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For more than 20 years, Dolen Ffermio has 
been helping people in left behind 
rural communities in Eastern Uganda to 
improve their quality of life. Through a range 
of sustainable development programmes, 
with our Ugandan partners, we equip 
community leaders to access water, grow 
nutritious food and deliver training to create 
better opportunities for young people and 
their families.

This was our first year participating in the Big 
Give Christmas Challenge and our first ever 
online campaign.

Our campaign focused on areas – ensuring 
families can feed, wash and create opportunities 
for themselves. Donors were able to choose gifts 
including tree seedlings, washstands and skills 
training, among many others. 
 

Introduction



The key challenges

Small and local supporter base
Prior to the campaign, our donor base consisted 
of a mainly local group of dedicated supporters. 
To have any chance of campaign success, we 
had to widen our reach and engage new 
audiences.

Most of our donations are made by 
cheque and cash
Very few of our existing supporters made 
donations online and many see technology as a 
barrier, so we had to find ways to encourage 
them to change their mindsets, and trust the 
Big Give platform.

We’d never created a campaign
As our first campaign we had an enormous 
task to evolve our communications and get our 
team up to speed.

We’re a small completely volunteer run 
group with limited time
With only one of our core team with 
communications expertise, we had to undertake 
a fast-track training schedule with trustees and 
volunteers. This was especially challenging given 
the restrictions around the pandemic, and many 
of our team not familiar with using video and 
online tools.



Campaign 
collaboration



As a completely volunteer run charity, 
collaboration is central to the way that we work – 
with our trustees, volunteers, supporters and most 
importantly with our Ugandan partners. The 2020 
Christmas Challenge was a perfect example of 
how co-creation can have so much impact.

The starting point, as with all of our projects, was 
understanding the priority needs of of the 
community in Uganda.  Our partners in Ngora, 
Uganda indicated that the most urgent needs 
were items like washstands, seedlings, skills 
training and solar lamps. These formed the basis 
of our campaign ask.

Collaboration with 
Ugandan partners

>> Continued overleaf



During the campaign our Ugandan partners 
made great effort to quickly create and share with 
us stories of impact, including photographs and 
films, one of which was an interview with an 
ambitious young entrepreneur Ogugu James 
Oscar and his father, sharing how their family life 
opportunities have been transformed by taking 
part in one of our projects. This kind of content 
fueled our campaign materials and especially our 
social media channels.

On reflection, the content was good, but we 
hadn’t given our Ugandan partners much time to 
pull it together. We’re confident that with more 
lead time, next year, together we’ll be able to 
create material that has even more impact.



We quickly realised that we’d struggle to put together 
and manage a campaign with the skills and time that 
we had available to the team.

We’re very fortunate to have been selected for a 
mentoring programme with Hub Cymru Africa in 2020 
so we shared our plans and took on board their advice 
around best practise for the campaign. They also 
introduced us to two fantastic volunteers who were 
interested in supporting our communications – this was 
a key turning point in our campaign as it provided us 
with a wider team focussed on promoting the 
campaign. To get our new volunteers up to speed we 
called upon expertise in our wider network to provide 
guidance and training to our new volunteers.

Collaboration between 
trustees & volunteers

>> Continued overleaf



The trustees, as you would expect, played a key role 
in the campaign – starting with a collaborative 
planning workshop, where we mapped out our 
supporter network, and how we might start to 
form new relationships to extend our reach.

The supporter map was translated into a campaign 
plan. The trustees, along with our dedicated 
volunteers went on to implement the plan – from 
setting up stalls at Christmas markets, putting up 
posters, writing to their networks, contacting new 
groups and sharing campaign materials on and 
offline.  

As part of this process the trustees embraced 
digital tools such as Miro, Zoom and Google docs – 
many of the group for the first time.



Communications



Both in preparing and learning from it, the 
campaign has transformed our approach to 
communications. 

Ahead of the campaign we refreshed our website,  
adding a new Big Give page with details about the 
campaign and links to the Big Give donation page.

