Going from ‘who are you’ to ‘| must give’ —
building a fundraising brand with meaning for
your supporters.
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“| think any money spent on brand awareness by a
charity with a view to increasing fundraising income
is absolutely and completely wasted”

Sean Triner
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“Communication departments do not understand the
information needs of donors to complete the donor
pyramid”

Richard Radcliffe
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“Virtually every prdfessional in fundraising who has
worked with a variety of non-profit organizations
shares my fear of branding. We've all watched
~ branding disasters hurt our organizations and clients”

Geoff Brooks
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https://www.youtube.com/watch?v=Tm9D3MatgKw&sns=em
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Today How to make your brand support fundraising:

1. Creating ‘Cut through’
— Understanding the ‘who’ and ‘why’ of your fundraising supporters
— Identifying what makes your brand different for them

2. Developing a strong Fundraising Proposition (Ask)
— Creating the ‘I MUST give NOW’ response

fia
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Intellectual Disability does not rank highly in general importance amongst other social issues

Poverty overseas 23%
Children at risk 34%
Chronic illnesses (Heart Disease, Cancer efc) 46%
Human Rights
Child ilinesses 23%
Environment 24%

Intellectual Disability

Welfare in Australia 26%

Physical Disability

Animal welfare 28%

Refugee issues 1%
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50% 55%

Q1 - Thinking about all the social challenges facing the world, which are of the greatest concern to you? Please select the two items that are s
of greatest concern to you.
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Know the word or term Minda = 86%
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| am Connected through those | love
It is important to my values
* | know someone with that or affected by that

* | have seen the issue/impact

Pull Factors

Do | know of them? Do | know them
Do | know what they do? (enough)?

* What have | heard about them (who is introducing them to me)?

DECISION: Is it in a cause | am interested in enough v value of the ask v reputation?

Donate or Defend
* Wrong ask wrong place wrong time — (for that organisation)

* Other peoples job — Government or connected audience
* What is their cost ratio anyway — this must be costing them

“We all don’t know enough about these charities - none of us know all their workings - | am

sure there would be something wrong at each (if we were inclined to look)!”
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Minda’s Income

Gain on Asset Sales
Rent Received 6%

Fundraising 3%
(1)

1%

Sales of Good
0,
& Service Fees

7%
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m Barnardos  beleve | Donate Today

ensure they have the long-term care and support they urgently need.

What we do Get involved Media centre

i /

Christmas ecard 2014 > [N | %

W
National Child Protection Week >
. IED 4

Thousands of vulnerable children depend on our services every day. Your donation will help

AY
cd
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Become a carer > "~’ ‘[-
Y Q.} Y

Commitment to reconciliation >

More than 40,000 children in Auistralia are in out of
home care. These children need someone who truly @ Sponso'r C vul.nerable
believes in them. This could be you. Australian child today

BECOME A CARER > Join now

Barnardos Australia helps to stop child abuse. We find safe homes for

abused children and young people, work with families to prevent
abuse and use our knowledge to improve the future of disadvantaged

Assctralinan ~nhildran

fta

Fundraising Institute Australia

conference



NSPCC @

Grusity to childron mast stap, FULL STOP.

Donate Now

Home What we do Get involved Help Yo i Make a donation, make a difference
The NSPCC receives 90 per cent of its
funding from generous people like you,
who care about the safety of children.

Get togsth h I h — I d £ enter amount
BI G fiends and ¢ e p c l l'ell _
for a lun Ii k e J a ck 2 hsll‘on:hh!j donteiztion
: ingle donation
remembé . g

Septam
[1Y2)3

> Find out more Please give what you can to help us answer every call about a clptat=a

7o Monthly
\'/ Donations

Working to end Child Cruelty across the UK Are you ach A regular donation will help us
Everything , BTy S0 IS Safer  nidiie on 0508 13| cneren more enecivey,

for all children. Find out more about what we do and how you can help. VIR 1D anine.
+ Get some help

© Donate £10 a month © Donate £5 a month

£10 a month could pay £5 a month could help the
} - towards therapy to help a NSPCC run its 24-hour
Celeorate & GIV e Worned a bo child overcome the effects of helpline for anyone concerned
abuse about a child's welfare

child?

