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THE BIG GIFT CAMPAIGN 

Intensive fundraising initiative with specific: 
Target | Purpose | Timeline 

> It’s transformational <

Capital vs Capacity vs Comprehensive 



THE BIG GIFT CAMPAIGN



WHO GIVES TO A BIG GIFT CAMPAIGN 

Major donors 
Corporates 
Trusts and Foundations 

SMEs
Middle donors 
Other supporters 

KNOW YOUR AUDIENCE –
Linkage/Ability/Interest



BENEFITS OF DOING A BIG GIFT CAMPAIGN

Major donor numbers

Leadership

Gift sizes

Impact / awareness / 
excitement / engagement 

Culture & understanding of 
philanthropy

Get closer to achieving 
mission



POWERHOUSE PARRAMATTA CAMPAIGN 

First in Western Sydney

Largest since Opera House 

STEM-focused

Largest in NSW

Sustainability 

2m annual visitors

$915m project

$75m to raise 

2020-2024 



CHALLENGES 

No Campaign Readiness New territory

Case for support 

No major donors Politicised

Public perceptions and 
media



OPPORTUNITIES 

Visionary
Nurturing future of STEM

Western Sydney

Leadership

NSW Government Media attention

Organisational Assets



WHAT ARE YOUR CHALLENGES  AND OPPORTUNITIES?

Campaign Readiness / Feasibility Study

Find out 
Campaign options 
Confirm your target
Case for support
Educate leaders 
Engage donors & leaders 
Identify perception issues
Assess market 



WHAT DONORS WANT 
FROM THIS CAMPAIGN

Western Sydney
Equality of Access 
Giving Back 
Placemaking 
Community Visibility 
Sustainability 
Involvement 
Impact 
Vision and Excitement  



BUILDING A PROSPECT LIST

Cold calling 
Briefings
Advisory meetings
Research 
Lists 
Wealth scan 



BESPOKE PROPOSALS 

Capital 
First Year Programs 
Other Programming



CAMPAIGN STATUS 

Campaign Committee 
Engaged Executive 
Team 
Pledges 



CASE STUDY # 1

The Lead Gift



A LEAD GIFT CASE STUDY

- Western Sydney
- Parramatta
- Close relationship with WSU 
- Family Foundation
- Arts and culture
- Placemaking, architecture, sustainability 
- STEM workforce needs



AN ACQUISITION CASE STUDY

Identified Engaged Cultivated Proposal
Refined 
Proposal

Refined 
Proposal



PERSONALISATION



PERSONALISATION



A LEADERSHIP GIFT 



A LEADERSHIP GIFT 



THE RESULT

The Australian 



WHAT MADE THE DIFFERENCE?

Peer influence
Joint commitment
Impact & placemaking
Once-in-a-lifetime project
Interest alignment
Legacy & leadership 
Long pledge period
Programming
Quality of experience & personalisation



CASE STUDY # 2

A Considered Journey



AN ACQUISITION CASE STUDY

- Western Sydney 
- Immigrant entrepreneurs 
- Placemaking
- Food & beverage
- Agriculture 
- Family Foundation
- Science, space
- Personal collection   



AN ACQUISITION CASE STUDY

Initial briefing to gift agreement within 12 months

Identified
Cold 

Approach 
Research 

Initial 
Briefing 

Proposal



THE PROPOSAL & ASK 

Experience | Presentation | Brochure 

Option Amount $1,500,000 $5,000,000

Capital Kitchen 
15 years

Rooftop Garden  
25 years

Programming Culinary Archive Showcase South West Sydney Legacy 
Project 

Recognition and Involvement Visionaries
Host Events 
Involvement of Business 

Leadership Circle 
Local Impact 



PERSONALISATION



THE RESULT
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THE RESULT



WHAT MADE THE DIFFERENCE?

Once-in-a-lifetime opportunity 
Unique project
Interest alignment
Legacy
Long pledge period
Lead Gift (peer influence)
Quality of experience & personalisation
Programming element 



WHAT’S NEXT FOR THE POWERHOUSE 
PARRAMATTA CAMPAIGN? 



WHAT’S NEXT?



WHAT’S NEXT?

Stewardship
Pledge announcements
Pipeline 
Gift chart 
Asset Register 



PIPELINE LABELS 



WORK YOUR GIFT CHART



A NOTE ABOUT 
ASSET REGISTERS



SOME TAKEAWAYS

Campaigns are worth the hard work



SOME KEY TAKEAWAYS AND TIPS

Do a Campaign Readiness/Feasibility 
Study
Work your gift chart
Continuously qualify and disqualify
Develop an asset register

Campaigns are great! 
The opportunities are immense

Know your audience –
Linkage/Ability/Interest
Research and personalisation

Quality communication & experience
Make everything as easy as possible



THANK YOU

Let’s Connect!

tessa.irwin@maas.museum
linkedin.com/in/tessa-irwin/

mailto:Tessa.Irwin@maas.museum
https://www.linkedin.com/in/tessa-irwin/
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