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Ken Burnett’s slides from his ‘how to’ workshop 
delivered on 28th February 2020. Please note the images 
and text in these slides  are copyright and not intended 
for anything other than your personal private use.

Aussies think big 
when saying 
thank you.

The 
Mrs Thatcher 
story.

I FUNDRAISING
Because it has the potential…
…for so much joy, so much good.

Kate Martin

Rick and Ellie

Frank

Edith and Roger

Carol

What are we doing to our donors?

Kate

Rick and Ellie

What are we doing to our donors?

We are losing way 
too many of them, 

way too soon.

Kate

Rick and Ellie

What are we doing to our donors?

We are losing way 
too many of them, 

way too soon.
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What we should be seeing… EVOLUTION: 
Three definitions of fundraising

Re la tionsh ip  Fundra is ing  1992

‘Raising money for a cause is a unique business area. It 
benefits from many of the highest human emotions and is 
lucky enough not to be burdened by some of the basest… 
Fundraisers are members of a profession that is one of the 
world’s most powerful catalysts for change. Without the 
money raised by fundraisers, there are no good works.’

‘The act or occupation of soliciting money for charitable 
organizations, political parties, etc. Also written
fund-raising.’ W e b ste r's  N ew  W o rld  C o lle g e  D ictio n a ry

‘Fundraising now is about all aspects of the supporter 
experience. How you communicate with donors, 
understanding your ‘why’, asking properly for money and 
delivering fabulous supporter care and feedback.’ 

D onors fo r L ife  2017

LESSONS FROM 
JUDO AND THE 
SUSHI CHEFS. 

What you and your colleagues see …often isn’t what your donors see

Things that a charity 
wants to tell its donors.

Things that donors want to 
hear from their charity.

About our 
mission

What our 
values are

Why we 
need your 

money.
What 

we 
believe.

Our new 
approach

Why we think you 
should support us

How you can 
support us.

How 
great we 

are. Why we think 
we’re different.

We’re in 
the news.

We’re on 
Facebook/

Twitter.

How we 
helped 
solve a 

problem

What you 
achieved with 

my money.
Why I made the 
right decision to 

support you.
That you 
value me.

That you think 
I’m special.

You’ll ask how I 
want you to 

communicate 
with me. 

That you know 
why I give and 

what I care 
about. 

That you’ve remembered 
what I’ve done and what 

I’ve said.

As I mentioned 
yesterday, in 
2015, the UK 
fundraising 
scene was set 
by this…

And this…

Note this.

These 
are just 
a few 
of the 
people 

we exist 
to help. 

In the 
UK in 
2015 
fund-
raising 
let 
them 
down.
How
can we 
stop 
that 
happen
-ing
again?

‘The conventional “ask” and 
“volume” engine sooner or 

later hits massive, and 
unavoidable diminishing returns.

Kevin Schulman, DonorVoice
24 January 2020

We’ll n
eed a revolution in our 

thinking to change this.
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All revolutions require 
something to overthrow.

An established order.

An enemy.

MEET THE ENEMY Or is it these people?

Or could it be someone else?

DONOR! 

What went wrong the last time…

The real enemies that prevent 
the donor-based approach

• Short-term thinking.
• Target-led mentality.
• Increasing expectations. 
• Under-investment.
• Risk aversion. 
• Precedent/Copycat culture.
• Laziness. 
• Decline in testing and innovation. 
• Silos.
• Wrong people.
• Wrong kind of training,
• Poor leadership.
• Lack of concern for non-

responders.
• Taking the donor for granted.
• Simply too much stuff. 

‘The way to 
raise more 
money is to ask 
more people for 
more cash more 
often and more 
vigorously.’

Transforming fundraising: how changing fundraising’s culture will 
make donors feel great about their giving and the difference they make.

