
IAC Training Day - 

Achieving Cut Through: 

Layering Marketing for 

Impact and Results
20th November 2024



Agenda
• 10:00am – In-person arrivals (Morning tea provided)
• 10:30am – Day begins & Zoom callers dial in
• 10:30am - 10:40am – Welcome & Introduction (Helen, IAC)
• 10:40am - 11:20am – Speaker 1: Bethan Hazell, Peter Mac (30 mins + 10 mins Q&A)
• 11:20am - 12:00pm – Speaker 2: Frances Schepisi, Stroke (30 mins + 10 mins Q&A)
• 12:00pm - 12:45pm – Lunch Break
• 12:45pm - 1:40pm – Speaker 3: Jeremy Bennett, Bigfoot (1 hour inc. Q&A)
• 1:40pm - 2:20pm – Speaker 4: Jakki Travers + Digital GiW Discussion (30 mins + 10 mins 

Q&A)
• 2:20pm - 2:40pm – Breakout Sessions (Zoom & In-person, 20 mins)
• 2:40pm - 3:00pm – Group feedback sharing
• 3:00pm - 3:25pm – Panel Discussion (All speakers, random Q&A)
• 3:25pm - 3:30pm – Round-up & Close



Bethan Hazell, 
Acting Head of Fundraising at Peter 

MacCallum Cancer Foundation



Embracing Integration: 
Gifts in Wills & Individual Giving at Peter Mac





Gifts in Wills program

1,799 confirmed 

3,097 intenders / 
considerers

$175k average gift 1 x manager

3 x relationship 
managers

1 x marketing 
coordinator (TBC)

Program reliant on 
direct mail



Individual Giving GiW



Budgeted activities



Supporter Survey



Acquisition Survey



GiW Conversion Mailing



Piggy-backing



Cash Appeals



Donor Care



Invitations



New Donor Journey eDM



Regular Giving Valex



Graeme supports Peter Mac because he lost his wife 
to bowel cancer back in the 80s.

He receives care at home now and has a lot of support 
from friends and neighbours too.

Graeme mentioned he has left a gift in Will to Peter 
MacCallum Cancer Foundation; he thinks it’s around 
$20,000.  



Gail has just been discharged from Peter Mac and is home to 
live out her remaining days. 

She has left a gift in her Will. Did so as Peter Mac has been 
helping her, and she expressed how wonderful they are.



Terese mentioned leaving a gift in her Will when she passes. 

She said her mother did it and she wants to do the same.

Cancer research is incredibly important to her, and she 
wants to contribute to that. 

Said she won't be passing any time soon. 



Keys to success
• Shared KPIs

• Nurture the relationship

• Strong, aligned proposition

• Compelling materials

• Look for opportunities to piggy-back  





Thank you

Bethan.hazell@petermac.org



Frances Schepisi, 
National Manager at 
Stroke Foundation



From Connection to 
Contribution:

The Multi-Channel GIW 
Approach at Stroke 
Foundation

25



Our Journey



• Gifts in Wills supporters 
come from many different 
streams.
• The journey of the individual 
supporter is often very different, 
but the destination remains the 
same.

• So, it makes sense to have 
different marketing channels for 
different cohorts.



Seeding
Campaign Goal Overview: Drive growth through 
strategic supporter acquisition, donor retention 
initiatives, 

Target Audience Identification: Focus on existing 
supporters and volunteers over 75 to maximize 
campaign impact and engagement opportunities.

Key Campaign Elements: Incorporate direct mail, 
supporter  stories, telemarketing follow-ups, and 
onboarding journey.



Direct 
Mail 
Appeal 
Pack

2-page letter from president

4 panel brochure

DL supporter story

Return Mechanism

Direct Mail 
Recipients 

2-3 years supporting – minimum

Over 75 years preference

Connection to cause

RG Cancelations Financial reasons -12-
24 months



DoneDoingThinking

The Journey to Connection



Transforming Donor Relationships.  Moves 
Management through the Lens of Change Theory

Targeted Messaging Strategy: Employing 
specific messages showcasing impact and 
milestones significantly elevates supporter 
engagement levels over time.

Content Examples for Engagement: 
Feature stories highlighting donor impact 
alongside measurable successes to inspire 
action and deepen commitment.

Metrics for Effectiveness: Evaluate 
average gift amount increase and donor 
retention rates as key indicators of 
campaign success.



Integration of Campaign Elements for 
Cohesive Supporter Experience

• Cross-Channel Consistency: Ensuring uniform messaging across channels 
strengthens brand alignment and enhances overall supporter trust and 
engagement.

• Sequential Messaging Strategy: Implementing a sequential approach reinforces 
campaign narratives, guiding supporters through impactful story arcs effectively.

• Personalised Engagement: Utilising supporter data allows for tailored 
communications around area of interest that resonate deeply at every stage of 
engagement.



Self-Importance



DoneDoingThinking

The Journey to Connection



Digital and E Journey

Under 65 demographic have different 
characteristics
• Prefer less snail mail
• More digital savvy
• The older Gen X cohort are approaching 

retirement
• Have a level of brand alliance





DoneDoingThinking

The Long Journey to Connection



Thank you



Layering the past, the present and 

the future of your cause to your 

supporters

Jakki Travers
Associate Director Philanthropy & Individual Giving

Children’s Medical Research Institute



Layering Marketing for Impact and 

Results

Jakki Travers, Gifts in Wills Tragic



Jakki Travers, Gifts in Wills Tragic

What layering can look like



The old and the new



The old and the new



GIW Fundraising is like dating



GIW Fundraising is all about Layering

• Finding  and connecting with 
your donor
• What channel

• Nourishing the relationship
• What channel

• Exploring your relationship
• What channel

• Committing to the relationship
• What channel

• Taking your relationship to the 
next level
• What channel 

• Taking your relationship to the 
next generation 

• WHY



What’s working for others?



Layering the content





And next year?



Layering Content



What to take from today

• RESEARCH



What to take from today

• EXPERT ADVICE



What to take from today

• PEER ADVICE



What to take from today

• WHATEVER 
CHANNELS 
WORK FOR YOU



What to take from today

• REPURPOSE 
COLLATERAL

FROM TO
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