
Dorset Blind Association’s Big Give Christmas Challenge 2018 

Awards Application 

Dorset Blind Association’s Big Give Christmas Challenge campaign video: https://

www.youtube.com/watch?v=IPJtxUYt7ss&t=20s 

Background 

Dorset Blind Association has taken part in the Big Give Christmas Challenge for the last five years, but 

in that time our fundraising team has only grown by one staff member with the addition of our 

current Marketing Intern. Our team consists of two full-time fundraisers and three full-time 

Community Support Workers. We have a £400,000 annual income target with no budget for 

marketing. We do not receive any government funding, so we rely solely on donations and 

fundraising. 2018 was a very special year for us, being our 100th anniversary, so we had a target for 

the year to raise additional awareness of our long-standing work within the community and to 

encourage new supporters to donate to our cause. All the money we raised during the year will be 

used to ensure that blind and partially sighted people within Dorset can live happy and active lives. 

For the Big Give Christmas Challenge, we focused on raising the money needed to fund our 25 social 

and activity clubs throughout 2019. The clubs offer a vital lifeline to many of our members, creating 

social opportunities as well as providing activity days, friendships, sports and relieving isolation and 

depression that can come with the loss of sight.  



Pre–Challenge Planning 

As previously stated, our main goal for the Big Give Christmas Challenge was to raise the money 

required to run our-much needed social and activity clubs throughout 2019, with the addition to 

raise awareness and support of our charity during the 100th anniversary. When planning for the 

Big Give Challenge, our Events Fundraiser and Marketing Intern focused on raising  awareness of 

the importance of our social clubs and their value to the 450 members who regularly attend 

them. Firstly, we attended a variety of the clubs such as: our Poole SocialEyes group for our 

working age members; the Acoustic shooting club; and the Bournemouth social club for retired 

members. We interviewed our members to highlight the value of the clubs and gained 

permission to use their name, quotes and photographic likeness for our marketing and 

promotional purposes during the Big Give Christmas Challenge.  

When planning the promotional campaign, with the goal to raise awareness of our social 

clubs, we identified who to focus our campaign upon, including : 

 Existing Big Give donors  

 General donors/supporters/volunteers  

 Business contacts  

 Personal contacts  

 New supporters 

 Event attendees 

 General Public  

 

We planned to engage with these groups through:  

Our Website: 

We planned to use our website for The Big Give Challenge campaign to reach our existing 

supporters and the general public. We used our website as the main platform for the campaign 

so that we could easily link it to Facebook, Youtube etc and we planned to regularly add to the 

website page as the campaign progressed.  We planned to incorporate stories of our social club 

attendees onto the website, so supporters could find out further information about the people 

the campaign is directly helping. 

Our Events: 

We planned to use our events to promote the challenge to our existing supporters, potential new 

supporters, business contacts and personal contacts by giving ‘Save the Date’ flyers out to our 

event attendees. Our Centenary Ball, the charity’s 100th birthday celebration, was our biggest 

event of the year which took place on the 13th October. We gave out ‘Save the Date flyers’ to 160 

attendees in their event programme. We also used our Ladies Night event held by one of our 

trustees to hand out ‘Save the Date’ flyers to over 50 attendees.  

Monthly E-Newsletter and Quarterly Newsletter (The Link):  

We used our monthly and quarterly newsletters to promote ‘Save the Date’ to our existing 

supporters, as well as giving them information about the challenge and how the money will be 

used. We signposted them to our website page, outlining the challenge and how it will help our 

members, as well as the Big Give website to give further information and the link to donate 

during the challenge week. 



Street and Supermarket collections: 

As part of our community fundraising we regularly hold street and supermarket collections to raise 

funds and awareness of our charity , so we decided to use them as an opportunity to promote our 

Big Give Christmas Challenge by talking to the public and handing out our ‘Save the Date’ leaflets. 

We learned that this was particularly effective in raising awareness of the work the charity does as 

well as gaining new supporters. We held four collections in the run-up to the challenge and handed 

out over 100 ‘Save the Date’ leaflets to the general public. 

The ‘Save the Date’ flyer we used Pre– Challenge: 

Press Release 

We regularly produce press 

releases with engaging content of 

the work we do, our fundraising 

events and any support we 

receive from the community.  We 

have used press releases in 

previous years and found them to 

be successful in bringing in new 

supporters so we did the same in 

2018. Within the article we 

explained the work of the charity, 

the much-needed funding for our 

vital social clubs and included 

testimonies from our members 

and our Community Fundraiser, 

Gareth Owens, for a personal 

appeal. The Press release was 

picked up by local newspapers, 

blogs and community websites.  