Other than nothing, what could we do about this? Twelve obvious actions to turn the tide
• Be really, really nice. 
• Integrity. Doing the right thing by donors, always.
• Well informed, well trained, well led.
• Open transparency and honesty.
• Controlled egos and no tricks.
• Brilliant stories: the truth, told well. 
• Reciprocity: give before you get.
• Great products and propositions.
• Much better evidence of ‘the difference donors make’ 
• Continuous donor choice – positive opt-out, regularly given.
• Always give more than is expected.
• Invest boldly, wisely, sufficiently.
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transformational
major projects

• Use and abuse of language.
• Protecting vulnerable people.
• Loyalty, satisfaction and 

commitment. 
• Thank you and welcome.
• The supporter’s journey.
• The use and misuse of emotion.
• Companies.
• Trusts and foundations.
• Major donors.
• Legacies.
• Communication with individual 

donors (seven projects).
• Inspirational creativity.
• Giving choices and managing 

preferences.

• Getting the right people in place.
• Trustee boards and SMTs.
• A distinctive service culture.
• Leadership.
• Supporters as advocates.
• Evidence of impact and 

effectiveness. 
• Fundraising investment.
• Working with suppliers.
• Media relations and the public face 

of charities.
• Small and large charities.
• Case histories of donor-centred 

fundraising.
• Literature review of the best of the 

donor-centred approach.

��

All distilled down and prioritised for practical action.

How changing fundraising’s culture will 
make donors feel great about their giving 

and the difference they make.

Practical actions: 526 tips and 
advice on ways to improve the 
donor experience, plus more 

than 250 case histories to 
learn from, copy and adapt.

www.sofii.org

32 lightbulb 
moments
…that will 
transform 
how we 
fundraisers 
raise our 
funds.

The use of Electricity for lighting is in no way harmful 
to health , nor does it affect the soundness of sleep.

• Be proud to offer donors a choice.
• Donors should be in control of their relationship with the 

charities they support – what they are willing to receive, 
what about and when.

• Approached correctly, offering choices and managing 
preferences becomes a very valuable way of building 
donor satisfaction, trust and loyalty.

• How to give donors practical choices.
• How to avoid the disaster that will be ‘opt in’.
• Be very good with data.

CDE 2 Fundraising and vulnerability 
CDE 12 Creativity
CDE 13 Giving donors choices

Give your donors practical control
moment
Lightbulb 
#9

More than 30 
years ago, a 
small charity in 
North Yorkshire 
showed the way.

‘If these people 
are giving so 
generously to 
help us, what 
can we do, for 
them?’

http://www.sofii.org/
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THIRTY 
YEARS 
OF GIVING DONORS 
CHOICES.

THIRTY 
YEARS 
OF FUNDRAISING 
RESULTS TO DIE FOR.

Some more 
lightbulb 
moments
…that will 
transform 
how we 
fundraisers 
raise our 
funds.

George Smith, 1996

‘My mother always told me to 
ask properly for things. I was 
told off if I was impolite or over-
aggressive. I was reprimanded 
for asking in sloppy language or 
incomplete sentences. I was 
scorned for asking for the 
impossible.  I was honoured 
when, on occasion, I did manage 
to ask properly.’

moment
Lightbulb 

#1

Obviously, 
when we 
ask we 
should 
always ask 
properly.

5
1. No pressure, ever. Always reinforce 

this: whatever you give is just fine 
with us. 

2. Fundraising isn’t about money.

REALLY 
BIG 
THINGS
I KNOW 
ABOUT 
ASKING 
PROPERLY
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Fundraising isn’t about money...
• It’s about work that urgently needs doing.

• It’s about one person talking to another 
about something they both care deeply about.

• It’s about inspiring people to believe they can 
make a difference, then helping them to make it.

• It’s about building sustainable, mutually 
beneficial, long-term relationships that 
deliver lifetime value to both donor and cause.

BEFORE WE ASK FOR 
MONEY WE HAVE TO 
FIND AND BUILD THE 

DREAM.

…always the same, 
recognisable dream

Show the dream 
in different ways…

‘I have a dream…’

‘You too share 
this dream…’

‘Here’s what you can do now…’

Start a story bank
Collect and share your best stories

Build Sleeping Beauty’s palace

Capture your inspiration

5
1. No pressure, ever. Always reinforce this: 

whatever you give is just fine with us. 
2. Fundraising isn’t about money.
3. Asking properly is not about what’s right 

for you. It’s about what’s right for your 
donor. 

