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Aims for the day

• A process to build a fundraising plan for individuals
• Explain each step – review, objectives, strategy, forecasts
• Things to consider before writing your plan
• Explore some specific activities
• Help you think about your own plan – and discuss ideas
• …so you can start writing your plan tomorrow!



Schedule for the day
10.00 - 11.30
Why do you need a fundraising plan?
Key things to consider before writing your plan
How to structure a fundraising plan – 4 sections
Review
Objectives

BREAK

12.00 - 13.30
Strategy. Part 1 - Supporter development

LUNCH

14.30 – 16.00
Strategy. Part 2 - Supporter recruitment
Activity plans and financial forecasts
Final questions and discussion



Discussion (5 mins)

Introduce yourself to the people on your table, including:
where your organisation is at in its IG fundraising and what 
you are hoping to get out of the day.



What is a fundraising plan?

Your roadmap for your fundraising and communications to individual 
contacts on your database.



Why do you need one?

• To meet your organisation’s strategic objectives
• To set clear goals and find the most effective way to achieve them
• To prioritise your fundraising activities and asks
• To help you keep focussed
• To define and monitor progress and success
• To adjust your plans
• To provide integrated communications to supporters
• To help you communicate internally

Without a plan, you will only succeed through luck.



Key things to consider before starting

• Get buy-in from senior management
• Make it integrated 
• Make it supporter-focused
• Base it on the budget and capacity you have
• Make it long enough to be useful
• Decide how you will review and revise it 



How to structure your fundraising plan

1.  Review (‘Where we are’)
2.  Objectives (‘Where we want to get to’)
3.  Strategy (‘How we will get there’) 

- Strategic principles
- Supporter development
- Supporter recruitment 
- Other key communications to individuals - e.g. campaigns, events    

4.  Activity plans and financial forecasts



Activity plan



How to structure your fundraising plan
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Stage 1 – Review (‘Where we are’)

• Contacts
• Strategy
• Individual giving & membership communications
• Other forms of fundraising 
• Other key communications with individuals 
• Internal organisation
• External environment
• Client example



Audience (1/2)

Groups identified in the client example: 

• Supporters - Including members, donors, campaigners and volunteers.
• Other external contacts - Including the general public, politicians and 

medical practitioners.
• Potential supporters 

• Medical, Disability & palliative care groups/ organisations/ 
stakeholders

• People who have been touched by the issue
• People supporting the issue as a social cause



Audience (2/2)

For each audience in turn, answer the following questions:

• Who they are
• What you want them to think – about your organisation and cause
• What you want them to do 
• Current level of awareness of the organisation 
• What they currently think - about your organisation and cause
• Channels and media you might use to reach them (for potential supps)

Client example



Summary of stage 1 – ‘Review’ 

• Review your fundraising work to date, the challenges you face, the 
resources you have and your audiences

• Break review into sections - contacts, strategy etc.
• Break audience analysis into groups – supporters, potential 

supporters etc.
• Analyse each audience - who they are, what they think, media to 

reach them etc.



Discussion (10 mins) 

In your tables, discuss how you might break your own audiences 
down in your IG plans. Can you break your supporters down into 
more than one distinct group? Can you start defining your groups 
of potential supporters? 



Stage 2 – Objectives (‘Where we want to get to’)

3 main types of objective:

• Organisational aims - re-stating relevant ones
• 3-year aspirations - broad statements you want to be making in 3 

years' time (by x date)
• 1 Year – detailed objectives (by x date)



Stage 2 – Objectives (‘Where we want to get to’)

Possible categories for 1 and 3 year objectives:

• Target audience
• Strategy  
• Fundraising
• Branding and presentation
• Media
• Internal factors
• External factors



Stage 2 – Objectives (‘Where we want to get to’)

1 year objectives should be SMART:

• Specific
• Measurable
• Achievable
• Relevant 
• Time-bound

‘Recruit over 60 new regular givers giving monthly gifts and 130 new cash 
contacts by the end of 2024’

Client example



Discussion (15 mins) 

Write down 3-5 SMART objectives for your individual giving 
programme for the next year. 

