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Agenda

Learn from your donors

Qualify your database

Segment prospects and collaborators

Design a 12 months multi-channel communications map

A N .

Reaching out to prospects
a) Telemarketing campaign
b) Donor survey and DM
6. F2F engagement opportunities—leverage donor events
7. Enhance efforts on donor care

Digital integration and practical advice on how to reach your targeted
donors on Facebook

9. Budgeting and visual pipeline

f d include a Jw1/7
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Learn with your donors

Confirmed Warm Leads (Considers and Planners)
1. Developa p
detailed cohort LK -
and donor w.
behavioural A S
analysis of your [
charity’s: \
1. Confirmed '
* Average Age ° Average_ Age
group. « Predominant gender * Predominant gender :
o Average number of donations to the charity * Average number of donations to the charity
2. Warm leads * Average recency « Average recency
(CO nsiders / * Average value * Average value
. How does she encounters your charity: How does she encounters your charity:
enquirers and 1. Mail , 5 Mail _
. 2 Invitations to exclusive events 6. Invitations to exclusive events
intender/ 3. Call o 7. Call
p I anner S) 4. Welcome letter and ‘gifts ol o
. . Goals and motivations: e ie. Personal connection with the cause
2. Pinpoint key « ie. Acquaintance with CEO or Board Members.
. .- ice use:
identifiers and Device use: + Landine Telephone
H e Landiine Teleph o Mail and emai
motivators. S e e
Demographic Location Demographic Location . _
e |Is there a prominent presence in a state, council « Is there a prominent presence in a state, council

Fundraising Institute Australia

fiq nclude o hasly
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Bequest Score

* Based on the previous analysis,

categorise donors within your N Number of Gifts 1

. . . N Mumber of Gifts + Recency 1

database per likelihood of leaving a Recency R
bequest Medium gift value 1

| High gift value 2

 Design your indicators by analysing Age (elderly) 2
. . Family Status 3

your confirmed bequestors (their |Marital Status 2
average gift, proximity to the cause, Ejjﬂi:emﬂ”m the cause i
recency and others) Total 17

Fundraising Institute Australia
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Segment prospects and collaborators

Prospect 1
— Unknown Donor

Prospect 2
D;rothy — Silent Generation

-
-

‘é:

‘On the Verge of Conversion’
Age: 75+
Gender: N% female
How does he encountered your How does she encounters your
charity charity:
« ie. Donation Boxes e ie Events
¢ ie. Recommendation e
from solicitor Goals and motivations:
o e Family member
Goals and motivations: touched by the cause
* |e. Personal connection :
to the cause Average gift
e e $150
Average bequest gift
o ie $100,000 Average recency:
e je 5t qtﬂsm 12 months
Device use: )
o ie. Landline Telephone ~ Device use:
o ie Mail o e Mail

:d

Fundraising Institute Australia

Collaborator A

Prospect 3 Collaborator B

Inﬁwmabon&Supporf

‘Lead with Good Potential” ‘Information & Support’
Age: 55-72 Age: All Age: All
Gender: N% female Gender: N% female Gender: All
How does she encounters your How does she encounters your How does she encounters your
o je. Maill & email o je. Working e ie. Include a Charity
o je. Volunteering brochure
Goals and motivations: o e Website
* ie. Professional Goals and motivations: o e Bequest Manager
experience close to the » [e. Support beneficianes
cause. and their families Goals and motivations:
_ o ie. Chanty Success o ie. Recommend reliable
Average qift: organisation
e je $55 Device use: * ie. Receive prompt
« je. Computer, tablet, support from organisation
Average recency: smart phone, social needed.
. je 5+qrﬂs:n24months media.
Device use:
Device use: » ie. Computer, tablet,
* je. Computer, tablet, smart phone, social
smart phone, social 5
media.

include a char
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Design a 12 months communications map

Loyalty Loop Strategy

-, o ,‘, o ‘

Personalise Letter or email Email and Post Beguest story Pustevent Post thank you

and post to confirmed, Invitation to ini rwemal Ieﬂﬂm with
calling warm |eads, Donor Event fulluwng post
Tum:h anh campaign staff and survey. event letter fullmnng site
packs. lawyers SUrvey. tour.
about Include

& Charity
Week

""‘"““"""r't ": Produce new Refresh
EoTLE T video website
Retain




Reaching out to prospects—Calling Campaign

 Prospecting and lead qualification call, likely to be the first
conversation donors will have with your brand about bequest.

