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So what did we do?

1.  Strategy – seriously, don’t bother without it

2.  Fundraising Propositions  - yep, seriously, don’t even

3.  Cash – one step at a time

4.  RG – get the basics right first

5.  Dig acquisition – it takes time and skill, but it is worth it

6.  Emergencies – the opportunity to acquire and connect

7.  We couldn’t do it all at once - what we had to wait for…

8.  Good and bad stuff we learnt on the way

9.  How to get the best from your agency



Strategy



Strategy



Strategy

Original Fundraising pathway from FY17 to FY21

1. Strategic development & Long-term partnership

2. Financial modelling and realistic performance

3. Fundraising Proposition development

4. Philanthropic brand to develop - evolve from a warehouse and logistics company

5. Acquire a supporter base – across multiple channels

6. On-boarding - Thank, welcome, nurture new donors and provide them outcomes

7. Continue to encourage donors to give again

8. Integrate existing donors to digital fundraising and recruit new on digital

9. Develop a reason to give regularly and convert existing donors to monthly giving – and recruit new to regular

10. Identify those with major donor potential

11. Set up a major donor case for support / corporate prospectus that supports larger donations

12. Identify those who could leave a GIW – set up a GIW program

13. Underpin above with solid data analytics and business intelligence



The results

FY15 FY16 FY17 FY18 FY19 FY20 FY21 FY22

Donors 164 126 2,133 4,744 6,293 31,666 47,567 35,417

Donations 345 427 5,500 11,729 24,862 57,897 77,958 112,856

D per D 2.10 3.39 2.58 2.47 3.95 1.83 1.64 3.19
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The results

FY16 FY17 FY18 FY19 FY20 FY21 FY22

Revenue $361,402 $693,195 $1,642,931 $1,943,117 $6,498,544 $10,896,548 $11,631,723

Expense $33,032 $401,536 $941,102 $1,229,882 $2,526,716 $3,156,892 $1,758,703

Net $328,369 $291,659 $701,829 $713,235 $3,971,828 $7,739,656 $9,873,020
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Building mid and major pipeline

FY18

$250 - $499 113

$500 - $999 36

$1,000 - $1,499 22

$1,500 – $1,999 10

$2,000 - $2,999

$3,000 +

$5,000 +

FY22

1,111

1,889

113

18.5K SV



Strategy



Strategy

Board and CEO engagement plan

Financial modelling

Strategic audit and review – ever evolving

Understand your key KPIs that will have the biggest impact



Fundraising Propositions

=

The challenge

When for years…

=



Rational Propositions





shame

anxiety

stress

guilt

Emotional Propositions



Emotional Propositions

togetherness

happiness

community

mateship



Appeals

Propositions



Appeals

Proposition development

No mother should have to make the impossible choice between 
feeding her kids or getting her child life-saving medical care. Your 
gift can give the relief of fresh food and essential items to 
hardworking parents struggling to feed their family.

Organisational Proposition

We fight hunger by sourcing food 
for people in need.

Fundraising Proposition

No Australian should go hungry. Help ensure 
all Australians have access to fresh food and 
pantry staples to feed their families.

GIW Proposition

By leaving a gift in your Will, you’ll be helping to ensure 
Foodbank NSW & ACT grows stronger, more steadfast, 
more capable – always ready to respond, putting food on 
the table and hope in the hearts of NSW & ACT families 
whenever times get tough.

Appeal Proposition

Every Australian child deserves the best we can give 
them, not hunger.

RG Proposition

TBC – underdevelopment ☺

MV Proposition

Get your free Eating for Energy guide now.

Digital 2 Step Proposition



Propositions

Map it out – understand your messaging

Invest in sourcing and managing case studies 

Real images, real people (within reason)



Cash 

Bequest

Major Donor

Middle Donor

Regular Giving

Cash Giving



Cash – DM ACQ 2016 



Cash – DM acquisition

DM is not dead, acquisition continues to prove itself despite the cost

But is does cost a lot, know your numbers, set expectations 

Take your best cash pack and adapt for ACQ

You need a premium – start with local production and prove your business case 

You need to know your second gift rates and what sustainable success looks like

You need a welcome journey – no, seriously you do

Test, test, test

Make best friends with your data broker – we love you Tedirex

Don’t forget to reactivate – we love you too The Data Collective
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Cash – warm

Build up your schedule at your own pace – make sure the ROI works

Don’t skimp on the principles

If you don’t like planning IG may not be for you

Data or death – know your numbers



Cash – dig integration

Started slow and built over time

EDM – then SMS

PURLs – you do best practice for DM, why not dig?

