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Alex Harding
• Started NFP lead generation 2001
• Founded Dataphoria in 2009 
• Movie fan

Dataphoria Dan
• Managed a call centre for 7 years
• Joined Dataphoria 2014
• Alex’s “work wife”

How to not…
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What’s love got to do with it?



Stages of a Relationship



Donor
Stages of a  Relationship



Dating
(Lead Generation)



68% of 
romances 
began as a 
friendship



Do you have 
a type?
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CONTACT CONVERSION



Be picky
• Overt financial ask – it’s FUND-raising
• Engagement =/= readiness to give



..but not too picky



You don’t 
seem like your 
profile pic…



Use your greatest assets 
for maximum appeal



Clear metrics for success 
before calling starts 



Popping the 

question?



1 (0-4 

days)

2 (5-9 

days)

3 (10-19 

days)

4 (20-29 

days)

5 (30+ 

days)

Grand 

Total

1 4.80% 3.23% 1.67% - 2.63% 4.39%

2 4.99% 4.17% 3.05% - 2.93% 4.54%

3 4.54% 4.59% 3.93% 3.70% 2.29% 4.08%

4 4.40% 4.35% 5.08% 3.61% 3.09% 4.32%

5 6.53% 2.15% 3.54% 2.76% 3.18% 3.91%

6 6.77% 1.64% 2.65% 1.11% 3.36% 3.75%

7 6.52% - - - 5.66% 4.61%

8 6.59% - - - - 5.82%

9 - - - - - -

10 - - - - - -

11 - - - - - -

Grand Total 4.96% 3.60% 3.47% 3.53% 3.70% 4.30%

Lead Age Groups

Attempt#1 (0-4 

days)

2 (5-9 

days)

3 (10-19 

days)

4 (20-29 

days)

5 (30+ 

days)

Grand 

Total

1 19.77% 16.28% 7.97% - 21.66% 18.77%

2 17.63% 11.55% 12.41% - 17.77% 15.78%

3 17.58% 19.28% 17.05% 13.87% 10.88% 16.46%

4 15.89% 17.28% 16.90% 12.16% 10.69% 14.81%

5 15.56% 12.60% 12.06% 9.09% 12.19% 12.10%

6 15.11% 12.15% 10.02% 9.16% 9.08% 11.00%

7 12.80% - - - 8.96% 9.76%

8 12.71% - - - - 9.96%

9 - - - - - 7.16%

10 - - - - - -

11 - - - - - -

Grand Total 18.07% 14.03% 13.02% 11.61% 12.48% 15.26%

Lead Age Groups

Attempt#

C O N TAC T  R AT E C O N V E R S I O N  RATE

Don’t Wait Too Long...





It’s not me,
It’s you



UP TO 66% 
DUPLICATION 

RATE





Love takes time

“It’s like baking a perfect cake; you need time to find that 
‘sweet spot’ for your campaign.” – Linnea Nilsson



(Kantar Public Consultants, 2017)



(McCrindle Research, Australia Towards 2031)



Maximum effort



The long haul.



“Always remember I’m a real 
person giving real money and 

wanting to see real impact”
 - Rachael Lance, WWF Australia



Love is a Battlefield



“Don’t be a victim to sunk 
cost fallacy. If it’s not working 
and it’s truly time to call it, 
call it.”
 - Rochelle Nolan, 
Breast Cancer Trials
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