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Give More Campaign Review & 
Evaluation  

Executive Summary 

December 2013 

 

Headline figures 
PR reach generated offline & online: 1,741,738 individuals 

Campaign engaged with by 118,566 individuals 

   50,143 public pledges on Give More website 

    26,876 young people have seen the messages 

12,694 young people made pledges 

    22 celebrity ambassadors 
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Background 
Against a backdrop of a global recession and national austerity measures, Give More was conceived as a 12-

month UK campaign to encourage as many people as possible to share their passion for the causes they care 

about by making a public commitment to give more money, time or energy, and to get people talking more about 

giving. This was a unique and ambitious undertaking to “raise the tide for all ships” and benefit all charities, causes 

and communities. 

It was entirely funded by the Pears Foundation, a family foundation chaired by Trevor Pears CMG. Launched in 

February 2012 the campaign was extended in December of that year and closed in December 2013.  

The four key objectives underpinning the campaign were to: 

 Encourage people across the UK to make a public commitment to give more money, time or energy to the 

causes they care about in. 

 Invite organisations to sign up to the Give More partner commitments. 

 Focus public attention on safeguarding the vital contribution of the UK voluntary sector. 

 Publicly celebrate the giving of time, money or energy to the causes people care about. 

This evaluation assesses the inputs, activities, outputs, outcomes and impact of the campaign and how successful 

it was in meeting these objectives. Evaluation is based on a number of surveys, and interviews with the campaign 

team, agencies, the steering group, advisory committees, ambassadors, partners, pledgers and external 

commentators. This independent report has been commissioned by the Give More campaign to evaluate its impact 

and the reasons behind its successes and failures. It also aims to draw out next steps for the campaign and 

lessons for future campaigns. 

One of the key concepts of the campaign was that it was non-cause-specific, and this message was generally seen 

as positive and inclusive – something everyone can join in with. One interviewee called this inclusivity: “Making 

heroes of the nation”. However the non-denominational nature of the campaign was also seen by some as a 

drawback – making it a harder ‘ask’ for people to identify with. 

Another strength was that while the campaign had a strategic plan at the start, it was extremely reactive to events, 

feedback, successes and drawbacks as they arose, although again, some saw this as a drawback. 

The most successful aspect of the campaign was felt to be that it raised the level of discussion in the UK around 

community need, social responsibility and giving (money, time and energy). The campaign’s messaging reached 

an audience of 1.7 million; was engaged with by over 118 thousand and inspired over 50 thousand pledges to be 

made. 

PR activities reached a reasonably large audience and involved a number of high-profile celebrities, although they 

did not achieve the critical mass the campaign had hoped for, the tipping point for a ‘mass movement’.  

The campaign team and those closely involved with the campaign felt that it has been tremendously successful, a 

view not shared by everyone: 

To achieve over 50,000 pledges in less than two years is an amazing achievement. Steering 

Group member 

There is an advantage to raising the tide but have 50,000 people raised the tide? There’s no 

evidence that it has. So I would probably say it hasn’t been successful. Charity Fundraiser  

 

Achievements 
Those aspects of the campaign felt to have worked most well were: 

 Raising and widening the giving debate (not just giving money but time and energy) –inclusivity was 

always a key concept of the campaign, and most were pleased with the reach achieved. Just under half 

(44%) of the public pledges were monetary, with time being the next popular (35%) and energy accounting 

for 21%. Give More also added knowledge to the debate on charitable giving (including that more women 

surveyed were more passionate about good causes (19%) than they are about sex (14%)! Not having a 

purely financial focus was seen as a particularly strong message in the current economic climate. 
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 Getting the local message across – through local events and conversations the campaign helped focus 

people’s minds on local need. Stark reflections were made on need going up, e.g. libraries and other local 

services closing, whilst also reminding people they can achieve great things through social action. In 

September 13 the Give More Challenge Map and Quiz highlighted local need and support, and the Give 

Guide, launched in December 12,  presented local ways for people to do their bit 

 Engaging people in a positive conversation about giving - this was most successful on a one-to-one 

basis at events where people were engaged about the causes they had a passion for, and was a really 

successful way of converting concern to action on a large scale (46% of pledges came through events). 

The campaign found that once engaged, people were very positive about doing their bit. Social media was 

also felt to be useful in this way, although it only led to a small proportion of pledges. 

 Engagement with young people – not a significant part of the campaign vision, and a traditionally difficult 

audience to engage about giving, a successful partnership with Giving Nation helped raise the giving 

debate in schools. The campaign also secured partnerships with universities and youth movements. 32% 

of overall pledges were from under 18 year olds (pledging time or energy only), and a further 22% from 

under 28s.  

 Creation of new resources - the Give Guide, a website providing, free, simple, tailorable 

ideas and activities to give more ‘in your local area… at home or out and about, for nothing, or 

as you spend’, inspired people ‘to change the world’ and was popular with both charities and 

the general public. 

This was a very unique campaign, delivering a vision that Trevor had as an experienced funder in the voluntary 

sector. It was an urgent and inclusive response to rising need in communities. It attempted something very 

unique and new, so we didn’t have evidence from past campaigns to work with and learnt as the campaign 

developed. Give More Campaign Director 

 

Challenges 
The campaign faced a number of large challenges, summarised under four headings below: 

 The challenges of collaboration – one of the biggest hurdles for the campaign was forming a ‘coalition of 

the willing’ in the voluntary and private sectors. The campaign tried to find a balance between spending 

more time at the outset building this coalition set against the sense of urgency of getting something up and 

running. Opinion is divided as to whether a coalition approach would have worked better, and many 

acknowledged that this was also a bit of a wake-up call to the voluntary sector which could do better at 

collaborating instead of seeing other initiatives as competition, ‘not invented here’. The campaign failed to 

reach a critical mass of support from either sector which could have seen it become a mass movement. 

 Getting the message across – while some praised the simplicity of the message – give more in any way 

you can, to any cause you are passionate about - others felt that this was too broad and vague. There were 

perceived issues around the name of the campaign and it being non-cause-specific which led to many 

feeling that the ‘ask’ was confusing for people. Online and offline PR succeeded in raising awareness for 

the campaign, although these numbers did not convert directly to pledges. The campaign learned that the 

journey of an individual from understanding need to making a public pledge required some hand-holding. 

Some felt that greater audience segmentation would have led to more specific and successful messaging, 

which did arise out of the sports and youth programmes.  

 The impact of the leadership model adopted – the campaign was spearheaded by Trevor Pears CMG  

as a recommendation of the Philanthropy Review.  He strongly influenced and guided the idea, name and 

strategy for the campaign.  The strength of his leadership and admiration for the courage shown in this role 

was undoubted by anyone, although the direction was sometimes questioned. Opinion is, however, divided 

as to whether a coalition model would have worked better for the campaign
1
.  

 Measurement of success – many external interviewees felt that the success of the campaign should have 

been measured in a tangible way, focusing on pledge numbers and even attempting to put monetary 

                                            
1
 The Make Poverty History campaign adopted a facilitative chair for their coalition rather than a figurehead spokesperson which was felt to be 

vital to holding the coalition together, but led to slow and reactive decision-making; while the Jubilee Debt Campaign had a spokesperson model 
which seemed to work better for a single-issue campaign but may not have worked so well for a coalition. 
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figures onto ‘success’, while internally ‘success’ was felt to be inherently less tangible and more about 

raising the debate. This mismatch of expectations probably explains the lack of consensus around the 

perceived overall success of the campaign 

 

Measuring success 
“This has never been about measurement, it is about inspiring people. We are not measuring 

this because I do not want to take anything away from anybody. I don’t want to get the credit for 

someone else’s giving” Trevor Pears 

[It’s] been a great success because countless people have thought about giving in a way they 

haven’t before. The amount of people I’ve spoken to on the phone, just that spark of “yes you’re 

right, I’m going to think more about my giving” Just spreading that idea is amazing. Campaign 

delivery team 

The Give More campaign was most often characterised by surveyees and interviewees as “useful, a good prompt 

to action by individuals to fight rising need in our communities” rather than necessary or not necessary (72% 

pledgers, 64% partners). A majority described it as “quite” (64% partners, 86% ambassadors) rather than “very” 

successful (18% partners, 14% ambassadors). Pledgers felt that the campaign most successfully reminded them, 

simply, that they could give more (44%); while 90% of partners surveyed wanted to be “part of a bigger movement”. 

 

Lessons learned 
There were particular lessons learned from the Give More campaign team, Steering Group and agencies: 

‘We have lessons we’ve learned and this is a journey for the sector which needs to pick up the 

mantle now’ Steering Group member 

 The concept of a campaign to raise the tide for all ships proved strangely difficult to sell to the voluntary 

sector. There was felt to be a lack of open-mindedness leading to some charities viewing the campaign as 

‘competition’ for their brand. 

 The private sector also proved difficult to engage. One reason for this may have been a fear of compromise 

to their corporate reputation because of the campaign’s direct message around giving, which led to a slow 

response and sometimes proved to be an insurmountable obstacle to companies getting on board. It was 

also felt that sometimes there was a lack of agreement between the decisions of the CEO and CSR teams 

with competing projects. 

