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Fundraising Strategy.
Key fundraising activities: 
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Fundraising Strategy.
Indicative calendar of activity 

July:

January: February: March:

May: June:April:

August: September:

October: November: December:
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Key segments

Date published:Created by: 

Goal:

Fundraising 
Target:

Objective 1: Objective 2: Objective 3:

Objective 4: Objective 5: Objective 6:

Budget:

Key activities:

Fundraising Strategy On A Page. This page summarises the key outputs from pages 1–4. Complete the full strategy first, 
then use this page to share with your board, volunteers or other stakeholders who need 
the overview quickly.
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