilities, split into sections lor pre,

ive and post campaign. This
served as the foundation for our Weel<ly meetings to ensure we stayecl on
track.

As tliiS was our First Big Give campaign, we were eager to learn lrom otlier
cliarities ancl applie<l to loe matcliecl Witli a mentor. We were \Cortunate to
e paired with the Virector ot rundraising and Uevelopment at Action tor
M.E. Witl’l it loeing tlieir 8tl’l year participating, we lia(l mucli to learn.
e arranged an introductory meeting and came prepared with a list o
V\/ g (l (l y g <l prep (l l\ l F
questions, and greatly appreciate<l their offer olongoing support.

In Octoloer, we attentle(l tlie live Big Give weloinars antl also reviewetl

recordings lrom previous years as part olour initial researcl1 to

familiarise ourselves with the campaign,s structure and best practices.

%

We Fouml tlie ‘Big Give l:unclraising Cliat7 laoelaool< Group to lae a

valualole ancl supportive community, wl1ere meml)ers were willing to slnare

a(lvice an<l answer queries.

The Big Give website provicled many useful resources, inclucling award
case studies, press release templates and social media graplnics. We
a(laptetl these materials to suit our needs and found them to be a goocl

starting point for cleveloping our own campaign assets.

lnitial researcli on campaign structure, internal cliscussions

SUMMER

ancl targets agreetl, approaclq ple<lgers, application.

l(lentily potential supporters, approacli relerral partners/team

For case stuclies/quotes, internal engagement, Gantt cliart.

Cliampion luncling conlirmation, mentorslwip an(l wel)inars,
weel<ly meetings scheduled, web page live with donor promises

lorm, contact l<ey supporters, engage trustees, video

(=B (<f 25

pro<luction, campaign assets, newsletter (save tlie (late).

ol),
9l),
ol),
ol)

Social meclia plan an(l 4—weel< count<lown, newsletter (save tlie

(late), vitleo live, corporate ancl volunteer presentations, press

release.

ol),
ol),
ol),
ol)

Campaign live, email donor promises, claily social media posts,
results lolog.



Identifying Potential Supporters

We do not yet 'nave a CRM system (it’s in tne planning stages), but we
nave worl&ed nard over tne past year to consolidate detai|s oF previous
supporters, from various sources. This information includes their
audience segment - inchvi(Jual, major donor, corporate or community
organisation - and is stored in a GDPR-comphant spreadsneet. With this
system in place, we can quic|<|y view their interaction lnistory and opt-in

prelcerences.

Using tnis (Jata, we identhfied wnicn supporters to best promote tne Big
Give to L tnose wno nad previously made signhficant contrilautions to
Santa Stork or provided major donations for our ongoing work, who mignt

want to support our work again.

Fach project team member was assigned a list oFindividuals or
organisations to contact based on their existing relationsnips with them.
A standard email temp[ate was created, with ﬂexiloility to personalise it
based on the recipient,s previous support and re|ationsnip with Stripey
Stork. This approacn proved elflfective for gauging initial interest.

Tne ca”-to-action directed supporters to a Donation Promises online
Form, nosted ona dedicated welj page. Here, supporters cou]cl pledge
tneir commitment to donate, inclu({ing tne amount tney intende({ to give.

%

The link to this form was shared in persona|ised emai|s, as well as on our
social media cnannels and e—newsletter teasers. Tnis strategy enalolecl us
to compile a robust list of donors in advance, understand their intended
contriloutions, and send an individual timely email with a direct link to
donate including a reminder of what tney had pledge(J, as soon as the

campaign went live.

AchJitiona”y, for p|edges exceecling £500 where we anticipatecJ card
payment may be tricky, we had the opportunity to explain the BACS
payments process in advance. Fach donation p|edge received an
automated thank you email, while pleo{ges over £100 were followed up
with a persona|ised thank you.

L
. Donation Promises Form K k
NI

Wa will iy contact you via emall for reacons relating fo the Big Ghve 2024 compaign, and for no other marketing purposes.