 Engaging with individuals face-to-face was the most successful way of getting the message across. People 

are willing to engage and felt capable of giving more. In these conversations it was clear that the name and 

positioning of the campaign were received well and inspired people to make solid, thoughtful pledges which 

they seemed likely to follow through on. 

 Many other forms of engagement were tried including offline and online PR, gifted radio advertising, social 

media activity, lesson plans for schools, and activity sessions for youth groups. Of these schools and youth 

movements were the next most successful. The lesson to be learned here is that there is no clear path with 

such a unique campaign, and so budget should be allocated more slowly through testing out different 

options.   

As one of the interviewees put it, perhaps the greatest lesson learned from such a big undertaking trying to create 

a mass movement for charitable giving is that: 

There is NO MAGIC FORMULA!  
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Conclusions  
As a consequence of the team’s learning and others’ opinions, the following conclusions have been 

reached:  

 Giving is a very personal experience for people – the culture of giving in the UK is such that people do 

not tend to shout about their giving, but they are passionate about it. A campaign attempting to raise the 

bar on giving needs time to bed in, and needs to engage people on a personal journey rather than just 

relying on them to join the dots between need and action. Raising awareness is only the first part of that 

journey. 

 Being an irritant can sometimes be a good thing – the campaign was characterised by some in the 

voluntary sector as being “the sand in the oyster that makes the pearl”. While it was hard to gain support 

from the voluntary sector who may have preferred to do things their own way, several eventually conceded 

that the campaign reminded them that they could work better together; that they are not generally good at 

collaboration and could do it more. The level of interest in legacy materials has shown a greater degree of 

positivity about the campaign’s benefits and value. 

 Collaboration is needed - in tough times there is a real need for collaboration in the sector. This would 

help maximize the benefits of investment and also ensure that the general public are aware of how they 

can do their bit and give more. 

 

Legacy 
A review of the potential legacy was carried out in 2013 and the following actions were taken: 

 Learning has been captured in this independent review, and will be released to the third sector 

 The website technology will be available open source for small charities or campaigns to use.  

 The Give Guide, Give More Challenge quiz will be used by The Big Lunch and Big Lunch Extras as tools to 

engage the public in giving.   

 People who had pledged and given their details were contacted and asked whether they would like to 

continue their journey.  Those that opted in were directed to organisations that suited their pledge e.g. time, 

money or energy, but were not cause specific.  Those that didn’t opt in were emailed at the end of the 

campaign with ideas for continuing their journey, for them to take forward.  

 Give More is hoping to encourage a collaborative discussion amongst the significant umbrella 
organisations in the sector, to explore how the learnings could be used to further the vision post Give More.   
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Campaign background 
Against the backdrop of a global recession and national austerity measures, Give More was conceived as a 12-
month UK campaign to encourage as many people as possible to share their passion for the causes they care 
about by making a public commitment to give more time, money or energy, and to get people talking more about 
giving. This was a unique and ambitious undertaking to “raise the tide for all ships” and benefit all charities, causes 
and communities.  The campaign also wanted employers, third-sector organisations, media and opinion leaders to 
join in and promote the campaign by becoming Give More partners.  Launched in April 2012 the campaign was 
extended, in December of that year, until December 2013.  

A website (givemore.org.uk), where people could make a pledge to give more and share the message formed the 
hub of the campaign. This was supported by targeted communications through a range of channels and other 
offline activities. 

 

Messaging and narrative 

The campaign had a clear vision and call to action, although the messaging to describe it changed a few months 
into the campaign to reflect initial feedback and learning.   

 

CORE MESSAGE  

Give More is a growing movement of thousands of people who have come together to fight rising need in our 
communities by committing to give more time, money and energy to the causes they are passionate about.   

CALL TO ACTION 

Stand up and be counted by doing three simple things. 1. Sign up to show your support 2. Make a public pledge to 
Give More and inspire three friends to do the same 3. Start giving more 

FULL MESSAGING 

Need in our communities is going up and services we could all rely on are being affected, as charities and 
community groups are struggling to cope. The facts are stark – 83% of teachers have seen a growth in the number 
of children arriving hungry at school. At the  same time there’s been a 100% increase in the number of people 
being fed by food banks, with 4 new outlets opening up every week. 5.4 million households are living in fuel 
poverty, almost half of those individuals are over 60.In response to this, thousands of people from every corner of 
the UK are uniting to fight escalating need by each giving more time, money and energy to the community or cause 
they care about and inspiring others to do the same.  Give More is an independent, privately funded initiative that 
asks you to stand up and be counted – join the movement and be part of something vitally important  

 

Campaign structure 
The campaign broadly consisted of activities in three programme areas: public pledge, partnerships and ‘talking’, 
characterised as follows: 
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Campaign highlights  
2012 
 
February      Beta launch: London with Esther Rantzen CBE, June Ross-Wildman, 

Martyn Lewis CBE, Patricia Hewitt, Trevor Pears CMG.   
The infoband on the BT Tower carried a message about Give More   
Second beta launch in Edinburgh with Brendan Dick, Eleanor Barnes, 
George Miller, Giles Ruck, Trevor Pears CMG 

April              Main launch: London, Belfast, Glasgow and Cardiff shopping centres 
 ‘Blobbing’ (a new sports craze) video on YouTube viewed over 

130,000 times, and shown on the Ellen Degeneres TV chat show 
May      Launch events ("Sofa Tour"2) in Aberdeen, Birmingham, Bristol, 

Manchester, Newcastle, Norwich, Sheffield and Southampton  
June Change in the strategy around messaging and measurement criteria 

for the campaign. Introduction of new lower level entry point, more 
flexibility in the partnerships programme and more explicit ‘need’ 
messaging in PR.  

July       Mike Delaney football skills video, co-branded with Charlton and 
Everton FC and published on Match Of The Day online magazine, 
gained 12,000 views online 

 3834 Heart London radio advertisements donated by Global Radio ran from the 9th June to the 
17th July 2012 and were heard by a potential audience of 43 million 

September Second change in the strategy based on user and focus group discussions: key themes of activity 
developed to bring more focus, agreed changes to the website homepage, new messaging, a focus on 
e-comms, and the ‘Power of 3’ message - to encourage pledgers to find 3 new pledgers themselves 

October  Give More awarded two schools as part of the Giving Nation social action awards 
November  Trevor Pears awarded at the Community Foundation in Wales Philanthropy Award 2012 “for his 

leadership of philanthropy and creation of the Give More campaign” 
December    Give Guide launched as an easy-to-use guide to giving more in the run up to Christmas 
 

 
2013  
 
January  Schools campaign extended to May, allowing schools in each of the nations to win awards 
April  One year anniversary is celebrated by awarding businesses Give More stars for their work in enabling 

employees to give more 
May  Give More hosts its own schools awards at the London Transport museum, celebrating the work of 8 

schools across the UK for the pledges made and commitment shown to their communities 
September   Give More Challenge week - a focused week of attention, to provide an easy way for people to 

support local causes. A UK map of pledges and online quiz showcased need and support in local 
communities. Partnerships with Localgiving and Give as you Live provided extra opportunities to give 
more. A Twitter thunderclap kicked off the week and helped Give More reach over 100,000 people. 
Dragon’s Den’s Hilary Devey featured Give More in a piece on the Huffington Post website. 

 Give More launches its song and video, by Iona Maclean, events manager 
December Awards are given to a number of schools, and a winning group/individuals from Community Service 

Volunteers, Duke of Edinburgh’s Award, and the Scouts. Give More comes to an end.  
 

                                            
2
 Using Give More branded sofas donated by DFS. 

Esther Rantzen; Trevor Pears 
CMG, Pears Foundation; June 
Ross-Wildman, Esther Community 
Enterprise, Martyn Lewis CBE, 

Patricia Hewitt, on behalf of BT 



9 
 

Campaign timeline 
The idea for Give More came out of The Philanthropy Review, which was initiated in December 2010 to consider 
ways of increasing giving in the UK. The review, which reported its findings in June 2011, was chaired by Sir Tom 
Hughes-Hallett, then Chief Executive of Marie Curie Cancer Care and consisted of a number of prominent 
individuals from the business and voluntary sectors. 

The Review sought to identify key actions and policy changes to meet an urgent need to 
resource charities when they need it most and to build a stronger culture of philanthropy in the 
UK in the longer term.  

Editorial notes, Campaign Announcement, 13.12.11 

The idea of a giving campaign was suggested by Trevor Pears CMG, of the Pears Foundation: 

I wasn’t the only one, but in particular I felt that things were feeling a bit dry in the Philanthropy 
Review. We were making recommendations to others, and particularly Government, and those 
recommendations in turn looked pretty distant - if they were taken up, any change would be 
quite a long way down the line. And when you do what people like you and I do on a regular 
basis [work in and with charities], I felt a sense of urgency, that Government was cutting back, 
and need was going up. So we had what I thought was looking like a perfect storm.  

