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Positive?
It isn’t a performance, a style, or a strategy.
It’s a posture, an attitude, and a decision.
It’s an expression of hope and potential.

It doesn’t mean silly or funny or insincere.
It’s just real, and thoughtful, and true.
It’s an expression of honesty and real relationship.

Making great work possible,                                                                                          
is positive and important.



It really doesn’t matter.
The sound of your station.
The size of your station.
The age of your station.
The history of your station.
Who your listeners are, were, or should be.
How much or how little you’re raising. 
How easy or hard it is to raise.
Your own skill or experience. 
Funding great work can be, and should be, a 
really positive experience – inside and outside the building. 



VERSE
CHORUS

VERSE
The fundraising process              

is a bit like a song.



But first, 
the beat.

Communication
Clear, consistent, transparent, timely, accurate,   
organised communication. 
Meaningful buy in starts with meaningful information. 
Staff, volunteers, supporters and listeners rely on it,     
don’t assume or hold back. 
Share the needs, the dreams, the challenges, and the 
wins. Everyone should know what they need to know. 
And some.

This beat runs through every aspect of the campaign,  
and really everything we do. 



Power 
Chords!

Preparation
90 days. 
Start work on themes, messaging, art, 
production, channel integration, training and 
logistics and any other engagement that’s 
helpful (consultants, catering, Board)
Prepare rosters, who does what and when. 
Everyone plays a role. Everyone.
You’ll ideally have your direct mail, email, online 
and social media schedule locked in and rolling 
out in the 30 days leading into the on air event. 
It doesn’t matter how big or small your station 
is, all of the above can be scaled.



Power 
Chords!

Consistency
If you use a theme or brand your campaign -
make it clear, and put the listener at the centre 
of it – not the target, not you, not your station. 

Be disciplined and intentional with it… 
build your message, tone, language, and all 
supporting communications around it.  
But know and read your audience. The cool 
stuff isn’t always the right stuff.

If you’re using many channels, make sure 
you’re on brand and telling the same story –
be familiar to and reliable for your people. 



Power 
Chords!

Heart
This is a special occasion. 

This is the peak of your partnership with your 
community. It’s where they give up something 
of theirs for your cause, for your work. 

If you’re a fundraiser, either by title or you just 
wear many hats, you are the champion of this 
relationship with listeners. 

You have to lead with an energy and passion 
that may not come naturally. 



Verse One.
Setting things up, 
telling your story, 

building momentum. 



Verse One. 
What is the need?
Budgets, plans and projects: how much do you need to raise? 
Land this early and share it internally. 

Don’t get caught up in numbers with your supporters or audience. 
Labouring a tally or a target can drown out the story                                    
that is your case for support. 

The need is a number, but the number stands for something.
Link the numbers to impact and outcomes
…to people. 



Verse One. 
Why is it needed? 
What is your value proposition?
What does your station provide to your listeners and broader community?

What impact does the money raised have on the 
station’s ability to deliver impact? 

Articulate this clearly and take the time to share it with the team, 
the volunteers, and if you can – your listeners. 

Do you believe your station is worth it? 
Say why in one sentence.



Verse One. 
How is the need met? 
What role does the listener play? Unpack the funding model, the role of 
sponsorship, underline the privilege and responsibility of giving towards 
something you love.

It’s more than a transaction, it’s a gift. 

If a listener doesn’t believe their support will make a difference, go back to 
basics, get that part right. 

Ask your supporters why they gave, and get into a rhythm of sharing 
that stuff with the staff, volunteers, and supporters throughout the year.



Verse One. 
What is the need?
Why is it needed?
How is the need met? 

Integrate and reiterate the answers to these 
questions into your internal and external communications 
leading into the on air event (the chorus).

Ultimately everything you’re saying 
and doing points to this big three. 



Chorus.
The main event. 

Everyone is invited.               
You lead, they follow. 

Hold your nerve.



Chorus.
People
All hands on deck – it’s everyone’s party and everyone’s responsibility. 
It doesn’t matter how big your station is, or how important you are 
inside your station. 
Positions, egos, traditions come a distant second.
(My CEO answers the phones and empties the bins)
Treat the on air appeal like a grand final; the culmination and 
celebration of everyone’s value and hard work. 
Gather together, eat together, whiteboard together.
Invite supporters in. Invite feedback. Hear their stories.



Chorus.
Process
Every break. Every hour. Every day. Hold your nerve.
Be consistent, be clear, and be creative. Plan it out.
Use teams on air wherever possible, it helps everyone.
Live is obviously ideal, but production can be powerful. 
Use story. Amplify the voice of the listener.
Create and use a handbook/playbook – this comes back to 
those power chords of preparation, consistency and heart. 
Without boundaries we naturally drift, so invest the time to 
establish a guide for all staff and contributors.



Chorus.
Process
Don’t overcomplicate things. 
Don’t panic.
Communicate up and down.
Say thank you a lot.
Use every channel you have, but use common sense. 
(if your audience isn’t on Facebook, don’t be on Facebook.                                 
be where they are) 

Always focus on the impact of the support, 
NOT the cost of operation. 
The lights stay on > a life is changed



Verse Two.
What just happened. 
What happens next.



Verse Two. 
Say thank you across every channel.
Personally welcome new and returning supporters.
Report back on the result and what it means for the 
future. Go deeper with major supporters.
Deliver on the promises made during the event: if you 
said you’re buying a transmitter, buy the transmitter. If 
you said you’ll launch a new program, launch the new 
program.
Debrief with the team with eyes on the future.
Keep communicating.
It’s almost time for the next song. 



Closing thoughts. Bridge?
It takes courage. Start.
Like clap number one for an applause or first to                                 
stand for a standing ovation.
It’s a leap. It can get awkward. It’s a vulnerable step.
But it’s beautifully and unashamedly positive. 

It takes time. Persevere. 
One appeal with a fancy dress day isn’t proxy for positive. 
Two appeals a year for three years and the narrative can shift from 
drama and mystery, to a thrilling adventure.



Closing thoughts. Reprise?
It takes mistakes. Fail forward.
Some days you won’t read the room very well. Some days you’ll try to 
be too clever. Some days you’ll miss the mark. Some days you’ll just 
go backwards. Some days you’ll try hard and fail big. Some days your 
boss will just say no.

At one station we’ve averaged about 15% growth every year for 20 
years. At another 20% a year for the last 5 years. I cannot begin to tell 
you how many things didn’t work along the way. How many times 
I’ve felt like a fool. How often I’ve asked my wife how many bullets I 
can dodge before I’m finally – and quite rightly hit. But it really isn’t 
life and death stuff.  Just give it a crack.



Closing thoughts. Solo?

It takes help. Seek it out.
There are thousands of not for profits in Australia, don’t reinvent the 
wheel or drown in the now. Seek out solid, wise, trustworthy people to 
help you make the fundraising program positive. 

It doesn’t have to cost a lot. But it’s worth a lot.

I’m convinced that the most serious, intense, conservative, messy or 
mature cause can be funded using a positive, inclusive and organised 
approach to fundraising. 



Closing thoughts. Fade.
If you only have energy and 
capacity for one part of the song 
right now, land the chorus. 

Your community becomes
community when they get to  
share in something together. 

Invite them on stage, give them 
the microphone. 
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Thank you!
Q+A


