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5,764
Total Participants

$1,376,641
Total Raised



We are seeking interest from other sections to
collaborate on a P2P fundraising event in 2022-2023.



How did 20+ people agree to invest and go ahead with 
a brand-new campaign in a short period of time?



TO AGENCY, OR NOT TO AGENCY



Speed Expertise Trust



Sept 2021
Initial Thought 
Bubble

Nov 2021 
Feasibility calls

Phase 1: Feasibility and Immersion

Feb 2022 Landscape & 
Immersion Workshop



Immersion Workshop

What are the key 
ingredients to 
success, scalable 
P2P events?

• Clarity of proposition – easy to understand 
• Clarity of the target audience and focus on it 
• Look and feel - Energetic and fun, stepping away from a corporate tone 
• Importance of the cause in the messaging 
• Easy rego process, dashboard
• Fundraising tactics
• Gamification
• Intensive, multi-channel communications journey to inspire and engage 

during the campaign period 
• Generally, activity focussed during the acquisition phase, cause secondary 
• Creates a sense of a movement and energy 
• Organisations without large cause motivator prospects need to offer an 

event that appeals to a different motivator 
• Assists people with their fundraising by giving easy ongoing tips and 

challenges to assist to raise funds 
• Thank and reward during the year. 



23,759 participants
$5.6m raised

8,176 participants
$4.4m raised

3,700 participants
$202k raised

6,738 participants
$1.3m raised

1,500 participants
$8.0m raised



The P2P landscape in 2022

• 2022 saw a huge decline in virtual P2P revenue

• Market disruption

• Rising cost-of-living pressures

• 117% increase in number of P2P events in October 2022 compared to 2021

• October overall revenue declined from $43mil in 2021 to $40m in 2022



8 Feb 2022 Landscape 
& Immersion 
Workshop

March 2022 Agency 
Recommendations

Sept 2021
Initial Thought 
Bubble

Nov 2021 
Feasibility calls

Phase 2: Ideation

11 Feb 2022 
Ideation Workshop



Campaign Objectives

1. Generate revenue of $1mil annually within 3 years

2. Diversification of fundraising income

3. Appeal to a new, younger audience

4. Create a national campaign to deliver efficiencies and scale

5. Increase RFDS Brand awareness, appreciation and showcase the breadth of services



11th May 
Campaign Plan, Budget –
GO GO GO!

26th April 
Planning 
Workshop

March 2022 Agency 
Recommendations

Sept 2021
Initial Thought 
Bubble

Nov 2021 
Feasibility calls

Phase 3: Planning

Feb 2022 
Landscape & 
Immersion 
Workshop

Feb 2022 Ideation 
Workshop





11th May 
Campaign Plan, Budget –
GO GO GO!

17h May 
Campaign 
name agreed

26th April 
Planning 
Workshop

1st June 
Creative 
Concepts

3rd August
Go Live!

29th June 
Campaign 
Manager 
Recruitment

March 2022 Agency 
Recommendations

Sept 2021
Initial Thought 
Bubble

Nov 2021 
Feasibility 
calls

30th June 
T-Shirts ordered

Feb 2022 
Landscape & 
Immersion 
Workshop

Feb 2022 Ideation 
Workshop

Phase 3: Implementation





It’s best to leave well enough alone

- Seb Krantz, July 2022



T-Shirt fabric Mailhouse send 
schedule VIP Name

Tier Names

FCRT Tier Design

Lack of proper photoshoot

Interactive Map 
functionality on Mobile

Lack of compelling 
patient stories

Some website photography

Photoshopped 
creative

Email inbox sender 
name

Km distance’s link to 
cause

eDM test variations

Website yellow

VIP Shout out design

Bits of eDM copy

Stock photo eDM 
banners

Walking stock photo

Weird green box on dollar 
handle on mobile

Dollar handle 
imagery

Donation receipt

Donation received trigger 
email











Different creative & landing 
pages:

Walk or run 79km in October

Ride 330km in October

















https://protect-au.mimecast.com/s/PvSkCYWLgGhLwDLWfWQn3t?domain=royalflyingdoctorserviceoceanstooutback.cmail20.com
https://protect-au.mimecast.com/s/J8u9CXLK4ESXW4XPs8Tdod?domain=royalflyingdoctorserviceoceanstooutback.cmail20.com
https://protect-au.mimecast.com/s/XDoJCZYMjJH5075quZHnSV?domain=royalflyingdoctorserviceoceanstooutback.cmail20.com








Donor Gamification



Interactive Map



Eye catching photoshoot



Eye catching photoshoot



Eye catching photoshoot



15% regos
56% active

2% regos
58% active

30% regos
63% active22% regos

64% active

10% regos
49% active

2% regos
69% active

19% regos
70% active

Rural participation



Facebook Group

• 1,417 members

• 994 posts

• 2,302 comments

• 23,377 reactions





Key Learnings

1. Early collaboration and joint learning was key
2. Agree objectives – ensured we didn’t get sidetracked
3. Get buy in on the campaign fundamentals before getting into the 

‘pretty’ stuff
4. A simple and proven concept can still work – find your uniqueness 

through lots of little tactics
5. The power of our national brand delivered something incredibly unique
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