Trevor Pears, CMG Pears Foundation, Give More founder 

After informal conversations with “dozens” of people in various walks of life, the idea of a campaign was born: 

“If you recognise that Government can’t give more and need is going up then the only logical 
other resource is us, is society…and most people I talked to said that, if encouraged, they would 
step up to the plate in some way and give more.”  

Trevor Pears, CMG Pears Foundation, Give More founder 

The vision of the campaign was, simply, to encourage as many people as possible to give as much as they could, 
in the way they wanted, to the causes or charities they cared about, to tackle rising need.  

Before a formal team was established there was gifted help to get it off of the ground from Accenture UK.  Some 
steering group members were recruited, a name and vision were agreed, a website design process started by a 
web development team, and a PR agency selected.  

A Campaign Director was recruited in August 2011 and a month of research was carried out by a specialist 
strategy and behaviour change agency to provide guidance on the best way to position the campaign to achieve 
the vision. A top level campaign strategy was then drafted.  The website development was stepped up, and one 
more specialist agency was recruited to oversee digital communications and social media work. Three more team 
members were recruited.  

The steering group was completed with 3 additional members, and continued to meet monthly for the duration of 
the campaign.  

With a delivery group formed of the campaign team and the 4 specialist agencies, the detailed plans for the 
campaign were developed.  

Ahead of the national launch in April, Give More is hoping to inspire businesses, charities and 
individuals who share the vision of Give More to join early adopters who have already pledged 
their support including; BT, NSPCC, Marie Curie Cancer Care and high profile public figures, 
including broadcaster Martyn Lewis and founder of ChildLine, Esther Rantzen. 

Press release 14.2.2012 

The campaign was beta-launched in February 2012 in 
London and Edinburgh, followed by a main launch in 
Belfast, Cardiff, Glasgow and London on 26

th
 April 2012. 

In May 2012, there were additional launch events (the 
‘Give More Sofa Tour’) in shopping centres in Aberdeen, 
Birmingham, Bristol, Manchester, Newcastle, Norwich, 
Sheffield and Southampton.  

 Alongside the main steering group, advisory committees 
were established in the 3 home nations of the UK 
composed of representatives of umbrella groups from all 
sectors.  They met quarterly to provide strategic direction. 

George Miller, Telereal Trillium; Brendan Dick, BT and 
BTC , Eleanor Barnes, Cruse Bereavement Care, Giles 
Ruck, Foundation Scotland and Trevor Pears CMG, Pears 
Foundation. 
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Following the launch a number of ‘lead activity’ projects were kick-started under the three strands of the campaign: 

1. Public Pledge Programme:  

‘Give More Sofa Tour’ A sofa (donated by DFS), a display screen, Give More branded materials and an events 
team, toured cities across the UK’s shopping centres and public events to engage the public in conversations about 
Give More and to encourage them to make pledges that were publically displayed. 

2. Partnerships Programme:  

A shortlist of priority organisations across all sectors was drawn up based on their number of employees, brand 
value and geographical spread across the UK.  Meetings commenced and in the first three months after launch the 
team held 236 meetings with 62 charities and 63 companies.  The campaign also engaged with umbrella groups 
such as Business in the Community (BitC), IOF, NCVO and others to reach large numbers of organisations and 
individuals more quickly.  Despite a number of meetings and activities these did not secure any new partnerships 
and so the programme relied on direct meetings with companies and charities.   

3. Talking Programme:  

A plan to raise awareness of the campaign offline and online was initiated by the ‘Map of Passions’ YouGov survey 
in April 2012 to establish need and propensity to give time, money & energy across the UK. Messaging was 
developed using this data alongside existing narrative. PR was built on this and case studies gathered for the 
launch and beyond.   

Alongside these activities a comprehensive website had been developed with an innovative pledge widget enabling 
people to record their type of pledge (time, money or energy), cause or charity, motivations and also upload a 
photo as a way of sharing stories and inspiring others.  

 

Changes to the strategy of the campaign  

June steering group meeting: Extraordinary agenda 

 

Three months into the official campaign, in June 2012, an 
extraordinary Steering Group meeting was called to discuss 
progress and make recommendations for tweaking the 
campaign strategy. 

At that point the achievements shown in the figure had been 
made. 

The meeting also discussed the learning from the activities 
delivered, notably the PR and partnerships programmes and 
organic pledges. These weren’t resulting in pledges, however 
face to face events were delivering them in increasing 
numbers. 

 

We were beginning to realise that people needed to be taken on a journey to get to the point of 
pledging. We needed to explain the campaign a bit more. But that was a tough thing to do. The case 
for support was quite complicated. The ask was too complicated – that was the main barrier. Most of 
the numbers that were coming through were via face to face events, as the team could explain the ask 
better like that – the fact that this had to be the case was significant. External delivery agency 

The events team suggested that tweaks to the messaging could make a real difference to the numbers of people 
they could engage and there was also a general feeling that the positive spirit in the UK due to the Olympics and 
other events making it difficult to get media interest in the urgent need that underpins the campaign.  Since the 
launch, PR had been approached from a fairly positive angle, celebrating our giving nations rather than focusing on 
growing need.  

The steering group meeting agreed to a number of changes to the strategy of the campaign to address these 
issues, notably: 

 constructing new mechanisms for lower level entry into the campaign, including an action to ‘show 
support’ for the campaign before deciding to make a pledge 

 establishing new measurement criteria for the success of the public pledge programme to include 
reach and influence 

 establishing an e-communications plan, and trying to capture peoples emails to help them on the 
journey to making pledges 

GIVE MORE     page 8

what we’ve achieved so far 

2,000 pledges

21m opportunities to 
see Give More 
through online media

242,000 people 
reached directly 
through our partners 
& supporters

20m opportunities to 
see Give More 

through offline media

167,000 people 
engaged in the 

campaign  through 
social media

what have 
we done? 
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 the PR focus would make the ‘UK need’ more explicit, supported by more hard hitting PR messaging & 
case studies about the effect on people’s lives 

 enabling more flexibility within the partnerships programme 

 testing campaign messaging  
 

A second extraordinary steering group meeting was held in September 2012 to deliver the results. The highlights of 
the campaign by this time were:  

At September’s steering group meeting the following were 
agreed:  

 New messaging based on the results of user group and 
focus group testing.  This explicitly included messages 
around need in communities and mentioned the 
campaign’s independence.  It changed the language of 
‘campaign’ to ‘movement’ and re-ordered ‘money, time 
and energy’, to ‘time, money and energy’.  It also 
simplified the message about ‘talking about giving’ by 
asking people instead to inspire three others to get 
involved.  

 

 

“people weren’t sure why they should pledge, not just give more to their charities. They also thought that it 
was a government campaign, and that they would be asked for money at some point” Campaign Director 

 More flexible ways of working with partners were developed so that they had a greater chance of achieving 
reach and action 

 The website homepage was re-designed to reflect the journey that people take at Give More face to face 
events 

During the meeting the original vision was revisited and agreement made to try other new activities alongside face 
to face work. This built on the success of the sports theme which had been running since July, and involved 
agreeing the following other themes to help focus activity, identify audiences more clearly  

 Schools and students – September and October 2012 

 Commerce and giving – November and December 2012 

 Health and well-being – January and February 2013 

The themes were chosen by the delivery team based on their ability to deliver against each of the three campaign 
strands and on their topicality.  

There was a sea change in December 2012.  As part of the Commerce and Giving theme there was a desire to 
engage people to give while they were going about their normal business and making use of the fact that 
Christmas and the festive season were seen as a charitable time for many.  The mechanism was to develop a 
guide to giving time, money or energy, at home or away, locally or nationally as part of the theme. The campaign’s 
Give Guide went live at the end of November, featuring around 100 opportunities, incorporating a lower level entry 
point to the campaign.  A partnership with The Trussell Trust, who run food banks across the UK, helped at the 
time to draw attention to the hardship being faced for an increasing number of families, and encouraged people to 
find out about the very many ways to help others.  

THE GIVE GUIDE (www.giveguide.org.uk) IS A FREE, TAILORABLE RESOURCE PACKED 
WITH MANY IDEAS FOR HELPING CHARITIES OR GOOD CAUSES. 

Find activities to do in your local area, or further afield, at home or out and about, for nothing, or 
as you spend. This unique tool will help you find easy, bite-sized ways to make a difference in a 
way that suits you. 

The Give Guide as a mechanism took a while to gather momentum due to the Christmas and New Year break and 
so was extended into January and February, and kept running throughout the remainder of the campaign.  It 
proved particularly interesting for companies to use to encourage employees to get involved.  

Work with youth movements started in Autumn 2012 and continued through 2013, as part of the focus on reaching 
young people. This activity gained momentum in summer 2013.  The team engaged with the umbrella organization 
NCVYS and a number of youth movements including Boys Brigade, Duke of Edinburgh, JLGB, Maccabi, Scouts 
Association and the Woodcraft Folk.  Activity sessions were produced which enabled young people to find out more 

http://www.giveguide.org.uk/
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about Give More, explore local opportunities for them to support their communities, and decide whether they 
wanted to make a pledge or not. Tailored landing pages were developed for each organisation to make take up as 
simple as possible  

In September 2013 the Give More Challenge week was launched, which enabled the campaign to revisit audiences 
that had previously been involved, while also reaching new audiences online. A Thunderclap

3
 kicked off  the week, 

reaching 100,000 people on Twitter and promoting the two mechanisms, the Give More Challenge map of giving 
and the Give More quiz. The map of giving gave people a chance to pledge support for their local area, and aimed 
to fully cover a map of the UK.  The quiz gave people a chance to test their knowledge of need in their local area, 
based on issues such as child poverty, growth in food banks and unemployment.  

