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Culture

Tactics

Insight

Successful Fundraising



1. Data capture

2. Analysis and targeting

3. Lead generation (warm, survey, cold)

4. Conversion (Moving from Why > How > Done)

5. Donor care and stewardship 

6. Working with influencers

7. Ongoing communications

8. Promoting a positive Internal culture

9. Measurement of success

Bequest Best Practice



Motivators to use

Making a 
Will

Future 
Security

Future 
Control

Future 
Certainty

Peace of 
Mind 
Today

Motivators to make a will
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• Health Scare, Travelling overseas

• Death/illness of someone close

2

• Change in relationship status

• Birth of grandchildren. Change of Executor

3

• House purchase.

• Inheritance

4

• Supporting a Charity

• Retirement. Sorting out financial plans

Triggers

They can happen anytime, so we must always be promoting



Bequest Surveys



Adding depth

Donor Type

Value

Longevity

Behaviour
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Profile

Competition

Engagement

Satisfaction

Communications

Intentions

Alignment

C
as

h New < 12mths

Habit > 24mths

R
G

New < 12mths

Habit > 24mths

Who else  is asking?

What will they do in the 
future?

What will they do for you?

How are they treated

Recall and consumption

Who are they

Geo-dem ; Life stage

Who else do they support?

Purpose and rating

What do they do with you

Passion and identity

Your brand: their beliefs

Emotional Connection 

Loyal
Engaged

High Value
Supporters

Relative 
performance 

to other 
NFP’s

Difference 
between donor 

types

Improve 
are you getting 

better

SES



Appeal Donors Regular Giving Face to face RG+Cash

5324 2365 1030 1224

High Value ($1,000+)Medium Value ($100 to $1000)Low Value (<$100)

Long (7 years+)Medium (3 to 7 years)New (Under 2 years)

2349 2630 188

2200 2588 1555

8,314 Donors



Survey Response Rates

5%
6%

10% 10%

4%

16%

6%
7%

10%

6%

4%

All Cash RG RG+Cash F2F High
value

Mid value Low
Value

Long Mid New
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Acknowledge

Reason

Classification

Normalise



Bequest Response Rates by charity

2.6%
2.1% 8.5%

1% 1%

10%

7%
5% 5%

1% 1%

5%5%

3%

27%

Confirmed Intend Consider

Bequest Leads as % of respondents

Total A B C D

13.2%
(995)



13%
11%

16% 16%

22%

28%

10% 10%

32%

11%

8%

All Cash RG RG+Cash F2F High
value

Mid
value

Low
Value

Long Mid New

Bequest Response Rate (respondents) Survey Response Rate

Bequest Response Rates by type

13.2%
(995)



Other Extensions



Extending supporters

15%

5%

3%

20%

5%

9%

11%

4%

0% 5% 10% 15% 20% 25%

Taking part in a fundraising event like a fun run,
ride or swim

Organising a fundraising event in my workplace or
community

Encouraging my company to support

Attending a function to hear from  staff

Volunteering with administrative help

Sharing messages on my social media profile

Following posts on Facebook, Twitter, Instagram or
other social media

Volunteering at events

All



Extension by value longevity and type

0%

10%

20%

30%

40%

50%

60%

Taking part in a
fundraising

event like a fun
run, ride or

swim

Organising a
fundraising
event in my

workplace or
community

Encouraging
my company to

support

Attending a
function to

hear from  staff

Volunteering
with

administrative
help

Sharing
messages on

my social
media profile

Following posts
on Facebook,

Twitter,
Instagram or
other social

media

Volunteering at
events

Chart Title

All Cash RG RG+Cash F2F High value Mid value Low Value Long Mid New



Extending supporters

198  confirmed bequestors
160 intending bequestors
637 considering a bequest
41 new major donors
203 prospective major donors
848 event fundraisers
240 community fundraising organisers
1087 potential alternative gift buyers
2,155 engaged donors making comments