4. Crucial things to get right: preparation, 
consideration, right cause, right time, 
right place, right amount, right person to 
ask.

5. Accept a ‘No’ cheerfully and 
unhesitatingly.

6. Reciprocity: Give/give not just give/take.

REALLY 
BIG 
THINGS
I KNOW 
ABOUT 
ASKING 
PROPERLY

MDMeet 
the donors

http://www.kenburnett.com
/Blog79meetthedonors.html

http://www.kenburnett.com/Blog79meetthedonors.html
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MDMeet 
the donors • No pressure, ever. ‘I wouldn’t like my 

granny to be pressurised’. Grandads too for 
sure.
• ‘I want to make a real difference’. ‘Tell 
me about the difference I’m making’. ‘Did my gift 
get through?’ 
• Feedback. It’s how they see the difference, 
what their support achieves.
• Integrity. Do the right thing. Always. Show 
your passion, but be led by your values.
• Respect. And sensitivity. ‘Listen to what we 
think and want.’
• Send less, but better. Only send 
intelligent and welcome communications. 

Eleven things we could easily change 
just by listening better to donors MDMeet 

the donors • ‘Know me and show me you know me’.
• Premiums came in for a bashing. ‘Don’t send 
me stuff ’ seemed to be the message. Premiums, 
raffles and prizes diminish donating.
• Emotion: initial support for ‘their’ causes had 
come through personal emotional connection. But 
emotion was talked of quite fearfully… 
• Transparency and accountability: 
charities need to be open, clear, honest and 
accessible.
• Admin and salaries: though not 
unreasonable, donors don’t want their gifts lost 
on high admin and salary costs. 

Eleven things we could easily change 
just by listening better to donors MDMeet 

the donors
IoF Convention Meet the Donors session.
Feedback from the evaluation forms.

v

MDMeet 
the donors

IoF Convention Meet the Donors session.
Feedback from the evaluation forms.

BSEThe
Introducing…

Brilliant Supporter Experience
Gavin Coopey/ Cian Murphy

Standing out in uncertain times

Some random 
sound bites

Australians ‘overwhelmed’ by charity fundraising
Also 2nd most likely to agree that Fundraising makes me ‘feel uncomfortable’

42%  ↓ 46%
54%  ↑

45% 46% 43%  ↓ 43%  ↓

60%  ↑

50%  ↓
57%

65%  ↑
58% 58% 57%

32%  ↓

64%  ↑

U SA Ca nad a Au st r al ia N ew  Zea lan d U K I rel and G erm an y N et her l an ds

Cha ri ty fundra ising is  int rusive I fee l  ov e rwhe lm ed by  the num ber  of  request s

“How much do you agree or disagree with each of the statements below about charities?”

Base: 5,900 adults 16+, 8 countries | Source: nfpSynergy survey September 2018
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Too many ‘charities’?

48%  ↑
42%

49%  ↑ 47%  ↑ 47%  ↑

29%  ↓

40%
34%  ↓ 34%  ↓

46%  ↓

56% 61%
55% 58% 58%

49%  ↓

65%  ↑ 66%  ↑

U SA Ca nad a Au st r al ia N ew  Zea lan d U K I rel and G erm an y N et her l an ds So ut h K orea

Cha ri tie s are  wel l  run

“How much do you agree or disagree with each of the statements below about charities?”

Base: 6,600 adults 16+, 8 countries | Source: nfpSynergy survey September 2018

Collaborate more as a sector

“S top  w ork ing  ind iv idua lly . There  is  no  need  
to  have  10+  charitie s try ing  to  he lp  the  sam e 

cause .” 

Austra lia

“Com b ine  sm all charitie s under one  um b re lla  
to  reduce  overheads and lessen  ind iv idua l 

approaches fo r donations.” 

Austra lia

Impotency is the outcome

We need to:
• Show Appreciation and Respect
• Demonstrate Impact
• Offer choice
• Focus on Relationships not sheer profit

“No matter how much I give the charity is never satisfied”

“Q u ite  a  lo t o f charitie s cou ld  treat peop le  w ith  

m ore  respect.” 