A Give More Challenge Quiz is being launched alongside the map today at 
www.givemorechallenge.org/quiz, and will test how much the public know about the issues 
facing each community.The aim is for the quiz to raise awareness and support for all charities 
and community groups across the region and enable those who take it to feel more connected 
with the communities around them. 

Press Release 16.9.2013 

 

                                            
3
 Where a single message is sent from a large number of Twitter accounts simultaneously. 

http://www.givemorechallenge.org/quiz


13 
 

Establishing need – the research 
programme 
A number of nationally representative surveys of UK adults were 
commissioned by the Give More campaign and carried out 
externally by agencies such as YouGov, Populus, and Opinium to 
establish the level of perceived need and potential for action by 
different groups. Alongside these, surveys were carried out at 
events with distinct audiences e.g. young people and teachers, to 
understand their views and to incorporate them into the talking 
programme. Results were published in press releases to launch 
specific activities. This formed part of the value added by the 
campaign to the general debate around charitable giving in the UK. 

 

General public 

In April 2012, half (51%) of adults surveyed said that they thought need in their local community had increased in 
the past 12 months, while in May 2013, just over one in four (41%) felt the same, a ten percent decrease on 12 
months previous. This compared to 5% who thought need had decreased and 38% who thought need had stayed 
the same (in May 2013)

4
. 

In April 2012, more than half (57%) of adults surveyed said that they thought that need in their local community was 
likely to increase in the next 12 months. By May 2013, that figure had fallen by nearly ten percent to nearly one half 
(48%). These results may reflect the improving economic environment in the UK.  

In April 2012, 62% of adults surveyed also said that they had given money, time or energy to a charity, community 
group or directly to their community in the last 6 months (i.e. since October 2011)

5
. This varied by region: 

 46% of Londoners said they thought that charitable need had increased in the past 12 months, compared 
to around 50% across most other regions 

 66% of people surveyed in Northern Ireland said that they thought need in their local community had 
increased in the past 12 months and nearly two-thirds (63%) thought that need is likely to increase over the 
next 12 months - far exceeding the UK average of 57% 

In addition to this, 43% agreed that the 'bulldog spirit' of the past is still strong in the UK and ‘we will roll up our 
sleeves and respond to the problems the UK is facing’. 

Very interestingly, women surveyed were more passionate about good causes (19%) than they were about sex 
(14%)! 

Establishing the potential for the Give More campaign in April 2012, 26% said they could give more to good causes 
than they currently do (representing approximately 12.5m people in the UK). 

Give More commissioned research which also showed that if UK adults’ employers provided accessible 
opportunities to give to charity or good causes, UK workers would be likely to:  

 

                                            
4
 April 2012 (N=2072; YouGov), May 2013 (N=2005; Opinium). This echoes financial data showing an improvement in household’s overall 

financial situation (e.g. http://www.markiteconomics.com/Survey/PressRelease.mvc/1d97d1dddb924320bd4445d35541d792). This data also 
shows that almost 42% of households expect that their finances will have deteriorated in one year’s time and only 24% forecast an improvement 
(November 2013). 

5
 This compares with 55% of UK adults who said they had given money to charity in the past month reported in UK Giving 2012, and with The 

World Giving Index 2012 which cites 72% UK adults giving money, 26% volunteering time and 56% helping a stranger based on 2011 data. 

How important is it to help 
others?

Very important

Quite important

Important

http://www.markiteconomics.com/Survey/PressRelease.mvc/1d97d1dddb924320bd4445d35541d792
https://www.cafonline.org/publications/2012-publications/uk-giving-2012.aspx
http://www.cafonline.org/PDF/WorldGivingIndex2012WEB.pdf
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The press releases around the Give More campaign also contributed to the overall bank of knowledge about giving 
in some unique ways. For example, the surveys of the UK general public’s giving: 
 

Over three-quarters (77%) of people surveyed donated to charity 
last year, with those that did give reporting higher levels of 
optimism about the forthcoming year. 60% of those who gave last 
year said they felt more hopeful about the year ahead, compared 
to 40% of non-givers. In addition to an increased sense of 
optimism, those who donated to charity last year felt other benefits 
from it, with more than three quarters (76%) of those who gave to 
others reporting that donating their time or money to help meet the 
needs of their communities made them feel good. 

Press Release Jan 2013  

 

Other examples were released around more niche topics to do with giving and community need: 

More crime and anti-social behaviour if community sport declines 

New research shows the urgent need to increase participation 

As the summer games approach, Give More is making an urgent call for more of us to give time, money or 
energy to community sport to inspire a generation and reverse the decline in sports participation amongst 
young people in Scotland.  

Press Release 5.7.12 

 

 
 

 

Is Give More something that 
you will tell your friends and 

family about?

Yes

No
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Pledge numbers 

Campaign stream 1 – Pledge 
programme 
In summary 

 50,143 public pledges were made 

 46% were made through face-to-face events 

 12 celebrities pledged 

People were asked to make a public pledge to give more of 
their time, money or energy to a cause or charity they care 
about on the Give More website. This also involved them 
uploading a photograph (if desired) on the website alongside 
their pledge, with some personal information if they chose.   

At events, individual Polaroid pictures were taken of pledgers, 
below which they wrote their pledge, and these were then uploaded to the Give More website. Shopping centres 
were found to give the best access and became one of the main focuses due to partnerships with Capital and 
Regional, Hammerson and Intu. 

There were also tailored resources developed for partners to make pledges, including lesson resources for 
teachers and activity sessions developed for leaders of youth movement groups of different ages.  

Pledges and pledgers were not followed up. The vision of the campaign was to inspire and encourage as many 
people as possible, rather than monitor a small number.  It was also trust based, assuming that people would 

deliver against promises made. An e-communications plan 
in place from June 2012 meant that pledgers could find out 
about ways to give more, and be generally encouraged.  

Pledges were pursued through a number of different 
activities: events (from music festivals to stands in 
shopping centres); a schools programme in conjunction 
with Citizenship Foundation; through partnerships with 
large charities (such as Marie Curie Cancer Care), 
companies (such as BT) and youth movements such as the 
Scouts and Duke of Edinburgh; and through specific 
activities such as the Give More Challenge

6
. 

* Although partnerships are shown separately here, schools and 
youth movement programmes were also delivered through formal 
partnerships with organisations.  They are separated due to the 
significance of their numbers and because they used unique 
mechanisms.  
Just under half (46%) of pledges were gained at events, a fifth 
(21%) through partnerships, 17% through the schools programme, 
9% through youth movements (such as Scouts, Guides, etc.), 3% 
through the Give More challenge and 3% organically.  

 

Pledge numbers  

Pledge numbers grew, slowly at first, in response to changes in the focus of campaign activities.  There were peaks 
in pledges as a result of large events taking place such as the Eisteddfod in Wales and also peaks approaching the 

two sets of schools awards, 
and youth movement launches.  

 

 

 

 

                                            
6
A week of activity where a quiz about need in local areas across the UK was developed as a tool to encourage people to pledge to support 

causes or charities in their communities 

10,406 
(21%) 314 

(1%)

22,986 
(46%)

8,459 
(17%)

1,395 
(3%)

1,790 
(4%) 4,793 

(9%)

Pledge by activity

Partnerships *

Give Guide

Face to face 
events

Schools

Organic pledges
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32%

22%
19%

16%

8%
3%

Pledges by age

Under 18 18-28
29-40 41-55
56-65 Over 65

Types of pledges 

Despite concerns from different stakeholders that Give More would be seen to 
be about giving money, and unpopular given the financial environment, 
monetary pledges proved to be the most popular, with 44% of all known 
pledges being of this type. The other half of pledges were split 35% time and 
21% energy.  ‘Energy’ was defined as non-formal volunteering plus any other 
activities that benefit charities or communities but don’t involve giving money.  
This could include shopping through online charity portals, helping neighbours, 
shopping in charity shops, sharing skills with charities or in the community, or 
starting social enterprises. The lack of a clear understanding by the public of 
what giving energy means could have contributed to its low proportions.  
 

Pledges by gender 

As is common with most charitable endeavours, the gender split was biased 
towards more female involvement, the split being roughly 60:407. 
 

 

 

Pledges by age 

The age of pledgers in this campaign was biased towards a younger audience, with 73% of all pledgers being 
under 40, and just over half (54%) being under 28 years old. 
This reflects the ease at which the campaign was able to 
engage with younger audiences, working through established 
partners and using tailored mechanisms

8
.  

 

 

 

 

 

 

 

 

 
Levels of pledges  

A few months into the campaign it was decided that a lower level entry point was needed for the campaign, so 
people could show their support whilst considering whether to make a full pledge at a later stage.  This had been 
backed up by the results of user and focus group tests however organic pledges did not increase following this 
change in the approach.   