Amount *

THi: i e 5VACAITT YO IPDinroed 10 plbeiph, whilsTs will 1P B choulblngt tcragh mateh funding. This Rolns with our planning o4 w wrk
towards ecuring tha mateh funding oot

Organisation




Initial Engagement

We have 20 part-time sta\C\C, 8 trustees and a ]oyal pool of 200 regu|ar

volunteers, SO we Lnew that el[‘Fective interna| communications would loe

o Jent personalised emails to all trustees, encouraging them to post
on LinkedIn to communicate how individuals and organisations

could support the Big Give campaign.

crucial in achieving our ambitious target.

o Informed the team early about the changes to our Christmas giving
p|ans tlnis year at a team away day.

° Kept them updated about the campaign via our wee|<|y staFF
e—newsletter and staFFWhatsApp group used to ensure real—time
uchates during the live campaign week.

° Enoouraged them to think of Fundraising opportunities and share

case study examples for the campaign.
o Advised them to think about holding back any unrestricted funds
due before the live campaign week to ensure they could be
deposited as part of the Big Give.
o Used campaign email signature with a strong call-to-action ({uring’~
live campaign week. '\)

° DisPlaYed posters around the warehouse For staFF, as weH\a’s~-" Shoo-

From midday on Tuesday 3rd December to midday on Tuesday 10th December,
every donation made to Stripey Stork will be matched

vo]unteers and visitors to see.




Initial Engagement (cont.)

VOLUNTEERS

o Presented the campaign at volunteer events and gave a short

d . Stripey Stork
\,."';"-:- 15 October @

Mext week is Cake Week at Stripey Stork! It's a greatl opportunity for the whole team 1o calch up,
and we'll also be shanng some exciting updates about our Christmas plans and The Big Give. Plus,
every day, we'll supply a delicious vaniety of cakes for you to enjoy! Looking forward to seeing
everyone there!

overview o{:the campaign during Octoloer cal&e wee]«.

e Sent an email to all volunteers via our database, incluuing an

example WhatsApp/email message with graphic wnich they were
encourage(J to share with their network. 'S

° Snared imCormation on our Volunteers Face[)ook Group. AL

We never underestimate tne power oF our volunteers ancJ are gratet‘ul
For everytking tney (Jo For us. One standout example occurred when a
new volunteer learned about the campaign during the recording of our
Big Give video. She was deeply moved and eager to seize this match
Funding opportunity. Drawing on her pre-retirement corporate

connections, sne secured a major donor who p|edged a (Jonation

promise that very evening.



Case Studies

Due to the reFerral nature orfour service, we dont usua”y have direct
contact with the Families we support. However, we lmew the loest way to
convey the importance orC providing a sarfer and warm p|ace to sleep was

on sharing an emotive story From one oFthe Fami|ies helpe&.

We had recently received an urgent request for a cot from the Children's
Hospita| At Home Team. Baloy ComFort, Ioorn prematurely and tke only
surviving triplet, had spent tr]e First year oF her lite in hospital. Her
parents received the long-awaited news that she could Fina”y come home,
Iout Ioetore that could lnappen, she neede(J a saFe p|ace to sleep.
Thanlmfu“y, we were able to help and the Fami|y reached out to express
their gratitude.

When we explained about the Big Give campaign and how we desperately
vvanted to support more Families IiLe theirs, they wanted to kelp L)y

sharing tr]eir story. We lmew the most impactrful way to convey this was
trrrougtr vicleo. We approached a trusted videographer we,ve worked with

many times loetore.

V\/e are inoredib[y graterfu| to Comrfortys \Cami|y For inviting us into their
l"uome to share their heartpelt story, and to everyone who tool< part in the

%

video.

We requested the Final video Ioe supplied in various sizes to optimise its
use across dhft‘erent social media channels. Additiona“y, we asl«e& For the
video to be divided into Ioite—sized c|ips, giving us lqexiloi]ity to use them

as standa|one pieces.

ﬂ]e video was an asset in the |ea<J—up to trre campaign e.g. we presented
it to corporate partners in the lead up to the campaign and to corporate
volunteers cJuring their team away (Jay with us. We added it to our

website and our Big Give campaign page. The video was also used as the
launch post for the live campaign on social media and served as the lead

piece in the email sent to our news]etter suloscriloers on ]aunch day.

In addition to Comfort s story, we drew from our existing pool of safer
sleep case studies, previous]y pulolished on our website. These were
referenced in our communications, and we extracted powertul quotes

\from reFerral partners and t\amilies to Further emphasise the importance

orthe campaign.