Austra lia

“M ake  peop le  fee l m ore  invo lved , ra the r than  

treating  them  like  ATM s” 

Austra lia

Be satisfied 
with what you 
get from me.

• The donor’s experience should be great. Consistently.
• The donor-based approach will make charities stronger.

• High ideals must govern fundraising, not the quest for targets.

• Passion for the cause will be more in evidence than slick 
professionalism.

• Measure fundraising long-term, not just in immediate returns.

• Not all fundraising is good fundraising. Donors have to find 
fundraising acceptable.

• Fundraising is an investment, not a cost.

�

5
1. Targets are necessary: you need to know 

where you’re going and how you’re 
going to get there.

2. Targets should stretch, be tangible and 
relevant. They’re about making a 
difference, not about making money.

3. Target to tap into what the donor wants. 
With passion and integrity.

4. Improving the donor experience is all 
about raising more money.

5. Measure your impact upon the non-
responders.

REALLY 
BIG 
THINGS
I KNOW 
ABOUT 
TARGETS

2020 2030
£0

The stocks 

and shares 
investment 
option

The 

fundraising 
investment 

option

2023 2028

£125k

-
£125
k-£250k

-£375k

£250k

£500k

Stocks and shares Fundraising (donor development)

£700k

£850k

£1.0m

Let’s say a charity takes £250,000 from reserves…

2025

Better explanation of how
investment in fundraising works.

to make their first donation.

We then raise money 

as long as they stay as 
supporters.  Value and RoI

increase over time.

Sometimes we have to 
spend money to encourage a person 

Amount

Time

How well we 
treat people is 

the most 
important factor 

in how long they 
stay.

Real value over 

time comes from 
legacies. The more 

donors you have, 

the stronger legacy 
income will be.

HOW TO VIEW FUNDRAISING 
COST AND INVESTMENT.

Ten years

© Pegram, Clayton and Burnett
From CDE project 20 
Fundraising investment

c . 30+  per cent
vs

c . 7-8  per cent
Stocks and bonds
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1. Integrity and consideration underpin every contact.
2. Donors will be in the driving seat.
3. Charities will recruit the right people.
4. Every communication should leave the donor feeling 

better about the causes he or she supports.

5. Wonderful people to deal with.
6. Fundraisers are always learning.

��
7. Leading by example, from the front.
8. New views of risk, investment and return.
9. Increased aspirations of excellence.
10. Improved public passion for and commitment 

to fundraising.

11. Innovative and donor-centred communications.
12. A new promise to donors.

��
moment
Lightbulb 
#2 If giving is a good 

experience, donors 
will do more of it. 

If it isn’t, they’ll 
soon stop. 
This isn’t rocket science.

The cornerstone of 
fundraising has to be 
consistent integrity. 

This isn’t rocket science.

Fundraising has to 
be built on values 
and principles. 

The credit

moment
Lightbulb 
#3 You’ll know your donor-

centred thinking is making 
progress when... 

…you stop saying ‘we do this’ 

...and start saying, ‘this is 
what you make possible’. 

CDE 6, the use and misuse of emotion

moment
Lightbulb 
#4 Leadership: What kind of leadership 

increases the chances that a charity 
will operate in a donor-centred way? 

• Leaders have to act differently.
• Define, champion and reinforce what success looks like in 

terms of your supporter’s experience with your charity, and 
why it matters.

• Build great relationships. Recruit much more carefully and 
deliberately.

• Culture: create a stable, adaptable, empowered environment .
• Treat supporters as complete human beings, rather than merely, 

for example, ‘major donors’ or ‘campaigners’.
• Practice ‘whole organisation’ fundraising and continual learning.

CDE17 leadership for a great donor experience

Leadership is 
influence. It’s 
that simple.

moment
Lightbulb 
#5

Everyone has to 
be committed to 
the change, no 
exceptions.

A new approach 
to donors

moment
Lightbulb 
#5 Charity boards and senior management teams need to 

change their mind-set to recognise that fundraising is good 
for both donors and beneficiaries, not a necessary evil.

Without the support of the board, the CEO and senior 
management team, donor-centred fundraising strategies 
will fail, or never get started.

