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In the next 60 minutes we will explain:

How SCHF developed 
a consistent 
storytelling 
framework

How consistent 
storytelling can help 

donor acquisition 
and retention

How you can 
implement this 

for your 
organisation

What tools, resources 
and structure SCHF 

created to support all 
fundraising activity













Repetition is key



Solution Solution
Creating a consistent architecture for storytelling



“Master Narrative”

Q1 Q2 Q3 Q4

“Theme”
A compelling story we tell across 

all our donor engagements

“Stories”
The stories which support our 
campaigns and appeals which 

bring our theme to life

“Theme” “Theme” “Theme”

“Stories” “Stories” “Stories”



Inspiring

Broad

Flexible

A story 
theme must 

be:



Q1

Q2

Q3

Q4

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

This quarter we are…

Celebrating the 
diversity of the kids 

we care for
This quarter we are…

Shining a light on 
kids' health

This quarter we are…

Getting kids home 
from hospital sooner

This quarter we are…

Working together to do 
amazing things for sick 

kids



Q3: January – March

Sydney Children’s Hospitals Foundation
All in for kids’ health

DIVERSITY

Supporting all the 
communities we care 

for

CELEBRATING THE DIVERSITY OF KIDS WE CARE FOR

ACCESS AND 
TREATMENT

Sickness doesn't 
discriminate, neither 

do we

REPRESENTATION

Serving children in 
regional and remote 

NSW

DIVERSITY OF 
DISEASE

Clinicians leading 
research into rare 

disease

FUNDING PRIORITY
Community Health / Priority Populations / Research: Rare Diseases
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FACES OF

SCHN translators, 
social workers, NDIS 

staff, nurses

MOMENTS

Lunar New Year, Rare 
Diseases Day, Harmony 

Day

Bequest New Year Resolution Campaign, Mustang Lovers Car Show, Lunar New Year Gala, 65k 4 65 Roses Walkathon, A Bear Affair, Coles 
$2 Token Campaign for Curing Homesickness, Walk for Kids with Cancer, GYMA GalaEV

EN
T

S



Q4: April – June

Sydney Children’s Hospitals Foundation
All in for kids’ health

UNSEEN
While some kids look 

otherwise healthy, we’re 
shining a light on those 

diseases that can be 
unseen like Autism, 

Asthma

SHINING A LIGHT ON KIDS' HEALTH

UNHEARD
We are shining a light on 

programs and services 
that positively impact the 
health and wellbeing of 

Aboriginal children

UNSPOKEN

We’re shining a light on 
mental health with 1 in 7 

Australian kids 
experiencing mental 

health conditions

UNDISCOVERED

Innovations in research, 
medical technology & 

equipment means what 
was previously unfound can 
now be diagnosed and even 

cured

MOMENTS

Autism Awareness Day, Reconciliation Week, 
World Health Day, Undiagnosed Children’s 

Awareness Day, World Asthma Day and 
Tourettes Awareness Day
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FUNDING PRIORITY
Indigenous Health / Mental Health / Child Protection / Autism / Kids Research / EquipmentFO
C

U
S
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T
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Sydney Sick Kids Appeal, Emerald Ball, Grace Gala, Gold Dinner, Fire NSW Annual Charity Ball, Costco Golf Day, Nurses Ball



Q1: July – September

Sydney Children’s Hospitals Foundation
All in for kids’ health

CANCER
Getting cancer patients 

home sooner with 
groundbreaking research 
from Kids Cancer Centre

GETTING KIDS HOME FROM HOSPITAL SOONER

ACCESS
Post-Covid, telehealth is 
even stronger, allowing 
more kids to be treated 

from home

EDUCATION

Helping to keep kids 
learning and getting 

readjusted when back at 
school

BACK AT HOME

Kids are missing home, 
but home is also missing 
the kid. The experience 

of the family back at 
home
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RESEARCH