Links: 

http://dorsetblind.org.uk/2018/11/26/we-need-your-help-this-christmas/ 

https://www.pooletogether.co.uk/pages/15790-dorset-blind-association-

calls-on-the-public-to-support-much-needed-blind-clubs-this-christmas 



Creative Marketing Social Media Campaign:  

We planned a social media campaign for Facebook, Instagram and Twitter to reach our current 

supporters and potential new supporters. Facebook was to be used mainly as we have the most 

supporters on there (1617).  We designed images with a Christmas theme to promote the Big Give 

Challenge and personalised the message by using images and quotes from our members who 

attend the social clubs. We also made a staff and volunteer video explaining the importance of the 

challenge and the impact it can have on our social club members.  We scheduled the personalised 

posts once a week for a month before the challenge week and used five countdown images in the 

week running up to the challenge. 

One month before the 

challenge began, we started 

our social media pre-

challenge campaign. We 

introduced the Christmas 

theme, our fundraising goal 

and used stories of our social 

club members to personalise 

our campaign.  Once a week, 

beginning the 1st November 

until the 20th November we 

scheduled our pre-campaign 

images on Facebook, 

Instagram and Twitter. 

Examples from our Facebook 

page can be seen here: 



Pre– Challenge: The Countdown begins 

On the 23rd of November we started our countdown to the beginning of the challenge, on 

Facebook, Instagram and Twitter. We used a similar ‘Christmas’ theme from our pre—challenge 

social media imagery so that our followers would associate our members testimonies with the 

Big Give Christmas Challenge.  The countdown was effective as a daily reminder of the Big Give 

Challenge and it’s launch day. 



Challenge Launch 

Day: Campaign Video  

On the launch day of the challenge, we released 

our campaign video on our website, Facebook, 

Twitter and Youtube at 12pm. Creating a video for 

our Big Give campaign was an idea we came up 

with after we viewed the official Big Give Christmas 

Challenge video. However, no one in our small 

team had any experience in video making or 

editing, nor do we have a digital SLR so we relied 

on the cameras on our phones. It was a challenge 

creating the final video in-house, which is 

something we are very proud of. We shot videos of  

our staff members and social club volunteers, 

explaining our goal for the challenge, the impact of 

the social clubs on our members and how our 

social clubs create a vital community. We then 

edited the clips to make one coherent video, added 

emotive background music and name headings for 

each person within the video. We hoped a video 

exhibiting our staff members and volunteers would 

again bring a personal touch to our campaign, as 

our pre-challenge images did, because we have 

found in our fundraising that if a campaign is 

personalised, it is more effective in raising money. 

We decided to boost the video on Facebook as we 

felt it was our most engaging campaign content 

that had the potential to bring in new supporters, 

as well as engage our existing supporters/donors. 

As a result of this, the video reached almost 4000 

people, had 2,110 views, 47 likes and 23 shares 

which became our most engaging post of the 

campaign.  



Challenge Launch Day: E-Newsletter  

On the first day of the challenge, as well as releasing our campaign video on social media and 

our website, we sent an email to our E-Newsletter subscribers with details of the challenge, our 

goal for the challenge, our campaign video and a link to our donation page.  We did this to 

engage our existing supporters who may not be on social media.  



During the week: 

We continued our social media campaign throughout the challenge week, with regular 

updates to our supporters of how much money we had raised so far and reminders to 

donate. We used imagery of our members, a payday GIF to encourage a small donation, and 

shared our campaign video with a ‘less than 24 hours’ warning.  Following the success of our 

campaign video, we produced another shorter clip for a call to action and reminder to 

donate.  We also contacted business contacts and personal contacts to ask them to donate. 

We updated our website with regular posts about the challenge. 



Post Challenge 

After all of the hard work and planning of our appeal, we were overwhelmed to raise 

£17,485.76, which exceeded our target by £2485.46! We are extremely pleased to see that 

59% of our donors were new supporters! Once the challenge was completed, we thanked all 

of our donors through a personalised email, posted on social media, updated our website 

and thanked all supporters in our E-Newsletter.  Our Big Give Christmas Challenge not only 

raised money to allow our social clubs to keep running, but raised awareness of who we are 

and who we help, as well as gaining us new supporters.  


