
Helping small charities achieve big things

INDIVIDUAL GIVING TRACK

Jessica Bland

Malaghan Institute of Medical Research

Individual Giving Track
Sponsored By:



The Malaghan Institute is NZ’s world-
class independent biomedical research 
institute. 

We focus on breakthrough discoveries 
in Immunology to find better 
treatments and cures to disease.  

https://youtu.be/H4tDWlY6lq0


MI FUNDRAISING LANDSCAPE PRE 2021

• Annual fundraising $3 million
• Primary funding sources: contestable grants, bequests, 

major funders
 Often restricted funds tied to specific research equipment/ 

programs
• Minimal Individual giving program

One annual appeal
3 hard copy newsletters
No digital
No Regular Giving

• Loyal but shrinking active supporter base
• Struggling to raise unrestricted funding



STRATEGY SNAPSHOT

Diversify

Diversify giving 
channels.  Introduce 
digital platforms.

Build awareness / lead 
generation / reactivate

Increase visibility and 
engagement.

Expand and 
strengthen the active 
supporter base.

Grow campaign income

Optimize campaign 
strategies for greater 
impact.

Explore innovative 
approaches to 
increase campaign 
revenue.

Focus on cultivating 
unrestricted funds.

Retain

Maintain high levels of 
donor engagement 
and appreciation.

Implement effective 
strategies for donor 
retention. 

THE GOAL: ESTABLISH INDIVIDUAL GIVING AND GROW UNRESTRICTED FUNDING



CHECKING UNDER THE HOOD

Identified gaps (opportunities for improvement):

o Manual processes/limited functionality
Web donations & email subscribers processed 
manually
No regular giving functionality
No digital eco system

o Outdated website
Website not user friendly, expensive to customise

o Unreliable supporter data
Unreliable supporter data 
Database clunky and outdated

o Limited in-house skills
Minimal in-house digital and technical skills

o Lack of supporter engagement
No established supporter journeys
Lack of clear calls to action
Absence of compelling storytelling





INDIVIDUAL GIVING BUILDING BLOCKS

Campaigns

Messaging (Why!), 
powerful stories

Digital eco systems, processes, 
system architecture 

Strategy, Investment

Donor love
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MALAGHAN’S EVOLVING DIGITAL ECO SYSTEM

• New CRM 

• New fundraising 
platform

• New marketing 
platform 

• ‘Out of box’ API’s 



FOOD FOR THOUGHT WHEN BUILDING YOUR ECO SYSTEM

• Check out the digital skills and resources your team brings to the table and 
choose appropriately! Your teams skills:

• Is it scalable without breaking the bank. How adaptable is it for future needs?Future-proof and affordable:

• Any unique needs or quirks you require?Unique needs:

• How will your tools connect with each other? Is there an easy-to-use APIs out of 
the box?Tools talking:

• Figure out the essentials from the fun extras. What do you really need?Need-to-haves vs. nice-to-haves:

• Make sure you understand the security of the tool – will it keep your donor data 
safe and sound.Lock and key for donor info:

• What kind of analytics tools come with the package?Numbers and charts:

• Is it easy to use?  Are there enough resources to get your team up to speed? Is 
there sufficient support to help when things go wonky?User-Friendly, training & support:



o New subscribers instantly added to 
relevant onboarding journeys

o Two-way API ensures that all 
information is stored on supporter 
record. Supporter record created for 
new supporters. 

CRM

SUBSCRIBING TO MALAGHAN



❑ User friendly donation form
❑ Donation instantly processed; 

receipt delivered. 
❑ Easily imported daily to CRM

Engagement activity,  
donation record, 
segmentation fed 
between both 
platforms

Automatically 
added  to 
relevant 
supporter 
journey

CRM

DONATING TO MALAGHAN



COMMUNITY DIY FUNDRAISING EASILY ESTABLISHED



TOP TIPS FOR BUILDING YOUR DIGITAL ECO SYSTEM! 

❑ Your CRM needs to be the point of all truth!

❑ Write down your ideal situation and work back from there. Consider 
your MVP.

❑ Do your research, do the free trials, ask your community. 

❑ Ask for the charity discounts -  don’t ask don’t get!

❑ Think about scalability - try not to customise if you don’t have too! 
Out of the box is easier, far more cost effective and more future 
proof! 



CLEARLY COMMUNICATING YOUR WHY AND 
AMIBITION

Campaigns

Messaging (Why!), 
powerful stories

Digital eco systems, processes, 
system architecture 

Strategy, Investment

Donor love



It is not about YOU! 

Research shows that 
charities that effectively 
address their supporters' 
personal needs are more 
likely to maintain 
loyalty. 



• Why? It is the biggest question in fundraising. 

• We need to communicate the problem we are 
trying to solve.

