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But first…the ultimate copycat quiz
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So, what’s the problem?
Isn’t copycatting the highest form of flattery?



Use good ideas, don’t copy

P2P Appeals Lead Gen
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The problem(s) with copycatting
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No way to 
differentiate your 
org from others

Saturation means 
the tactics stop 

working!

Our industry 
doesn’t grow

No USP Fatigue
Not 

creative



Use good ideas as…
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→ Proof of concept/ business case

→ Competitive analysis

→ A Benchmark

→ A jumping off point

→ A challenge

…Inspiration!



3 tips to 
make it your own

1. Invest time in your concept + content

2. Build testing into your plan

3. Be creative!

Parachute Digital | parachutedigital.com.au | ask.us@parachutedigital.com.au | 02 9188 4493 7



Parachute Digital | parachutedigital.com.au | ask.us@parachutedigital.com.au | 02 9188 4493 8

1. Invest in your concept & content 



Invest in your concept & content

→ Develop audience personas

→ Get the name/ concept right

→ Give yourself enough TIME

→ Align to your brand

→ Leverage what’s topical

→ Tell a story.
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Align to your brand

Parachute Digital | parachutedigital.com.au | ask.us@parachutedigital.com.au | 02 9188 4493 10



Lean into what is relevant and topical

2020 - Mullets for Mental Health

Lock down

Mental health

Home haircuts

Community fundraising

Trends
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Who are you asking for help?

Donor Personas keep you focused on 
your audience

• Who is she?

• What type of content does she 
engage with?

• Where does she spend her time? 
Podcasts, news sites, social media.
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Ella, 39, Financial advisor, mum of two in primary school, 
enjoys running



Meet Lisa

→ Working single mum, 2 “woke” kids

→ She runs, for exercise & to clear her head

→ She’s an organiser – friends, work + family

→ She has an indoor cat but the kids want a dog

→ Romance novels are her guilty pleasure

→ Homeowner, has invested in solar panels

→ 44 year old woman

→ Works in admin, just wants a job that pays the bills

→ Lives in a metro city
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Tell your stories well
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A Fairy Tale

https://www.wilderness.org.au/fairypossum/start
https://www.wilderness.org.au/fairypossum


Authentic stories are YOUR DONORS stories
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User Generated Content is GOLD 
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Allow time for greatness



Allow time …
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Time

Budget Quality

You’ll only get 
2 out of 3

→ For research

→ For creativity

→ To find partners & prizes

→ To create a good donor experience

→ To set up the systems & process

→ To implement tracking
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2. Testing is crucial



Why is testing crucial?

• Helps you stand out

• It allows you to optimise

• Gives your audience a voice 

• Forces you to try new things 

• MVP mindset 

• It makes you question everything
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1. Person vs Research

2. Donation page layout

3. Tone & imagery

4. Dollar handles/ Ave $

5. # of emails/ comms

6. SMS

Metrics Context Assumptions & Instructions

Tests A B Winning Objective Hypothesis Outcome/ Results Notes

1 Theme Emotional Case Study
MS Research 

(Science focus)

Donations/ Conversion Rate 

Click through rate of Emails

Longer term MS Research donors and supporters have a closer connection 

to MS as a disease and are more motivated by the research progress than 

emotional case studies

Personalise content and ASK by donor 

segment

a eDM1 - THANK YOU from Person From Researcher Open & Click through rate Test segment preference  assumptions
Score response by segment to inform future 

content

b Donations/ CVR %

People will give off a thank you message - but at a lower rate. 