@ Stripey Stork Big Gi

"Her newborn baby had been
slgeping in an Amazon box until

2024 Saler Sleep you provided a Moses basket,
filled with warm bedding and

essentials,”

Midlwire

Watch on 1D YouTube



Communication Assets

Christ
| fklch.’,'ﬁe'.i‘;’é A4 am G (éStnp S
o7 | RUSIN € Stork
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E-newsletter

Today is Giving Tuesday and our Big Give Christmas Challenge is now LIVE.

o Weuse Mailerl_ite For email marl«eting, sending montHy

For one week only (until midday on 10th December), every donation will be
news|etters to two audlences: general supporters amJ reFerra]

matched, making double the difference.

Meaning
¥ E20 becomes E40
W £40 becomes EBD
+ 25% Gift Aid (for UK taxpayers)

YES | want to double my donation

Qur amhbitious goal is 1o raise EB0K - E40k from supporter donations, which will
unlock an additional E40k in match funding. The funds will support our Safer
Sleep campaign, enabling us 1o process the growing number of requests for
sleep items throughout 2025, Essential items such as Moses baskets, cots,
toddler beds, new mattresses, bedding, PJs and onesies,

partners, with nearly ]500 suloscriloers in each group.

In October and November, newsletters included a Big Give Save the
Date, with the November edition including the ‘Donation Promises’
form link.

o The general newsletter, which included Comfort s video and a
strong ca”-to—aotion to donate and/or share, achieved a 54% open
rate, with b4 subscribers clicl«ing the donate button. The referral
news|etter, adapted to encourage sharing the campaign, had a 35%

We want to be able to say "yes" 1o every request we racelve, ensuring children in
Surrey and Croydon have safer, warm places to sleep.

open rate.

Meet baby Comfort

After spending her first year in hospital, Comfort could finally come hame - but
anly once she had a safe place to sleep. Thankfully, we were able to provide this
family with what they needed to bring her home.

® V\/e a]so prepared a oontingency news|etter {"or the Friday oFthe
campaign weel<, ready to send hC neede&.

N N N NN NN NN NN NN NN NN NN NN NN SN RN NN NN NN NN NN BN NN NN NN RN N N R N R R Ry,

I This year we are taking part in the Big Give Christmas Challenge. Starting on 1
I Giving Tuesday, December 3rd, you'll have 7 days to donate to our campaign. :
: Every donation made during this week will be doubled. So save the date and get I
| ready to make double the difference for families experiencing hardship across 1
I  Surrey and Croydon. Complete our form and we'll send you a reminder when the :
|

| |
| |
| |
1 1

campaign is live on the 3rd December.

Pledge your support here >
[ - -




Communication Assets (cont.)

Corporate toolkit

e To encourage corporate partners to support the campaign, we

o We create(J a dedicated Big Give web page lnosting the ‘Donation

Promises’ Form antJ linl(ed toitviaa Ioanner on our 'nomepage

created a toolkit including an email signature, posters for display in
communal areas, and a l_inLe<J|n post template with a Ioranded
graphic. Additiona”y, we suggested they could donate in lieu of
participating in Secret Santa.

Press release

® A press re]ease was issued to local media out|ets at the end oF

throughout the campaign IouiH—up. During the live campaign week,
the banner linked direct|y to the Big Give campaign page. Our
campaign web page received a total of 788 page views.

o Qur website header s prominent Donate button usua”y links to our
general donation platlform, but this was redirected to the Big Give

donate link For the campaign week. November, resulting ina Feature ona popular local poo{cast.

N'L.au E“’e g,ulﬁ( i of
/
L
Pl
”~ '\ ) @ @ & o @ Christmas
’ - &6, 2 Challenge
' ve me® '5' recE“'
. Using Canva (via our free charity suloscription), we designed brand- smpﬂ
consistent social media assets, Ioanners, and printecJ materials. .Siiﬁ

o We incorporated photos from our digita] Iibrary, Featuring
volunteers preparing s|eep items.
° QR codes and shortene& bit.|y |inl<s were created For our Donation

%

Promisesy Form and the Big Give campaign ]inl<.
AH | want For Christmas

isa sat.e* warm be&"

\

\

\
+



Communication - Social Media

We have a strong social media presence and are active on Facebook,
|nstagram, Linked|n and X. We (Jeve|oped a comprehensive campaign

socia| media plan that delivered varied content in a time]y, strategic way.

