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Cancer Council is Australia’s 

leading cancer charity. We work 

across every area of cancer, 

from research to prevention, 

advocacy and support.

Who we are.



Fun, month-long fitness challenge

National, P2P campaign

Aligned to mission



History of TMC.

CovidBushfires Floods



Potential for growth?
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The market.



2023 approach.

Increase registrations

Maintain fundraising

Improve net



Tactics.

Incentive-led Acquisition Plan

Optimise Registration Flow

Website Testing

Facebook Fundraiser



Divest from mass awareness, focus 

on direct conversion.



Incentive led acquisition.



Results.
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Results.
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Results.

Incentive Registrations CPA Banked Rate Avg Raised ROI

T-Shirt 2,047 $28.37 40% $358 3.80 x

Bandana 1,022 $99.60 41% $363 2.95 x

Training Guide 

+ Calendar

997 $67 35% $265 2.64 x

Flat ACQ 3,447 $38.07 42% $363 4.21 x

People like free stuff but they are also cause driven, ensure cause related ads are always on

Test a range of pressure points each year, what was successful last year might not work the 

following



Optimise Registration Flow.

Image of registration incentive 

on the first page

Enabling Funraisin’s

“Next Steps”



Results.

AVG Daily Registrations 

increased by

+112% 

Active Fundraising 

decreased by

-17% 



Results.
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Optimise Registration Flow.

Team up incentive copy on 

the last “invite a friend step”



Invite a friend - Results

Insight 2022 YOY 2023

Total people that 

invited someone
283 +812% 2,582

Total people that 

registered by invite
537 +172% 1,458

Banked rate 44% +4% 48%

Amount raised by 

those people
$34K +232% $113K

Team Up - $1K Visa Card Incomplete rate increased to 32% but 

70% of incompletes were invited 



Facebook 1-Click Acquisition helped 

deliver a high-volume of registrations 

but weak fundraising

Optimise Registration Flow.

2022 

Results

FB 1 Click

Participants

Other 

Participants YOY%

AVG 

Raised $231 $273 -19%

% Banked 12% 57% -46%



Facebook Fundraiser

automatically created

+

Land on FB Group rather 

than Fundraising Page

Optimise Registration Flow.

+

Second step confirming 

email/ mobile/ address



Facebook 1- Click Results

2022 2023 Comparison

Registrations 852 68 -81%

AVG Raised $231 $358 +35%

% Active 

Fundraisers 12% 57% +59%

Fundraising improved significantly but  



Website optimisation.

Rapid testing to maximise conversions and 

donations:

• Homepage banner image

• Homepage banner copy & video  

• Fundraising dashboard banner & donation 
form heading 



Website banner testing.

Control
5.39%

Bridge run
5.15%

Trail run
5.37%



Multivariate testing.



Youtube link

https://youtu.be/w0pAi7hC7Lk?si=fJiWAqjGE7yu5zYi


Youtube link

https://youtu.be/vM9_lI0tbsI?si=tY-LufM7CjKWvEfL


Results.

+19% registrations
+20% donations



Dashboard banner test.

Control Winner

+7%



The impact.

Sessions Rego % Donation %

2022 377,431 2.04% 6.55%

2023 476,895 2.57% 7.23%

Change % +26.35% +26.14% +10.41%



Facebook Fundraiser.

• Created automatically with 1-Click 

Acquisition

• “Create a Facebook Fundraiser” 
button in participant dashboard



Results.

With FB Without FB Comparison

# Fundraisers 1,195 10,478

AVG Raised $458 $298 +54%

% Active 

Fundraising
88% 44% +44%

Participants that created a FB Fundraiser 

were more likely to fundraise, and 

had a higher average banked. 



The March Charge 2023 results.



What have we taken into 2024?

• Direct conversion channels 

• Flat acquisition running alongside incentive led ads 

• Registration flow sweet spot

• More promotion of Facebook fundraisers

• More testing on website and dashboards! 



Key takeaways.

Don't assume what worked before will work again

Optimise wherever you can

Look closely at your fundraising metrics

Connect to your cause
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