
CHARITY BRANDING 

Six elements that make up a 
great charity-run campaign 



CHARITY BRANDING 

1  Be Passionate 

Hillsborough Family Support Group 
chairwoman Margaret Aspinall 

If your charity feels like it’s 
campaigning just for the sake 
of it, talk to service users and 
their families. Find out what 
injustices they face and 
whether the charity can help 
them change that. 
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2  Have a clear vision and ambition 

See Me 

https://www.youtube.com/watch?v=NsulLrbu_Nw
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See Me is Scotland's Programme to tackle mental health 
stigma and discrimination.   
 
They are funded by Scottish Government and Comic Relief 
and are managed by SAMH and The Mental Health 
Foundation.  
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See Me, It's Okay 

https://www.youtube.com/watch?v=Eg1SokvP-h4
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3  Make sure people know what they have to do 

In 2011, the Pears Foundation 
set up a £1.7m campaign called 
Give More in a bid to tap into 
the Big Society idea, where the 
public would step up to support 
each other following the 
recession and through the 
subsequent austerity period.  
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It asked people to sign a pledge to give more – it could be 
time or money – and post it on social media.  
 
A stark evaluation of the campaign two years later found it 
failed on multiple levels, not least in its aim to get 500,000 
people making pledges. 
 
Give More failed because people didn’t know what they were 
supposed to do or who they were supposed to do it for. 
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Help your supporters back your campaign with easy tasks, 
such as signing a petition or sharing an infographic. 
 
Follow that up with more challenging tasks, such as 
promoting the campaign on social media, giving money, 
writing to a politician or joining a demonstration. 
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4  Be Creative 

Do you care enough to give? 

https://www.youtube.com/watch?v=IvWjhp62zhM
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60 years of the refugee convention 

5  Put heart and humanity at the centre 

https://www.youtube.com/watch?v=LtPXV8a_niI
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Campaigning is about changing lives for the better; 
that’s human lives (and sometimes animal lives). 
 
Put the people who are experiencing the injustice 
you’re trying to overcome central to your campaign.  
 
It’s their story, let them tell it. 
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6  Have a strong message 

Believe in me 

https://www.youtube.com/watch?v=XnIcd4uJHao
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The "Believe in me" integrated campaign champions 
children and the incredible things they can achieve with 
the right support. 
 
The work is led by a 60-second TV ad that ran from 23 
September until November 2016. Activity also appeared on 
video-on-demand, in cinema and in print. 
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Social Media Channels  
and Integrated Campaigns 
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#findmike 

https://www.youtube.com/watch?v=8JUPQVYpBME
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Rethink's #FindMike campaign sought to 
reunite Jonny Benjamin, who lives with 
schizophrenia, with the man who talked him 
down from jumping off Waterloo Bridge. 

They devised a multichannel campaign that included social 
media, digital content including videos, broadcast 
interviews and newspaper coverage. 
 
#FindMike became the top trending topic on Twitter in the 
UK and Rethink received 5,000 new Facebook likes, 2,600 
new Twitter followers, and a fivefold increase in traffic to 
its site. 
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Most importantly, the coverage helped 
reunite Jonny with Neil Laybourne, the man 
who saved him. 

Key to its success was that social media was part of an 
integrated approach across several channels.  
 
The timing was also important- it was a positive story in 
January, which people were keen to share through their 
social networks. 
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Channel 4 #findmike 

https://www.youtube.com/watch?v=Kue7dFRo844
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Prostate Cancer UK  
Football League campaign 
2013 

This was a content marketing campaign, run by Public 
Zone, which used Prostate Cancer UK's status as Football 
League charity partner to raise awareness of the disease 
amongst football fans. 
 
Public Zone built a network of fans representing all 72 
Football League clubs, finding the key influencers for each, 
those who have built audiences around blogs, Twitter, 
forums etc.  
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Prostate Cancer UK  
Football League campaign 
2013 

• 167% traffic increase to the Prostate Cancer UK website 
in week one.  

 

• 92% were new users. 
 

• Nine of the top 10 referral sites were football sites 
running campaign activity. 

 

• Year-on-year traffic to the website is up more than 70%. 
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WaterAid Big Dig Campaign 

https://www.youtube.com/watch?v=gJOfJ5pdYHI
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WaterAid, 2013 
The Big Dig Campaign  

This campaign, by The Good Agency, used Instagram to 
help raise £2.5m and bring clean water to 134,000 people 
in Malawi. 
 
Supporters could follow the progress of the Big Dig appeal 
in real time, including being there when the borehole was 
dug and clean water arrived. The Big Dig blog was central 
to the appeal.  
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WaterAid, 2013 
The Big Dig Campaign  

Digital channels raised £75,000 directly, but also drove 
engagement and reach to increase the overall result. 
 
26,654 unique users visited the Big Dig blog. 
 
The Big Dig reached over 1,500,000 Twitter accounts. 
 
Raised £2,589,984 (including government matching) 
against a target of £1.2m and bring clean, safe water and 
sanitation to over 170,000 people in Malawi. 
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WaterAid Facebook and 
Twitter content was 
their most interacted 
with ever. 