 Select prospects with a base score of N (i.e. score 5) and above, based
on volume.
e Recommended a call volume of at least 4,000 donors with valid phone

numbers to achieve a penetration of approximately 3,500 being 2,000
billable contact (qualified leads).

Fundraising Institute Australia

Help the work live on.
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Reaching out to prospects—Calling Campaign

Calling Total Investment & ROI

i R e e o e

Considers N * 45,000 169.01
Intenders N N * 45,000 15.24
Confirmed N N * 45,000 5.83

ROI of 30.8 considering a
conservative conversion
ratio of 1/6 considers and
intenders to the
confirmed bequestor
stage.

:d

include 4 char

Help the work live on.
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Reaching out to prospects—Donor Survey

e Part of your
Appeals
Programme
calendar

. Personalised
for confirmed
bequestors (to

re-confirm)
and warm

leads (identify

progress)

* Test premium
pack for high
score donors.
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Rev Grahame Ellis

When our son David
was born with cerebral

palsy, C

Alliance was a lifesaver.
Leaving a gift in our
Will to them was one
way to say ‘thank you'

4

Many supporters choose to include a gift to Cerebral
Palsy Alliance in their Will. These types of gifts are
vital to ensuring we can continue to provide services
to people with cerebral palsy. Once you have
provided for your family and loved ones, would -
you consider remembering Cerebral Palsy Alliance
with a gift in your Will?
Floate tick one box only
[} Yes, | have already mentionad Cersbral Palsy
Alliance in my Will
:[] lintend to includs Cersbral Palsy Alliance when
| next reviss my Will
+[J | would consider remembering Cerebral
Palsy Alliance in my Will. Please send me
some information
+[ I have written 3 Will and have mentioned
charities but do not intend to include Cerebral
Palsy Alliance in my Will at this time
<[ | have written a Will but have chosen not to
include Cerabral Palsy Alliance

+[J | do not have a Will
L 3600 |

(0 w5000
0] N Lows st itomsted

Ohavmmtoems crvvs 3 e bme showbun e
Ploaze renum your Sonation 1o
Cerebral Paluy Alance. PO Box 8427
Pranch Porest NSW 2086

¥ you would ke o mwike your it over the phone,
pleme 2l 1300 134 330
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Reaching out to prospects—DM

 Enable donors to
self-identify through
Mail Appeals.

e Tick boxes on
donation form.

 Personalised for
confirmed
bequestors (to re-
confirm) and warm
leads (identify
progress)

fta

Fundraising Institute Australia

1r]
Yes, | would like to help fund .

vital research into cerebral palsy. @mj}m{ﬁ;&b\
ALLIANCE

Ermchaned plwase fimdl my giftat RESEARCH FOLNDHIION
O
[l
O
O

Plosi @ find emcbaed &
Dchr.’.lr D Morsry orcer paystss £ Canstes! Palry Slinca’]
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Plis & complote ooe of Ui paymiet optioss balow
Cried it card paymeat

O mssecad vie Oaces [ oiesn
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Pleaze lot
|:| Please send me information on leaving a bequest in my will to Cerebral Palsy Alliance.

l:' | have already included Cerebral Palsy Alliance in my will.

Please returmn your completed form in the envelope provided.
[ o st re iferma o o v a brwcpost s ey il s Corwaral Palsy Alfares:
] 1 o el s b Pl Al i sy

Plaase mum your complated form in e enwelbpe provided.

Thank You

Pl fum o for Caratm| Pairy Al e Frivacy S s mant

Include a dhari

Help the work live on.



f

Fundraising Institute Australia

Reaching out to prospects—DM Results

Donor Survey and DM Total Investment & ROI

e L Rt L uture ncome ___ROI(CPA Camaign)

Considers N * 45,000 16.46
Intenders N N * 45,000 13.07
Confirmed N N * 45,000 5.83

ROl of 7.4 for a
conservative conversion
ratio of moving 1/4 of
considers and intenders to
the confirmed bequestor
stage.

ol include 4 Jum%
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Leverage donor events

 Engage field workers and beneficiaries
to present.