The pledges achieved through most activities and themes provided little opportunity to solicit lower level pledges, 
as audiences were not put off by the commitment of a standard pledge.  The exceptions to this were the pledges 
gathered as part of Give More Challenge and also through the Give Guide.  For these two activities people were 
asked to show their support and were undertaking a lower level action than making a full pledge.  The combined 
total of lower level pledges was 2,104, representing 4% of the total.   

 

Cost of pledges 

One third (33%) of the total budget was spent on activities to generate pledges, and the face to face events were 
particularly costly as they included venue hire, camera film, travel and staffing costs. This relatively high cost was 
part of the reason for reviewing the use of face to face events in the steering group meeting in September 2012.  

                                            
7
 This is more pronounced than the gender split for giving money only which is 58% female according to UK Giving 2012; while the Citizenship 

Survey 2010/11 found that: 43% of people aged 35 to 49 formally volunteer at least once a year compared to one-third (33%) of those aged 26 
to 34. Participation doesn’t appear to differ by gender in the UK with 39% of men formally volunteering once a year compared to 38% of women; 
and the World Giving Index finds that women are more likely to volunteer time (29% versus 23%) and help a stranger (58% versus 55%). 
8
 More detailed analysis of pledges can be found in Appendix 2. 

38%

62%

Pledges by gender

Male

Female 

35%

44%

21%

Type of pledges made

Time Money Energy
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Although the costs were relatively high compared with PR and other activity they were generating conversations 
and also pledges consistently.  This investment continued and it proved one of the most worthwhile ways to 
understand public opinion and raise awareness of growing need.  As the campaign developed the resources for 
schools and youth movements proved to be successful mechanisms for delivering pledges, and were less costly.  

A brief review of the cost of activities, shown in comparison to the pledges they delivered provides some view of 
this.  

Item No pledges Cost per pledge 

Face to face events 22,986 £6 

Schools programme 8,459 £6 

Commerce and giving programme 
(Give Guide) 

314 £25 

Direct partnership costs  10,406 £3 

Give More Challenge  1,790 £10 

Youth movements 4,793 £0.21 

 
This makes the average cost per pledge £5

9
,
10

.  

A simple reminder to people that they can give more is sometimes all it takes. Since one of the aims in the narrative 
of Give More was to get people to ‘stand up and be counted’ and ‘shout about the good work going on up and 
down the country’ it’s satisfying to see 31% of respondents wanting to do just that, plus a massive 41% wanting to 
‘encourage others to give by my example’. Equally, 34% of respondents have responded to Give More’s urge to 
‘join the movement and be part of something vitally important’

11
. 

 

Motivations for pledges 

 

                                            
9
 Including only costs directly associated with the activities generating pledges. Including all other campaign costs makes the cost £35.45 per 

pledge, although this would not be strictly the correct thing to do as the campaign had other aims as well as drawing pledges. 
10 

As we can’t calculate the outcome of this investment in pledges it is impossible to generate any ROI figures. The Institute of Fundraising 
suggests that ROI will vary “depending on the popularity of the cause, the supporter base, the resources available and the age of the fundraising 
campaign.” According to the Institute’s fundratios survey (excluding legacies) the average return on active fundraising across the UK voluntary 
sector was £2.94 per £1 invested, in 2011 (“local fundraising” = £1.75 and “special events”=£1.94). 
11

 Interestingly, only 8% felt that Give More had made them realise that need in our communities is rising – another of Give More’s central 
messages, but this may be because most people were already aware of the need and just needed to be prompted to act. Those pledgers who 
signed up because the campaign made them realize that need in our communities is rising were most likely to say that they would not have 
given the time, money or energy they pledged if it weren’t for the campaign. 
Other reasons provided include:  

- I thought they'd be able to facilitate volunteering rather than simply encourage 
- I had been thinking about volunteering, 'Give More' gave me that push to actually do it! 
- To embrace the idea that giving more doesn't necessarily mean money 
- To help little known good causes 
- The campaign provided a focus for thinking about giving 
- Curiosity to see if this would be more than a wristband 
- I am a teacher and we’re looking at it from charity perspective. 

http://www.institute-of-fundraising.org.uk/research/fundratios/
http://www.institute-of-fundraising.org.uk/research/fundratios/
http://www.institute-of-fundraising.org.uk/library/fundratios-executive-summary-2011/fundratios-executive-summary-2011.pdf
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Campaign stream 2 – Partnerships 
programme 

 120 charity and company partners engaged with the campaign  

 Engagement varied from organisation to organisation 

The partnerships programme was operating throughout the campaign although the focus shifted from securing new 
partnerships to trying to maximize the take up from existing partners.  

The original vision for the Give More campaign was part-delivery through cross sector partners who would promote 
the campaign internally to employees and externally to supporters, customers and other individuals. The 
partnerships programme was kick started long before the formal launch of the campaign, and was consistently an 
area where senior time and effort was invested, however it only started to show real momentum in the last quarter 
of the campaign as some of the larger organisations got more directly involved.  

The campaign met with key umbrella organisations from all sectors e.g. Business in The Community,the Institute of 
Fundraising and other charity umbrella bodies, who offered access to thought leaders and advice on how to 
proceed.  However these did not produce massive buy-in which proved to be one of the most challenging issues for 
the campaign. 

Despite this, through direct approaches the Give More campaign attracted 120 partners in all, and engagement 
varied from an email going out from the CEO to all staff, to hosting a pledge event in their offices, to adding a Give 
More message to outgoing emails or letterhead.  Some partners were instrumental in the success of the campaign, 
as shown later. 

The campaign had anticipated greater buy-in, which had been indicated by research: In May 2013 just over a fifth 
(21%) of UK adults surveyed for the Give More campaign said that they would be more likely to get involved in a 
UK wide charity campaign if they saw a brand they like getting behind a national charity campaign; while just over a 
quarter (26%) of UK adults said that they would be more likely to get involved in a campaign if their favourite 
brands provided them with easy opportunities to join in and giving too. Unfortunately this did not translate into 
partnerships for the campaign.  There was a certain amount of waiting for another company to take the lead. 

It needed a tipping point: 

A lot of the issue seemed to be getting some big names (whether corporate or charity) on board 
to start the ball rolling, for everyone else. Needed some very large organisations to take it on 
either corporately, or charities I3 - steering group member 

Some examples of partner events: 

Partner Number of 
pledges 

Royal Free Hospital charity and their networks (Hospitals in Sheffield, Wales, Poole, and 
Southampton)  

2,804 

Capital and Regional Shopping Centre 1,448 

UBM and their networks (Business 4 Better) 1,254 

UK Community Foundations (particularly in Scotland, Northern Ireland and Wales) 895 

Student Hubs and networks (UCAS, Imperial College and SOAS)  869 

Hammerson 702 

Intu 581 

Cancer Research UK 373 

Halifax 311 

Maccabi 257 

RNIB 235 

Marie Curie 157 

Jewish Care 133 

Moonpig 120 
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Many company and charity partners also made pledges as part of activity like the Give More Challenge and the 
Give Guide, which are not included in the pledge numbers above. Pledges gathered through schools and youth 
movements were also as a result of establishing partnerships.  

There were various barriers to partners joining the Give More campaign, including a disconnect between CSR 
teams and the CEO of a company. Those who responded to a follow-up survey suggested the following reasons: 

 

 

 

 

 

 

 

 

 



20 
 

Stream 3 – ‘Talking’ programme 
 368,500,618 ‘opportunities to see’ generated

12
 

 1,741,738 individual reached
13

 

 118,566 individual engaged with the campaign
14

  

 

As a nation, we rarely talk about giving, but if we don’t 
shout about the good work going on up and down the 
country, many charities and community groups may 
cease to exist.  

Give More narrative 

pledges were not the only thing, we wanted to get a public 
debate, we wanted to get people talking. 

Trevor Pears, CMG Pears Foundation and Give More founder 

 

The talking programme was a strong focus of the campaign, with two of its objectives being to: 

 Focus public attention on safeguarding the vital contribution of the voluntary sector. 

 Publicly celebrate the giving of time, money or energy to the causes people care about. 

Online coverage was much more widespread than offline throughout the campaign. While some national coverage 
was secured, this was not as much as had been hoped for. 

In total 175 online articles were generated, and 40 print articles with an added 21 broadcast pieces. In addition, 
3,834 radio adverts were broadcast. The biggest splashes were created around survey results. 

Activity Offline Online Total 

Launch  8,536,935 96,637,920 105,174,855 

Sports (highlight: football video) 377,549 17,884,036 18,261,585 

Commerce and Giving (including 
Christmas giving survey) 

11,118,882 164,948,892 176,067,774 

Give More Challenge  874,697 11,885,743 12,760,440 

Children and Young People (online 
only) 

 245,093 245,093 

Health and Wellbeing (including 
‘giving is good for you’ survey results) 

 3,915,000 3,915,000 

Letters to editors x 3 4,780,566 663,298 5,443,864 

Total 25,688,629 296,179,982 321,868,611 

 

A number of ‘seasonal and topical’ PR themes were developed ‘to ensure the campaign stayed relevant’ as follows:  

 Sport (Olympics and European Football Championships): ‘YouTube campaign’ video involving celebrity 
football choreographer Mike Delaney, partnering with Streetgames. 

