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SPEAKERS

Elisha Smallcombe
SENIOR ADVISOR, PRODUCT DEVELOPMENT AND INNOVATION, WORLD VISION INTERNATIONAL

Elisha is the Senior Advisor of Product Development and Innovation at World Vision
International. She has worked in marketing and fundraising product development within
the humanitarian sector for the last 13 years. She is a passionate advocate for
communicating for those who need a voice and sharing their stories.

Richenda Vermeulen
CEO, NTEGRITY

Richenda Vermeulen is the founder and CEO of ntegrity, an award-winning digital fundraising
agency of 30+ that works with not-for-profits in Australia and the USA.

She has been awarded one of the 25 most influential people in the not for profit sector

by Probono Australia and an Advertising Industry Leader by the Mumbrella Awards.
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But what happens when
poverty changes?

Two-thirds of the world’s poor will be living in fragility
by 2030 (The World Bank)
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https://www.worldbank.org/en/topic/poverty/publication/fragility-conflict-on-the-front-lines-fight-against-poverty#:~:text=A%20new%20report%20estimates%20that,goals%20will%20not%20be%20met.
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https://www.worldbank.org/en/topic/poverty/publication/fragility-conflict-on-the-front-lines-fight-against-poverty#:~:text=A%20new%20report%20estimates%20that,goals%20will%20not%20be%20met.
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THIS IS WHAT FRAGILITY
LOOKS LIKE
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What do we do?
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A social justice lens on a world
struggling for change.

AJ+ is a unique digital news and storytelling
project promoting human rights and equality,
holding power to account, and amplifying the
voices of the powerless.

SOCIAL IMPACT

RESEARCHING AND UNDERSTANDING THIS AUDIENCE

DAILY WIRE+

¥ READ TOP STORY

FBI Director Christopher Wray Summons
Bureau’s Jet To D.C.-Area Airport To Dodge
Traffic: Whistleblower

¥ READ FEATURED

i Top Investment Bank Projects 4 U.S. Cities
Will Suffer A 2008-Level Crash In Home Value

Paul Pelosi Attack Footage To Be Released
After Court Order

By Tim Pearce

META Announces It Will Lift Trump's
Facebook, Instagram Suspensions

i ‘Paralyzed By Apathy’: School Officials Were
Warned About Gun 3 Times Before 6-Year-Old

m

DIGITAL NEWS

Shot Teacher, Lawyer Says /

IS KEY

{ Q Search

save.tthe.earth
We can still solve climate change, we
ve up. #foryou #foryou... See more

ho aarth Orininal SAaund

SOCIAL MEDIA

RESEARCH
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OUR RESEARCH SHOWED US THAT YOUNG PEOPLE VALUED:

A giving experience

designed to fit
their lives

Feeling & seeing the

direct impact of
contributions

Trust markers:
Innovation, impact and
inclusivity

Giving on
their own
terms

A seamless
digital
experience

Feeling

part of a
community
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We built an offering called

Childhood Rescue.

I'VE LOST /- .

MY HOME,

LEARN MORE

s\_MmrkIVEQE‘i
w "\.L\

#InAninstant

o T ot Ve
pre) o

FROM SCHOOL
YARD GAMES
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WHAT NEEDED TO CHANGE?

Child Sponsorship

1.

Older audience predominately
over 40, married with children

Transformational change

One to one long term
experience

Pledge giving

Childhood Rescue

1. New younger audience,
under 40

Circumstances and
environment changes

Part of a
community/movement

Regular flexible giving
through experiences and
impact

FIA CONFERENCE
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A GIVING MODEL DESIGNED FOR THE AUDIENCE

Social Ads

,.‘@

.. - Read first
- person stories
| Reviews s . @ from fragile
PPC . \»J o Community # Newsletter Targeted ads, contexts
\«\) Forum impactful stories Tours Hubl
Q‘Q.é Blog /.‘ < more, seeg
Email \ 2 ‘a N )  Socialnetworks @
/ \ \
toe"Gett
/ Website / Sign-up for e
\ : Get to know email o
Online Ads ’ @ ) siog Social i newslatter problom or
4 ia .. o “
- H and.Gause; Follow-up
Q{f . \ Media .~ edee.......... confirmation (@ Flash ste 3
. ! ! 3 email with Fundraiser H
Awareness Interest Purchase \/ Repost on i
Donate to Flash Social Initiates
. Fundraiser Media another
] | B ., account engagement
L \ . See essential )
Word of Mouth ‘ Promotions product on . Visits webiste
\ shelf at store and prompted to
N . ! 2
b /] FAQ /
P knowledge ~ 4 4
PR ~ < Vi L e - - Use up essential i
item, replace oose WV
\.' with WV partner Product partner product Email Sign-up for
Ecommerce product over Partnership over competitor Q [ ) @ JSniblor  Receiveinfo
Ratio or TV competitor brand Newsletter about a cause, @ IRL R
t’vodmplzd impact story, etc. Buy
o attond ticket to
®. an event ® an event
. = : ¢ 2 Buy WV nevs:,:‘f(e, Attend an
The linear customer journey is a typical path that marketers use to engage with B learn about a event
a supporter from awareness to action through to advocacy. problem/

