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Executive Summary 
 £237,965 was raised (including match funding and Gift Aid) through the 2017 

Match Campaign 

 This represents a 11% increase from the amount raised through the 2016 Match 

Campaign (£213,460) 

 

Further Detail 
 205 people donated to the 2017 Match Campaign 

(This represents an increase from 137 in the 2016 campaign) 

 101 people made donations between £5-£99 

(The 2016 campaign saw 53 within this range) 

 67 people made donations between £100-£999 

(The 2016 campaign saw 48 within this range) 

 37 people made donations between £1,000-£7,500 

(The 2016 campaign saw 33 within this range) 

 The average gift was £520.39 (£713.73 in 2016) 

(This reflects the much-increased number of £5-100 donations made this year) 

 

 
How we shared the news online on 1 December 2017. 

£215,390 represented the total raised (without gift aid) by 1 December 2017. 
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Donations 

 
Over the campaign period, 205 people donated to the ENO Harewood Artists programme, 

contributing towards a total income of £108,660. This sum was then matched by the 

Shears Foundation, the Queen Anne’s Gate Foundation, Talal and Lina Kanafani and Sir 

Vernon and Lady Hazel Ellis. The total raised was £217, 320. 

From the £108,660 donated to the campaign, we are expecting to claim approximately 

£20,645 in Gift Aid. 

The sources and income amounts are broken down as follows: 

Table 1: Breakdown of sources and donation amounts 

Source Number  Total Income 

New Donations 101  £  16,090 

 (from existing ENO supporters) (73)  (£  14,830) 

 (from new ENO supporters) (28)  (£  1,260) 

Renewals and Upgrades 104   £  92,570 

 205  £108,660 

Match Funding   £108,660 

Gift Aid (estimated)   £20,645 

Grand total   £237,965 

Dropped* 28  

£7,760 (based on gifts in 
2016) 

 

*’Dropped’ denotes those who donated towards the Harewood Artists Match Campaign in 

2016 but chose not to in 2017.  

Table 1: Summary of donations by groups 

 

 

Further Detail 
 Of the 205 donations made during the campaign, 123 were made online 

(The 2017 campaign saw a 37% increase in online donations from the 2016 

campaign) 

 Once again this year we saw a high number of donations from people who had not 

previously supported the campaign. These supporters may have engaged with: 

o Invitations to events 

o The ENO website 

o Social media content 

o Leaflets around the Coliseum  

Value Number of 
donations in 2017 

Number of 
donations in 2016 

% change 

£0-£99 101 53 91% 

£100-£999 67 48 56% 
£1000+ 37 33 12% 
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How we communicated the campaign 
 
In the run-up to and during November, the Harewood Artists programme and the Match 

Campaign were highly publicised across various channels to a wide audience of ENO 

supporters and audience. A summary of these channels can be found below. 

 

Campaign leaflet  
Figure 1: Campaign leaflet. This was mailed to previous Harewood supporters as well as those supporters who 
had previously expressed interested in the Harewood Artists programme. Leaflets were also placed on seats in 
the auditorium at the London Coliseum at performances during the campaign period. 

 

Videos 
Figure 2: We had four videos produced for the campaign. They featured Harewood Artists giving first-hand 

accounts of why the programme was important to them as well as staff explaining how the programme 

supports leading operatic talent. These were published across our Facebook, Twitter and Youtube channels. 

They were also embedded in emails to supporters and potential supporters across the campaign. 
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Email Campaign 
Figures 2-4: Emails were sent to previous supporters of the Harewood Artists as well as ENO Friends and Patrons 

in anticipation – and over the course – of the campaign. These emails included videos, information about the 

costs involved in delivering the Harewood Artists programme and buttons to make donating as easy as possible. 

Figure 2: Email sent on 20 Nov       Figure 3: Email sent on 25 Nov           Figure 4: Email sent on 29 Nov 

 

 

Donation page 
Figure 5 
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Facebook 
Figure 6: An example of a Facebook post, which users could click on to donate or to find out more. On average 

these videos each had 2,100 views. 

 

 

 

 

 

 

 

 

Facebook advertisements 
Figure 7-8: We also invested in advertisements on Facebook. These ads would appear on the Facebook 

newsfeeds of those people we identified as potentially being interested in supporting the Harewood Artists. 

£1,434 was donated through this channel. 

Figure 7: Example i              Figure 8: Example ii 

 

Twitter 
Figures 9-12: As well as posts from our own twitter account, many current and former ENO Harewood Artists or 

singers closely involved with the programme – often with large followings – publicised the campaign via the 

hashtag #ENOHarewood.  

Figure 9 (Kathryn Rudge)    Figure 10 (Nicky Spence)     Figure 11 (Karen Cargill)          Figure 12 (Eleanor Dennis) 
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Website banners 
Figure 13: A new feature for this year’s campaign, we included banners at the top of our pages on the website. 

This both brought the campaign and the Harewood Artists programme to the attention of website users and 

made it easier for users to find the donation page. £7,140 was donated by users who had clicked from one of 

these links. 
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Key learnings and recommendations for the 2018 campaign 
 

Overall we were pleased with the success of the 2017 Match Campaign. In particular this 

year’s campaign saw a far greater number of online donations following a more prominent 

campaign across all online ENO channels.  

In 2018 we will continue to run our own ‘in-house’ Match Campaign in November with 

confidence of expanding total donations once again. At the highest levels of support, we 

will continue to ensure that Harewood Artists Patrons (those who contribute £1,000 or 

more to the programme annually) are given the opportunity to interact with the 

programme through attendance at rehearsals, performances, dedicated recitals and 

masterclass-style events, as well as meetings with members of the ENO Music staff, 

namely Michelle Williams, ENO Head of Casting.  

Next year we will look to improve the Match Campaign and increase fundraising by: 

Raising awareness of the ENO Harewood Artists 
– Use activity across the season (not just in Autumn) to raise awareness of the ENO 

Harewood Artists, working with the ENO Marketing & Communications 

departments 

o This may include news pieces, video interviews and other media, all of which 

will be shared across ENO’s channels throughout the year 

– With next year’s campaign coinciding with the celebration of 20 years of the 

Harewood Artists programme, we will look to attract more attention from the 

press around the programme and the campaign 

Improving donation page 
– After feedback from website users during this year’s campaign, we will work 

towards improving the Match Campaign donation page with clearer gift aid 

declaration options 

– We will streamline the customer journey (from homepage to donation page) for 

users next year 

Expanding social media reach 
– This year was the first year we invested in Facebook adverts for the campaign. 

Following a good return on investment on these posts, we will look to expand the 

“paid-for” social media budget in next year’s campaign 

– We will avoid the colour red in Facebook posts, as research shows this is not a 

welcoming colour and can repel users from clicking to find out more 

– We will focus on video content rather than written pieces for the website, as 

statistics from this year’s campaign showed the former had greater engagement 

from users 

Finally, thank you to all those at ENO, including – but not limited to – the Harewood 

Artists, Music Staff, and member of the Marketing and Development departments, who 

were involved in this year’s Match Campaign.  

 

Harry Hickmore 

ENO Individual Giving Manager 

January 2018 
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