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Pajacyk

Pajacyk — Wooden Puppet

Raised over 2,000,000 USD over 5
years for Polish Humanitarian
Action (source: PHA website)

FR Poland, 2009

Hour for Children, Slovakia

9th year of the campaign

Raised over 2,800,000 over 8
seasons

Using range of FR methods

http://www.hodinadetom.sk/sk

FR Poland, 2009
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A pet is not a toy

'i- )

k[.mm.on alapitvany The best branding excercise through
fundraising
Raised more than 1,325,000 EUR over last
6 years

http://mwww.rex.hu

FR Poland, 2009

Rex 1st campaign

Give his fellows
1% chance.

They shouldn't end
up like this.

REx Dogs Home Association

Tax Registration Number: 18015676-1-41
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Rex TV spot
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Rex 3rd campaign

NEM JATEK

Addja 1%-a nem jaték. Eletet jelent.

Adoszam: 18015676-1-41

FR Poland, 2009
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| Would you help?

FR Poland, 2009

Another challenge

FR Poland, 2009
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Net income per capita — in relation to
total net income in 10 decils (HU)
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Buying power in Hungary by regions

GfK Hungaéria, 2006
FR Poland, 2009
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Savings by region
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Internet banking in Hungary
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Spending on advertisement in Hungary
(price by tariffs, calculated)

FR Poland, 2009

A Slovak case

FR Poland, 2009
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What is a campaign?

Concrete fundraising/communications goal
Shorter (within 1 year), concrete time-frame

Unified message

Complex, a variety of tools used
Complementary & reinforcing elements
Repeatable, ,building block”

FR Poland, 2009

Campaign objectives

Financial

How much money shall we
raise?

Communications

To whom and how shall we
reach out?

Mission

How will it help our mission?

Organizational

How will it help our
organization?

FR Poland, 2009
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Campaign objectives

Example of campaign objectives

To collect HUF 400,000 for a publication on
diabetes (one-time campaign).

To increase the recognition of the organization in
the town.

To call the attention of inhabitants to the

difficulties of people living with diabetes.
Mid-size town patient association

FR Poland, 2009

Campaign objectives

Example of campaign objectives
To collect HUF12,000,000 for the renovation of the
rehabilitation wing

To increase the recognition of the organization among 25-
55 year old, urban, higher than average income population
(from 46% to above 60%)

To recruit at least 1500 new donors
To acquire at least 160 new regular donors

To commit at least 1/3 of the Corporate Club members to
support the rehab department for several years.

Well knawrphespgal foundation in the capital
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Annual campaigns

Timing — current theme; cyclical,
,permanent campaign”

Planned and reactive (e.g., disasters)
How many times a year?

The donor knows / should know that you
will ask again and that you will ask more.

GOAL: TO BUILD A CIRCLE OF LONG
TERM COMMITTER.RESULAR DONORS

Elements of a campaign
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The Hospice case

In your arms

| am not threatened

even by the silence of death.
In your arms

| fall asleep so calmly

in the end...

FR Poland, 2009
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Creative

,Case for support”  What should the donor
give to and why?

Who are we?

What are we asking the money for?
What do we offer?

Why should s/he support us?

Why can s/he only choose to support us if
s/he wants to support this cause?

Why should s/hg.give,now?

Case for support example

Who are we? | The largest foundation helping orphans
and disadvantaged children
What are we School attendance of orphans in Bihor
asking for? county
What do we The chance of 120 children for a normal
offer? life
emin. 15 lei (school supplies), full cost for
1 child: 320 lei — becoming a patron
Why us? We are the most effective in getting your
donation to the children; we reach all
children, no-one is left without help.
Why now? It is urgent, as school is starting now
FR Poland, 2009
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Message:
Image:
Brand:
FR Poland, 2009
Marketing example
* Billboard

Placement — big cities

Number of billboards — 600, Period: 1 month - March 2005
« Citylight poster (CLP)

Placement — small towns

Number of CLPs — 700, Period: 1 month - April 2005

« Radio spot

National radio — (Radio Zet)

Broadcast: 6 variations, 15" long, for 3 weeks

* Press advertisement

Twice printed in a monthly magazine for parents. Period: April, May 2005
* Newspaper insert

1% leaflet, # of pieces — 100 000, Period: March 2005
Freecard, # of pieces — 100 000, Period: April 2005

FR Poland, 2009
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Database

What do we know about our donors?
What do we not know? What should we find out?
,Donor profiles” — categories of donors
Gender, age, place of living
Occupation,income,interest,habits stb.

Lifetime Value (how long a donor continues to give):
Average gift x period of support (in years)

FR Poland, 2009

“There is nothing more saddening for me
than meeting wonderful, smart,
professional people who are saving the
lives of people every day and see them
humiliating themselves when they are
talking to a company manager.”

Zoltan Valcsicsak
Levi Strauss Europe and the Middle East

FR Poland, 2009
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Corporate Club

" # $ %8

(! ) it
1114

t(-

112

FR Poland, 2009

Corporate Club

Growing membership
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The practice

Relation with CC members:

* after 1-2 years‘trust, confidence, stronger cooperation

* they become program supporters (e.g. AES, PannonPower)

* they buy plusfﬂﬂmals, calendars, postcards, etc.
additional'income

* TRUST&CONFIDENCE: they let WWF contact their employee
for FR purposes (Danube Day)

UJ

* they use their membership for marketing/PR purposes
* Holcim - ,Clean up day” for children near Holcim factories
» OBI — Family day, Beaver classes
» Canon — Team building, Press excursions, Photo safari, Cgmp

FR Poland, 2009

Case study: British Airways

UNICEF

Change for Good
In-flight initiative

— envelopes

£13 million, 1994 - 2003

FR Poland, 2009
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special events — ECCO
WALKATHON

FR Poland, 2009

Corporate Fundraising

Sylwia Wiechowska
Head of Fundraising &
marketing

FR Poland, 2009
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special events —
ECCO WALKATHON

24.09.2005 Warsaw — 1st time in Poland
7100 people joined
Alll together they made a distance of 67 000 km

They gained in total : 269.000 PLN = about 67.000 EUR

For WWF Poland went 35%

FR Poland, 2009

FR Poland, 2009
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“Everyone wants to be a part of
something that is bigger than
themselves...they will support an
organization that makes them feel
that way...”

FR Poland, 2009
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Thank you!!!
Contact:

Balazs Sator

...sator.balazs@ctf.hu...

...ctf@ctf.hu...
+36-1-385-2966
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