
Year 1 Burst 2 Creative Clinic 

National Hospice Legacy Campaign 



Aims of today’s Creative Clinic  

• Showcase three excellent examples of what hospices achieved in Burst 1 of 
the National Hospice Legacy Campaign

• Help you feel inspired and confident ahead of the launch of Burst 2 

• Provide an opportunity for RAW London to answer your creative questions, 
helping you maximise the impact of campaign assets for Burst 2



Today’s speakers 

Alison Stallard-Jones - Hospice of the Valleys 

Imogen Othman - Princess Alice Hospice 

Janet Abraham and Emma Newell – Claire House Children's 
Hospice



Session details 

• RAW London and the speakers will be on hand to answer any creative 
questions after all the speakers have finished

• Please write your questions in the chat at any time, or ask them verbally after 
all speakers have finished

• This meeting will be recorded - you’re welcome to keep your camera on or 
off 





What we planned to do



What we did

Tailored the campaign collateral to work for us and reflect the community we serve.

Utilized the toolkit to create social media content, posters, email footers etc

Developed a social media plan with some low cost paid adverts

Created an email communication to our email opt in’s

Updated both our ‘Write a will’ page and Legacy webpages

Created and circulated a press release from the toolkit

Used our shops to promote the campaign (posters and flyers)

Created a local radio advert – Dual message
 (‘Write a Will Campaign and leaving a gift in your will)



What we achieved and learned



SOCIAL MEDIA SNAPSHOT



What we are planning for burst two

More of the same

Tweak social media content and test (some paid adverts)
Email to opt in’s

Promotion via our shops

Due to the timing of the second burst, we won’t be linking to the Write a Will campaign.





A fresh approach

• A new way of working
oComprehensive research
oHigh quality creative
oBRTV

• Brand / legacy messaging presented broader opportunities
• Fostered a shared purpose throughout the Hospice 



Translating the creative



Our activity

Internal comms Optimise internal awareness through existing channels 1:1 presentations
Digital Website; campaign landing page and organic social
Warm comms Cross-sell to warm supporters through existing communications
PR Cross-Surrey collaboration, and stand-alone activity
Out of home Billboards, bus stops and hospice banners
Paid social Meta
Retail In-store promotion across all 42 stores  
Digital audio Targeting 55+ audiences across our care area through Global Media DXE



Internal



Campaign landing page



Web form



Organic social



Social media – B2B 





Local PR and press



Out of home



Paid social



Retail





Digital audio



Great learnings

• The broad mix of channels was key to success. While some stood 
out, all had an effect

• Our 42 store windows were invaluable in linking the BRTV and PAH 
as your local hospice

• There is no substitute for enthusiasm. Created a buzz and 
awareness of legacy giving across the Hospice

• We are just getting started. We have the opportunity and 
determination to build on the work year on year



What's next?

September – focus on low-cost activities – reusing all previous 
materials (campaign page, socials etc.). Producing items that can 
be stored and used again
February – refreshing the work using new HUK assets and PAH 
content and undertaking more tests:
- Bus backs
- Train station advertising
- Legacy roadshow at retail



imogenothman@pah.org.uk





Claire House nurse Clare with Parker



Updated marketing materials to include
‘This is hospice care’ 

Retail shop posters and our gifts in Wills guide



We engaged our 
own local 
advertising 
campaign across 
our region

• Buses
• Bus stops
• Escalator panels in train 

stations & on trains
• Local radio



When we said we had the railway 
station escalator panels……

We forgot to mention it was EVERY 
panel! ☺



Radio Ad



Raising awareness through real life stories

Local newspapers, local handbooks, our Claire House magazine and newsletter



Cake!

Day of campaign 
launch
Get staff excited about 
the campaign



Simple but effective!

• Business card size cards

• Introduced at our staff conference in February

• Can be added on to staff and volunteer 
lanyards

• Given to ALL members of staff across our 
hospice care team, fundraising, corporate 
services, retail, ELT - everyone!



Spark conversations

• Our ‘3 in 10 children we care for are funded by 
gifts in Wills’ impact statement clearly visible

• If a conversation is started – the small cards can 
be passed out with ‘how to find out more’ 
contact information on the back



Gifts in Wills 
enquiries

during the campaign 
period 2025

(versus 5 enquiries the same time 
last year 2024)

12 
Current 

Supporters

3
Claire House 

Families

1
FR from another 

charity

2
Volunteers

22
NEW 

Supporters

40



11
Our gifts 
in Wills 

guide

23
NFWN 

referral

2
Octopus 
Legacy 
referral

Progression of enquiries 
since the campaign

4 have since withdrawn 
from enquiries

---------------------
July 2025 update

12 of the 40 have already 
pledged gifts in their Wills 

for Claire House! ☺



Telemarketing Campaign
April/May 2025

• In 2023 call conversion to legacy 
enquirers was 33%

• In 2024 call conversion to legacy 
enquirers was 39%

• In 2025 call conversion to legacy 
enquirers was 56%
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Any questions?

Janet Abraham: 
janet.abraham@clairehouse.org.uk
Emma Newell: 
emma.newell@clairehouse.org.uk

mailto:janet.abraham@clairehouse.org.uk
mailto:emma.newell@clairehouse.org.uk


Year 1 Burst 2 Creative Clinic 

Q&A
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