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23% of Australians have considered 
leaving a Will. Of these 3% and 13% of 
Australians will “definitely” or 
“probably” leave a gift in Will 
respectively. 

A potential of 2.6m Australians
More Strategic Public Survey Nov 22 n=1,031



If 5% were converted to confirmed 
bequestors it would equate to an 

estimated 12BN in gifts



Charities are on average 
stewarding 1k confirmed and over 
2k intenders/considerers. 

14% growth in pipeline size over 
last 5 years, driven by ‘More 
Information’ category.

Include a Charity benchmark 2022



Let’s convert the 
average pipeline 
considerers: 3% 
intenders: 7%. 

$7.5m
Include a Charity benchmark 2022



Small ($5m under)

Medium ($5-10m)

Known GiWs

Known CRM

Large ($10-20m)

Large ($20-50m)
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Our considerers are:
•Single
•No children
•University degree
•Permanent employee
• Live in the city 

More Strategic Public Survey Nov 22 n=1,031

Demographics



More optimistic about the economy, their financial 
situation & reflected in their generosity: 

• Strongly agree that they are better off than they 
expected

• Don’t feel they have to think much about what they 
spend  

• Strongly agree that they are actively trying to save 
money 

• Likely to give a little more to charity this year and a few 
more charities 

• More likely to talk to about their charitable giving to 
parents, siblings and friends (Spouse/Partner has equal 
distribution for all) 

• More likely to say their trust in charity has increased a 
little

Attitudes



Higher engagement in past 3 months:

• A phone conversation with a charity representative

• Attended a charity event 

• Completing charity survey 

• Received info about GiWs

• Purchased charity merchandise

• Read a newsletter / annual report 

Higher digital engagement in past 3 months:

• Visited charity website 

• Seen charity advert on social media

• Clicked a charity advert 

• Seen & Signed online petition

• Raised funds using an online fundraising page (for example a fun run)

• Watched a charity video (multiple times)

• Liked a charity post and shared a charity post

Engagement



Confirmed

Average LTV: $7.7k
Median LTV: $2k 

Last 12mths $1,183 
35% cash / 23% RG

74yrs
NPS:74

More Strategic Supporter View 2022

61% emailable 
Open: 95% / 49%
Clicked: 70% / 8%

Intending Considering

Average LTV: $5.0k
Median LTV: $1.9k 
Last 12mths $750 

30% cash / 32% RG
71yrs

NPS:75

72% emailable 
Open: 88% / 37%
Clicked: 62% / 5%

Average LTV: $2.2k
Median LTV: $670 
Last 12mths $425 

35% cash/ 20% RG
69yrs

NPS:64

60% emailable 
Open: 86% / 30%

Clicked: 47% / 2.7%



More Strategic Benchmarks 
by engagement
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Cancer Council Victoria
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“We don’t want this horrible 
disease for our future 

generations, but nothing will 
happen without more research 

and that of course takes 
money.”

DEMOGRAPHICS
• 69
• Married 35 years
• Postgraduate degree
• Retired accountant
• Empty nester with family close by and 2 x grandkids
• Portsea

NUDGES
Authority: She responds to seeing researchers 
and Todd as the CEO talking about the 
advancements made in research. Mental 
Accounting: She has been consistently giving to 
Cancer Council Vic but if she allocates a gift in 
Will she’s likely to change her Xmas and Tax gifts
Pre-commitment: She has expressed her interest 
in leaving a gift in Will and is open to 
communications to continue this discussion

MEMORABLE EXPERIENCE
Personal conversation where they feel understood 

OPPORTUNITY
To give Mary the support and information 
required to include a gift in Will along a timeline 
that matches his expectation and engagement 
with Cancer Council Vic 

CHARITY ENGAGEMENT
Has given more than $5,000 during her lifetime 
and gave a $250 gift at tax and Xmas this year. 
She is thinking about leaving a gift in her Will and 
reducing the frequency of gifts.  

CAUSE ENGAGEMENT
Father died with prostate cancer. He had a good life, 
but even so, she felt that his father really suffered in 
the latter part of his life. She’s worried about this ever 
happening to another family member  

EXPERIENCE
“I love the work that Cancer Council does, and I
will keep supporting them. The more invested in
research the better”
She knows she is just one of many donors and is
happy to just do her part. Is a promoter of the
organisation and holds CCV in high regard.