Then discuss them with your table and see if you can tighten 
them up. Note down any other good ideas!



Session 1 – summary and questions

• What is an fundraising plan and why do you need one?
• Key things to consider before writing your plan
• How to structure a fundraising plan – 4 sections

• Stage 1 - Review
• Stage 2 – Objectives
• Stage 3 – Strategy - a) Supporter development b) Supporter recruitment
• Stage 4 - Activity plans and financial forecasts

• Review
• Objectives

Any questions?



Session 2
Strategy - Part 1 - Supporter development

What we’ll cover:

• Strategic priorities - for the overall programme
• Supporter development activities 
• Other communications to individuals



Strategic priorities

Broad strategies priorities you want to implement across the whole programme 
- both development and recruitment. 

Client example:
• Build an information management programme 
• Review their branding as an organisation 
• Review and update their website 
• Review their membership ask 
• *Increase the lifetime value of their supporter base* 
• Improve their supporter care 
• Get commitment to the plan from across the organisation 



Discussion (5 mins)

Can you identify any strategic priorities that you want to include in your 
own fundraising plans?



Activity planning ideas

Things to consider before you plan your supporter development activities.

• Which types of gift to prioritise
• How to present your regular giving offer









Activity planning ideas

Things to consider before you plan your supporter development activities.

• Which types of gift to prioritise
• How to present your regular giving offer
• Number of communications
• Timing and sequence of communications
• Themes and narrative
• Keep a supporter-led focus!



Activities

• One-off gift/cash appeals
• Ongoing cash-RG conversion
• Annual cash-RG conversion and RG upgrade
• Legacy appeals
• High value donors
• Supporter care
• Supporter journeys
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High value donors

A simple high value donor programme:

• Identify potential HV contacts and maximise their value 
• Adapted appeals for HV contacts
• HV contacts audit 

• Develop a HV contact hierarchy 
• £100-£9,999
• £10,000+



Supporter care

Simple supporter care activities:

• Thanking – quickly and personally
• Newsletters - quarterly newsletter via email
• Update/thanking emails - occasional emails to update, 

thank and report back on impact



Basic supporter communication plan

Item Delivery by
3 cash appeals Mail/email
1 cash-RG conversion appeal (non-RG contacts) Mail/email
1 RG upgrade appeal (RG donors) Mail/email
1 legacy appeal Mail/email
Quarterly email newsletter Email
Update/thank you emails Email

Supporter journeys



Supporter journeys

A simple set of groups could be:

• New enquirer
• New cash donor
• New high value cash donor (£100+)
• New regular giver
• New legacy pledger



Example journey 1 (new enquirer):

1. Contact makes an enquiry – provides email details.
2. Immediate - send automatic email to thank the contact for enquiry and deal with 

their enquiry 
3. 1 week later - send ongoing cash-RG conversion email or mailing

a. If the contact sets up a regular gift, move them to the ‘New regular giver’ 
supporter journey

b. If no response, move them to main communications programme.

Supporter journeys a

321
b



Example journey 2 (new cash giver):

1. Contact makes an initial donation.
2. Within 24 hours – send them a thank you letter or email 
3. 1 week later - send ongoing cash-RG conversion email or mailing

a. If the contact sets up a regular gift, move them to the ‘New regular giver’ 
supporter journey

b. If no response, move them to main communications programme (but no 
fundraising appeals for 1 month after their first gift).

Supporter journeys a

321
b



Example journey 3 (new regular giver):

1. Contact sets up a regular donation
2. Within 48 hours - send a welcome pack including thank you letter 
3. Contact moves on to main communications programme (but no fundraising appeals 

for 3 months after they join) with additional communications for regular givers:

Item Medium
4 quarterly RG updates Email
Annual review/update Mail

Supporter journeys



Example journey 4 (new high value giver £100-£9,999):

1. Contact makes a donation above £100
2. Within 24 hours – CE makes a thank you call
3. 1 week later (unless the initial thank you call suggests they need or want a different 

arrangement) - send ongoing cash-RG conversion email or mailing (with personal 
message from CE)
a. If the contact sets up a regular gift, move them to the ‘New regular giver’ 

supporter journey
b. If no response, move them to main communications programme (but no 

fundraising appeals for 1 month after their first gift).