Don't wak unti you're|
our ralnad heipline ¢ )
24/7 help, advica and| Slnglg

1+ Report a concern donation

Anniversary, birthday,
ratirement or Chritmas - 3dd 3
unigue touch to your calebration
and fundraise for the NSPCC.

Our service halps chliaren and
young p2opie who have been
sexually exploitzd.

)

+ Celebrate & Glve

G

A single donation will go towards
Contact the helpling| protecting more children

- immediately.
The Underwear Charity ( i i
RU le Ch rlStmaS CardS £50 could cover the cost of £25 could cover the cost of a
Eve ntS the ChildLine Schools Service trained practitioner to deliver

The Underwaar Rule Is 3 eimple
way that parants can help keep
chiiiren safe from abuge.

Snap up your Chrisimas cards to teach four primary school one hour of support through

2arly! Wea've got traditional - ! children about abuse the NSPCC Helpline
festive and fun ones to choose '.‘- ’AL g:f:i:vloclvozolr:tse‘




NSPCC EVERY CHILDHOOD IS WORTH FIGHTING FOR

Fighting for childhood Preventing abuse What you can do About us \. Helpline Q Ssearch

Abuse ruins childhood, but it
can be prevented

That's why we’re here. That's what drives all our work,
and that's why — as long as there’s abuse
— we will fight for every childhood

Be Share
Aware

Straightforward, no-nonsense advice to help par
keep their children safe online

Be Share Aware

Bullying can happen anywhere — at school, at home or
online. It's usually repeated over a long period of time
and can hurt a child both physically and emotionally.

Read more about bullying and

cyberbullying
T
<
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MINDA BRAND ARCHITECTURE ‘ i & an Aot mes

UMBRELLA BRAND
Minda Incorporated

COMMERCIAL CORE ASSOCIATED

CORE BUSINESS OTHER
UNITS

MMERCIAL ENTERPRISES [CORE EUSINESS UNITS

through viable business outlets. Supported employm r= the oppartunity far peaple to contribute their skills and al

TRAK FURNITURE PACKAGING SOLUTIONS ENVIROCARE CRAIGBURN NURSERY

“ trak .a PrcRoging awion: emnmﬁ iro care 63 cra 1gburn

M ing & inga ing a range of Providing general garden maintenance Growing and selling ferns and ather
range of timber furniture sold. packaging contracts for for Minda properties as well as small plants; Craigburn Nursery is one of
_— numerous commercial entities. business and private dwellings. SA's largest fernwhalesalers.

Motes Notes Motes

Uses

minda

ENTERPRISES BUSINESS UNITS BRANDS e el e

MINDA LAUNDRY

Prafessional laundering of clathing and
linen for internal and external customers.

TAGLINES

ities as part of the workforce.

Respect | Inclusion | Choice

We Can Do H-

Together, we are doing it.

MINDA CATERING SERVICES MINDA CLEANING CREWS

Preparing fresh food and meals for Minda's  Undertake cleaning contracts for
residential areas, Isabels Cafeteria, the Minda houses and work sites,

South Australian Learning Centre. Also as well as external customers.
caters for internal and external events.

Notes.

Uses

Notes

CORE BUSINESS UNITS OTHER ASSOCIATED BRANDS

DISABILITY CHOICES SA LEARNING CENTRE MJP

A ety flear Ninjps=-

minda | crioices

mvetinis
Consultancy and advisory service for families to Minda's Registered Training Organisation, the South A division of Minda that offers placement and training
navigate the disability sector. Australian Learning Centre, provides a variety of service for people with disability wha want to work in
. training courses to Minda staff and external students. open employment [ie businesses nat awned by Mindal.

colour Maotes Hotes

TUTTI

-
tutti

Aninclusive arts organization, dedicated to praviding
‘opportunity to peoplewith disability or disadvantage.
Tutti Arts is co-funded by Minda.

Motes

BRIGHTON DUNES

Brighto
‘\.\gb Duges

The commercial luzcury retirement village/ apartments to be
built by Minda as part of its Master Plan. These apartments
will generate income to ensure sustainability for Minda.