Boards need to recognise that putting the donor at the 
heart of the charity is the responsibility of all the SMT and 
their staff, not just fundraisers.

CDE 15 the role of trustee boards and senior managers

The board and the SMT

moment
Lightbulb 
#5 ‘Every board should be 

an emotional board’

Tesse Akpeki, CDE 6 the use and misuse of emotion 

1) Start each meeting with a mission story, 
2) Set up a ‘guest at table’ scheme, 
3) Encourage trustees to visit projects and on return get them 

to tell an emotional story,  
4) Decorate your walls and any other available space with 

emotional images and captions that tell your cause’s story. 
5) If your board members aren’t natural storytellers, train 

them. Get them to be donors too!

moment
Lightbulb 
#5
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• Many people don’t like to say no.
• The more generous you are, the more you are targeted.
• Supporters are overwhelmed by sheer volume of contact.
• Every supporter is different.  Anyone can be vulnerable.
• Every organisation should have a specific policy on vulnerability.
• But that’s not enough. Remember, every UK charity criticised recently 

had a policy on vulnerability.
• All donors deserve respectful, appropriate and timely contact. This 

should be a matter of course, not the exception.
• Need to invest in supporter relationship management.
• Brief and reward quality of interactions rather than number of sign-ups.
• Get to know your supporters and put yourself in your donor’s shoes.
• Believe in giving donors choice/ the ability to control the relationship.

CDE project 2 Fundraising and vulnerability 

Some donors are vulnerable
moment
Lightbulb 
#6

How many of 
you have a 

vulnerability 
policy in your 

charity?

• More precision with language. Less carelessness.
• Less ‘we and us’ language. More about what you achieve. 
• Less monologue, more dialogue.
• Promote the charity’s values and illustrate them 

consistently.
• Some terminologies are offensive: acquisition, renewal, 

upgrading, moves management, lapsed donors…
• Donor-friendly job titles. No more ‘directors of targeting 

and segmentation’ and ‘heads of donor acquisition’. 
• Less formulae. More agreeable surprises.

CDE project 1, The use and misuse of language

Words are precision instruments capable 
of taking us right to the heart of our donor.

moment
Lightbulb 
#7

Fundraising belongs to a 
messier, more passionate 

world that includes love 
letters, ransom notes, pleas 
for mercy and outbreaks 
of religious fervour.

Careful, clean, precise forms of writing have nothing 
to do with the approach that gets people to donate. 

Jeff Brooks, 
Future Fundraising Now.

We can make 
this much
clearer…

Fundraising is a difficult, 
and at times a lonely job.

…by consistently doing things differently.

‘Some of the reigning 
wisdom about what 
organisations need 
may not be true.

Kim Klein

‘Specifically we may miss when
we focus on strategies, plans, training, 

evaluations…

‘What organisations need are ways to 
change their structure, habits and 
fundraising ethos.’

Great leaders begin by 
building the team

…and train them brilliantly in 
how to deliver a consistently 
excellent donor experience.

CDE project 14 Getting the right people as fundraisers.

Charities must 
recruit the 
right kind of 
people... 

moment
Lightbulb 
#8 The German Coastguard

moment
Lightbulb 
#8
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THE RIGHT PEOPLE: RADIATORS, NOT DRAINS. 
NOT SALESPEOPLE, BRILLIANT EMOTIONAL 

STORYTELLERS, COMMITTED TO THE CAUSE, NOT 
JUST TO THEIR CAREERS.

Donors give in spite of the drains.

They give because of the radiators.

Source: UK Institute of Fundraising�s 
Proud to be a fundraiser toolkit

RADIATORS and DRAINS

Donors
do not come first.

Fundraisers
come first.

If you take care of 
your fundraisers, 
they will take care 
of your donors.

Richard Branson (paraphrased)

moment
Lightbulb 
#8 5

1. It’s not about you and your 
organisation.

2. It’s about your donors, how they 
see your cause and the difference 
they make, through you…

3. …and the difference your cause 
makes for them.

