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Agenda

1. Learn from your donors

2. Qualify your database

3. Segment prospects and collaborators

4. Design a 12 months multi-channel communications map

5. 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

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

9. Budgeting and visual pipeline



Learn with your donors
1. Develop a 

detailed cohort 
and donor 
behavioural 
analysis of your 
charity’s:

1. Confirmed 
group.

2. Warm leads 
(considers/
enquirers and 
intender/
planners)

2. Pinpoint key 
identifiers and 
motivators. 



Bequest Score

• Based on the previous analysis, 
categorise donors  within your 
database per likelihood of leaving a 
bequest. 

• Design your indicators by analysing 
your confirmed bequestors (their 
average gift, proximity to the cause, 
recency and others)



Segment prospects and collaborators



Design a 12 months communications map



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. 

• 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). 



Reaching out to prospects—Calling Campaign

Calling Total Investment & ROI

Leads Results Future Income ROI (CPA Campaign)

Considers N 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. 



Reaching out to prospects—Donor Survey

• 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.



Reaching out to prospects—DM
• Enable donors to 

self-identify through 
Mail Appeals. 

• Tick boxes on 
donation form.

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



Reaching out to prospects—DM Results

Donor Survey and DM Total Investment & ROI

Leads Results Future Income ROI (CPA Campaign)
Considers N N * 45,000 16.46
Intenders N N * 45,000 13.07
Confirmed N N * 45,000 5.83

ROI of 7.4 for a 
conservative conversion 

ratio of moving 1/4 of 
considers and intenders  to 
the confirmed bequestor 

stage. 



Leverage donor events

• Engage field workers and beneficiaries 
to present.

• Integrated messaging.

• Make a DVD 

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

• Personalise 
prospects, 
confirmed 
bequestors and 
warm leads. 



Leverage donor events

• Include short 
survey on post-
event letter.



Enhance efforts on donor care

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



Enhance efforts on donor care



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).



Agenda

1. Learn from your donors

2. Qualify your database

3. Segment prospects and collaborators

4. Design a 12 months multi-channel communications map

5. 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

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

9. Budgeting and visual pipeline



Digital integration

http://digitalmeasurement.nielsen.com/digitalmedialandscape/trend_report.html

http://digitalmeasurement.nielsen.com/digitalmedialandscape/trend_report.html


Digital integration

https://www.sensis.com.au/assets/PDFdirectory/Sensis_Social_Media_Report_2016.PDF

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 
centric. 

2. Take advantage of Google Grants.

3. 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)

https://www.google.com.au/grants/index.html


Digital integration—Facebook

1. Integrate your page 
with Facebook 
Business Manager

2. Upload donors emails 
and/or mobile 
number on Facebook)

• 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/

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


Digital integration—Facebook

Sample Facebook Reporting



Budgeting
• Calculate your charity average bequest gift by analysing bequest income and 

number of gifts in the past 10 FY.

• Forecast a conservative ROI 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 years.

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

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


Visual Pipeline

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



Results—Cerebral Palsy Alliance Case Study

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

Confirmed Bequestors and Considers/Intenders Future Income

Future Income Confirmed Bequestors Future Income Considers and Intenders
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