Testing (long vs short copy, then everything else…)

Landing page optimisations



Cash – dig integration

Xmas 2020



Outcomes

Cash – non ask comms
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ONBOARD1 ONBOARD2 ONBOARD3 ONBOARD4



Regular Giving



Started with RG Prop and Journey and F2F roll out

Regular Giving



Regular Giving - Diversify

Tele-Conversion Warm appeals Website 2 Step



Regular Giving

Model it out - RG can be a significant investment, build your case, set expectations

Foundations first – don’t skimp on the proposition

Build the on boarding journey before you acquire 

RG is more than F2F, you need to diversify

Don’t forget about all the admin… so much admin… the cancellations alone

And please don’t forget to upgrade and reactivate



Digital Cash Acquisition

Campaign CPA Revenue Donors ROAS Spend Conv Rate Ave. Gift

Xmas 2019 $132 $8,012 113 53% $15,000 18% $51

Campaign CPA Revenue Donors ROAS Spend Conv Rate Ave. Gift

Xmas 2022 $19.83 $50,162 698 362% $13,852 15% $72



Social ads – the beginning

Digital Cash Acquisition



Test propositions

Digital Cash Acquisition



Test – need vs outcome

Digital Cash Acquisition



EDM & SMS integration

It takes time to build your learnings – what works today may not work tomorrow

Dig cash acquisition is a specialised skill – get help – constant tweaking & optimization

Your appeal content may not always work 

Find your dig cash banker and test, test, test

On boarding and engagement plan – this is acquisition after all

Monitor second gift rates

Digital Cash Acquisition



EDM and SMS

Emergencies



Emergencies

During the COVID NSW Lockdown campaign

of the 12 emails that were sent, only five were asks.

The other 7 were thank – and delivered tangible updated with 

What had been achieved thanks to donor (with cheeky soft ask in PS) 



Emergencies

Have a plan (SMS and homepage, EDM1 to emergency donors, EDM2 to all donors etc…) 

CEO on board with your emergency approach

Be responsive rather than perfect

Align the messaging to an emerging crisis when possible

Be authentic – in what you ask for and what you share

Thanking is critical – not just at the end

Strip back design

No PURLs – slow you down, also look over engineered in a crisis



EDM & SMS integration

We couldn’t do it all at once

Bequests

Relationships

Major Donors, Corporate

Regular Giving

Face to Face, Tele-marketing & Digital

One-off Giving

Direct Mail, Digital, Events

Year 2 – FY18

Year 1 – FY17

Year 3 – FY19

Year 4 – FY20



Good and bad stuff we learnt along the way

FBNA client #1 – growing pain on both sides

Be honest about capacity – both on client and agency side

Progress over perfection - evolution – sell that in to your stakeholders

Shared planning and results tools for the team

Review quarterly and annually – reflect and assess

Don’t skimp on data support and insights – thank you Dan Wilson!

Be single minded in each action

Being too ambitious – hello chatbots 2019 – FAIL

Proof reading is good

Don’t settle if it doesn’t feel right – your donors deserve it



How to get the best from your agency

From the start:

• Do your research – get to know them and what they offer (and what they don’t).

• Pick an agency that has a history of delivering results. Not once. Not twice. Consistently. 

• Look for a partnership that’s based on mutual respect and feeds collaboration.

Once you have:

1. Build rapport – you’re going to spend a lot of time together!

2. Build clear expectations from the start around ways of working and review progress regularly. 

3. Set goals that are clear and measurable for every activity. 

4. Call each other on issues right away – be nice – but be timely

5. You’re entering into a partnership – approach and solutions together. 



Thank you

Andrew Sabatino – asabatino@donorrepublic.com.au

Kate McMillan – kmcmillan@donorrepublic.com.au

Josie Peach – jpeach@donorrepublic.com.au

Jen Birks - jennifer.birks@foodbanknsw.org.au



TRACK SPONSOR
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