Social media was clearly going to play a key role in 
the campaign. Our social media network was quite 
small we set about trying to attract new followers. 
We started by identifying, following and contacting 
thought leaders in our space that had access to 
larger networks and we were pleased that many 
followed us back and shared our content.

Communication plan

>> Continued overleaf



We created a social media plan (LinkedIn, 
Twitter, Facebook and a few posts on Instagram)  
– preparing a core set of posts with Welsh 
translation versions for our Welsh speaking 
supporters.

We learned how to use Canva, to design new 
content – it proved to be a really useful tool for 
creating engaging images including animated 
GIFs. The images were optimised for each 
platform, making sure that content displayed 
well.  We also invested in some low level 
Facebook advertising.

Alongside our online activities we posted out 
letters and printed leaflets about the campaign 
to reach supporters that are not online.
We also used email, posters, newsletters, written 
articles, press releases and local events to 
spread the word in the community.



Examples of communication materials



Facebook advertising

We invested a small budget of £60 in 
Facebook adverts to test how effective 
this channel would be for our campaign. 
We reached around 4,000 new people 
across the ad campaign.

It’s a channel we’ll definitely use again.



Campaign 
outcomes



OUR TARGET £5,000

ONLINE DONATIONS £3,483
GIFT AID ON DONATIONS £731
CHAMPION FUND £1,250
PLEDGERS £1,250
GIFT AID ON PLEDGES £312

TOTAL £7,027
(raised through Big Give campaign)

We also raised around £4,000 
from donations and other activities 
outside of the Big Give platform.

We’re in the process of collating 
these figures.

How much did we raise?



★ We exceeded our target by over 20%.

★ One third of our overall target was raised 
within the first 12 hours of the campaign.
 

★ By the 4th day we’d hit our target 
of £5,000 (with three days to spare).

Campaign results

★ We had 79 donations in total – 
28 of these were from new donors (over a 
third)

★ 9 donations were for over £100.
(We’ll invite our larger donors to 
be pledgers in our next Big Give Christmas 
Challenge)



● The campaign has been a major driver in 
transforming the way that we work and 
communicate.

● The campaign helped us reach new 
audiences

● It’s been a catalyst for a clearer narrative.

Other fundraising facts

● We successfully encouraged existing 
supporters to change behaviour and 
make their first online donations.

● Following the campaign, we sent thank 
you messages to pledgers, donors, 
volunteers and shared campaign results.



With this being our first Big Give Christmas 
Challenge, and our first online fundraiser we 
had a steep learning curve. 

We’ll be much better prepared for the 2021 
campaign, more ambitious with our targets, and 
more confident of achieving them.

What we’ve learned

We’ll engage our team, volunteers, supporters 
and wider network well ahead of the campaign 
so that we can plan and create rich content that 
compels more people to engage.

The campaign made clear to us that we need to 
modernise our supporter database and we’re 
planning on moving all of our contacts from 
documents and spreadsheets onto a Customer 
Relationship Management tool (CRM).



We plan to transfer all that we have learned 
from the Big Give Christmas Challenge into the 
way we operate as a charity. 

Dolen Ffermio’s fundraising has traditionally 
focused on raising funds for the most needy 
children, young people and families. Our 
Uganda partners aim is to widen the 
programmes, making them available and 
benefitting the entire community. 

Next steps

We’re taking this approach in the development 
of a demonstration farm for the communities in 
and around Nakyaka, Kamuli and building of a 
technical resource centre in Ngora.

Our next fundraising initiative is to support our 
Uganda partners Nakyaka with their ambitious 
plans to provide clean, safe water for every 
household in the community. We’ll be taking all 
of the learnings from the Big Give campaign into 
this work.



Thank you to...
The Big Give for hosting such a worthwhile initiative

Our Ugandan partners for making these life changing projects happen

All of you that donated so generously to change lives

Our generous pledgers – making it possible for us to take part 

The Waterloo Foundation for recognising our potential and being our champion match funders

Our volunteers and trustees who give up valuable time in their very busy schedules

The Big Give Christmas Challenge is now a key part of our fundraising calendar 

– it’s not often that we can say we raised over £7,000 in one week!

Best wishes to you all.


