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EMAIL

COMMUNICATIONS

LAUNCH EMAIL

Communication Purpose

First email sent to all contactable
alumni and non-alumni donors.

See the Campaign Strategy section of
this report for further details.
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EMAIL

COMMUNICATIONS

WEEK 1 FOLLOW UP

Communication Purpose

Follow up email, sent weekly, to
highlight the different areas supported
by the appeal. Sent to all contactable
alumni and non-alumni donors yet to
make a donation.

See the Campaign Strategy section of
this report for further details.
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EMAIL

COMMUNICATIONS

WEEK 2 FOLLOW UP

Communication Purpose

Follow up email, sent weekly, to
highlight the different areas supported
by the appeal. Sent to all contactable
alumni and non-alumni donors yet to
make a donation.

See the Campaign Strategy section of
this report for further details.
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EMAIL

COMMUNICATIONS

WEEK 3 FOLLOW UP

Communication Purpose

Follow up email, sent weekly, to
highlight the different areas supported
by the appeal. Sent to all contactable
alumni and non-alumni donors yet to
make a donation.

See the Campaign Strategy section of
this report for further details.
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EMAIL

COMMUNICATIONS

WEEK 4 FOLLOW UP

Communication Purpose

Follow up email, sent weekly, to
highlight the different areas supported
by the appeal. Sent to all contactable
alumni and non-alumni donors yet to
make a donation.

See the Campaign Strategy section of
this report for further details.
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EMAIL

COMMUNICATIONS

WEEK 5 FOLLOW UP

Communication Purpose

Follow up email, sent weekly, to
highlight the different areas supported
by the appeal. Sent to all contactable
alumni and non-alumni donors yet to
make a donation.

See the Campaign Strategy section of
this report for further details.
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DIRECT 

MAIL

COMMUNICATIONS

MAIN LETTER

Communication Purpose

Letter outlining campaign needs
signed by Prof. Sir Robert Lechler.
Sent in early June 2020.

See the Campaign Strategy
section of this report for further
details.
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DIRECT 

MAIL

COMMUNICATIONS

INSERT REPORT

Communication Purpose

Report further outlining the four areas
supported by the campaign. 

See the Campaign Strategy section of
this report for further details.
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DIRECT 

MAIL

COMMUNICATIONS

POSTAL RESPONSE FORMS

Communication Purpose

While donors could make their gift via
post, the form included a call out to
encourage donations online.

Call out:

During these times, processing donations
by cheque and post may take longer than
usual. To help us put your gift to use
immediately, please consider giving online
today via our dedicated COVID-19
Appeal pages - covid19-appeal.kcl.ac.uk

See the Campaign Strategy section of
this report for further details.
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Communication Purpose

Paid Facebook ads to target those
who had ‘liked’ the alumni
Facebook page, or had listed
King’s as an interest or
educational institution. 

See the Campaign Strategy
section of this report for further
details.

SOCIAL

MEDIA

COMMUNICATIONS

FACEBOOK ENGAGEMENT 
AD - RESEARCH 
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Communication Purpose

Paid Facebook ads to target those
who had ‘liked’ the alumni
Facebook page, or had listed
King’s as an interest or
educational institution. 

See the Campaign Strategy
section of this report for further
details.

SOCIAL

MEDIA

COMMUNICATIONS

FACEBOOK CONVERSION 
AD - RESEARCH 
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Communication Purpose

Paid Facebook ads to target those
who had ‘liked’ the alumni
Facebook page, or had listed
King’s as an interest or
educational institution. 

See the Campaign Strategy
section of this report for further
details.

SOCIAL

MEDIA

COMMUNICATIONS

FACEBOOK ENGAGEMENT 
AD - MENTAL HEALTH 
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Communication Purpose

Paid Facebook ads to target those
who had ‘liked’ the alumni
Facebook page, or had listed
King’s as an interest or
educational institution. 

See the Campaign Strategy
section of this report for further
details.