 Children & young people (autumn back to school): Engaging young people (from school pupils to university 
students) on how they can make a positive impact on their community in the new term. 

 Commerce retail & lifestyle (Christmas): Focusing on the inherent commercial value of the Christmas season 
to provide a platform to explore areas such as the value of giving, plus a focus on charity sector retailers and 
giving while shopping 

 Health & wellbeing (January): Exploring how giving is considered to have a positive impact on physical and 
emotional wellbeing which can be leveraged at a time of year that is regarded as ‘gloomy’ and ‘depressing’ 

 Give More Challenge (September). Providing an online quiz to test people’s knowledge of need in their local 
area, and enabling them to showcase a pledge to support their community on a map of the UK.  

                                            
12

 This was calculated using potential audience figures from the various media outlets 
13

 Reach is calculated as the number of individuals who definitely saw the message – e.g. actual viewing figures or open rate 
14

 Individuals responded to the media prompt by getting in touch with the campaign 
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Celebrity involvement 

Placement of PR stories over the course of the campaign had most success when accompanied by strong 
celebrity endorsement, for example in the case of the launch, with both Amanda Mealing and Martyn Lewis as 
spokespeople, enabled reach to a wider audience.  However, despite a sustained and concerted effort, celebrity 
recruitment proved a challenge, and often even pieces involving a celebrity did not convert to actual pledges. 

 

107 celebrities were approached, from the worlds of sport, health & wellbeing, and commerce as well as in 
general. 22 accepted (21%). 

Thierry Henry: “Giving your time to a worthy cause 
is very important. To help people who can't help 
themselves to me is more rewarding than scoring a 
goal. I want to give more on and off the football 
pitch” 

Dame Tanni Grey Thompson, Give More 
ambassador says: “I wouldn’t have been able to 
forge my career in sport without Tony Williams, 

volunteer starter. Tony spent many hours at race meetings I was competing 
at making a difference to the entire athletic experience.” 

 

PR highlights have included the Blobbing
15

 video being shown on the Ellen Degeneres TV chat show, the co-
branding of the Mike Delaney Football video with Charlton and Everton FC and published on Match Of The Day 
online magazine and an article by Dragon’s Den’s Hilary Devey in the Huffington Post. 

The PR did not however generate the level of interest anticipated nor reach a tipping point for the kind of mass 
movement envisaged by some, and part of this may have been due to the lack of a national media partner. 

 

 Online and social media 

A number of digital animations, and videos were created for the campaign and generated a large amount of interest 
online, withover 145,000 video views clocked up by the close of the campaign. 

  

The website generated 25,871 unique visitors, while social media sites such as Facebook, Twitter and online 
sharing sites such as YouTube had over 6,000 visits. 

Social media is now reckoned to reach more people than traditional media and to act as a ‘giant aggregator of 
social proof’ in helping to persuade people to take a particular course of action because others like them have done 
so

16
, and is used by campaigners to mobilize people on social justice causes

17
. Social media were responsible for 

932 conversions to pledges, with 96 of those being the last point of contact before a direct pledge, suggesting that 
social media were a good way of explaining the campaign’s messaging in a direct way via online conversation

18
. 

                                            
15

 An outdoor sports craze. 
16

 ‘Social Media for Social Change’ Institute for Strategic Dialogue, 2012. 
17

 E.g. Change.org (www.change.org), 38 degrees (www.38degrees.org.uk). 
18

 For more information on Give More’s use of online and social media see Appendix 3. 

http://www.change.org/
http://www.38degrees.org.uk/
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Focus on young people 
 16,045 (32% of total pledges) were from under 18s 

 22% of pledges were from individuals aged 18-28 

 26,876 young people were exposed to Give More messaging either through assemblies, lessons at school 

or an activity at youth group19 

The age of pledgers in the campaign ended up having a biased towards a younger audience, with 69% of all 
pledgers being under 40, and over half (54%) being under 28 years old. Young people were originally thought to be 
a rather difficult and costly audience to reach, but once partnerships were in place activity increased and young 
people proved to be an accessible and cost-effective audience. 
Activities, resources and events were created for schools, in partnership with the Citizenship Foundation. Give 
More also created bespoke resources for activity sessions to engage young people, as part of Duke of Edinburgh, 
Jewish Lads and Girls Brigade, National Council for Voluntary Youth Service, Scouts Association and Woodcraft 
Folk. 
 
Schools 

Early on in the campaign it was decided that Give More would try 
and work in schools to encourage students to get involved.  Due to 
the high barriers of entry to schools it was decided to work with the 
Citizenship Foundation and use their expertise and experience to 
develop free resources and to use existing networks to raise 
awareness.  
 
Resources that were developed included: 

 Animation video to explain the background to the campaign 

 Assembly plan to encourage students to consider key 

issues 

 Lesson plan for teachers to involve students  

 Online quiz to test students knowledge of need and of 

giving, and to give them the opportunity to pledge themselves  

 Give More schools leaflets, wristbands and bags 

 Certificate for schools  

 
At the start of the schools programme in summer 2012 6,299 schools were sent introductory resources, and 900 
teachers were emailed directly. 312 schools registered to receive the full range of resources including wristbands 
(a total of 28,600 wristbands).  To help generate awareness outside of the direct approaches to schools, a survey 
was also carried out with teachers, and 52 responded to provide information about the evidence of need in 
classrooms.  In total 8,459 pledges were made through the schools programme20. 
 

The two schools that were awarded as part of the first award ceremony in October 2012 were: 

- Steps Centre, South Somerset 
- Garforth Academy, Leeds 

 

Case study:  Steps Centre, in South Somerset, England 

Steps Centre is a Pupil Referral Unit School teaching students who have not had success in their school careers 
elsewhere.  Diane Trewick, Acting Deputy Head said: 

“The Centre has always engaged in charity fundraising activities but when the Give More 
resources came to their attention they thought it could bring more focus to their efforts.  They 
chose to fundraise as a school for Macmillan Cancer Support through a cake sale in which all 
students were involved.  Erecting the gazebo and carrying tables was as much valued as 
making gifts and cakes. The profile of STEPS was raised in the town, showing the valuable 

                                            
19

 extrapolated from average conversion figures 
20

 Reasons given by school pupils who opted not to take part in the campaign can be found in Appendix 4. 
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contribution their students are making to society, and making every student feel valued.  They 
are all now keen to plan more events and raise more money.” 

Give More Schools Awards held in April 2013 presented two different sets of awards, based on the percentage of 
pledges, and the commitment schools showed to getting involved. Two schools from each nation in the UK were 
selected to receive a donation for the charity of their choice.  

Highest percentage of Pledges: 

 England: Pent Valley Technology 
College 

 Northern Ireland: St Dominic’s High 
School 

 Scotland: St Thomas Aquinas 

 Wales: Lewis Girls’ Comprehensive 
School 

Special Effort Award: 

 England: Coopers Technology College 

 Northern Ireland: Kilkeel High School 

 Scotland: St Joseph’s School 

 Wales: Abersychan Comprehensive 
School 

Case study: Kilkeel High School  

Kilkeel High School was one of the winning schools:  

 Through the study of Citizenship, the pupils took part in an online quiz and were invited to 
pledge more of their time, effort or money to charity as part of the on-going national Give More 
campaign. 

 Charity work lies at the heart of the school with fund-raising events ranging from weekly charity 
collections, bun sales, non-uniform days, coffee mornings, fancy-dress cross country races to 
tacky tie days. To date, this academic year, an astounding amount of over £17,500 has been 
raised for charities, both at home and further a field, with several more events to come before 
the end of June. 

 The lucky pupils chosen to attend had each made a pledge to do their part: Nicole started by 
clearing out any unwanted clothes for the school’s Cash for Clobber scheme; Adam began 
recycling and attended a local coffee morning; Grace completed the M.S walk and Alex helped 
to organise several fund raising events for her brother, Robert’s, upcoming trip to Nicaragua. 

Youth movements 

4,664 pledges came from the Scouts who showcased what they had done to give more as part of Scouts 
community week.120 further pledges came from the Duke of Edinburgh’s award scheme.  

Other youth movements who were involved included:  Boys Brigade, Jewish Lads and Girls Brigade, NYCVS 
(National Council for Voluntary Youth Services) and Woodcraft Folk. 

Case Study: 

In the 115th Fife Scout Group, we “gave more” by renovating a local Care Home garden. The residents now 
have a lovely place to sit! 

What our group has done, for Hatfield Hall in Dagenham: 

The young persons from beavers ,cubs and scout  have ( with the help of  catch 22 )  over the 
last year and ½   stripped out / cleaned and replanted  the hall gardens. We will have to do 
some weeding and cutting back soon as some of it is starting to get a bit over grown with all the 
rain. Our leaders help with general odd jobs and have recently fitted cctv for the hall.  we hope 
this helps to inspire other leaders to join in.  https://www.facebook.com/groups/19thbd/, 
https://www.facebook.com/pages/Hatfield-community-hall-Dagenham/122436337879391 

Students 

The team also worked with partners to engage College and University students but they proved a more difficult 
audience to reach.  

