
Creating the sector’s 
biggest integrated campaign



Today…

● What is GOSH up to?
● The integrated campaign strategy 
● The big idea
● Initial results and future plans
● What we learned



What is GOSH up to?











The integrated 
campaign strategy



KICK OFF, 
TRAINING 
& WAYS 
OF 
WORKING

CAMPAIGN 
STRATEGY

MEDIA PLAN

PRODUCT & 
CREATIVE 
DEV’LOPMENT

REVIEW

LIVE

Why are we 
doing this?

CAMPAIGN 
PLAN

How are we 
going to achieve 
this?

Where are we 
going to reach 
our audiences?

What will we 
show them?

DISCOVERY

Who are we 
talking to?

ONGOING STRATEGIC & INTEGRATION SUPPORT

Building the campaign step by step



Capital appeals are unique opportunities

• Tangible goal
• Time bound
• A physical location
• A singular focus



…with unique challenges

• Huge targets
• Lots of stakeholders
• High pressure
• Conflicts with BAU



1212VOLUME

VALUE

PRIVATE
You need to 
give all your 

supporters a way 
to get involved – 

and give
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We find the themes 
and insights that unite 
your audiences to help 

us develop an 
integrated proposition 

and messaging

WHAT UNITES THEM

VOLUME

VALUE

PRIVATE
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Higher value from 
fewer people

Huge volume of 
people giving less.

Evidence

Emotion

Individual 
Ownership

Collective 
Impact

WHAT DIVIDES THEM

VOLUME

VALUE

PRIVATE
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Naming opportunities, Principle 
Gifts, Major events, Major 

partnerships

MV cash, smaller corporates, 
Committed giving, mass 

participation and community

Committed giving, cash, 
shop, lottery

How do we 
package giving 
to drive value?

How do we 
package giving 

for our key 
supporters?

How do we make 
giving easy to 
drive volume?

VOLUME

VALUE

PRIVATE
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CAMPAIGN 
STRATEGY ON A 

PAGE
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HOSPITAL OBJECTIVE

Build a world class new children’s cancer centre at Great Ormond Street Hospital

CHARITY OBJECTIVE

1. Raise awareness that Cancer is the biggest killer of children, and GOSH & the CCC is a credible solution to this problem
2. Grow our fundraising in order to deliver £300m net in five years to fund the build

e.g.
Lower barriers to entry to let more people in. 

e.g.
Consider higher value asks on current products.

WORKSTREAMS (non-exhaustive)

e.g.
Product development including higher value asks

SPECIFIC KPIs

% increase in monthly recruitment volume. 
Data capture volume.LTV increases from sign up at 3 months and 12 months. 

CAMPAIGN PRINCIPLES (HOW)
AgileIntegrated Diverse Bold

e.g. 
Develop a test plan for recruitment

AUDIENCES

VALUE VOLUME

e.g. 
Pursue partnerships that offer reach.

e.g. 
Pursue media and reach partnerships

Number of donors increases. 
Average value of gifts increases.

Matched giving opportunity secured.

PUBLIC
PRIVATE

AUDIENCE PRIORITIES
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DEVELOPING A 
CAMPAIGN PLAN
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Our supporters 
are sunbeams! 
They give us 
energy and help 
us grow.

The leaves are 
our ways in to the 
campaign.

When a supporter hits 
one of those leaves, they 
begin a unique journey 
through our branches.

Leading to the trunk - our 
core journey that maximises 
their value.

And ultimately leads to 
commitment, once they are 
rooted in GOSH’s purpose.
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5 YEAR TIMELINE

Breakthroughs with potential. 
The need for the build.

Breakthroughs being brought 
to life already at GOSH. 

Personal stories.

2024/25 2025/26 2026/27 2027/28 

Tangible – Build / Care

Visionary – Impact/ Cure 

Future breakthroughs. 
Momentum through to final 

push.

Ongoing stewardship. Stories 
from the new centre.

2022/23 2023/24 

Private 
launch 

June ‘22

LM 
‘23

Public 
launch

Always on activities

Final push

Key build phases mapped against the campaign

High value fundraising for capital

Philanthropy fundraising move away from capital 
fundraising



We aim to test, learn and optimise, so as the appeal progresses, we anticipate learnings to drive decision 
making for the activity & ways of working ahead

Always on:

▪ We expect to see teams 
promoting the appeal as a 
primary focus throughout the year 
e.g.

✔ Digital RG and cash asks
✔ Dialogue RG ask ‘Together’
✔ Partnerships, community, HNW

▪ We expect to see teams utilising 
Build it. Beat it. within their own 
products e.g.

✔ Run it. Build it Beat it. 
✔ Play it. Build it. Beat it. 
✔ Buy it. Build it. Beat it. 
✔ Bake it. Build it. Beat it. 

Peaks:

• Peaks will run twice a year
• Purpose: create momentum 

during the campaign
• Regular review pathway 
• WOW will consist of 3 phases

1. Strategic direction
2. Planning & concept 
3. Delivery
* Flexible approach to respond to testing 
results and the environment

Pulses:

• Out of peak activity where we 
have an opportunity that does 
not fit within a peak but 
requires focus e.g.

✔ Stream it. Beat it. 
✔ Partnership opportunities



The big idea



Text



Stream it.
Play it.

Bake it.
Scan it.
Run it. Build it. Beat it.











What did we learn?



What we learned

• Start with insight
• Find the shared objective
• Everyone has a role
• Build the campaign culture
• Be rigorously creative
• Keep learning and pivoting
• Better done than perfect



Chloe Shields
Creative Strategy Director

Open

www.linkedin.com/in/amystrategy

Amy Hutchings
Senior Fundraising Strategy & 

Planning Manager
Great Ormond Street Hospital 

Children’s Charity

www.linkedin.com/in/chloe-shields
-460b1050

http://www.linkedin.com/in/chloe-shields-460b1050
http://www.linkedin.com/in/chloe-shields-460b1050

