


Mutts About Events

COMMUNITY & EVENTS TRACK

Kelly Ingram, Michael Wilson and Skye Butler

RSPCA QLD and Donor Republic

Community & Events Track

Sponsored By:



HOWLO!



EVENT OVERVIEW

Physical Event: Million Paws Walk

Bring your four-legged friend to a Million Paws Walk 

event in your local area and walk to fight animal cruelty!

Virtual FB Challenge: Walk this May 

Take on the Walk this May challenge and walk for 30 

minutes a day with your furry friend! 

Proposition: Walk to fight animal cruelty this May and 

be a hero for dogs in need.



AGENDA

• Intro to objectives and our results

• 7 Key tips

• Key messaging

• Simplifying your proposition

• Adapting digital acquisition

• Navigating federated models

• Acting on your feet

• Using your data

• Innovating with purpose



OBJECTIVES

• Transition back to physical event focus

• Focus on a National pricing strategy 

• Reinvigorate the event and participant experience as 

part of a 3-year plan to move back to pre-covid 

fundraising results

• Engage and activate participants to achieve the 

largest number of fundraisers possible

• Strengthen brand to better communicate tangible 

impact and ensure touchpoint consistency



OVERALL RESULTS

FUNDRAISING 

INCOME

$797,345 

TOTAL 

REGOS

10,923

ACTIVE 

FUNDRAISERS

4,288

(39.25%)

AVERAGE 

FUNDRAISING

$172.78

2022

$677,497
2022

13,192

2022

3,242 

(23%)

2022

$225

+1,236 (+40.50%) -17.82%-18.52%+17.6%



RESULTS: MILLION PAWS WALK

FUNDRAISING 

INCOME

$685,888 

TOTAL 

REGOS

7,947

ACTIVE 

FUNDRAISERS

3,007

(37.84%)

AVERAGE 

FUNDRAISING

$209.43

2022

$346,093
2022

6,941

2022

1,936 

(27.89%)

2022

$178.67

+1,070 (55.24%) +15.10%+14.49%+98.18%



BREAKDOWN BY EVENT

FUNDRAISING 

INCOME

$685,888 

TOTAL 

REGOS

7,947

ACTIVE 

FUNDRAISERS

3,007

(37.84%)

AVERAGE 

FUNDRAISING

$209.43

FUNDRAISING 

INCOME

$110,862 

TOTAL 

REGOS

2,976

ACTIVE 

FUNDRAISERS

1,281

(43%)

AVERAGE 

FUNDRAISING

$86.54

Million Paws Walk

Walk this May



TIP 1: CONSISTENT MESSAGING LEADS TO 
TAIL-WAGGING SUCCESS

Walk to fight animal cruelty this May 

and be a hero for dogs in need.

What/Activity Why When

Need for

fundraising



Designs should stand out in a crowded 
market



And tie in with the key message





TIP 2: SIMPLIFY YOUR PROPOSITION



Take on the Audience’s Perspective

Imagine you’re a visitor to the Million Paws Website. 

You see that Million Paws Walk is…

• A Dog Walking Event 

• Supporting RSPCA

• Also a virtual challenge. What on Earth is a virtual challenge?

 

• Can be completed whenever and wherever you want. 

I thought I’m meant to attend a big dog walk with friends???

• A physical walk and a virtual challenge??



Separating the Propositions

Million Paws Walk Physical Event RSPCA Walk This May 

Facebook Challenge



TIP 3: ADAPT YOUR DIGITAL ACQUISITION



Million Paws Walk Digital Acquisition



Adaption: Introducing a Secret Sale



Walk This May



Incentives

The campaign was performing well… But then we ran out of dog leads.

Facebook Challenges all around the world offer free t-shirts and prizes 

to encourage participants to sign up. In some cases they offer digital 

incentives. 

FREE Downloadable Calendars and FREE Training Guides.

We quickly put our heads together to try and source a new incentive. 

We agreed to create a FREE Doggie Training Guide and 

And we agreed that in the meantime we can test some 

Ads without an incentive. 







TIP 4: NAVIGATING FEDERATED MODELS  
AND CREATING CONSISTENCY

RSPCA Million Paws Walk

8 member 

societies

1 website

30+ events

1 comms journey



TIP 5: SOMETIMES YOU HAVE TO THINK ON 
YOUR PAWS



Original post Extension post 





TIP 6: DATA IS PAWSOME
So make sure to use it!



Which EDM had the best open rate?

EMAIL SUBJECT LINE PREVIEW LINE

A I thought I’d let you know…
[First name], don’t miss 

out

B Save 50% for today only!

We’ve got a special 

surprise for you [First 

name]. Don’t miss out!

C 50% discount ends TODAY

[First name, 

fallback=Friend], don’t 

miss out!



EMAIL SUBJECT LINE PREVIEW LINE OR

A I thought I’d let you know…
[First name], don’t miss 

out
36%

B Save 50% for today only!

We’ve got a special 

surprise for you [First 

name]. Don’t miss out!
31.28%

C 50% discount ends TODAY

[First name, 

fallback=Friend], don’t 

miss out!
34.77%

Which EDM had the best open rate?



Testing Small Changes

OtherMy best gift



Testing Small Changes

My best gift Or enter an amount



TIP 7: INNOVATE WITH YOUR 
PAWPOSE IN MIND



RECAP

1. Have a consistent key message that includes the what, why and when

2. Simplify your proposition to be easy to digest

3. Adapt your digital acquisition, testing different strategies to work out what 

resonates best with your audience

4. In federated models, ensure there is a clear division of responsibilities

5. Be prepared to be reactive

6. Use the data you collected, both during and post-campaign

7. Balance tried and true practices with purpose-driven innovation
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