|nitial awareness
o Qurfirst post in early November was a ‘save the (Jate,
announcement, lin|<ing to our Big Give web page which had the
‘Donation Promises’ form embedded.
. Weel<|y posts were scheduled leading up to the live campaign week
to maintain momentum.
Corporate outreach
o Qur Corporate Partnerships Manager connected with corporate
volunteers From the past year on |_in|<e(“n and shared our campaign
posts within her network.
Scheduled content
o Dosts were scheduled Jaily during the campaign using
SmarterQueue, ensuring varied posting times to reach all audience
segments.
e Content included countdowns, Fami|y/reFerra| quotes, statistics on
bed poverty/sa{:er sleep, and suggestions for supporting the Big
Give as an alternative to sending Christmas cards.
° Re]evant hashtags were carerCtu researched and used to attract
new supporters.
. Non-campaign content was also posted intermittently to avoid

over|oachng Fo”owers with one topic.

9.4K
f

3.4K FOLLOWERS BrxYoR14

in/
1K

4

Organic post results...

17 posts per cHANNEL

25,013 toraLviews

046 TomAL ENGAGEMENT

Our most popular FacelaooL post
WER viewe(J 2339 times!




Social Media (cont.)

lmpactru| |aunch

o The campaign video was used for our launch post to create a strong
impact.

o Weallocated a contingency Iou(lget to boost the post on Facebook if
necessary, targeting our existing audience and similar local proFiIes;
Fortunately, this was not needed.

Progress updates

o Flexible content and graphics were prepared to show updates on our
progress towards the target. |Ftl1e target was reached early, we
continued encouraging unrestricted donations.

Real-time engagement

o We a|so a”owed space in tlwe schedule \for ‘in the moment’ content
using Reels and Stories, such as volunteers preparing sleep items
and referral partners co”ecting items. Posts from the Big Give s
channels were also reshared.

Facebook virtual event

o Avirtual event was created ahead of the live campaign weel(,
a”owing followers to sign-up as ‘interested or ‘attending., This
ensured they received notifications and enabled us to share

updates, |i|<e the (Jonation ]inL once the campaign went ]ive.

Omiy 24 hurs:agoumilws e
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Campaign Results

£80,000 target reached by day 3 £13,880 promises/funds pre—campaigr‘i?{q"""-f?{
£94,343 total raised online (before fees)

£14,343 exceeded target by Out of 51 Donation Promises, we know
£8,055 plus additional offline donations at least 44 (86%) donated

£6,205 plus gift aid

96 opted-in and 46 of these were new
email subscribers
174 donations

Out of the £54,343 supporter donations:

£30,712 (57%) individuals
£19,366 (36%) corporates
£2,265 (4%) community

£2,000 (3%) trusts & foundations




Post-campaign

As with all our campaigns, we pulolisheé a results p|og in the News' area

oFour welosite, which we ]inl(ed toin the next montMy e—newsletter.

o We wanted to persona”y thanl( a” signhcicant donors. |\Cthey had

donated over E]OO a thanL you emai| was sent as soon as possilole

We down]oaded tlﬁe useﬁul donor report From our Big Give dashlooard.

ﬂﬂs provi&ed useFul analysis e.g. cletermining how many who ha& made a

al[‘terthey had donated, on the most appropriate team memloer. donation promise had gone onto donate.

Note, Jonors were on|y contacted thlney had given consent.
¢ AS soon as the campaign ended, we shared a heart{"e|t tpank you As part O\COUF commitment to clonor stewards]wip, we p|an to uchate a”
vic{eo ?rom our CEO across a” channels to express our gratitude.

consenting Big Give (Jonors on the pro'ect,s progress throughout the ear
° Champion and p]edge Funders were persona”y thanked on our CEO ) )

and the impact oFtheir (Jonation via our e—newsletter. We importe(J a”
consenting donors into MailerLite and segmented them py adding them to

a ‘Big Give 2024 group so we can send targetecl communications in

as we” as peing |<ept imformed tkrougkout the campaign.
° ﬂwank you cards were sent to a“ those involved in the campaign,

inc|ching procJucing t’ne vicJeo.

Future.