 

https://www.facebook.com/groups/19thbd/
https://www.facebook.com/pages/Hatfield-community-hall-Dagenham/122436337879391
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The Give More campaign across the UK 
From the start of the campaign Give More was keen to engage with the UK as a whole, and quickly established 
advisory committees in Northern Ireland, Scotland and Wales to help deliver the campaign as effectively as 

possible
21

.  Across each nation a combination of 
face to face events, schools,  partnership 
programmes and other activities were delivered, 
consistent with the 3 strands of the campaign.   

 
 
 
 
 
 
 
 
 

 
The breakdown of pledges by 
nation reflects where it was 
possible to secure face to face 
events, and develop 
relationships with groups and 
schools, and shouldn’t be seen 
as a reflection of the 
willingness to give more in the 
nations.  
 
While 62% of pledges were 
gained in England, the next 
most successful nation was 
Wales which garnered 27% of 
all pledges due to very 
successful events at 
Eistedfodd. 
 

Performance in activities 
across the nations are worth 
noting. 

 

Northern Ireland  

In Northern Ireland the campaign was delivered with success due to a combination of a very committed advisory 
group, and additional networks formed as a result. A range of activities helped to deliver over 2,771 pledges.  

 

As with all nations it was felt that more could have been achieved with a permanent presence in the nation, to help 
develop more localised partnerships with grassroots organisations and communities.  

The following activities were carried out during the campaign and contributed to the pledges made: 

 Face to face events in two shopping centres in Belfast plus at the offices of a large retail bank 

 Events also at Fermanagh County Show, and Balmoral country shows  

 7 schools in Northern Ireland registered for the schools programme, and from this 3 schools completed the 

lesson and 194 pledges were made 

 Give More spoke at the launch of Philanthropy Northern Ireland  

Offline media coverage achieved included  
o Andersonstown News  
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 The advisory committees for each nation are listed in Appendix 5. 
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o Carrick Advertiser  
o Interviews on Q102 Derry  
o Interview on Downtown Radio 
o Extensive take up during Give More Challenge week by local community organizations 

 

Scotland 

Scotland also had a broad advisory committee at the start of the campaign, however it was more difficult to keep 
the group engaged throughout the campaign, and just a few continued to ensure the campaign was on track in 
2013. A combination of face to face events, schools and youth programmes together delivered 2,570 pledges.  

 

The following activities were carried out during the campaign: 

 Beta launch in Edinburgh in April 2012 

 Face to face events at Aberdeen and Glasgow shopping centres and at Standard Life offices 

 Face to face events also at Scottish Countryside Festival, Galloway Country Fair, and at ‘The Gathering’ 
third sector event  

 Adoption of Give More at the Caledonian Challenge event  

 Give More session was run at The Gathering, Glasgow 

 Offline coverage achieved in local newspapers, especially at the launch 

 9 schools registered with the schools programme, of which 4 carried out the lesson and 82 pledges were 
made 

 305 individuals from youth movements also got involved 
 

Wales 

Wales had the highest number of pledges outside of England due to a committed and knowledgeable advisory 
committee and very successful events during the campaign.  Despite being the most challenging nation in which to 
recruit an advisory committee, the two members were extremely dedicated and helped the campaign secure 
13,699 pledges.  

During the campaign some of the resources were translated into Welsh language, however there weren’t available 
resources to create a completely bi-lingual campaign.  The items that were available in Welsh language were: 

 Logo  

 Logo boards  

 Pull up banners  

All other materials were in English, although Welsh events were staffed by Welsh language speakers.   

The following activities were carried out during the campaign, which helped to deliver the incredible 13,699 
pledges: 

 Face to face events at Cardiff Shopping centre and at Eistedfodd in 2012 and 2013 

 3 hospitals in Wales had face to face pledge events, as part of the partnerships programme 

 Items of offline media coverage include South Wales Echo, Merthyr Express ,Cambrian News, South 

Wales Argus and Wales Online  

 9 schools registered for the schools programme, 4 schools completed the lesson with students, resulting in 

6,598 pledges 

 One college, supported the campaign extensively, delivering 6,428 pledges alone 

 143 individuals from youth movements also made pledges 
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Measuring success 
The criteria used to measure the success of the campaign has been an area of discussion, and 
some external concern, since the start of the campaign.  For the delivery team and steering 
group it has been clear that the campaign is trying to reach the widest group of people in the 
UK, rather than monitoring the journey of a few. Campaign Director 

The measurement criteria were set at the start of the campaign but were then made more flexible as the campaign 
developed and learnings were made. The measurements used for the majority of the campaign included:  

 The number of opportunities that people had to see or hear about the campaign 

 The number of people that were reached with a message about Give More  

 The number of people that actively engaged in the campaign, through a discussion, comment, actively 
showing support or making a pledge 

 The number of pledges that were made of time money or energy 

 The number of partner organizations that actively took part in the campaign, and improved the policies that 
enable their employees to give more e.g. payroll giving schemes, providing volunteer days, matching funds 
raised for charities 
 

Success can’t really be measured by numbers – you need to look at them but it’s really about 
the degree to which there’s been a shift in attitudes to giving. Ambassador  

Trevor Pears’ aim was “to raise the tide for all ships” – a theme which was almost universally seen as a positive. 
Unfortunately, a rising tide for all ships is a hard thing to measure with any accuracy.  

This was not helped by an early aspirational “target” for the campaign (to achieve 500,000 pledges) mentioned by 
Trevor in an early interview with the Evening Standard being repeated in third sector press and circles, and 
representing a dizzyingly high greasy pole for the campaign to notionally climb. 

Trevor himself has maintained that this was never a real target for the campaign: 

“This has never been about measurement, it is about inspiring people. We are not measuring 
this because I do not want to take anything away from anybody. I don’t want to get the credit for 
someone else’s giving…I had no intention of mentioning a target at the time, and with hindsight 
it was a mistake; but they asked me for a target and we just didn’t know. Trevor Pears, CMG 
Pears Foundation, Give More Founder  

Measurement was always about how many people we could tell about this. We live in an age 
where quantifying is everything, but its not always the right thing to do to achieve results. Of 
course we are accountable in the sector. But I didn’t feel it was ever about achieving a fixed 
number of pledges, in that way the campaign is refreshingly unique. Journeys around giving are 
personal and hugely varied, and some people take much longer than others to get to the stage 
of a committed pledge. Unfortunately the half a million pledge figure, which was never a formal 
target, was critiqued in the sector in April 2013 and this changed the external view of campaign. 

Campaign Director 

The measurement criteria were not communicated publicly as the main focus was to reach more and more people. 
The steering group was kept up to date weekly, and the advisory committees on a quarterly basis.  

 
At the end of 2012, the key measures looked like this: 
 
Project 
strand 

Public pledge programme Partners programme Talking programme 

Key 
measures: 

10,305 pledges 

15,956 website visits (conversion 
to pledge rate = 2.8%) 

43 companies signed up, 47 
charities signed up.  

19 companies and 13 charities 
known to have taken at least 
one action

22
. 

931 ‘action pledges’
23

 (schools 
/youth) [191 action pledges 

(Give Guide)] 

15 media mentions across national print 
and broadcast (10 newspapers, 5 radio)  

32 online, including trade press sites. 

Interview in Big Issue 

                                            
22

 E.g. email out to staff from CEO, article on intranet site, article on a central communication to all staff. 
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Influence: 628 Twitter followers, Twitter 
referral rate to website (20%),704 
tweets mention Give More 

366 ‘likes’ on Facebook, 
Facebook referral rate to website 
(27%), total direct reach of ‘fans’ = 
224,908 

4 blog mentions Campaign Director on Radio 4’s You & 
Yours 

194,533,703  ‘opportunities to see’ 
messages online & offline 

Limited influence over ‘key voices’  

16 celebrities engaged, including 
Martyn Lewis, Esther Rantzen, Holby 
City’s Amanda Mealing&Tanni-Grey 
Thompson. 

Hidden 
hoped for: 

A change in giving trends 

 

At this point a total of 10,305 individual pledges had been 
gathered (one fifth of the eventual total for the campaign); 
74% of these were from 28 face-to-face events: 

 

 

 

 
 
 
 
 
At the end of the campaign (December 2013) the reduced set of measures of success looked as follows: 
  
Project strand Public pledge 

programme 
Partners 
programme 

Talking programme 

Key measures: 50,143pledges (2,104 
Action Pledges (Give 
Guide, Map, Quiz)

24
) 

120 partners 
engaged with 

Give More messages potentially seen by 368,500,618 
individuals

25
 online & offline 

Interviews with Third Sector and Civil Society 

Influence: 118,566 people engaged 
with the campaign 

12 celebrity pledges 

 Reach generated offline & online: 1,741,738
26

 

4 companies improved their enabling policies 

1,759 social media mentions; 1,211 retweets on Twitter; 
760 ‘likes’ on Facebook; 34 blog mentions 

Featured on BBC News and 3 radio interviews 

 
The most successful spikes of activity in pledges corresponded to: February 14th 2012: BT tower launch; April 
2012: main launch; July 2012: Mike Delaney football video; August 2013: events; September 2012: large events 
including Eistedfodd in Wales; September 2013: Give More Challenge; May 2013: schools awards, schools 
submitting pledges at the last minute. 

