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Introduction 
 
Our multi-award-winning Brand & Fundraising Christmas Campaign is back, 
launching on Tuesday 1st November 2022! 
 
Age UK has launched a new Christmas campaign to help lonely older people this winter and 
is urgently calling on the public to donate so that it can continue to be there for vulnerable 
and isolated older people.  This year, our Christmas Campaign messaging has evolved to 
demonstrate the holistic support that Age UK offers to older people, from information and 
advice to friendship services.   
 
The campaign, and its strapline ‘help a lonely older person this winter’, reflects the fact that 
for too many older people, their world gets smaller and too many find themselves alone and 
feeling isolated with nothing to look forward to and nobody to talk to or ask for help.  
 
The campaign will be driven by the experiences of real people who have been supported by 
Age UK’s national Telephone Friendship Services who have been kind enough to share their 
stories. Our storytellers are Brenda and Terry, whose stories you’ll see across our materials.  
You might remember Terry, as she featured in our Christmas Campaign last year.  They’ll 
feature heavily across our digital channels, as well as in print.  We are so grateful to them all 
for sharing their stories with us to help support us this Christmas. 
 
The Christmas Campaign is a great opportunity for the whole Age UK network to be aligned 
in our messaging and gain the public support we need to continue raising money to support 
the older people who need us most, many of whom will feel overwhelmed by challenges or 
have no where else to turn for support. Age UK will help them overcome their challenges 
and help them to find confidence again. 
 
Survey results and what we’ve changed 
 
You may have seen that we sent out a survey to local partners on the Brand Partner Guide 
and the Assets we provide to partners.  The feedback was really useful and we’ve tried to 
incorporate it into the development of the guide and the assets this year.  We will be sending 
out the survey again, so please do continue to feed back so we can make sure we’re 
providing you with things that are helpful for you.   
 
Some of our key takeaways from your feedback: 
 

• 73% of those who responded said they’d like to receive the guide in September 

• 58% of those who responded said they’d like to receive the assets in October 

• It would be useful to receive: 
 

o an e-card for partners to send out 
o assets with more of a mixture of positive and negative imagery 
o more social assets 

 
The main takeaways were that the guide and assets aren’t received with enough time to plan 
for the campaign.  We endeavoured to get the guide to you in September, but unforeseen 
circumstances mean it is now coming to you in October. The assets will still be with you in 
October.  
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2022 Christmas Key Messaging 
 

“Help a lonely older person this winter 
  
For too many older people, their world gets smaller and too many find themselves 
alone and feeling isolated with nothing to look forward to and nobody to talk to or ask 
for help. For many, the festive period can be a difficult and lonely time, however it’s 
set to be even harder this year as large numbers of older people also face a perilous 
winter of soaring energy prices and high inflation. Issues such as ill health, 
bereavement and reduced mobility can bring their own challenges and often make it 
harder for older people to stay connected.  
 
This Christmas, thousands of older people will be in this lonely place. Where the 
walls seem to close in. Where time grinds to a halt. Where there’s nothing to look 
forward to. And with the next round of energy prices and escalating living costs, daily 
life is fast becoming unaffordable for many older households, with many older people 
struggling through these challenges alone, with no one to turn to.   
 
And isolation means these older people will have nobody to ask for help. Not when ill 
health means they can’t leave their homes. Not when money’s so tight they’re 
choosing between putting the heating on and buying food. Not even when they feel 
desperately lonely. 
 
No older person should live like this. But there is a solution: a call to Age UK. That 
call could start to change everything. 
 
We listen. We give expert advice. And when someone’s lonely, we match them with a 
befriender they can count on.  
 
We can’t be there without you. With your help this Christmas, we can make all the 
difference to the isolated older people who call us, with nowhere else to go. We’ll 
help them overcome their challenges. We’ll help them find confidence again.  
 
Will you make that your gift to a vulnerable older person this Christmas?  Give to Age 
UK this Christmas. Help a lonely older person this winter.      
 
<You can insert here a paragraph about how your specific services are combatting 
loneliness in older people>” 

 

Preparing for the campaign 
 
If you have an hour:  
Decide which service(s) you provide, that relies on unrestricted voluntary income, and best 
quickly and simply illustrates to the public the vital support you provide for older people.  
Write up a small piece (and even better take some photos*) about the service(s) that you 
can use during the campaign on your social media and/or website.  
 