Understanding Donors

1. Are they who we think they are?

2. What are they like?

3. What do they think of us?

4. Are they satisfied?

5. Are they engaged?

6. What do they think of our communications?



Understanding Donors

46% 46%
37% 36%

54% 54%
63% 64%

Confirmed Intend Consider NO

Bequest response by gender

Male Female



Understanding Donors

1%

8%
13%

7%7%

16%

19%

12%

34%

35%

37%

32%

56%

34%
24%

46%

Confirmed Intend Consider NO

Bequest response by Age

Under 18 18 to 29 30 to 39 40 to 49 50 to 64 65 to 74



Understanding Donors

61%
59%

44%

32%

Confirmed Intend Consider NO

Giving to them is an important part of who I am 



Net Endorser Score
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Net Promoter Score



Sample = 

Engagement Elements

0%

10%

20%

30%

40%

50%

60%

70%

80%

I would like to be more involved in what
they do

I would like to be more informed about
what they do

They are making a greater difference
than other charities

I am really passionate about their work

They are the most important cause I
support

Giving to them is an important part of
who I am

If asked, I would donate more

I would proudly wear their T-shirt when
going out to be associated with them

If I stopped giving people would be
much worse off

I am very satisfied with how they treat
me

By Donor Type (average)

Cash RG RG+Cash F2F All
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Longer standing supporters are more engaged on most measures

Sample = 

Engagement by longevity

0%
10%
20%
30%
40%
50%
60%
70%
80%

 I would like to be more involved
in what they do

 If asked, I would donate more

They are the most important
cause I support

They are making a greater
difference than other charities

 I would like to be more
informed about what they do

They are different from other
organisations addressing this…

 I would proudly wear their T-
shirt when going out to be…

 If I stopped giving children
would be much worse off

Giving to them is an important
part of who I am

I am very committed to
supporting them in the future

I am very satisfied with how they
treat me

I am really passionate about
their work

Engagement by longevity

13 and 14 11 and 12 04 to 10
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Your supporters are more engaged and willing to do more than 
other charity supporters

Sample = 

Thinking about your support for charity X would you agree or 
disagree with the following statements?

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

I would like to
be more

involved in
what they do

I would like to
be more
informed

about what
they do

They are
making a
greater

difference
than other
charities

I am really
passionate
about their

work

They are the
most

important
cause I
support

Giving to
them is an
important

part of who I
am

If asked, I
would donate

more

I would
proudly wear
their T-shirt
when going

out to be
associated
with them

If I stopped
giving people

would be
much worse

off

I am very
satisfied with

how they
treat me

: All

A B C D Average Total
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Rational Emotional

Active

Passive

Planners
Want to know the strategy is working

Idealists
Want to believe in solution

Pragmatics
Prove and reassure

Dreamers
Want the stories of hope

Re – expressed by Martin
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Q14 I would like to be more involved
in what they do

Q14 I would like to be more
informed about what they do

Q14 They are making a greater
difference than other charities

Q14 I am really passionate about
their work

Q14 They are the most important
cause I support

Q14 Giving to them is an important
part of who I am

Q14 If asked, I would donate more

Q14 I would proudly wear their T-
shirt when going out to be

associated with them

Q14 If I stopped giving people would
be much worse off

Q14 I am very satisfied with how
they treat me

Engagement

Passive - Rational Passive - Emotional Active - Rational Active - Emotional



QUESTIONS?

PROUDLY SPONSORED BY



THANK YOU

MARTIN PAUL
DIRECTOR 
MORE STRATEGIC

PROUDLY SPONSORED BY

NEXT IAC WEBINAR: 9 DECEMBER
INCLUDE A CHARITY: LEGAL ENGAGEMENT TOOLKIT
ROSS ANDERSON MFIA, NATIONAL GIFTS IN WILLS MANAGER,
NATIONAL STROKE FOUNDATION

FOR MORE INFORMATION AND TO REGISTER VISIT WWW.FIA.ORG.AU/IAC


