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Walk a Mile in My Boots journey

• Started in 2009

• It was the first significant fundraising event 
for Hutt St Centre

• Previously had been doing fetes, car boot 
sales, Bunnings BBQs and supporting small 3rd

party fundraisers

• Simple concept

• To get a ‘sense’ of what it might be like to 
have slept rough and then walk to Hutt St 
Centre for breakfast



Walk a Mile in My Boots journey

• 7am start in Victoria Park (where people have 
slept in grandstand), walk down Hutt Street, 
and then a ‘bbq’ breakfast in the South Park 
Lands

• One mile walk

• $30 entry fee

• BUT, until approx. 2017 – no fundraising 
requirement or ask

• 2020 / COVID-19 expediated the transition to 
fully explore peer-to-peer model



2022 approach

• Refine the virtual offering used in 2020 & 2021,
and strengthen it’s delivery.

• Plan for the possibility of a physical event.

• Short: Walk side by side with South Australian’s
experiencing homelessness this August. Walk a
mile or more during National Homelessness Week
and help end homelessness.

• Long: This August, walk side by side with South
Australian’s experiencing homelessness. By walking
a mile or more during National Homelessness
Week, you’ll be showing solidarity for Australian’s
without a place to call home as well as funding
meals, hot showers and loads of laundry for those
in need.

• The best way to walk a mile is with your
friends, family or colleagues. Create a team
and share the challenge.



Campaign objectives

Primary:

• Raise funds to deliver support & services for people experiencing 
homelessness in Adelaide

• Acquire new participants to engage in Hutt St Centre’s work

• Reactivate past participants, continuing to engage them in Hutt St Centre’s work

• Engage and activate participants the largest number of fundraisers possible

• Strengthen brand to better communicate tangible impact and ensure touchpoint consistency 

Secondary:

• Increase awareness of Hutt St Centre in Adelaide and South Australia

• Nurture relationships with HSC stakeholders and participants for ongoing engagement



2020
$716,230

2020
2,550

2020
72%

2020
$390

2019
$288,000

2019
5,048

2019
16%

2019
$260

2021

$610,278

2021

2,009

2021 2021

GROSS 
FUNDRAISING

$625,473

TOTAL 
REGOS

2,516

ACTIVE 
FUNDRAISERS

53%

AVERAGE 
RAISED

$396.14

Results breakdown

70% $361



Summary breakdown

METRICS
2022

RESULT
2022

TARGET
DIFFERENCE 
TO TARGET

2021
RESULT

YOY 
DIFFERENCE

REGISTRATIONS 2,516 3,000 84% 2,009 + 5%

FUNDRAISING $625,473 $631,215 99% $607,423 +3%

AVERAGE RAISED $396 $390 101% $361 +10%

ACTIVE FUNDRAISERS 1,338 1,900 70% 1,406 -5%

TOTAL # DONATIONS 10,140 - - - - 9,910 2.23%

AVERAGE GIFT $61 - - - - $61 0%

% SELF DONATE 44% - - - - 74.5% -40%

AVERAGE SELF DONATION $98.90 - - - - $94.50 5%



Fundraiser value breakdown

METRIC
2022
AVG

VOLUME
% OF 

PARTICIPANTS
YOY 
AVG

2021
AVG

VOLUME
% OF 

PARTICIPANTS

LV FUNDRAISER 
($1 - $149)

$15 1840* 72% -77% $68 674 33%

MV FUNDRAISER 
($500 - $999)

$661 195 8% +0.15% $660 206 20%

HV FUNDRAISER 
($1,000+)

$1,695 143 6% -4% $1,765 119 34%



Key tactics

• Invest in digital acquisition and use an acquisition
incentive to help reduce CPA and grow event
participation

• Use a VIP incentive to help retain high-value
fundraisers from 2021 and increase activation for
2022

✓ We used an orange buff for the general
public and a silver buff for Diamond
Boots Club members and pledges.

• The focus of the website and comms journey was
to help display impact by fundraising. This was
outlined on the dashboards, in resources and also
in website content.



Key tactics

• EDM communications journey

• Acquisition, renewal

• Welcome series, behavioural

• Engagement

• Fundraising tactics

FUNDRAISING &
ENGAGEMENT TACTICS

1 EOFY – RAISE $30 TO WIN A
RESTAURANT VOUCHER

2 RAISE $48 IN 48 HOURS

3 DOLLAR MATCH DAY #1

4
DONATE A CARE
PACKAGE ($57) TO WIN
A WELLNESS PACK

5 RAISE $24 IN 24

6 DOLLAR MATCH DAY #2

7 COLLECT 6 BADGES TO WIN
A STAYCATION

8 INVITE A FRIEND TO WIN A
BURNSIDE VOUCHER

9 LOG YOUR FIRST WALK

10 FUNDRAISING TIERS WITH
REWARDS

11
RAISE $1000 TO GO IN
THE DRAW TO WIN
RUNNING SHOES
VOUCHER



Key summary

• We acquired 84% of the forecasted participants
but achieved 99% of forecasted income.

• The participants we did acquire activated at a rate
of 53%, and raised an average of $396.

• This activation and average fundraising is
sitting much higher than current industry
benchmarks of around 30-40% activation.

• We improved on the 2021 average
fundraising by 10%, or $35.

• Facebook delivered 60% of participants, nearly
double 2020 and 2021 digital acquisition results.



A big focus - engagement



A big focus - engagement
2nd Year of dedicated Walk a Mile in My 
Boots facebook page



Challenges / looking ahead

• The Peer to Peer event market is more crowded
than ever.

• Overall events revenue increased during the
month of August 2022 (up 50%) which was good
to see, this was driven by the resumption of
physical events that didn’t occur in 2021 due to
covid.

• The volume of events is significantly up again
(60%). If we remove physical events and include all
virtual P2P events, including new FB challenges
revenue was down $505K overall year on year
(6%).

*Information supplied by partner Donor Republic

• Developing hybrid model for 2023.

• Managing expectations (internal and past 
participants who haven’t engaged in peer-to-peer 
fundraising).



Thank You


