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Hello, I’m Ian Bruce, Director of the Centre for Charity Effectiveness at Cass Business School. We have a series – Charity Talks – which many of you will have heard – which is very popular and which is aimed at charity workers and trustees. We’re about to hear from two leading lights in our sector.

First, Mahmood Hassan, who is the chief exec and chair of Islamic Aid, talking about how they’ve raised phenomenal sums of money over the last seven or eight years. That case study is going to be put in context by Stephen Pidgeon, a trustee of the Institute of Fundraising and a major expert in direct marketing for charities. 
So I hope you enjoy listening to them.

Mahmood Hassan
My name is Mahmood Hassan. I’m the founder and chairman of Islamic Aid. Islamic Aid is a charity which mainly focuses on providing basic necessities of life like education, healthcare, livelihood programmes too. Mainly in rural communities in developing countries like Pakistan, Afghanistan, Bangladesh and other countries. 
Obviously we started with zero, putting up about £6,000 from my own pocket. Obviously this was just the money; I then brought in other resources as well, from my business side. For example a database of UK Muslims and all the knowhow. Now we are raising nearly £3 million a year.
Our direct marketing approach has been very simple. Our idea was to reach every Muslim household in the UK. That’s where we started from. We didn’t have any other option – there were no other channels available. Muslim printed media, electronic media – they were very weak. If we had wanted to go through mainstream media it would not have been viable, because Muslims are only three per cent of the population. So for us there was no other option than to go directly to people’s homes. So we got hold of Muslim names and addresses, tried to write to them and so far this has been very successful.
I didn’t have the opportunity to work in a proper direct marketing charity, agency or organisation. So whatever I did, I just learnt by doing it. For example, initially we started by mailing to everybody three or four times a year. We later realised that we can recruit people only during the month of Ramadan. So now what we do during the month of Ramadan is send a very large mailshot, covering donors as well as cold contacts, and during the rest of the year, four or five mailings only to donors. 
How it has been successful is the way we have been approaching or communicating with our audience. I’ve seen that some charities, when they approach people, their approach might not be appropriate for their audience. For example, some charities which are not very high profile when they approach an audience, they come up with one case study or one particular project, and if you’re mailing to lots of people, not everybody will be interested in that. 
So what I’ve taken is a completely different approach. What we do is present a very long copy to our audience. We present a complete portfolio of projects ranging from education, healthcare, livelihood, emergency relief, children’s welfare, women’s welfare, water supply. Within those projects, we come up with amounts and different initiatives. I think this is one of the things that attracts people – everybody can find something to support.
My advice would be that we should try to focus on where we have strengths. For example in our case, we have a strength in direct mail. We only do that. There are temptations sometimes – you hear stories of successes with events or media advising, appearances on TV or radio – but the best thing I have learned is that we should control our temptations to try to do everything – just do those things which you are best at.
Stephen Pidgeon, Tangible Response
My name’s Stephen Pidgeon and I’m chairman of a company called Tangible Response – it used to be called Target Direct until recently. We have for 16 years worked in the charity sector – we do marketing, fundraising, individuals fundraising for the sector.
The best approach boils down to very simple things. It has to be simple because the public who support you do this extraordinary thing of giving you money for no good reason except that they believe in what you’re doing. So the messages have to be clear and consistent and emotional.
I think when things fail – and many charities are struggling at the moment – things fail because the charity doesn’t like to do emotion. The public want emotion – they want to be moved. If you can move them, they will support you. Why? Because they’re very good, giving British public.
One of our clients is Kidney Research UK. This is a charity that’s not very well known, doing very good work but in an area where people don’t readily want to know much about what the kidneys are or are not doing. But they have to raise money, because they’re doing fantastic research work and they care for people with kidney diseases.
Now we sent out a mailshot that was immensely successful in the cold market – we were looking for new donors. It was successful simply because the message – the story that we told – was of a woman who was pregnant with her third child and as she was pregnant, due to give birth, was planning the baby’s funeral – because when it was born, cut off from the umbilical cord, it would die. And it duly did. Now that’s a hugely emotional story. They told it beautifully and it was successful. 
If you have emotional stories and they’re told well – sensitively of course – they work. They work because, as I say, the British public are keen to support things that are needed. 
Direct marketing now is very different from how it was even five years ago, because the audiences are different. They’re more direct mail savvy, direct marketing savvy, they’re more charity savvy. They understand that they have been abused by many charities. And when I say ‘abused’, I mean if you don’t give feedback to people who have given a donation – that I would now call abuse. I didn’t 10 years ago – then you simply banged out mailshots and got lots of money. That doesn’t work anymore. Now you have to give good feedback and of course the internet is one of the ways for you to do that, but not necessarily the only way – these are people who may not be using the internet as fluidly as some of the youngsters.
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You can find out more about direct marketing and ways of improving your charity’s effectiveness by visiting our portal www.knowhownonprofit.org
Than you for listening.