Supporter journeys



Session 2 – summary and questions

• Stage 3 – Part 1 – Supporter development
• Key principles – types of gift, RG offer, number, timing and themes 

of activities, donor focus
• Activities – cash appeals, conversion to RG, RG upgrades, 

legacies, high value, supporter care, supporter journeys

Any questions?



Discussion (20 mins)

Spend 10 minutes thinking about which supporter development 
activities you might put into your fundraising plans for the next year. 
What are your priorities? How many appeals will you send? When? 
Note your ideas – a rough year plan.

Then for the next 10 mins have a conversation on the table about 
the activities, priorities and timings you have chosen. Be aware of 
the differences between different organisations. 



Session 3

Strategy - Part 2 - Supporter recruitment 
Activity year plan
Financial forecasts
Final questions



Strategy - Part 2 - Supporter recruitment

Internal sources
Touch point review

External (paid) sources
Press ads
Door drops
Inserts
Digital
Etc!



Touch point review

• Recruiting new supporters is expensive
• So, start with people you can reach for free – and who 

care about your cause



Your organisation

Services

Outreach

Website

Database

Social media

Team

Events

Sites

Touch points



Touch point review - process

1. List your touch points
2. Prioritise your touch points
3. Evaluate current fundraising in each TP
4. Set out how to optimise fundraising from each TP





Touch point review

1. List your touch points
2. Prioritise your touch points
3. Evaluate current fundraising in each TP
4. Set out how to fundraise in each TP

Use TP review to build supporter journeys





External supporter recruitment

Key principles

• Test!
• Need a plan for your testing
• Review and revise your plans following tests
• Be flexible with your budget
• Be brave in rolling out
• Be focused in your activity



External supporter recruitment

Example activities

• Press ads
• Door drops
• Inserts
• Digital 
• List building











List building

• Use polls, surveys, pledges, incentives. 
• Buy or rent data from third party lists and surveys



Stage 3 – Part 2 – Supporter recruitment
Summary and questions

• Internal recruitment – touch point review
• External recruitment 

• Key principles – test, do a test plan, regular review of strategy, 
be brave and focussed in rolling out

• Activities – press ads, door drops, inserts, digital, list building 
– and more 

Any questions?



Discussion (15 mins)

Spend 5 minutes listing the most important touch points in 
your organisation. Then, each share one with your 
colleagues on your table, and discuss people’s ideas on 
how you could optimise it for fundraising.



Stage 4 - Activity plans & financial forecasts

• Activity year plan
• Financial forecasts
• Final questions



Activity plans



Financial forecasts

Some things to note:

• Split between development and recruitment
• Notes responses, costs, projected income of all activities
• 3 years – to show building investment and income
• Shows ongoing building of RG income (enter this manually)
• Can produce scenarios with different spends
• This is a rough template – treat it with caution!
• You’ll need to add your own content and figures



Financial forecasts



Activity plans and financial forecasts 
Summary and questions

• Activity plans – useful way to summarise activities and 
timings 

• Financial forecasts – help you work out how to spend your 
budget and estimate possible responses and income

Any questions?



Final summary

1. Review (‘Where we are’)
2. Objectives (‘Where we want to get to’)
3. Strategy (‘How we’ll get there’)

Strategic principles
Supporter development
Supporter recruitment
Other key communications to individuals 

4. Activity plans and financial forecasts



Final questions

Any final questions?
Anything we’ve not discussed that you’d like covered?
Any issues with your own planning?



Thank you!

rdocwra@hotmail.com

changestar.co.uk
richarddocwra.com 