PAIN POINTS
Their appeal engagement doesn’t match the 
‘understood’ experience 

COMMUNICATIONS

MARY maybe!



Examples - Retention Journey

Thank You Event
2022

Newsletters & 
Impact Reports

Hand-written
cards

Personalised Contact 
as per preference of 

Donor

- Phone calls
- Visits
- Email
- SMS
- Invitations to Lab 

Tours
- Nil



Lead Qualifier: Cold giW Considering and Intending Supporters

giW Booklet

Digital copy 
for 

safekeeping.

Meet Mel

Plain Text 
eDM

Highly 
personalised 

with video 
from Mel.

Mini Survey

What are 
your 

interests? 
Help us get to 

know you 
better!

Week 4 Week 7 Week 11 March

Happy 
Holidays

giW
Testimonial

Jenny’s story 
and video.

Week 14

2023 
Supporter 

Survey
TM Calling

July



Lead Qualifier: New giW Considering and Intending Supporters

giW Booklet

Physical and 
digital copy.

Highly 
Scored: 

Personal 
phone call 

from RM

Meet Mel

Plain Text 
eDM

Highly 
personalised 

with video 
from Mel.

Impact eDM

Inspiring 
Stories from 
news/blog 
section on 

website.

Mini Survey

What are 
your 

interests? 
Help us get to 

know you 
better!

Week 2 Week 6 Week 7 Week 11 Rolling

Engagement 
Score

Research 
Event/ Fact 

Sheets

2 per year



Example Emails



Average Email Performance Across Journeys

Open Rate

63.38%
Click to 

Open Rate

4%

Unsubscribe 
Rate

2.37%
Bounce Rate

1.42%



Email Performance by Content Theme 

65%

77%

47%

74%

2%
11%

1% 2%
0%

10%
20%
30%
40%
50%
60%
70%
80%
90%

Introduction
Relationship Manager

giW Information Impact Happy Holidays

Open Rate Click to Open Rate



Guide Dogs NSW/ACT
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2018 2019 2020 2021 2022

Size of pipeline vs BQ acquired from pipeline

Acq from pipeline Size of pipeline

An ever-growing pipeline...
but less productive?



Key donor dynamics are diluted in more recent pipeline acquisition

DOB Known Of known 70+ Prop 12+ Donated $1k+

% Bequestor % of pipeline % PL acq 22



Acquisition Source

- telemarketing

-survey

-website

-event

-DRTV

-referral

-appeal resp mech

-Estate Rec

Event Invitation Event Attendance Follow up call

Prioritized Call
Referral FU, 

Donation, Birthday

Digital Journey
Follow up call or 

eSurvey

Non email 
Engagement

Pipeline DM Engagement SMS

Calendar
Prioritized Follow Up 

Call

The source of acquisition drives engagement tactics

Guide dog engagement – puppy pals, appeals, newsletters

National
Survey



Remote Stewardship – The Guide Dogs Digital Journey

27

Implementation Considerations and Challenges
Unsubscribes

Volume of emails
Donor hierarchy

Digital Capability

Impact Testimonials Educational Events On going 
comms



Digital Journey Outcomes

1.10%

1.80%1.90%

3.90%

1.10%

2.70%

0.60%

1.50%

0%

1%

1%

2%

2%

3%

3%

4%

4%

5%

Upgrade BQ Upgrade INT

Considerer movement Jun ‘21 vs Jan ‘23

No Journey Intake 3 Intake 4 Intake 5

28



How have considerers been engaging with the journey?

0

20

40

60

80

100

120

All Digi Journey BQ Upgrades INT Upgrade Intake 2 Intake 3 Intake 4 Intake 5

Average Engagement Score

Average Engagement Score

5.8%
Upgrade

High engagement from upgrades and intake 3 suggests that the digital journey is working



Engaged digital journey also engage in calls and 
events

9.70% 12.30% 18.10%

Non Digital Journey Digital Journey Digital Journey with +100
engagement

% of donors that also attended events or received 
successful call



TRACK SPONSOR
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