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We’re not all the same

But we do have things in common



What we are going to cover today

1. 3 basic brand rules for 
charities

2. Some questions for 
fundraising
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3 Rules

RULE 1. Be known and available
Be front of mind for your donors and in all the right places

RULE 2. Be different
Don’t follow what others do, give supporters a better option

RULE 3. Own things no one else can
Owning something that’s unique that resonates with your audience gives them a reason to 

support YOU



RULE 1. Be known and available

The RSPCA is the oldest and was the largest 

animal welfare in the UK (and the world).

To the public they were known and as a result 

they were the first port of call for help, advice 

and donations.

In 2005, 71% of the population thought of 

RSPCA first for animal welfare and as a result 

they raised £87m. At the same time we had 2% 

awareness and raised £33m
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Driving awareness of our work
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RULE 1. Be known and available

Our awareness is now 34%.  

34% of people think of us, when they think 
about dog welfare 

And our income had grown by over 200%.

In fact we now generate more donations than 
the RSPCA.

Well before all of this... 
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RULE 2. Be different

If you follow the leader, you give the 
donor no reason to support you.

The RSPCA led the sector, they 
were blue and acted in a certain 
way.

A colour and way of behaving, that 
the competition decided to follow.

Being different gives the donor 
choice.
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RULE 2. Be different

9



We gave the public choice

• Blue

• Human

• Authoritarian

• Cruelty 

• Negative

• Judge

• Yellow

• Animal

• Authority

• Care

• Positive

• Don’t Judge



RULE 3. Own something 

It’s a competitive world. There are 
200,000 charities in the UK.

People have thousands of animal charities, we 
need to make them support us more than 
anyone else

Being unique gives your audience a 
clear reason to pick you.

Being first and owning things in the minds
of your audience makes it harder for 
your competition to compete.
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RULE 3. Own something 
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Dogs Trust own a colour unique to us in the animal world

Dogs Trust own dogs – it’s in the name

Dogs Trust own the voice of the dog

Dogs Trust own the love of dogs



RULE 3. Own something 

Most importantly we own a unique 
position. 

This drives everything that we do.

We’re the only ones who do this.

To the audience who loves dogs, it 

shows we go further than anyone 

else for dogs.  
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3 Rules

RULE 1. Be known and available
Be front of mind for your donors and in all the right places
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What we are going to cover today

1. 3 basic brand rules for 
charities

2. Some questions for 
fundraising
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Question, Question & Question
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Everything starts with questions about the audience

Who are they?

Where are they? 

How did you find them?

What motivates them to give?

Could they give in other ways, time, voice, 
expertise?

Information on this helps you frame your offer, 
motivating giving and even find corporate 
partners.



Everything starts with questions about the audience

For us, dog isn’t man’s best 
friend but woman's.  80% of our 
income comes from older ladies 
base in the south and north east.

She also is the key decision 
maker in rehoming our dogs.



How can you connect the public with your mission

Our mission is to bring about a 
day when all dogs can enjoy a 
happy life free from the threat of 
unnecessary destruction.  

This resonates directly with our 
female supporter, she gives 
because she believes we look 
after the dogs whose first owner 
failed in their duty, (we never say 
this but it’s her motivation).

Our fundraising ideas link directly 
to the delivery of our mission.



How can you remove barriers to entry

Drive mass giving

You want as many people to start 
donating as possible, make it as easy 
as possible for them to get involved

Reduce the initial donation amounts? 
£1 a week, Coin pack…

Other financial offers raffles, products

Ask for non-financial engagement? 
Survey, Campaigning…

Develop the offer that builds your 
support numbers
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How can you connect people directly with the cause
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Make it real

People want to know that there money is 
making a real difference, going where it’s 
needed not on administration

Try to connect them directly to where the 
money goes – feed this dog, buy this bandage, 
this brick, this van…



We achieved this through dog sponsorship

Mission led fundraising programme, directly 
linked to our ‘WHY’ and directly linked to the 
individual, names and real dogs currently in our 
care…just for £1 a week.

The dog even personally writes to the sponsor 
(with a little help from some nice humans).
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We achieved this through dog sponsorship



How do you maintain engagement
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WELCOME

Pick a specific

dog and receive

a tailored welcome pack

UPDATE

Keep them connected

to their dogs with

personal stories

STAY CONNECTED

Our sponsors

write, visit, walk &

send Christmas gifts to

their dogs



How do leverage that engagement

And once we have them they enter 
a programme designed to offer other 
ways to engage…

• Alterative giving - raffles

• Corporate products – dog insurance

• Mission support – volunteering time 
or voice

• Legacy



And it works, Auntie Jeanie says so! 
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Some good 
questions
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Who or what loses for you to win – it’s not always obvious

Arable farmers in sub areas of 
Africa can’t get to a point where their 
children can take part in education.  
Adding poultry would make the 
difference but was impossible.

Sparrow hawks are too effective at 
killing the enemy.

So they had to find a way for the 
sparrow hawk to lose. 
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Does changing the size of the problem help – Bigger or Smaller

Can you achieve your aims by either 
chunking the problem up into 
smaller easier bits – Mission Rabies 
£1 = 1 jab

Or creating a BIG movement – The 
NSPCC Full Stop campaign
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What can you borrow (steal) from others

They say that imitation is the 
greatest form of flattery.  

Two of the biggest ideas for Cancer 
Research UK, Race for Life & No 
Make Up Selfies, were both ideas 
stolen (borrowed) from other 
countries
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What can you borrow – use for free

Without big budgets there may 
be things that you can use that you 
never thought of as an asset?
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Can you piggyback

The United Nations wasted $m 
trying to deliver drugs in war zones.  
The more the spend the less got to 
the people in need.

The solution was to ask who already 
manages to deliver there…Coca 
Cola.
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How can you get upstream – answer a question you can answer

The issue with site in sub-Saharan 
Africa was thought to be glasses. 

It wasn’t. 

It was ophthalmologist to fit glasses.  

The solution was to make it easy for 
everyone to be their own 
ophthalmologist.

Like mission rabies solving the 
treatment of dogs by eradicating a 
disease. 
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Expanding our income 

Destination centre

Community engagement

Digital 

Community F/R

Retail Experience

Bigger Gifts



Thank you for listening 



Any questions
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