More people will click through with a soft ask (hyperlink only, no mention of 

giving) than with "donate" button CTA

Insight into behaviour

c1
Funraisin Donation Page 

(CARDS Layout)
from Person From Researcher Donations/ CVR %

Longer term MS Research donors and supporters have a closer connection to 

MS as a disease and are more motivated by the research progress than 

emotional case studies

Personalise LP and ASK by donor segment

c2 50/ 50 Layout Cards Layout Donations/ CVR % See below Test 2/ eDM2 Score response by segment to inform future LP

d
eDM2 - YOUR/ DONOR 

IMPACT
from Person From Researcher Donations/ CVR % Personalise content and ASK by donor segment

2 Donation page Layout 50/ 50 Layout Cards Layout Donations/ CVR %

eDM2 - YOUR/ DONOR IMPACT from Person From Researcher Donations/ CVR %

3 Suggested ASKs No $ amount Personalised $ Asks
Donations/ Conversion Rate 

Click through rate of Emails

Based on previous testing with other organisations, making a generic ASK 

TO DONATE without a suggested amount, generated higher ave gifts than 

when suggesting the gift array amounts based on their last gift

Score response by segment to inform future 

email + LP tactics & personalisation

eDM3 - URGENT Research 

timeline

4 Tone & Imagery LACK IMPACT Donations/ CVR %
Less "Happy" imagery and tone that shows the LACK of funding/ the 

PROBLEM will perform better for Donations and income

eDM4 - We Need YOU Email Click through rate

Less "Happy" imagery and tone that shows the LACK of funding/ the 

PROBLEM will perform better for Email click rates, as well as Donations and 

income

5 # of emails sent
5 + resends 

to unopens

3 - resend only 

on key emails
Likelihood to donate improves

Insight into behaviour. Set future fundraising 

approach & "rules"

P2P

MSRA Donors

RGs

GIW

Newsletter

Researchers

Channel 

TEST
6 SMS Donations/ CVR %

A "conversational SMS" approach will deliver more donations than the 

standard broadcast send approach

Validate the opportunity the SMS channel 

offers to fundraising

SMS has performed poorly in the last 2 appeal tests. By trying a new tactic we want 

to see if it’s a reluctance in the channel, or the approach?

Campaign Monitor Segments Why? These segments will get ALL communications

May50K 2020 FR Only get 1 or 2 eDM Active Cash Donors

May50K 2020 Donors Get max 3 eDM Lapsed Donors (RG + Cash)

GIW Prospects Get 3 eDM Community Fundraisers (KGBTMS ALL - May50K 2019)

RG Donors 0-24 Get only 1 donation Ask Community Fundraiser Donors (KGBTMS ALL - May50K 2019)

People with MS flag (NOT the segments since include ALL flagged with 

MS)
Dynamic content (in eDM and LP) Community Fundraiser Non-$ Participants (ALL)

Newsletter Subscribers

Researchers

Interests

People With MS

MSRA Christmas Appeal Test Plan

Tactic

Tactic

Insight into behaviour. Set future fundraising 

approach & "rules"

2020 Xmas Appeal 

TEST GOALS

Element

Very SOFT ask

The 50/ 50 Large image layout will work better for an emotional case study

The CARDS layout with more copy will work better for a research focused 

audience

Supporters feel positive about the communication

Inform Better Donor Segments for future appeals

More people engaging with the content

More people Clicking to the Donation Page

Increase Donation CVR%

More Donations

MS Research - Christmas Appeal 2020

- Overall test is to understand donor segment preferences for type of content. 

- Test approach by segment in first couple of communications to set baseline 

- Use THANK YOU message with soft ask as a gentle way to launch the appeal and 

test content approach with donor segments

- Remylination MS Research is the case for support

- Using Kaylene as Researcher and AMBER as person with MS case study

- 

CARDS Layout has been used for the past 2 appeals and will set CVR benchmark.

Testing 50/ 50 layout goes nicely with the emotion vs science test.

Tactic

Conventional fundraising wisdom tells us that donors give more when the PROBLEM 

or LACK is more pronounced (than if we show the positive solutions). 

This can go against MS Research's brand and comms approach and needs to be 

rigorously testing to set future Fundraising guidelines and philosophy.

Appeal 

CONTENT   

TEST

2020 Tax Appeal showed that more emails sent / opened increased the likelihood of a 

person to donate. We want to re-test this, being mindful of insights of more 

established donor segments not being used to high volumes of comms.

Longer term MS donors will respond better with less communications.

