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 500,000 databases £40m

 120 to 1

 Global audience to School-only audience

 Financial years to School years!

 Identity and emotion











 5,000 records

 £2.1m capital raised 2009-12

 80% value from parents

 Peak then trough

 <3% gave in 2014

 Low understanding of development





1. Plan

2. Create a campaign identity

3. Draw on emotion 

4. Tricks of the trade – technique wins

5. Reward

6. Recognition

7. Analyse and re-plan!

8. Value v volume

9. Differentiate through service

10. Steward







 ‘Memories’ idea

 Informed the proposition 

 Played back what donors valued

 Donors self-identified

 Fascinating social history









 Drop in pics of product – wheel window



 Drop in pics of product – wheel window
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 Tailored letters – by ‘Stops’, ‘Windows’ etc.

 Handwritten notes on letters

 Phoned all donors

 Handwritten Christmas cards

 ‘Open Chapel’ for locals

 Invites to events, concert, Carol Services etc.















1. Plan

2. Create a campaign identity

3. Draw on emotion 

4. Tricks of the trade – technique wins

5. Reward

6. Recognition

7. Analyse and re-plan!

8. Value v volume

9. Differentiate through service

10. Steward




