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Thinking differently about…

> What you do

> How you communicate it 
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> How you communicate it 



EuroFundraising Contest
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Thinking differently about 
what you do
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ONCE : facts and figures

> Last 4 years, 24 000 new jobs for the blind
> 23 000 people directly employed
> 160 M� to Social Services for the Blind
> 80 M� distributed to other handicap 
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> 80 M� distributed to other handicap 
charities

> 64 400 direct beneficiaries per year. 
> Each beneficiary can borrow free of 

charge the equipment necessary to allow 
them to carry out their job autonomously



Meet Francesco Bueno Gonzalez
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23 000 blind people selling lottery tickets ??

> Brings blind people back into the community
> Creates real contacts
> Ensures that most Spanish people meet a blind person

at least once a week – public conscious of a largely 
hidden disability
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hidden disability
> Brings blind people a stable, independent income
> Raises > 240M� annually



Noir & Blanc

> Small charity dealing with sickle-cell anaemia in Africa 
and Europe

> Activities mostly in Kinshasa (Congo)

> International board, meet in France (but have no office 
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> International board, meet in France (but have no office 
there)

> Funded by foundations from the US, Africa and the EU

> About to begin fundraising in France

How ?



Noir & Blanc

> Core competence = delivering treatment for sick 
Africans and identifying promising research 
programmes to fund

> Fundraising is not a core competence : therefore 
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> Fundraising is not a core competence : therefore 
outsource

> Bring in private individual and insitutional funders 
to finance their fundraising capacity building

What are your core competencies ?



RATP : the Paris Metro
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From public transport to…a mobile 
services provider

The problem :
• 1990s : poor image. Dirty, smelly, unsafe. 
• Challenge = improve public perception and increase 
passenger numbers
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passenger numbers



From public transport to…a mobile 
services provider

The method :
• Research : metro passengers given cameras
• Rethinking the job of the metro
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The Response :
• Providing services to mobile individuals 

- in the world of today, why should life stop because you take the 
metro ?



From public transport to…a mobile 
services provider

The actions :
• transform the environment (cleaner, lighter, safer)
• transform the opportunities for clients 
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From public transport to…a mobile 
services provider

The results :
• better lighting, scent diffusers
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From public transport to…a mobile 
services provider

The results :
• better lighting, scent diffusers 
• 300 new shops
• 1500 distributers of drinks and newspapers
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• 1500 distributers of drinks and newspapers
• exhibitions 



From public transport to…a mobile 
services provider

The results :
• better lighting, scent diffusers 
• 300 new shops
• 1500 distributers of drinks and newspapers
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• 1500 distributers of drinks and newspapers
• exhibitions 
• A new media : « A nous Paris »
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From public transport to…a mobile 
services provider

The results :
• better lighting, scent diffusers 
• 300 new shops
• 1500 distributers of drinks and newspapers
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• 1500 distributers of drinks and newspapers
• exhibitions 
• A new media : « A nous Paris »
• The leading hirer of bikes in Paris 
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Provider of services to mobile individuals



Thinking differently about what you do

1. You change the world

2. Do you know why your REALLY need money 
and is it powerful enough to convince donors?
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3. You change the world for your Beneficiaires. If 
you work together are you stronger?

4. What one thing do you do better than everybody 
else?



Thinking differently about 
how you communicate it 
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Vision Films !
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Getting your 
communication to 
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REALLY serve your 
fundraising



German Heritage Trust 
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Free Hugs ?

QuickTime™ et un
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QuickTime™ et un
décompresseur 

sont requis pour visionner cette image.



Meir Panim, Israel  

32bethechange
32



Taking campaigning 
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to a new level



Prowildlife : Germany 
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Young Lungs against Tobacco : Canada
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QuickTime™ et un
décompresseur Sorenson Video 3

Amnesty International, France 
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décompresseur Sorenson Video 3
sont requis pour visionner cette image.



Misereor, Germany 
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Misereor, Germany 
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QuickTime™ et un

Institute for Support of Abused Children, 
Portugal 
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QuickTime™ et un
décompresseur Sorenson Video 3

sont requis pour visionner cette image.



Amnesty International, Germany
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Does it have to cost 
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a lot of money?



Intermon Oxfam, Spain

« Would you drink 
this water ? 

Millions of people 
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Millions of people 
don’t have the 
choice »



QuickTime™ et un
décompresseur TIFF (non compressé)

sont requis pour visionner cette image.

Green, Belgium
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« You can get drinkable water in 1 second. 
He needs to walk 20 km »



Thinking differently about how 
you communicate it

1. Think outside the box

2. If you want the media to talk about you, give 
them something to talk about
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them something to talk about

3. Be brave and bold

4. Be unexpected - what are you saying that is new 
and different?



EuroFundraising Contest
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Winners !
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Losers !



Write 1 for a Winner 

Write 2 for a Loser
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Write 2 for a Loser



Number 1
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Number 1
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Number 2
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Number 2



QuickTime™ et un
décompresseur 

Red Cross : France
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QuickTime™ et un
décompresseur 

sont requis pour visionner cette image.



Number 3
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Number 3
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Swimatlantic



Number 4
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Number 4
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Number 5
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Number 5
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Number 6
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Number 6
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Number 7
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Number 7
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Number 8
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Number 8
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Number 9
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Number 9
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Number 10
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Number 10
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Number 1

72



Number 2
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Number 3
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Number 4
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Number 5
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Number 6
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Number 7
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Number 8
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Number 9
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Number 10
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A couple of 

82

bonuses !



QuickTime™ et un
décompresseur 

Body and Soul
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QuickTime™ et un
décompresseur 

sont requis pour visionner cette image.



QuickTime™ et un
décompresseur 

Kids….
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décompresseur 
sont requis pour visionner cette image.
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Jon Duschinsky
bethechange consulting
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European Fundraising 
Association

Jon@bethechange.fr
Tel : +33 661 76 07 11