impact story
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Stories Hub

Clicks from
Other source

)

Scrolls through
and learns about
upcoming Live
Stream

Returns to

* Hub for Live

Strearty
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HURDLES AND CHALLENGES

Internal

1. Pushing out a fundraising
campaign alongside
child sponsorship, that has a
different approach

1. How do we show hope in
places that are dangerous and
complex when our
WYV brand is built on
transformational hope.

External

Making this product
relevant to younger
donors.

The misconception
that younger donors
don’t give.
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The best line of attack?
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FIA CONFERENCE NTEGRITY X WORLD VISION INTERNATIONAL



WORKING WITH PARTNERS

FIA
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A new product needed
a different strategy

1. Digital-first

2. More relatable to how younger
people interact online

3. Feel more advocacy and less need-
based

4. UVP to balanced multiple messages
of need & hope

FIA
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TWO FOCUS AREAS

New Modern

Creative Fundraising
Approach Funnel

FIA
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Unpacking our
creative approach

1. Cut through and grab attention
2. Drive relevance

3. Increase brand recognition while being flexible

FIA
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01 CUT THROUGH AND GRAB ATTENTION

We needed to interrupt the day-to-day, use trends and
make the content relatable.
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©1 CUT THROUGH AND GRAB ATTENTION

World Vision |

RESCUE

Name Surname children.
Address line 1

Tuesday 14 June, 2022
Dear <name>,

1t's ashocking reality

World War Il
.

And the number of peale facing famine has increased 500%
displacing millions and disrupting global food supplies, it’s abou
worid's most vulnerable children,

16, With the war in Ukraine
t evenworse for some of the

<Name>, These are dangers c the world violence,
conflct,natural disaster, famine, and ongoing instability. The upheaval in places ike Ukraine and

traditional Child e
And 2 suffer most. They 8 re lives in refugee camps. being
and their futures st

Please turn over.

High number of assets across multiple touchpoints.

ned your . 4 . ‘MOST DANGEROUS PLACES

protection.

v s

“I was 3 years
old when the
conflict started

in my area.”

THE WORLD'S MOST
VULNERABLE CHILDREN

FIA CONFERENCE

vulnerable
children.

Workd Vision
G000 Rescue

of the most dangerous places on the planet.

u forld Vision
Nyaduer Kuey, 13, lives i South Sudan — one World Visior

it e orco 0 e the e, Nyoseut mas et o fer o
her yourge sitdngs

She mac do Wi el i f e tho st e day i and B .
Ut corfictwann  the oy G Nyadont St ¢, Extreme
westher ~ Poing ke by exended i) - b made 1t et

oo v s it estng.

ol ridert. Alloesthe meess <

“We were caught
up in shelling,
we don't have
anywhere to go.”

By mbing oty dcnatin o CHishiod Rescse yos can mabe sure

&

CAN PROVIDE ey
A MONTH OF o b1

LIFESAVING >, 11
FOOD ! A

World Vision |
onooco Rescue

kren e Myacee get he sugpet ey ned 1 5urive. recore and bk

) aA
4 L e‘d ey 3 atruGer 1

TO A SEVERELY & necclyou

MALNOURISHED [ protection.

CHILD

Telemarketing

SCRIPT

Before th

the conversation

Hi <donor name>, ths s <your name> calling an behalf of World

T

00 RESCUE

Into the conversation. Tw variables to choose from:

A Itsapretty dfficult time right now sn't it? <Donor name:

the increase i the cost of iving?

Yes - 'm0 sorry. it's been really tough Things ke the w
repercussions from COVID have hit us all hard.

No - O that's good.I'm glad you're managing ta avoid th
tough

B Werecentlysent yousletter about s girlnamed Nyadeur
Didyou get a chance to read t?

Yes - Thark you so much for taking the time to read abou
heartbreaking what's happened to her, 3nd even more so

incident.