If you have a few hours: 
The national campaign will focus on the real stories, faces and voices of those who have 
needed Age UK.  You can use our updated guidance below about how to gather your own 
stories safely. 
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Age UK will be providing editable assets for you to use, so you could spend some time 
amending them and deciding how to use them but as these feature Age UK national 
storytellers they cannot be used with a fundraising ask alongside them.  If you want to 
include a fundraising ask you’ll need to ensure you are using your own storytellers. 
 
If you have more time: 
Invite your councillors and MP (and other local funders) to visit one of your services in line 
with your policies on external visits. This will allow you to show your funders (and those who 
affect funding) how you are there for those that need you most and why your services are so 
vital.  
 
Email partner.marketing@ageuk.org.uk if you are interested and we can send you guidance 
and invitation templates.  
 
*Don’t forget to get permission from anyone featured in writing 
 
 

Storytelling at Christmas - gathering content safely 
 
With many older people still fearful of COVID, or with circumstances that have changed 
since the pandemic, you should be prepared to conduct interviews with storytellers remotely 
if that is their preference. If, however, a storyteller is happy to be interviewed in their own 
home, make sure to ask beforehand whether there are any conditions to your visit that would 
make them more comfortable. 
 
The following tips should give some guidance on how to make the most of interviews and 
content collection when speaking to storytellers. 
 
Before the story/content collection 

 
• Build rapport – It’s so important to build trust with a storyteller. Don’t rush in with an 

interview straight away. Building a stronger relationship with a storyteller over a few 
phone calls will help provide trust and a degree of familiarity. 

 

• Be transparent – Be clear with a storyteller about why you’d like to collect their 
story, how it might be used, and the main purpose for any content that it might be 
featured in. Ask about any concerns the storyteller might have about sharing their 
story. 

 

• Be flexible – You should figure out the best way to do the interview, in a way that the 
storyteller is most comfortable with. Using Zoom or a video calling service is the best 
way to simulate a face-to-face chat and will get you the strongest results. However, if 
the storyteller is not comfortable with this, or doesn’t have the technology or digital 
confidence required, a phone call is fine. Some people may even prefer just to write 
something themselves or answer questions via email to give them more time to 
arrange their thoughts and express themselves clearly. 

 
During the story/content collection 
 

• Warm up – Don’t launch straight into the interview. Have a chat with the storyteller 
first to ensure they’re at ease. Some interviewees may be lonely and not get to have 
many conversations, so may have things they’d like to say. 

 

mailto:partner.marketing@ageuk.org.uk
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• Order questions – Think about the ordering of questions. Avoid starting an interview 
with very emotive questions that may cause the storyteller to become upset and 
understandably put up their guard. 

 

• Word your questions carefully – Avoid yes/no questions wherever you can. 
Wording your questions in a way that puts the storyteller back into a situation will give 
you the most emotive answers (e.g., “What was going through your head when…”, 
“Explain how that made you feel…” etc) 

 

• Cover as much as you can – Don’t just ask about one specific topic/experience. 
See where the interview takes you, you’ll probably find that you’ll cover things you 
weren’t expecting to. This can uncover some useful insights. Also, make sure you 
cover some general information about the individual(age, location, hobbies etc) to 
help build a picture of the storyteller.  

 

• Record – With the storyteller’s permission, record the interview. This will mean you 
won’t need to make notes during the interview and can give your full attention to the 
conversation. It also means you can type up the interview word for word afterwards, 
giving you a full, authentic transcript of the storyteller’s experiences.  

 

• Dealing with emotions – If a storyteller becomes emotional during the interview, 
take a step back and give them some space. Ask if they’re ok to continue. If not, stop 
the interview and, if appropriate, try at another time that is suitable for the storyteller. 
It would be sensible to note the topic that affected the storyteller so much, and either 
steer clear of that topic if you arrange another interview or approach the topic more 
sensitively. Ask the storyteller what they’re comfortable with. 

 

• Photos and videos – An image or a video can significantly boost the effectiveness 
of a story or piece of content, as audiences can feel a stronger connection with the 
storyteller. Authentic photos and videos taken by storytellers often work as well as, if 
not better, than professionally taken photographs and videos. If the storyteller is 
willing and able, ask them to send a selection of photos over to you. Email is usually 
the best way, but other options that may be easier include WhatsApp or WeTransfer. 

 
After the story/content gathering 
 

• Check in – Sharing your story can be very emotionally draining. It’s important to 
check in with the storyteller the following day to see how they’re feeling after the 
conversation. 

 

• Show the storyteller – It’s best practice to show a storyteller the final content and 
allow them time to feedback on it before it’s published. If the storyteller doesn’t have 
a computer, this may require you to send the content by post, or to visit in-person to 
show them what’s been done. 

