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Acknowledgment of Country

CARE Australia acknowledges the First Nations of the land on which we work, including the Ngunnawal and 

the Wurundjeri Woi Wurrung of the Eastern Kulin Nation. We respect and celebrate the sovereignty 

of the Traditional Owners of these lands and pay our respects to Elders past and present.

CARE Australia further acknowledges the Indigenous peoples and traditional owners of the lands across all 

the countries in which we work, and recognise the enduring impacts of colonisation and ongoing inequality 

and injustices in the global, national and local distribution of resources, power and privilege.



A proud history of CARE



“Tell ‘em what you’re going to tell ‘em…” 

1. A Little Context

2. The Challenges We Faced

3. Where we Landed

4. Making the Transition

5. Impact on Fundraising

6. Where to from Here?

7. Lessons learnt



A LITTLE CONTEXT



THE YEAR WAS 2019…….

Restructure 
(4 months)

Executive 
team 

implosion 

New CEO

New 
Director 
(F&M)

Restructure 
(4 months)



THE CHALLENGES WE FACED



THE CHALLENGES WE FACED

1. Need to diversify and grow income

2. Low staff engagement 

3. Declining brand value 

4. Unfocused brand and narrative

5. Geographical focus

6. Ethical and moral imperative to change 

fundraising messaging



We needed to challenge the status quo 

in order to remain relevant and viable.



THE ELEPHANT IN THE ROOM……

Executive Team was CRUCIAL in

driving these changes - especially 

organisational structure and strategy.

● Theory of Change

● Organisational Structure

● Strategic Ambition

● Fundraising Strategy



WHERE WE LANDED



● Build internal unity

● Galvanise public support

● Enable market share gains by staying current and relevant

● Have a more cohesive and simpler narrative

● Focus on equity and opportunity rather than equality

● Not be afraid to have an opinion and say new things where it 

furthers our impact

● Focus on our impact with a strengths-based approach to 

communications 

● Put people at the heart of what we do

WE WANTED OUR BRAND 

TO……





https://www.youtube.com/watch?v=CMs79sOO9Hs




MAKING THE TRANSITION



BRANDING & EDITORIAL GUIDELINES



KEY MESSAGING & STRATEGIC AMBITION



SOME BIG SHIFTS

1. Geographical focus

2. Locally-led content gathering

3. Mindset 

4. “The journey”



APPEALS - ‘BEFORE’



APPEALS - ‘AFTER’
Women like Adercia 

understand the burden of unsafe 

water better than anyone.

That’s why CARE Australia is 

investing in their determination 

and skill.  

Will you please donate 

$<Ask1> and stand with more 

women to build a better future for 

their communities?



TRAINING SUPPLIERS

1. Review call scripts (content/language)

2. Training in new approach

F2F fundraisers Tele-fundraisers Copywriters



REVIEW & APPROVALS SYSTEM

1. Include the right people

2. Everyone has a specific part to play

3. Open to discussing feedback

4. Clarity on who has final decision-making

5. Reviewed regularly



IMPACT ON FUNDRAISING



TAX APPEAL 2021

What we tested:

Geography plus topic:

Hunger in Tanzania

(control 75%)

Livelihoods in PNG

(test 25%)



TAX APPEAL 2021

What we didn’t test (we just did it):

New approach to storytelling

(Tax 2021) (Tax 2020)



WAVE ONE



WAVE TWO



WAVE THREE



TAX APPEAL 2021TAX APPEAL 2021

What we didn’t test (we just did it):

New brand focus (women + agency)



TAX APPEAL 2021

Drum roll please……

● Overall income up 2.41%

● New (digital) donor income up 30%

● Email income up 63% (caveat - more emails)

● Direct mail donor response down (bumper 2020)

● Direct mail donor income was only 3% down

● PNG 1% higher response rate but lower ave gift (outlier)



SO WHAT’S THE VERDICT?



WHERE TO FROM HERE?



FOCUS ON THE DONORS

1. Donor feedback and insights

- Donor driver needs

- Donor Experience Project

- Supporter Survey

1. Develop products that serve our donors

1. Use insights to test and refine fundraising 



When one woman escapes poverty, she 

uplifts four others in Her Circle. 

In her home, workplace or region, she is the 

change-maker, connector, and mentor that 

drives change for herself and those around 

her. 

This International Women’s Day, get 

together with your friends, team, or network 

and shine a spotlight on women. Because 

when she leads, everyone benefits.



MAKING IT WORK FOR ACQUISITION

1. Which aspect of our mission/values mostly aligns 

with new audiences?

1. Test articulation of the problem/s we are trying to 

solve.



PLEDGE FOR CHANGE



TAKE-AWAYS

1. Test, test and test!

It’s the only way to get real measurable learnings and to build evidence to take to your Board.

1. Be open to evolving.

Trying new things, finding ways to overcome challenges and encouraging your teams (and yourself) to find 

news ways of thinking is how we evolve - personally, professionally and as a sector.

1. Don’t assume the work is ever ‘done’.

We are still reviewing our learnings and refining our practises.

1. Listen, decide and feedback.

Creating safe spaces for staff to be heard is crucial. But don’t get stuck in a consultation loop. Make 

informed decisions and feedback the ‘why’ to your staff.

1. Find every chance to get to know your donors.

Don’t just arrange focus groups to test a new brand or product. Pick up the phone. Brief Supporter Care 

staff to find out why someone cares about your organisation. Keep a log of positive feedback.



THANK YOU!

ANY QUESTIONS?

(we know you are hungry)



TRACK 

SPONSOR
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