REALLY 
BIG 
THINGS
I KNOW 
ABOUT 
THEWHY? Dramatic

NEED

Fundraising 
the old way 

(according to 
The Daily Mail)

ASK

ASK MORE 
STRIDENTLY

ASK FOR 
MONTHLY

ASK AGAIN

ASK FOR MORE Fundraising 
as it is done 
still, far too 

often.

The 

donor 
experience

What the fundraising 
customer experience 

should look like in 2020
Choice, comfort 

and absence 
of pressure

Building of

trust, confidence 
and joy

Engaging 

inspirational 
stories

Service brilliance 
and ease of contact

Frequent fast 

fabulous feedback

©  Ken Burnett 2020

The  
�WHY?�

What relationship 
fundraising should look 

like in 2020Storytelling

Data 
collection 
& analysis

Donor magic 
Donor care

Relationship
building

Asking properly

© Craig Linton / Paul Stein The White Lion Press, London Donors for Life: a 

practitioner’s guide to relationship fundraising

Fundraising as 
it should be… 5

1. Speed of reply really matters.
2. Regular 5Fs builds trust, 

confidence and loyalty.
3. Learn to use emotion well and 

often.
4. Data allows you to do all this 

right. 
5. Donors say they don’t want any 

reward, but response analysis 
shows they invariably do. It may 
be intangible, but you still need to 
understand and deploy it. 

REALLY 
BIG 
THINGS
I KNOW 
ABOUT 
THE
NEED and 
REWARD 
CYCLE
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Saying thank you appropriately is 
the best fundraising opportunity 
of all… if you do it right.

Recognition of this permeates all 
CDE projects. 

CDE 4 Thank you and welcome
CDE 16 Creating a distinctive service culture.
+ 26 other projects

5
1. It’s an investment, not a cost.
2. Everyone is part of supporter 

service. Instil the service ethic in 
all staff. And the ‘staffing’ ethic 
too.

3. CEO, SMT and board must buy in 
too.

4. Be the best at saying ‘Thank you’.
5. Learn from the best in other 

sectors.

REALLY 
BIG 
THINGS
I KNOW 
ABOUT 
SUPPORTER
SERVICE.

CDE 16 Creating a distinctive service culture

AFTER 30+ YEARS OF DONOR 
‘MYSTERY SHOPPING’ ROAD 
TESTS THAT SHOW CUSTOMER 
SERVICE IS THE PITS…

moment
Lightbulb 
#10

…DONORS CAN STILL 
EXPECT CHRONICALLY POOR 
SERVICE FROM THE 
CHARITIES THEY SUPPORT.

WHY 
DON’T 
DONORS 
STAY?…

CDE 16 Creating a distinctive service culture

‘Customer service and donor 
care should be seen as a 
driver of income and not as a 
cost centre.’ 
‘Customer service should not be seen 
in isolation – include supporters and 
beneficiaries too, not just donors.’ 

moment
Lightbulb 
#10

CDE 16 Creating a distinctive service culture

‘You need great donor service, 
either in house or with outside help, 
to keep your donors happy and to 
dramatically increase your income.’ 

‘Since every person in your organisation is a 
fundraising representative, it’s worth spending 
time clarifying roles, training staff to be the best 
they can be and treating any donors or prospects 
with the greatest of care and generosity.’

• Be obsessed with great donor care.
• Work out where your staff spend their time – how much of it is 

talking to donors or cultivating donors?

moment
Lightbulb 
#10

CDE 16 Creating a distinctive service culture

‘A lady phoned about looking after 
sheep. We did not fob her off. We 
were tenacious in finding someone 
who could help, though it was not an 
area of knowledge for us.’ 
She left us £1 million in her will.

Phil Young, RSPB
(Royal Society for the Protection of Birds)

moment
Lightbulb 
#10

www.sofii.org www.sofii.org

http://www.sofii.org/
http://www.sofii.org/
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For the
future 
of
fundraising

More lightbulb 
moments 

to transform 
your fundraising 
this pm, in the 

major and middle 
donor track.

Thank you!

© Ken Burnett 2020 www.kenburnett.com

Thank you!

© Ken Burnett 2020 www.kenburnett.com

http://www.kenburnett.com/
http://www.kenburnett.com/