No - D make some time to read t i you can. There are w

extraordinary difference you are making in the ves of pe

PROTECT THE WORLD'S MOST

vulnerable children. |

- World Visi
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]
HOW MANY CHILDREN
LIVE IN CONFLICT ZONES

GLOBALLY? | "‘

WHAT DO YOU THINK?

(@) 20 milion
300 million
(©) 800 million
-
e

Learn more

1/4

Using native tools to engage with young people

02 DRIVE RELEVANCE

i

WHAT DO YOU THINK?

Provide emergency food
relief

Build wells for safe water

@ Work with communities to
provide sustainable solutions

(©) Al of the above

Learn more

PF ECT THE WORLD’S MOST
VULNERABLE CHILDREN.

LEARN HOW YOU CAN HELP.

World Vision '
CHILDHOOD RESCUE

~

Learn more
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https://storyhub.wvi.org/Folder/20M5S9EP0QFK

02 DRIVE RELEVANCE

Using relevant timing
(eg. linking Ukraine to World Food Day)

ACT NOW TO FEED THE WORLD'S
MOST VULNERABLE CHILDREN.

CHILDHOOD

World Vision e ‘ S : = 3 e Mbﬂdvmon‘ RESCUE

CHILDHOOD RESCUE
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©3 DRIVE BRAND RECOGNITION WHILE BEING FLEXIBLE

The campaign was alighed through a flexible, intuitive, and strategic design system.

USING MOTION TO
—=
ENLIVEN STATIC IMAGES

Glitches and static textures
allowed us to interrupt an image

expected to be static.

=

; USING MODERN
- LAYOUT DESIGN

Less traditional layouts made
the content feel less like an ad,
and allowed us to reach
younger audiences.

USING STAGGERED TYPE °
TREATMENT TO BREAK TEXT

Making longer messages more
digestible through the use of

World Vision \
CHILDHOOD RESCUE
distinct type treatments.

WORLDVISION.COM

USING FAMILIAR UI
Every crisis is a food crisis.

i < ELEMENTS TO BLEND IN
WORLDVISION.COM
Children are in urgent need.

Graphics such as a desktop
cursor allowed the content to
Protect those who’ve left everything.
Donate to Childhood Rescue

appear less “ad-like” and more
native to the context.
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TWO FOCUS AREAS

New Modern

Creative Fundraising
Approach Funnel

FIA
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MODERNISED FUNDRAISING FUNNEL

Balance need, hope and impact, and be in the right place at the right time.

==
World Vision
CHILDHOOD RESCUE

STAGE 1

Grab attention with unexpected
disruption within the context of
online spaces.

S 1
World Vision
CHILDHOOD RESCUE

MORE THAN 100 MILLION

PEOPJ.LH?VE :133)] .
forcibly displaced

from their homes. 77

STAGE 2

Drive need and urgency by telling
emotive stories of the world’s most
vulnerable children.

e
World Vision
CHILDHOOD RESCUE

338

CAN HELP
PROVIDE A
-~ FAMILY
WITHA == £
MONTH'S WORTH O
NUTRITIOUS FOO

STAGE 3

Convert donors by speaking to why
donations are urgently needed, and the
impact donors can have.

1.1 billion
meals

DISTRIBUTED
LAST YEAR.

5 o
World Vision
CHILDHOOD RESCUE

STAGE 4

Reinforce the impact of the donor

by demonstrating how we help brave and
courageous children recover, survive and
build a better future.
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https://storyhub.wvi.org/archive/-20MDHUWL1Q1Q1.html
https://storyhub.wvi.org/archive/-20MDHUWL1RZL4.html

What’s the reward
and is it worth the risk?

FIA
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Increased awareness in
understanding poverty in
fragile context

Primary goal
achieved 79% of offices had
increased in social media
engagement and awareness

RESULTS

100% of these offices indicated
the CHR campaign saved time,
resources, and costs

Fundraising results
in progress but so far positive
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MILLENNIALS

MILLENNIALSEVERYWHERE

makKeameme.org

FIA
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LESSONS

Tunnel vision isn’t good! Don’t get stuck in your comfort
and miss the changing context.

Test and learn to understand desires for content,
supporter experiences and giving

Start future proofing now, not immediate return. trust is key

FIA

FIA CONFERENCE NTEGRITY X WORLD VISION INTERNATIONAL



KEY RECOMMENDATIONS

Understand the younger audience, test and invest
in building experiences to engage them

Show the wins, even the little ones

FIA
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