We held a deprieﬁ meeting to discuss what went vve“ and |earnings.

k 1'. .
‘.;! Hi it Nieala from Stripey

Stock hereand I'm here with I




Reflections & Learnings

MAIN IMPACT & BENEFITS

° Aciiievea our EQOOOO target, giving comCi(ience to (ieiiver our
saier sieep campaign in 2025.

o Raiseti an a<i<iitionai £i4343 in unrestricteci iuncis to support our
core wori<, pius £8055 oiiiine (ionations an(i £6205 Giit Al(i

. Deveiopeci reiationsiiips with existing supporters, as well as gaine(i

new supporters anti emaii SUiQSCI’iiQGi’S.

° Estaioiisiieci a reiationsiiip Witi’l anew iumier (Ciiampion); a

connection we iia(i i)een eager to mai<e.

° inspire(i tiie team, volunteers an(i trustees to participate in iuture

matcii Fun(iing an(i Big Give campaigns.

° Create(i momentum to progress our supporter stewarcisiiipjourneys

ami (ieveiop a CRM system witii automateci processes.

° Deiivered tiie project witiiout ciisruption to our Ciiristmas campaign

or core wori<, tiiani<s to careirui pianning ami ciear tasi< aiiocation.

%



° Capture donation promises — setting up an online we|9 Form (or even

asim le Goo Ie Form) earl in the rocess was inva|uab|e. lt
p g y p

Reflections & Learnings (cont.)

TIPS & LEARNINGS

o Be ambitious with your target - we had moments when we
questioned if our target was too bold, but we reached it on day 3.

Remember. there is signhficant generosity around the C'nristmas

provide& a c|ear ca“—to—action, secured early ple(Jges and a“ovved
us to email donors Airectly when the campaign went live.

° Leverage existing supporter data - we achieved these results
without an expensive or over-comp]icatecl CRM system, but from
consolidating existing dataina spreadsheet. Focus on nurturing
relationships you already have with c|ear, compe”ing messaging.

o (ather power\fu| stories — engage your entire team, especia”y those

season. on the ground, to identhcy emotive stories ear|y. Video storyte”ing is

* Match Fun(ng o Power]fu' hook - many Conors ae attracted on ideal, but short, powenful short stories or quotes also work well.

the option OF match \Cundmg and tsa rea”y gOOd way to engage o (reatea roloust socia] media p|an — prepare as much as possilole in
(Jonors ancJ start a conversation, as we” as secure (Jonations From
those who may give to other charities instead. We made this the

Focus oFour communications, and many donors a&mitted that it was

advance, while a”owing Hexiloility For live uchates cJuring the
campaign. Carelful communications planning ensurecl minimal

stress, even When a Ley team memloer was unavailalole during most

a driver for their donation. Pihe i , I
or the live campaign weexk.

o Start p|ann|ng early - estalyllsh a project team wntln Wee|<|y o Start Fundraising conversations early - one Iong—term corporate
meetings, use your detailed project plan and divide tasks eFFiciently.
As this was our First Big Give Christmas Cha”enge, internal

(Jecisions had to Ioe made First aloout how tl’IiS woul(J worL in para”e|

supporter chose to delay depositing Funch From a September event
80 they could contribute to the Big Give, giving us an encouraging
ear]y l)oost and a good hook For them.

with Santa Storl< an(J we were unsure whether we would secure a E | b cl h cJ
® [ngage vo unteers/am assadors — t ey are a tremendous asset, not

Champion Fun({er, thereFore detaile& p|anning di({n,t start until

g ber. Next ti ¥ I Just for their support but also for the connections they bring. They
eptember. Next time we would start earlier.

are orten eager to help in any way they can.

° Familiarise yoursel\fearly witlw the process - apply For a mentor, o Document everything ~ comprehensive records, including the

review the Big Give resources e.g. FAQS and case stu(Jies, and

watch the weloinars (both past and present). ﬂ]e Faceloool« Group

discussions also provided valuable insights. %

project plan and this case study, wi” l)e the First resource we

consult For Future campaigns. Documentation ensures you won t

have to start From the Ioe inning, even hfthe roject team chan es.
ginning proJ g



“\an\« you to everyone mvo/v _

ed j ue
in mal‘mg tlns campa\%“ > Christmas
@ www.stripgystorl(.orgu_l( Challenge

@ imCo@strip_eystorL.org.u_L
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