However, for the MAJORITY of people in the database - the more asks 

made/ emails opened, will increase the overall likelihood to donate

Tactic

Conventional fundraising wisdom (in DM) is that suggested dollar amounts increase 

conversions - but testing in digital does not confirm this

Score response by segment to inform future 

LP

eAppeal test plan



Donation page layouts



Case study + layout



We deleted the lowest $69 
dollar amount from the 
donation pages. 

The average donation for the 
same eDM (eDM 4) went from 
$85 (send) to $170 (re-send).

eDM4 resend (HIGH) - $170 ave gift

eDM4 – $85 ave gift

Dollar handles



An Appeal, but a bit different

• Make it a PUBLIC CAMPAIGN

• Aim to acquire NEW donors too

• Awareness + Engagement phase first

• Big income growth target

• ASK 
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1st take  ACTION
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Messaging
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2 donations

17 donations 

Donation page tests



The proof is in 
the pudding

✓ Conversion rates between 
33 – 49%

✓ 52% of gifts were NEW donors

✓ 26% MORE donations

✓ 24% income growth
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• Concepts x3

• Lead forms vs Landing pages

• SMS

• Onboarding journey
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Lead Gen –
Test EVERYTHING



Question yourselves 
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Concept 3 
Topical

Concept 2 
Something 

a little different

Concept 1 
On brand
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Results by concepts

Concept 2 – Support Bra was 
the winner with clear evidence:
- Competitive CPL at $1.63 
- Higher Contact Rate and CVR –
- Much lower CPA at $225.61 

Metric Concept 1 Concept 2 Concept 3

Leads 628 411 709

Media Spend $         682.09 $         670.97 $        687.43 

TM cost $     4,532.54 $     3,164.37 $    4,560.22 

Cost Per Lead $               1.09 $               1.63 $              0.97 

Contact Rate (Yes/No) 45.4% 48.3% 41.6%

RGs 15 17 17

RG Conversion 6.41% 10.56% 7.30%

CPA $         347.64 $         225.61 $        308.69 



CPL – $7 vs $3.30 achieved

RG - 134 vs 208 new donors

CPA - $560 vs $313!!

TM Contact rate – 46% vs 62%
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The impact of testing
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3. Be creative 



Creativity is a process

→ Develop audience personas

→ Collaborate with your opposites

→ Get the name/ concept right

→ Give yourself enough TIME

→ Align to your brand

→ Leverage what’s topical

→ Tell a story.

Creativity loves constraints
36



Art +
Awareness 
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Align strategic priorities

Sometimes you can tick multiple boxes

→ Brand awareness

→ Lead generation for fundraising

→ Asset creation

→ Awareness of the cause
38



Connection to cause
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What can happen when 
you collaborate with your 
colleagues

→ New QUALITY leads – many organic 
(free)

→ Sustainable, always on lead generation

→ 2022 – $3.87 CPL 

→ Strong media interest + awareness of 
both brand and cause

→ Massive boost to their media library 
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Put your best foot forward

✓ Dogs + CATS

✓ Responsible pet ownership

✓ Animal welfare

✓ Awareness of the org

✓ Do what works best 

✓ Low barrier to entry

✓ walking event

✓ Relevant to the audience
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BUT don’t be afraid to change course
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Optimise & grow

43
2021 2022



Optimise (SIMPLIFY) & grow

Parachute Digital | parachutedigital.com.au | ask.us@parachutedigital.com.au | 02 9188 4493 44

244 participants 898 participants (with a week to go)



Change the status 
quo

Parachute Digital | parachutedigital.com.au | ask.us@parachutedigital.com.au | 02 9188 4493 45

Authentic case study 
Image of beneficiary



Turn a problem into 
a creative challenge
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Turn a problem into 
a creative challenge
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Now you have it! 
3 way to 
make it your own

1. Give yourself time

2. Test EVERYTHING

3. Be creative! Don’t be lazy.
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You CAN find new ways to do 
& say the same old thing.
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“Fundraising has two i’s in it.
They stand for innovation, not imitation.”
Ken Burnett



Thank you ☺
Vic@parachutedigital.com.au 

Shanelle@parachutedigital.com.au
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