• This is what will inspire supporters. It needs to be 
simple and emotive.

• Being clear on our ‘why’ drives our ambition & 
proposition.

Source: Revolutionise.com – Fiona McPhee 

UNDERSTANDING YOUR WHY



Source Revolutionise.com – Fiona McPhee 

WHY, THEN WHAT AND HOW



CRAFTING MALAGHAN’S ‘WHY’ STATEMENT





EMBEDDING YOUR WHY



DONOR CENTRIC FUNDRAISING

Campaigns

Messaging (Why!), 
powerful stories

Digital eco systems, processes, 
system architecture 

Strategy, Investment

Donor love



POWERFUL STORIES THAT REPRESENT YOUR WHY



• 1 wave direct mail appeal 

• First time powerful story / focus 

on Why

• First time testing digital wrap 

around 

• Partnered with digital agency, 

Big Foot Fundraising social 

media advertising / 4 X EDM’s

• Strong thank you, phone calls, 

hand written post cards. 

TRANSFORMING OUR ANNUAL APPEAL



SIGNIFICANT BOOST IN RESULTS

Response 

rate

Average 

donation

Total raised Total spent

AA 2022 13.5% $313 $252,000 $28,000

AA 2021 11.36% $232 $122,303 $20,000



DIGITAL FOR THE WIN

• Small spend of $4762, generated 88 donations, raising $11,827, ROI of 
2.48

• High engagement throughout the campaign, overall CTR of 5.60%
• 293k impressions, 71k reach, 13k 3 second views
• Improvements in all website metrics vs same time of 2021 appeal (except 

slight increase in bounce rate)
• Strong email performance, average 60% open rate and 6% CTR

Spend Impressions Reac
h

Clicks CTR Purchases Income CPR ROI

$4762 239,566 71,311 13,425 5.6% 88 $11,827 $54.10 2.48



KEEP THE MOMENTUM, ALWAYS ON

• We showed that digital 

worked

• $2000 monthly on Always 

on Digital Advertising 

• Focused on feeding the 

funnel, remarketing is 

key

• Not just about donations



KEEP THE MOMENTUM, ALWAYS ON



ALWAYS ON TO RG



DONOR CENTRIC FUNDRAISING

Campaigns

Messaging (Why!), 
powerful stories

Digital/data eco systems, 
Processes 

Strategy, Investment

Donor love



DONOR CENTRIC FUNDRAISING

• We need to continue to move away from the churn 

and burn.

• We need to stop planning campaign by campaign 

without thoughtful connection in between.



❖ Long-term donors continue to grow in lifetime value 
and gift in wills confirmation rates. 

❖ 80% of Individual Giving income comes from retained 
donors.

❖ Retained donors are critical to stability and growth.

❖ Charities investing in retaining donors year on year 
will pay back their acquisition efforts faster

DONOR-CENTRIC FUNDRAISING

The Benchmarking Project 2023



The Benchmarking Project 2023

Acquisition DONOR LOVE IS EVERYTHING



DONOR CENTRIC = COMMUNICATING OFTEN

• Introduced monthly e 
news series 

• personal connection to 
scientist and their 
research.

• Links in recent news 
articles.

• Video content that can 
be repurposed 

https://www.youtube.com/watch?v=6fjpYaeWGYQ&ab_channel=MalaghanInstitute


ENGAGING AND MEANINGFUL VIDEO CONTENT

https://www.youtube.com/watch?v=w7MrmJnrWgE&t=4s&ab_channel=MalaghanInstitute
https://www.youtube.com/watch?v=9QQGlogu3Uo&ab_channel=MalaghanInstitute






DONORCENTRIC = 2 WAY ENGAGMENT

https://www.youtube.com/watch?v=NAS5VhawYTc&ab_channel=MalaghanInstitute


DONOR CENTRIC = CHECKING IN!

• Donor survey, mail 
and digital.

• Survey responses 
trigger personalised 
journey. 

• Responses instantly 
captured against 
supporter record in 
CRM. 

CRM

Orrto email

Typeform Survey

Orrto Journey



Build donor love across your organisation, teach 
everyone about the value of your supporters. From 
your CEO, to the receptionist who answers the 
phone, to the service providers. Our supporter 
experiences are not just via fundraising. 

Everyone is responsible for 
fundraising and donor love

IT’S A WHOLE TEAM EFFORT! 



RESULTS



INCREASED FOLLOWERS



INCREASED SOCIAL ENGAGMENT



INCREASED ACTIVE SUPPORTERS



ANNUAL APPEALS



INCREASED UNRESTRICTED INCOME



"Fundraising is not just about raising money, it 
is giving opportunity and stewarding the 
human capacity to love. If we were able to 
steward the human capacity to love, we can 
grow it over time.“

          Adrian Sargeant



Individual Giving Track
Sponsored By:
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