 

• Demonste the impact – Let the storyteller know what the impact sharing their story 
has had. If it was for fundraising content, let them know how much money it has 
helped raise.  

 
Important things to remember: 
 

• Be patient – Sharing your story can be very emotional, so give the storyteller time to 
process your questions.  Also, remember that storytellers are real people who should 



 

6 
 

be treated with empathy and respect. Keep in mind how you’d feel if a stranger 
phoned you up to discuss personal insights about your life. How would you want to 
be spoken to?  

 

• It’s a lengthy process – Doing story gathering well takes a long time. You must 
build a relationship, conduct your interview, create the content and then measure the 
impact, all while making sure the storyteller feels involved and supported through the 
process. 

 

• Don’t give out your number – Use a company phone or withhold your number 
wherever you can. If this isn’t possible, it’s important to set boundaries and let 
storytellers know that you will only be available during working hours. 

 

• Listen out for any safeguarding issues – You may hear a storyteller disclose 
something that causes some concern. If you do, it’s vital to follow your safeguarding 
processes as quickly as possible, particularly if you sense the storyteller may be at 
risk. 

 

• Remember your role – It’s important to remember that you are not there to counsel 
or offer advice to a storyteller. Go prepared with a list of services that you can 
signpost them should any issues arise. 

 

• Get consent – You shouldn’t be using someone’s story unless you have consent to 
do so. A printed and signed consent form is best.There may be some instances 
where this isn’t possible, in which caseyou can explore the idea of getting verbal 
consent from the storyteller. You can do this by during a phone conversation with the 
storyteller where you read out the consent form and ask them to respond yes/no at 
the appropriate points. Make sure you make the storyteller aware when you’re 
recording and once you have stopped recording. Verbal consent should only be 
requested in instances when signing a consent form isn’t possible. 

 

• It’s their story, not yours! – It can be easy to forget this when your deadlines are 
tight. Nothing should be published or shared unless the storyteller is completely 
happy with how their story is being used. 

 

If you have any additional questions regarding working with storytellers, contact the Age UK 

Stories Team: james.hickie@ageuk.org.uk and stephanie.kent@ageuk.org.uk. 

 
 

Raising awareness - what we are sending you 
 
Poster  
 
We will provide you with an editable poster using our campaign imagery. We will provide two 
options, one with needs-based imagery and one with more positive imagery, to give you the 
option of what works better. 
 
Website and Social Media Assets 
 
The responses to the Brand Partner survey indicated that website and social assets are 
some of the most useful things we send you.  Because of that, this year we are supplying 

mailto:james.hickie@ageuk.org.uk
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you with more variants of these, as well as guidance on how you can use them throughout 
the Christmas period.  We are going to send you: 
 

- Website Assets 
- Social Media Assets 

o 3 x different post options, with variants for Facebook, Instagram and 
Instagram Stories 

o Advice on when to post these to coincide with key Christmas moments 
 
E-Card 
 
We will be sending you an e-card in line with the Christmas Campaign’s look and feel. You’ll 
be able to attach this to emails and send out to supporters. 
 
 
 

Jingle Bakes: How you can get involved! 
 
We're pleased to continue to test Jingle Bakes and will be running the campaign 
predominantly via our website from November to see what we can learn this year. Any Local 
Partners interested in finding out more can contact dan.stewart@ageuk.org.uk 
 
 
Compliance and fundraising 
 

1. Be clear about who you are – use your charity number on fundraising materials 
 

2. It’s best to include the Fundraising Regulator badge if you are registered with them 
 

3. Be clear about what you are asking for donations for – make sure you don’t make it 
sound like any unrestricted funds will definitely go towards a specific service  

 
Note: This advice is not a substitute for having internal guidance on following relevant 
guidelines for any activity you carry out.   
 
Below are suggested links to reading to develop these guidelines for your organisation. 
 
Fundraising Code of Practice 
GDPR 
PECR 
 
  

mailto:dan.stewart@ageuk.org.uk
https://www.fundraisingregulator.org.uk/code/using-code
https://ico.org.uk/for-organisations/guide-to-data-protection/guide-to-the-general-data-protection-regulation-gdpr/
https://ico.org.uk/for-organisations/guide-to-pecr/what-are-pecr/
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Approaching local corporates at Christmas 
 
Christmas can be a particularly challenging time for older people, and a time when 
companies can increase their charitable giving. For both of those reasons, it is a great 
opportunity to contact local companies and ask for support at Christmas. 
 