. Integrated messaging.
. Make a DVD

2,

Ethan Clough
11/04/2004 - 13/09/2010 Ethan’s Grandfather

. Agiftinyour Willto
"~ Cerebral Palsy Alliance.
Your gift of hope for future generations.

Ve

. .
A LrL%\KN CPEaﬂsb’

wn as

include a Jum%
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https://www.youtube.com/playlist?list=PLWjielonJppnnxf7Wa5GG7fyeyBjF59g6
https://www.youtube.com/watch?v=InsOSQ_0uOs
https://www.youtube.com/watch?v=InsOSQ_0uOs

Leverage donor events

* Invite prospects
 Send post-event

letter with an
update to all
donors who
were invited

e Personalise
prospects,
confirmed
bequestors and
warm leads.

Fundraising Institute Australia

Your exclusive
update
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Leverage donor events

. Include short
survey on post-
event letter.

fta

YOUR FEEDBACK WOULD BE GREATLY APPRECIATED

|:| Yog, plaase sand me a copy of the video of tha Carabral Palsy Allance spacial morming tea 2o | can sao first-

hand all that my suppot B achieving.
[[] Henz ig my emall address eo you can arange delvery
[] 1 don't heve a computer, pleass sand me a copy of the DVD via post.

|:| Yeg, please sand me a copy of Carsbral Palsy Allance’s Gift in Wille booket so | can learn more about
Shannon's moving journey with Ethan.

|:| Yeg, please include me on the invitation list for amy more events liks this.

Commant and facdback:

include a char
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Enhance efforts on donor care

« Make the
welcome gifts
for your
confirmed
bequestors an
opportunity to
connect them
further with
your cause.

fga include a chas
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Enhance efforts on donor care

P N

Comment and feedback:
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Enhance efforts on donor care

Hand-write
thank you cards
for all prospects,
warm leads and
confirmed
bequestor who
donate to your
Appeals. Post
cards with the
receipts.

* Integrate with
cause messaging
(client artwork).

fta

ThankYou

The picture in front of this card is a photograph
of an artwork designed by Virginia Redenbach
in 2015, she lives with cerebral palsy and attends
the Art Workshop at our St lves centre.
Virginia is an Artist, who likes Drama and has
been receiving services from Cerebral Palsy
Alliance for more than 20 years. Thanks for
supporting and believing in people like Virginia.

Corcbral Palsyy

arly known 5 Tho Spstic Gontro

include a Juu
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y



Agenda

Learn from your donors

Qualify your database

Segment prospects and collaborators

Design a 12 months multi-channel communications map

vk W e

Reaching out to prospects
a) Telemarketing campaign
b) Donor survey and DM
6. F2F engagement opportunities—leverage donor events
7. Enhance efforts on donor care

Digital integration and practical advice on how to reach your targeted
donors on Facebook

9. Budgeting and visual pipeline

f d include 4 wa%
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Help the work live on.



Digital integration

DIGITAL LANDSCAPE SELECT MONTH

The Nielsen Digital Landscape is a monthly summary of Australian online behaviours. The interactive
report gives you a summary of surfing and streaming behaviours, a trend report showing behaviours
by device around device type comparisons and a gender breakdown of hybrid streaming.

Ages 2-17 Ages 18-24 Ages 25-34 Ages 35-49 Ages 50+
Percentage
of Online 15.77% 12.50% 16.87% 23.78% 31.08%
Australians
Average
Page Views 110 1,516 1,794 1,960 1,731
Per Person

* Ages 2-17 are based off PCG/MAC data only

Source: Digital Ratings (Monthly)
http://digitalmeasurement.nielsen.com/digitalmedialandscape/trend report.html

:d include a chas
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http://digitalmeasurement.nielsen.com/digitalmedialandscape/trend_report.html

Digital integration

Frequency of using social networking sites Tokal Male Female 18-29 30-39 40-49 S0-64 65+
Al least once a day 50% 57 % 54% 75% B6% 52% 8% 20%
Most days % 8% 6% 12% 7% 3% 8% 4%
A fow times a week % B 6% 2% 4% 9% 10% %
About once a week 2% 2% 2% 0% 4% 2% 1% 2%
Less often tham weekly 3% 3% 3% 1% 1% 4% 6% 3%
Mever 3% 3% 29% 10% 18% 30% 7% 60%

https://www.sensis.com.au/assets/PDFdirectory/Sensis Social Media Report 2016.PDF

