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How to raise funds for difficult causes
• What is a difficult cause?  Challenges?  10 key principles!
• Focus on good fundraising practice – whatever the cause!
• Fundraising from individuals!
• Insights from specific case studies!
• Handout at end – no need for frantic scribbling!!
• Questions and discussion at end



What is a difficult cause?







What is a difficult cause?
• Who thinks their cause is difficult?!
• We all face challenges and obstacles – many definitions of what 

makes a ‘difficult’ cause!
• Some organisations make themselves difficult to fundraise for – but 

that’s the organisation, not the cause...!
• Definition we’ll be using is....



What is a difficult cause?
• A cause that is more complex, political or controversial.!
• Political parties, pressure groups, less immediately attractive/emotive 

causes.!
• Also applies to niche causes!
• What’s your cause?



The challenges in raising funds for difficult causes
• What do you think they are?



The challenges in raising funds for difficult causes
• A smaller target audience (but, importantly, not non-existent)!
• The danger of controversy and alienating a wide audience!
• A lack of resources - people, financial!
• People afraid to associate themselves with the cause (publicly or 

otherwise)!
• People negatively disposed towards the cause before you've 

communicated with them!
• Competition - why would people give to your cause rather than a 

sexier, cuddlier one?



How to raise funds for difficult causes

10 principles



1. Love your cause
• Need real passion and understanding – only way to articulate cause 

powerfully enough!
• At least, try to think like a passionate supporter!  Empathise with 

them!
• In context of appeal – need strong case study!
• Green Party example - renewing your passion



2. Start with your audience
• However niche your cause, you have an audience.  It may be 

small(er) but it will care.
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2. Start with your audience
• However niche your cause, you have an audience.  It may be 

small(er) but it will care.!
• You need to find it and target it carefully.!
• Don’t kid yourself that everyone will be interested in your cause.  

Focus on the people who will be interested.!
• Overall strategy has 2 steps – !

1. Focus on your core audience with the right messages 
2. Use testing to expand your ‘radius of targeting’
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2. Start with your audience
• Focus on your core audience with the right messages!
• In recruitment, find the media/channels to get you to this audience!
• How to target the audience will vary for each organisation !
• There may be people hostile to your cause – they don’t matter – 

you’re not seeking them!
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2. Start with your audience
• Example - political parties – identify and prioritise  key constituencies.



Example - focus on the people who will be interested



3. Know your audience
• Think about what matters to your audience – and talk to them about it!
• Not the things you think are important!
• Even committed supporters need compelling stories and clear 

statement of need.  This is just good DM!!
• Example – Green Party Euro Election appeal



4. Be bold (creatively)
• You’ve focussed on the right audience, so...!
• Be bold in how you communicate with this audience.  Clarity, 

conviction, passion.!
• Don’t try to be all things to all people in a bid to reach a bigger 

audience.  This will dilute your message.  Focus.!
• Example – Greenpeace Monster Boats appeal





5.  Be innovative (and test)
• Widening your radius – finding people who could be convinced by 

parts of your cause!
!

Approach 1 - simple adjustment of message!
• Does it have wide enough appeal?!
• Not diluting message – but broaden appeal!
• BHA press ads example – test 2 versions





5.  Be innovative (and test)
Approach 2 – identify sub audiences!
• 2 big challenges for recruitment in ‘difficult’ causes:!

• Being able to focus your targeting 
• Generating big enough rollout volumes 

• Need lateral thinking – e.g. specific media audiences (e.g. Teachers, 
parents, military etc) who might care about an aspect of your cause!

• Find ‘hooks’ – different ways into your cause, instead of the whole cause!
• Examples:!

– BHA – education 
– Green Party – issue-based communications



5.  Be innovative (and test)
Approach 3 – articulate your cause differently!
• Universal themes/values your work touches on – e.g. Religious 

charity working on children’s welfare?



6. Don’t ask too much of people
• In terms of alignment with your cause!
• Make it easy to give money!
• Seek donors initially, not members!
• Have a separate membership strategy!
• Similar principle applies to social media



7. Be credible
• You’ve got a hard job – don’t make it harder!
• Plan well, think clearly about how you want to be perceived and then 

implement it!
• Credibility improvers/damagers!

– Clear, consistent tone of voice and parameters 
– Well-defined cause 
– Evidence for your claims 
– Be realistic about your claims and ambitions 
– Well-briefed and competent media contacts 
– Quality communications materials with consistent branding 
– Overall – what is the picture you want to present?



8. Take the punches
• Be prepared for some flak from people who disagree with your views 

- it’s worth it!
• Example – BHA responses!
• Negative feedback can be scary – but keep everyone calm!
• Negative comments can be a positive indicator



9. Don’t get the Eeyore Syndrome



9. Don’t get the Eeyore Syndrome
• It’s easy to convince yourself that the rules don’t apply to you 

because you’re a ‘difficult’ cause.  Don’t think like this.!
– ‘This won’t work for us’ - keep positive and willing to test 
– Don’t lower your standards – keep pushing 
– ‘The rules of fundraising don’t apply to us’  

NEWSFLASH – they do!  Even more than for other causes!



10. Get help – not hindrance – from your organisation
• You need your organisation to help you as a fundraiser – not 

sabotage your efforts and make things harder!
• Some charities make themselves almost impossible to raise money 

for !
• Working against fundraisers – biting the hand that feeds!
• List of shame...



10. Get help – not hindrance – from your organisation
Fundraising specifics!
• Lack of case studies and information!
• Poor internal cooperation/communication!
• Lack of freedom to say anything specific!
• No pricing/tangibles!
!
How the organisation treats fundraising!
• Lack of consistency and integration!
• Lack of investment – in fundraising or staffing!
• Poor conditions



10. Get help – not hindrance – from your organisation
• Basic point – you can’t do anything about the cause, but you can 

about your organisation!
• Give your organisation the best possible chance to raise funds!
• If this is not happening – take responsibility as the fundraiser!

– Make the case to the right people 
– If they don’t take action – see if there’s a better organisation for 

your cause 
• Example – making your case



Summary – 10 principles
1. Love your cause!
2. Start with your audience!
3. Know your audience!
4. Be bold (creatively)!
5. Be innovative (and test)!
6. Don’t ask too much of people!
7. Be credible!
8. Take the punches!
9. Don’t get the Eeyore Syndrome!
10. Get help – not hindrance – from your organisation



Conclusions
• Some of the ‘easiest’ charities will seem easy because they’ve put 

the work into:!
– Identifying their proposition and communicating it well 
– Identifying their audience and targeting it well 
– Identifying further audiences beyond this well 

• The rules of good fundraising are the same for a niche cause!



Conclusions
• The only differences are:!

– Your target audience may be smaller 
– Some people may be hostile to your cause 
– But these don’t matter – if you’re focussed 

• Your cause doesn’t have to be difficult – if you go in with confidence, 
passion and focus!

• All of us could implement these principles a bit more – re-ignite our 
passion, think about our audience and how we speak to them etc.!

• And if you do, you’ll do better fundraising.



Thank you!
!

Please take a USB handout or email me 
!

richard@changestar.co.uk 
07968 227 029 

@ChangeStarTweet 
www.changestar.co.uk