SOCIAL

MEDIA

COMMUNICATIONS

FACEBOOK CONVERSION 
AD - MENTAL HEALTH 
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Communication Purpose

Paid Facebook ads to target those
who had ‘liked’ the alumni
Facebook page, or had listed
King’s as an interest or
educational institution. 

See the Campaign Strategy
section of this report for further
details.

SOCIAL

MEDIA

COMMUNICATIONS

FACEBOOK ENGAGEMENT 
AD - GLOBAL HEALTH 
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Communication Purpose

Paid Facebook ads to target those
who had ‘liked’ the alumni
Facebook page, or had listed
King’s as an interest or
educational institution. 

See the Campaign Strategy
section of this report for further
details.

SOCIAL

MEDIA

COMMUNICATIONS

FACEBOOK CONVERSION 
AD - GLOBAL HEALTH 
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CAUSES

PLATFORM

HOME PAGE

18



CAUSES

PLATFORM

DONATION PAGE
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CAUSES

PLATFORM

DONOR WALL
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Project lead, including platform setup

Content collection and sign off with signatories

Copywriting for video scripts, emails & Facebook ads

Data strategy

Email build and send

Ongoing fundraising communications planning

Direct Marketing Team

TEAM

RESPONSIBILITIES

Consolidating research proposals

Approaching researchers for additional content and sign off

Major Gifts Fundraisers

Organic social media posts

Paid advertising strategy

Video creation, including production and editing

Alumni Communications Team
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Email data selection

Setup of back-end reporting and importing of gift information from Hubbub platform

Data Team

TEAM

RESPONSIBILITIES

Setup of payment supplier (Stripe)

Responding to donor enquiries

Supporter Services

Approving data compliance of all fundraising communications (email and direct mail)

Compliance
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Launch email introducing the KCL COVID-19 Fund and outlining the four

areas. Sent to all contactable alumni (excluding new grads) and non-alumni

donors (total 62,000)

Five subsequent weekly emails focusing on different areas of the COVID

response (sent to those yet to donate)

Featured in monthly alumni E-news 

Featured in the digital alumni magazine

Featured in King’s all staff email, ‘King’s Essentials’

Email

CAMPAIGN

STRATEGY
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Paid Facebook ads to target those who had ‘liked’ the alumni Facebook

page, or had listed King’s as an interest or educational institution. 

These tested three of the propositions: Research, Mental Health and

Global Impact. Two stage approach using an engagement ad with a 40

second video, then retargeting anyone who watched 15 seconds of the

video with the conversion ad (static and with a more direct ask)

Due to restrictions in the cookie policy we weren’t able to retarget

people who visited the site and didn’t donate, or use identifying

information about site visitors. 

Organic social media posts and promotion within banner image

Permanent feature on King’s main website

Social Media & Website

CAMPAIGN

STRATEGY
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Sent to previous donors with a valid address but no email; previous donors

who hadn't responded to the emails; small group of non-donors with no

email that had been selected as they have a high engagement/propensity

to give (overall total 10.5k)

Included letter, signed by Prof. Sir Robert Lechler, and an insert report

outlining the four areas supported by the appeal

Included a postal response form, with a call out to donate online if possible:

Call out: During these times, processing donations by cheque and post may

take longer than usual. To help us put your gift to use immediately, please

consider giving online today via our dedicated COVID-19 Appeal pages -

covid19-appeal.kcl.ac.uk.

