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**Caveats, stipulations, conditions...



Our non-plan plan for mid-value donors

High Value Packs

Personalisation 

Good Intentions…



Timing

Proposed 
Matched Giving Day





Inaugural Campaign: 4th October 2018

Matching Factor = Quadrupling

2,250 Donors, 25% first timers

$619,000 total income, $174,000 on the day



TITLE GOES HERE 

OLUPTA VOLUPTA

Second Year: 3rd October 2019

Now National (Federated model)

Matching Factor = Quadrupling*

2,775 Donors, 40% first timers

$798,000 total income, $244,000 on the day



Challenges and Risks

Matched Giving as a concept applied this was means our target and goals were 
always determined by the depth of our Leading Matcher pool.

Give to Get Them Home 2018: 11 Leading Matchers (excluding businesses) pledging 
an average of $17,000 each. 

Give to Get Them Home 2019: 18 Leading Matchers (excluding businesses) with an 
average of $26,000 – thanks to a single exceptional donor. Excluding the exceptional 
gift, the average was $12,000.



RSPCA and the terrible, no good, very bad day… for Lee



A new approach was required

Very narrow window to ask

My skill set is direct response 

Relying on exceptional gifts was fraught with risk 



Timing

Proposed 
Supporter Survey

Matched Giving Day

Proposed 
Supporter Survey

Matched Giving Day



Direct Response

Appeal letters

Emotive copy

Personalisation

Data Segmentation

Clear CTA

Telemarketing

Email

Urgency



Choosing Our Recipients

Previous Matchers

Previous Giving Day donors

Emergency Donors

Appeal / General Donors of $1,000+

Cumulative Qualifiers



Launch Pack V1 2020



What’s in the letter?





Matching Gift Form V1

BIG Personalisation

Custom Asks

Acknowledgment Choice

Pledge Choice

Personal Contact



Supporter 
Survey 2020

5 years since the last 
full supporter survey

Questions developed 
to provide merge-able 
content for donor 
communications

Design inspired by 
presentations at FIA 
2020



Asking for 
hand raisers

We included a primer 
question leading into the 
matched giving question 
“Why would you want to 
help?”

The primer was followed 
by the matched giving 
question with a variable 
example amount



BONUS: 2020 Survey Results

2020 Survey Results





**Dean Karlan, American development economist, Professor of Economics and Finance at 
Northwestern University. https://www.poverty-action.org/study/effect-matching-ratios-
charitable-giving-united-states

Multiplier Change

Matched FundsQuadrupling Doubling



Telemarketing

Where relationship existed, called directly by internal team BUT larger prospect 
list required calling support

Scripting built on confirming receipt, offering further explanation and ensuring 
the opportunity wasn't missed

Not about Objection Handling or multiple asks

Where declined, thank you process immediately engaged

Bequest team used



Third Year: 1st October 2020

Matching Factor = Doubling

68 Matchers 

4,371 Donors (up almost 60%)

$712,000 total income, $388,000 on the day (up almost 60%)



Matching Response

68 Matchers giving an average of $3,800

19 (28%) Matchers gave equal to their largest ever gift at an average of $6,200, 
their gifts were still 8.5 times their average amount.

30 (44%) gave more than ever before, with an average increase over their 
previous largest gift of 11 times

18 (26%) gave less than their previous largest ever gift, they still gave 3 times 
higher than their average amount.

Segments Invited

Volunteers 8

Emergency Donors 20

Culmulative 15

Appeal 75

Previous GTGTH 44

Previous Matcher 10

In Memory 1

Agreed RR%

5 63%

0 0%

4 27%

16 21%

8 18%

9 90%

1 100%

Survey Respondents 156 24 15%



Year 1 done…

• Changing the matching factor to double did not impact performance

• Core Matchers from 2018 and 2019 remained

• Room to evolve and grow



Supporter 
Survey 2021

Removed questions for 
information we wouldn’t 
use

Removed priming question

Updated functional design 
for processing 
improvement

Added Net Promoter Score 
question



2021 Survey Results

Despite uncertainty of repeating the survey with mostly the same group, the second 
year again raised approximately $100,000 and delivered an additional 190 new 
Confirmed bequest responses, 219 new Intending responses and 430 new 
Considering responses. 









The Stress Test ‘21







Telemarketing Support

Approximately 440 Matching Prospect provided to TM support partner Clever 
Contacts in late August

Of those contacted (52%) almost 20% of said they Will Return the form to submit 
a pledge for the Giving Day.

Another 18% said they Might Return the form to submit a pledge for the Giving 
Day.

From these conversations the fundraisers were also been able to identify 4 Bequest 
prospects. 



From the fundraisers: 

Everyone they were able to speak to were very passionate about the 
RSPCA and the work that you do. A lot of supporters that couldn’t make 
a pledge were still enthusiastic to support on the Giving Day for a more 
manageable amount in relation to their current circumstances.



Fourth Year:  7th October 2021

Matching Factor = Doubling

Platform Change

87 Matchers

4,756 Donors 

$863,000 total income, $468,000 on the day (up 20%)



Matching Response in 2021

87 Matchers giving an average of $3,300

45.6% of 2020 Matchers participated in 2021

32 gave equal to their largest ever gift, about two-thirds of those were 
previous matches 

38 gave their largest ever gift

13 Gave less than their largest ever gift, but still 2.7 times higher than their 
average gift



What happened to the 54.4% that 
didn’t Match in ’21?

8% still gave at the same level in other campaigns in FY22

29% gave more than their Matched gift in FY22 (40% avg growth in amount)

26% gave less than their Matched gift in FY22

37% didn’t give in FY22



Year 2…

• Strategy more than luck

• Was the growth trend sustainable?

• Very strong performance across many campaigns in 2021

• Could we address the churn?

• Rate rises on the horizon

• Competing needs 







Evolving letter



Survey holding strong

New Confirmed bequest responses – 141

New Intending bequest responses – 156

New Considering bequest responses – 411



Fifth Year:  6th October 2022

Matching Factor = Doubling

3,713 Donors

$761,000 total income, $397,000 on the day



Matched Response (and some context)

69 Matchers with an average gift of $2,930

Almost 50% where matchers in 2021

14 (20%) gave less than their largest gift

31 (45%) maintained their largest ever gift

24 (35%) gave their largest gift ever

Just under 10% were returning matchers from 2020 who’d skipped 2021.



Takeaways

2018 2019 2020 2021 2022 Total

$618,950.00 $798,778.00 $712,599.00 $863,669.97 $761,866.00 $3,755,862.97

Do surveys

Matched giving didn’t hurt our appeals

Telemarketing for MV/HV worked well

DR techniques worked well for higher value proposals

We are restructuring the team to resource to mid-value donor program

Was 2022 performance a blip or trend?

Victorian performance only – 10m national

Other appeals still growing – matched giving hasn’t cannibalized 

Good reason to ask every year



TRACK SPONSOR
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