Social nebworking sites used Male Female 18-29 30-39 540-49 50-b4 65+
Facebook 4% 7% 99% 4% 95% 9% 95%
LinkedIn 26% 1% 12% 30% 34% 30% 12%
Instagram 32% 30% 58% 36% N% % 6%
Google+ 10% 1% 9% 10% 15% 9% N
Twitker 25% 14695 33% 20% 1M% 1695 404
Finterest 4% 18% 0% 16% 19% 5% 4%
Snapchat 7% 18% 60% 145 10% 2% 2%
Tumbilr 5% 5% 1% 4% 6% 0% 0%

s include a Jum%
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https://www.sensis.com.au/assets/PDFdirectory/Sensis_Social_Media_Report_2016.PDF

Digital integration

1. First make sure your website is up- , , . [
to-date, responsive and donor O ()g e
centric. |

2

Take advantage of Google Grants. g ra n t S

Invest on Google AdWords for
specific campaign (i.e. Wills Day).

4. Post every trimester a bequest story
on your organic Facebook page.

5. Invest on paid Facebook Ads to
custom audiences for specific
campaigns (i.e. Donor Events,
Include a Charity Week)

f d include 4 Jwrvl7
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https://www.google.com.au/grants/index.html

Digital integration—Facebook

1' Integrate your page Your Email List Facebook Users Custom Targeted Ad
Wlth FacebOOk DKeller@adparior.com Range Rover Canada
Business Manager Greg.Smith@gmail com 1 1 e B et

S discounts on
ll financing new models,

2. Upload donors emails 1ﬁ ‘:,A,Imakhx 1 1

and/or mobile
number on Facebook) Custom Audience Targeting

* Facebook will tell you roughly the number of matches — error
margin of 500 to 1,000 matches, intentionally to protect users
privacy.

* 2nd step is to create a lookalike audience.

* http://www.cpcstrategy.com/blog/2016/04/facebook-lookalike-
audiences/

fza include o dha
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http://www.cpcstrategy.com/blog/2016/04/facebook-lookalike-audiences/

Digital integration—Facebook

Sample Facebook Reporting

Performance Audience Placement
66 O Results: Website Clicks Cost per Result
Results: Website Clicks $0.54

4 Aug 11 Aug 1
Custom Aug ug ug 18 Aug 25 Sept1
This advert v Create similar advert Columns: Performance v Breakdown v Export | ¥
Advert Name Delivery - Results Reach Cost Amount Spent Releva...
5 www.upishonline.com/join-us/ - Website Clicks - ... » Not Deliverin 66 20,080 $0.54 $35.41 2

t 1

Results from 1 advert 66 20,080 $0.54 $35.41
Nebsite g p Net tal Spent

e include a char
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Budgeting

Calculate your charity average bequest gift by analysing bequest income and
number of gifts in the past 10 FY.

* Forecast a conservative ROl per channel:

o Convert 1/6 of warm leads generated via Calling
o Convert 1/4 of warm leads generated via DM

o Convert 1/ 2 of warm leads acquired via Donor Survey, events and digital

Conservative time-frame for warm leads conversion to confirmed bequestor
of 3.5 to 4 vears.

Will Gap:

This study included an analysis of the gap between the year in which a final will was made, and the ye=ar
of death of the will-maker. On average the gap was significantly smaller for those wha left a charitable

bequest:
e 10vyrs no bequest
*  S.6yrs included a charitable bequest.

http://www.swinburne.edu.au/business/philanthropy/documents/ECBA-Final-Report-Feb2014.pdf

fa include « an%
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http://www.swinburne.edu.au/business/philanthropy/documents/ECBA-Final-Report-Feb2014.pdf

Visual Pipeline

Conversion Funnel Life-Time
Mumber A% Potential

Intendini 1,200 w54 00000000

100,500

m Carverted
Intending

W Engaged

m Considering

m Prospect

Engaged are prospects who attended to an event, a site tour or any other 121 interaction (home visits, etc.)

:d include a chas
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Results—Cerebral Palsy Alliance Case Study

Confirmed Bequestors and Considers/Intenders Future Income

FY11 (no data leads) FY12 (no data leads) FY13 FY14 FY15 FY16

E Future Income Confirmed Bequestors @ Future Income Considers and Intenders

o
f§a include o char
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