Direct Mail (mailed 2nd June) 

CAMPAIGN

STRATEGY

25



All donors received an automated thank you email from the Hubbub

platform

All consented donors continued receive the weekly emails with altered

stewardship messaging

Donors who gave over £500 received an additional personal thank you

email from canvasser/DM

Donors who gave over £5,000 where passed on to MG for follow-up

Donors set to receive a printed stewardship report in August 2020 to

update on each of the four areas

Stewardship

CAMPAIGN

STRATEGY
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CAMPAIGN RESULTS

(AS OF 8TH JULY)

TOTAL GIFTS

1,929
TOTAL DONORS

1,871
NEW DONORS

943

DONATIONS FROM MASS APPEAL

GIFTS (W/OUT GA)

£150K
GIFTS (W/ GA)

£177K

TOTAL GIFTS

5
GIFTS (W/OUT GA)

£1,114,615

DONATIONS FROM MAJOR GIFTS

TOTAL RAISED: £1,292,279

TOTAL GIFTS: 1,934 
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Powering good causes

We work with partners all over the world to create communities centred

around all forms of giving. We just happen to have a soft spot for digital giving

and engagement.

Our vision

We believe in a world where everyone is able to live their life to its fullest, and

humanity has a future we can all be proud of.  Our mission is to inspire causes

that will shape the future of our planet and everything on it. Whether our

partners are creating cultures around support for educational priorities, life-

saving research or a variety of other good causes, we’re with them every step

of the way. 

Who we are

We’re an imaginative and fast-paced team who are passionate about going

beyond digital to empower the world’s good causes. For many years we’ve

been partnering with individuals, dedicated movements, educational

institutions and nonprofits of varying sizes to build passionate and loyal

supporter followings - establishing a sustainable culture of giving and

engagement as we collaborate. 

How we work

We create giving and engagement strategies so you can focus on what you do

best - making our world a better place and looking after your community. We

build inspiring technology, encourage radical thought leadership and grow

communities through impact. Our solutions enable organisations of all sizes to

showcase their passion for social change in order to nurture lifelong supporter

relationships.

ABOUT US
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Donors first, with digital in mind

We blend our experience of technology and fundraising to help you grow

whole communities centred around giving.

Building loyal supporter communities

Our approach is to help you build a passionate and loyal supporter following

that’s focused on all forms of giving and engagement. We’re passionate about

encouraging those who we partner with to use digital technologies anywhere

they’ll add value to your wider organisational needs. And while we’re the

biggest champions of using digital strategies to advance the good work you do,

we’re also mindful that its the donor’s overall experience that matters the

most. 

Our teams are all about constant adaptation and continual progression,

combining digital expertise with sector-led best practice. We know that

creating a culture centred around giving is a long term aim. That's why we’ll

work with you to develop, test and iterate a strategy for any digital activity you

choose to undertake, making sure that those activities aren’t run in isolation

but as part of a wider programme. With our guidance and expertise, we’ll help

you to see measurable results that reach achievable goals. 

We’ve been helping educational institutions around the world to develop

digital strategies that really drive results. Throughout our experience of

partnering with a variety of customers, we’ve learned that digital giving and

engagement works best when it falls into one or more of the following areas.

OUR APPROACH
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OUR

PRODUCTS

CAUSES

GIVING DAYS

CROWDFUNDING

Our Causes platform is so much more

than an online donation form. It puts

the donor at the centre of their own

giving experience. Growing your

community to create a lasting culture

of giving.

Our Giving Day platform gives you the

tools you need to create an incredible

24-hour buzz that’s centred around

highly engaging supporter experiences.

Inspire donors and ambassadors to get

involved with the causes they care

about most - raising as much as they

can before the clock counts down to

zero.

Our Crowdfunding platform takes

people powered giving to the next

level. It channels the enthusiasm of

willing project creators, telling their

stories to donors who are equally as

passionate. The result - a community

united through giving.

30



CONTACT

If you'd like to learn more about how

your institution could partner with our

team, please contact us via email at

hello@hubbub.net.

To learn more about our products and

services, please visit www.hubbub.net. 

CONTACT

If you'd like to learn more about the

KCL COVID-19 Emergency Appeal,

please contact Jessica Atherden, Direct

Marketing Manager (University) via

email at jessica.atherden@kcl.ac.uk.

To visit the KCL COVID-19 Emergency

Appeal website, please visit 

covid19-appeal.kcl.ac.uk.
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