Researchers pushing the 
boundaries to get kids 

home from hospital 
sooner

MOMENTS

Childhood Cancer 
Awareness Month, Blue 

September, National 
Pain Week, NATICD

FUNDING PRIORITY
Virtual Children's Hospitals / Telehealth / Oncology / CHERI / KCC / Back on TrackFO

C
U

S

Superhero Week, Leaping Livers Lapping the Lagoon, City2surf, The Diamond Event, Coles $2 Card Campaign for Oncology

EV
EN

T
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Q2: October – December

Sydney Children’s Hospitals Foundation
All in for kids’ health

STRONGER

Working together as one 
Foundation and one 

network supporting sick 
kids

WORKING TOGETHER TO DO AMAZING THINGS FOR SICK KIDS

TREATMENT OVER 
TOYS

Kids love toys at Xmas 
but treatment is more 

important

LIGHT UP

Let's light up the faces of 
all sick kids in hospital 

over the holidays

CELEBRATE

Celebrate all we have 
achieved together

MOMENTS

Mental Health Week, World Sight Day,
National Nutrition Week, Deaf People Week 

and World Prematurity Day
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FUNDING PRIORITY
Respiratory / Research / Critical Care / EmergencyFO

C
U

S

Blackmores Sydney Running Festival, Bequest soft ask letter, Coogee Bay Golf Day, Momenta Gala Dinner, Sydney Kids Committee Gala, 
Convoy for Kids, Sydney Markets Gala, Race for Grace, Light Up Xmas Appeal, Lights for KidsEV

EN
T

S



How does it actually work?

Working 
groups

Calendar of 
engagement

Resources / 
toolkit

Regular 
reporting and 

evaluation

Dedicated 
Campaigns 

team resource



Toolkit examples

Hospital 
statistics

Patient 
stories

CEO-
approved 
quotes

Clinician-
approved 

quotes

Story theme 
and key 

messaging

Awareness 
days – facts 

and 
information

Priority 
funding 

information



Q4 key messaging



Q4 hospital statistics



Q4 approved CEO quotes



Q2 awareness days – facts and information



Q2 patient stories



Q2 approved clinician quotes



Toolkit benefits

Builds brand 
consistency

Pre-approved for 
3-month use

Helps donor 
acquisition and 

retention

No red tape

Builds brand 
consistency



Q4 
Awareness 
Day Social 

Media Post 

Q4 SCHF Blog 
Post 

Q4 Trust and 
Foundations 

proposal

Q4 Planned 
Giving 

Postcard

Q4 Sydney 
Sick Kids 
Appeal 

Q4 storytelling in action

Q4 
Newsletter

Q4 Gold 
Dinner SCHF 
CEO speech



Q4 storytelling in action

Excerpt from a Trusts and Foundation 
grant proposal

Q4 NewsletterKey Messaging Document





The results speak for themselves

2020
TAX

1,343 new donors

Average gift = $130

$1,644,889

XMAS

961 new donors

Average gift = $106

$4,359,830



The results speak for themselves



The results speak for themselves

2021
TAX

1,893 new donors

Average gift = $183

$6,342,473



The results speak for themselves

2021
TAX

1,893 new donors

Average gift = $183

$6,342,473

XMAS

1,149 new donors

Average gift = $122

$9,031,811



The results speak for themselves

2022
TAX

4,080 new donors

Average gift = $228

$20,736,420



The results speak for themselves

2022
TAX

4,080 new donors

Average gift = $228

$20,736,420

XMAS

4,055 new donors

Average gift = $152

$11,814,358



As the fundraising 
sector evolves so 
does our model



Our top 5 tips on how to start 

Start with the problem

Observe your needs

Rely on data

Tell your teams

Yearn for change

S.T.O.R.Y



How SCHF developed 
a consistent 
storytelling 
framework

How consistent 
storytelling can help 

donor acquisition 
and retention

How you can 
implement this 

for your 
organisation

What tools, resources 
and structure SCHF 

created to support all 
fundraising activity



Questions? 

Scan here for 
my LinkedIn!

Scan here for 
my LinkedIn!



TRACK SPONSOR
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