Below are our top tips on generating donations from local companies: 
 
1. Set out your needs and have a clear ask 
 
Explain the why this Christmas is a particularly challenging time for the older people you 
support in the local area, and outline what your charity is doing to help and why you urgently 
need their support. Having a clear ask that is simple, compelling and relevant will engage 
businesses from the outset. For example: 
 

• Make a corporate donation.  
 

o Package up the impact their support could help you achieve at price points 
you’d be happy to receive. For example, “£1,000 could help us provide 100 
meals to older people who live alone” or “£5,000 could help us visit 500 older 
people at the loneliest time of year” * 
 

• Put our appeal in front of your staff or customers to donate individually. Set these 
price points where you feel comfortable and put it in terms of impact. For example, 
“£5 could help us call an older person and wish them Merry Christmas”. 
 

o *These are only examples, please use examples from your own services that 
the funds could be going towards. To comply with Fundraising Regulator 
Code of Fundraising Practice use wording like ‘could help to fund…’ or 
‘could help towards…’ if you plan to keep donations ‘unrestricted’ and make 
sure you’re clear in the small print on letters or emails that their donation will 
be ‘used where the need is greatest’. Also, ensure you are using correct 
stats/price points that you have substantiation for. 

 
2. Create your target list 
 

• Current local corporate supporters. Do any have propensity to increase their giving 
this Christmas?  
 

• Lapsed local corporate supporters. Do any have propensity to support their previous 
charity, during its hardest time? 
 

• Local companies who haven’t supported before. Asking for a seasonal donation can 
be a good ’in road’ with a company who’ve never supported you before, especially for 
an older person’s charity – as many businesses want to help tackle loneliness at 
Christmas.  
 

• Look amongst your current contacts (trustees, employees, volunteers, service users 
might know people in local companies) to see if any have links into local businesses 
and can make the ask for you, or make an introduction 
 

• National companies with local support. Age UK’s national Corporate Partnerships 
team leads on all approaches to companies who are UK-wide, however many 
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national companies have local giving schemes that you can benefit from if they have 
a presence in your community. Good examples include: John Lewis, Waitrose, 
Sainsbury’s, Nationwide and Tesco. 
 

• Check out the company. It might not disqualify them from donating, but many 
businesses might have undergone significant changes to deal with rising costs. If 
they’ve made redundancies, reduced business or closed branches, they might not be 
able to donate. It’s still worth asking but be mindful of these considerations. 

 
3. Personalise your communications 
 

• History - in your approach, you could refer to any history you might have with that 
business to encourage them to respond 
 

• Contact - who is the best person to send this email? Communications should always 
come from the warmest contact you have with them, or if it’s a cold contact, the most 
relevant person to take the relationship forward could be the best person get in touch 
– it could be your Chief Executive, your Fundraising Manager or someone else. 
 

• Follow up - it’s a busy time of year for everyone, so if they don’t respond, a follow up 
email or phone call often makes all the difference. 
 

• Make it easy – if they’re making a corporate donation; outline any onward support 
you’ll be able to give them. For example, processing donations, thank you letters and 
impact reports to share with their staff. 
 

• If they’re promoting your appeal to their staff or customers, show them that you can 
provide the content they need to do this, such as case studies of older people, and 
approved quotes, photos and films  

 
4. Think about the other ways companies could support you if they can’t donate 
money there might be other ways companies can support you to make a difference to 
older people this winter: 
 

• Ask them to donate items you need to help save money. For example, laptops for 
staff, volunteers and older people, food or gifts for older people at Christmas. But 
remember don’t feel compelled to take items if you won’t find them useful.  
 

• Ask for staff stock donations. If you have a charity shop(s), companies could get 
involved by arranging stock collections for employees. 
 

•  Ask about collections. Companies might be happy to place collection boxes in their 
shops, factories or offices, or encourage their staff to volunteer for any bucket 
collections you might be organising in your local area. 
 

• Ask them to introduce you to their contacts. You’ll need their consent for any specific 
communications, so please follow all GDPR requirements, but having introductions 
into other local businesses, Chambers of Commerce or other networking groups 
could be is very useful for future appeals or new prospect cultivation. 

 
Thank you for reading and good luck with your fundraising this Christmas! 
For any questions, please contact corporate@ageuk.org.uk. 

file:///C:/Users/George.Harvey/AppData/Local/Microsoft/Windows/INetCache/Content.Outlook/JY3P43D7/corporate@ageuk.org.uk


 

10 
 

 