Motes




AA  disability

minda | Cholces
.,',.‘,é. choices minda ‘optlons
minda ‘day minda ‘ funding
m ;2 minda ‘health&skllls

minda ‘home minda ‘ time out



AA | commercial
minda | @nterprises

M trak

minda | furniture

packaging
solutions
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| am a gardener.
I am Minda.

Let’s own “Minda”
positively again!

| am a carpenten
I am Minda.
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Too often we only know the tip of the Iceberg

WHAT our supporters have done

WHY they support us (and othérs)'? :

ATTITUDES
MOTIVATIONS AND VALUES
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Stakeholder
perspective

Potential Supporter
audience Insight
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May give -
Suffering is the
hook

" Highly likely to give
Militant

Very likely to give

Emotional “ah” m
factor hook A
ACEOTNOOKS dorables

\2]

Committed givers
Global Broad range of

Investor -5 ses/issues

Highly likely to give
to Australian issues

Fundraising Institute Australia
conference
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GUILT | v | GRATITUDE

Did we do the right thing? What are parents They do a wonderful job

supposed to do when thy can’t cope? He has independence and a life

INSTITUTION | v | INDEPENDENCE

In reality - Minda has been kind to him - In principle - Institutionalising people makes

fantastic as some people need that security them develop bad habits and behaviours

FAMILY | v | CARERS

He shares our blood — he is very special to us They do a phenomenal job and understand him

— we are very special to him —it’s a like virtually no one else

relationship no-one else can have They can walk away anytime — when it gets too
difficult

PARENTS | v | SIBLINGS

Have given, will give, want security and see We have done enough. Saw the sacrifices of

their help as essential to Minda parents and what they gave up



posltlve,
| am Minda. | am Minda.




The Ask:.. Defining your
Fundraising proposition
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Effort
VS
Reward

Low Effort

‘Peer to ‘
peer’ (online
events
sponsorship)

Bequests ‘

Trust and ‘

Foundations

Major Gifts ‘

Fundraising

Golf Days Gala Balls

High Effort

Low Reward
Corporate

Community Fundraising

F2F
Acquisition

High
Reward

©more strategic 2012
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Making the ask

@
Mirrors f:a :
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What will motivate people to give or volunteer?

BB
| = take responsibility '
MUST = compelling case
ACT = clear on the action you want

NOW = urgency, no time to waste

o
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the Fundraising Proposition

Target
audience
insight

Unique Brand
outcomes Story

fia

Thanks to Dan Geaves (Marlin Communications) conference
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Then expressing the ask for
each audience

' > bemess

Unique

outcomes Story
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Musician Craftsman f;a

Fundraising Institute Australia
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Making it Simple

A regular gift should feel like it empowers people living with a

disability

* We need to remove the association between “disability’ and ‘not
being able to achieve’

* And then attach ‘achievement’ to the idea that a regular gift
supported someone to achieve what they set out to achieve

* Regular gifts reveal that you want to empower people to achieve
what they want

Move away from pity to empowerment

fia

Fundraising Institute Australia
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Are you
With me?

’

| am an artist.
| am Minda.

o ———————

Are you
with me?

a.

Ethel, 52
Member
of Minda
since 1991
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Market feedback

Mix results internally
- Love/Hate
- Breaching peoples human rights to Empowering people

- Did not want to be associate with the word Minda
Externally

- Positive results
- Glowing feedback from general public

fia

Fundraising Institute Australia
conference






e A

Pase et me introduce yoy ton
0 boys David ang Afep,

x
my
oy

wit

5 o
w‘:v.::(‘;? oA
o






MARKETING FOR FUNDRAISING SUCCESS

Mass Fundraising Revenue Trend
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Things to come
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So: How to make your brand support fundraising:

1. Creating ‘Cut through’
— Understanding the ‘who’ and ‘why’ of your fundraising supporters
— Identifying what makes your brand different for them
— Is the donors perspective in how the brand is communicated?

2. Developing a strong Fundraising Proposition (Ask)

— Creating the ‘I MUST give NOW’ response
— Will it connect with why you know people give?

fia

Fundraising Institute Australia
conference
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“ Most people ‘do’ mulli screen behaviour (75%) |ab-

australia

And only of those people watch TV without any other screens

19%
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The TV screen is the least likely screen fo cap).re people’s
uvndivided attention

March 2013




