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WHO ARE  
BEARS OF  
HOPE? 

Providing leading support and exceptional care
for families who experience the loss of their baby. 



• Bear of Hope & Support Resources

• Cuddle Cots 

• Private counselling session

• Counsellor facilitated support groups and workshops

• Face to face / Online / Phone / Email support

• Support events

• Education sessions for Employers and Employees

• Health Professional inservices

WHAT WE DO



Bears Of Hope Organisational Chart

Board Of Directors

Amanda Bowles 

CEO & Co-Founder 

HR, Strategy, Support Services, Communications & Relationships,                                    
Brand Management, Finance. 

Toni Watson

Fundraising Manager & Co-Founder

Fundraising & Donation Management, Client Relationships,                                                

Brand Management, Strategy, Reporting.  

Kelly Merchant

Registered Clinical Counsellor / Support 
Services Co-Ordinator

Co-ordination & Delivery of all Support 
Services & Support Events. 

Abby Dante

Branding & Fundraising Liaison

Co-ordination of Community & Corporate 
Fundraisers, Branding Design & 

Maintenance, Reporting. 

Bears Of Hope Event Volunteers
Bears Of Hope Warehouse 

Volunteers
Bears Of Hope Support Contractors 

& Volunteers

Rebecca Leonard

Counsellor

Delivery of Support Services & Support 
Administration Assistance.

Jen Thomas

Fundraising & Events Liaison

Co-ordination of Online Fundraisers, 
Organisation & Co-ordination of Bears Of 

Hope Events, Social Media. 

Tanya Vanags

Administration Assistant

Co-ordination of Warehousing & 
Resources, Office Administration. 

Bears Of Hope Event Volunteers







The impact of our new normal emphasised to us how 
crucial it was that our new virtual campaign still 

encompassed our goals - for families to feel 
connected to a community of support, to be able to 

honour their babies and to help raise funds to 
continue our services.





WEBSITE
• Inviting

• Bright & easy to read

• Basic information

• Leaderboard included to show 

funds raised & steps taken

• Links for resources



• Easy to DL or screenshot

• Different options to suit a 

range of fundraisers

• Also used as encouragement 

posts across BOH socials

SOCIAL MEDIA
SHARE TILES



• Screenshot from Google Maps 

and shared on social media 

with content

• All social media posts included 

designated hashtag and link 

back to the website. 

SOCIAL MEDIA
DIY Posts



• Started out very basic, but 

doubled this content over the 

duration of the campaign. 

EMAIL 
AUTOMATION









833

$42.02 

444

$290.95 

Registrants

Dollars
Raised

2020 2019

• In 2019 we held 4 in-person events with 833 registrants
• In 2020 we held 1 in-person events AND the virtual walk 

option with 444 registrants
• In 2019 average dollars raised per person was $42.02
• In 2020 average dollars raised per attendee was $290.95

STATISTICS
FUNDRAISERS



• Incentives 

• Social Media Advertisements

• Email Automation

• Physical Events

Total Campaign Spend: $13,756.38

Running costs were 10cents per dollar spent.  

BUDGET
WHERE DID WE SPEND?



INCOME
Original campaign goal was to raise $35,000.00

1,000.00

24,000.00

51,000.00

100,000.00

129,181.67

1st September 17th September 1st October 18th October Campaign End





$36,290 

$35,000 

$129,181 

$161,000 

$164,000 

2022 2021 2020 2019 2018

HOW HAS CHOOSING 
HOPE EVOLVED?
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KEY TAKEAWAYS

1. Utilise the skills of those around you

2. Be prepared to adapt your campaign

3. Flashy graphics may not be required

4. Question decisions along the way

5. Spend wisely



TRACK SPONSOR
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