                                                                                                                                                         
23

Action pledges are described in the following section. 
24

 -        Give Guide – a pledge can be made to ‘spend time finding ways to give more’ for those that enter the website and search for things to 
do (its optional) – 316 pledges 

-        Local giving quiz -  a pledge can be made to ‘use energy to find out more about what’s happening around you’ – 833 pledges   
25

 ‘Opportunities to see’ is a measure of numbers of people who could potentially have seen the messages about GM, based on an average of 
how many peope read the newspaper. 

 
 

7,621

931

1,753

Pledge breakdown

Face to face 

events

Schools

Organic pledges

http://www.giveguide.org.uk/
https://www.givemorechallenge.org/quiz
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The impact of Give More 
 

We tried to inspire people. It’s not about measuring things. Trevor Pears, Third Sector 
magazine interview, 5/7/13 

 
I’ve got lots of anecdotal stuff. I continually get people dropping me notes saying I’ve just done 
this, just done that, but I can’t prove the numbers. We could probably have extrapolated 
something, and you might be able to justify it on the basis of what the stats are on responses to 
advertising, but we didn’t want to go down that route. And pledges were not the only thing;we 
wanted to get a public debate, we wanted to get people talking. And ‘success’ for me is also 
about people talking about the campaign – even if that’s criticism – because it’s still raising the 
debate. Trevor Pears, campaign evaluation interview, November 2013 

 

The Giving Campaign, which ran from 2002-2004 predicted that individual giving in the UK would double by 2014
27

. 
Of course, they could not have predicted the global economic crisis, but even so this may have been overstating 
their impact. This campaign does not make such grand claims. 

Measuring the impact of a large-scale, generic, giving campaign such as this is not an easy task. Much may be 
speculated, little proven.  

One of the stated aims of the Give More campaign at the outset was that it “raise the tide for all boats”: with the 
“hidden hoped for” aspiration of “changing giving trends”. In this respect, the campaign set out into the choppiest 
waters our island nation has seen in a long time: long-term global recession coupled with deep austerity cuts to the 
national budget. 

Perhaps no surprise then that the UK giving survey 2012 returned the lowest national giving figures since 2004/05 
with giving totals falling by 20% in real-terms and the proportion of adults giving falling from 58% to 55%. And yet, 
2013 has seen continued outpourings of generosity with £13 million given in the first few days of response to the 
Haiyan typhoon disaster in the Phillipines coupled with, in the same week in November, a record £31 million given 
to Children in Need. The UK is traditionally generous in such regards, so can we attribute any of this response to 
the Give More campaign? 

The World Giving Index 2012 ranks the UK as the 8
th
 most generous country in the world, a decline of three 

positions from last year’s figures. Participation in donating money and ‘helping a stranger’ both fell by 7%, while 
participation in volunteering time fell by 2%

28
. 

No monetary impact values can be ascribed to the campaign, since it is not possible to tell whether and which 
pledges have been followed through. So any impact would have to be imputed. But this does not mean that there 
has not been an impact, as the figures in previous sections have shown.  

 

Did Give More fulfill its objectives? 

1. Encourage people to make a public commitment to give more money, time or energy to the causes 
they care about. 

118,566 individuals engaged with the campaign in some active way, with 50,143 public pledges being made to give 
more money, time or energy to the causes people care about. While there was no follow up to find out whether 
people actually followed through on their pledges the campaign team were convinced that these were “solid, 
thoughtful” pledges, at least the 49% which were garnered through face-to-face events at which people were 
engaged in conversation about the causes they cared about. 

 

2. Invite organisations to sign up to the Give More partner commitment. 

This had more limited success as charity and corporate partners proved difficult to get on board. The potential 
reasons for this are explored further in the opinions and learnings section. 120 organisations did partner with the 
campaign and led to over 10,000 pledges (21% of the total). 
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 In ‘A Blueprint For Giving’ published in 2005 (http://www.fundraising.co.uk/files/BLUEPRINT.pdf) 
28

 The World Giving Index 2012 shows 72% UK adults giving money, 26% volunteering time and 56% helping a stranger based on 2011 data 
(http://www.cafonline.org/PDF/WorldGivingIndex2012WEB.pdf). 

http://www.fundraising.co.uk/files/BLUEPRINT.pdf
http://www.cafonline.org/PDF/WorldGivingIndex2012WEB.pdf
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3. Focus public attention on safeguarding the vital contribution of the voluntary sector. 

368,500,618 opportunities to see Give More’s messaging were generated, reaching 1.7 million people, with 119 
thousand individuals engaging with the campaign around increased need in our communities and what individuals 
and charities can do about it. In addition a number of surveys were carried out with the general public, students and 
schools about their giving and their perceptions of need in their communities. 

 

4. Publicly celebrate the giving of time, money or energy to the causes people care about. 

50,143 public pledges have been made to give more money, time or energy to good causes, including 16,045 by 
young people (under 18) – the future generation of givers. The Give More website showcases these individual’s 
generosity – “making heroes of the nation” as one of the campaign team put it.  
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Legacy 
 

The legacy of Give More was reviewed from early 2013, to provide enough time for steps to be taken.  The review 
consisted of discussions amongst the team at Give More, meetings of the steering group and interviews with more 
than 30 individuals from a combination of sectors.  

The discussions explored the following questions about Give More  

 Which elements of Give More should have a legacy beyond December 2013 

 Which criteria should be used to select which organisations and individuals to handover to  

 Where should each element of the legacy be passed on to 

 How should the campaign maximise the value of each legacy element before the campaign ends 

 

Conclusions of legacy review  

 Learnings about the campaign should be captured in an independent review at its close, and released to 
the third sector 

 The website technology should be available open source for small charities or campaigns to tailor and use.  

 The Give Guide, Give More Challenge quiz should be used as public facing tools to engage the general 
public in giving.   

 The database of pledgers should be approached to see if they would like to continue their journey.  Those 
that opt in should be directed to an agency that fits their type of pledge e.g. time, money or energy, but will 
not be cause specific.  Those that do not opt in will be emailed at the end of the campaign with ideas of 
ways to continue their journey, leaving them to take this forward.  

 The logo and brand are not to be passed on 

 The social media database is not to be passed on  

 

Interview results  

Interviews were conducted in early 2013 and 95% of interviewees felt  that some or all of the assets of Give More 
should be passed on after the end of December 2013.  

The elements of legacy that were identified were  

 Logo and brand 

 Database of people who have pledged 

 Website including pledge widget 

 Give Guide 

 Give More Challenge quiz and map  

 Social media database 

 Overall learning during the campaign 

A summary of the findings were  

 74% felt the Give Guide should continue 

 21% felt the website/pledge widget could be used by others 

 5% felt the brand and logo has potential  

 5% felt that the whole package should be taken on  

 37% felt the brand and logo might have a potential legacy 

 21% felt that the website/pledge widget may have potential 

 26% felt the brand and logo has no potential legacy 
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Criteria used to evaluate Give More legacy 

Assets  What is the best home? What are the costs involved in this for others? 

Logo/brand 
including 
collateral 

Organisations that want to continue using 
Give More as a call to action e.g. umbrella 
groups or campaigns trying to achieve 
growth in giving 

Not cause specific 

Potentially nothing, if it’s just transferring over the 
brand  

People who 
have pledged 

Organisations that can provide a tailored 
journey for time, money or energy e.g. 
giving portals, vol agencies, other! 

Not cause specific agencies 

On-going costs of retention, but potential cost 
savings from recruitment 

Website, 
including the 
pledge widget 

Small charities, social enterprises that 
could tweak this for their use, and may 
struggle to have a website otherwise 

Hosting the website, so it can be viewed 

Costs of amending the site 

Give Guide and 
Quiz 

Public facing 

 

Not cause specific 

 

Hosting the website 

Maintaining the website, making sure it operates 
effectively 

Identifying changes in content – new 
organisations added in and old ones deleted 

Social media 
database 

Charity umbrella groups interested in 
patterns in support for causes 

Resource to develop a programme, analyse 
results, potentially PR it 

Learnings from 
campaign 

Independent review by someone 
respected and objective in the sector 

Costs to GM of time 

 

Legacy completed 

 Independent review of the learnings and findings is now complete 

 The Big Lunch and Big Lunch extras are taking over the Give Guide and the Give More Challenge quiz, as 
tools to encourage people to think about how they could get involved in giving  

 The website will be available as open source 

 Two emails sent out to pledgers gave them a chance to opt in to a continued journey. Results of these 
were  

o 6,885 emails sent out  
o 2,546 emails opened 
o 126 individuals opted in 

 For pledgers that didn’t opt in to continuing their journey the team wrote to them to provide examples of 
ways they could continue their journeys 

 

 

 


