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The Digital Elephant in
the Fundraising Room
What strategies are we using to 
replenish our cash programs?



What do the next 2-5 years 
look like for your charity?

● What are the trends?

● What are YOUR donors telling YOU about their donation preferences?

● How do these answers shape the way that donors will be acquired?



From Paper to iPads
How behaviour changes have begun to affect fundraising strategies



How COVID-19 
accelerated changes 
in behaviour



How COVID accelerated changes in behaviour



The ongoing payment shift

2007

Share of Online
Payments %

2019 2022

18%

12%

4%

 

2007

Cash vs Card
Digital Trends

*Data from RBA - ‘Consumer Payment Behaviour in Australia’

2019

Rise in Digital Wallet 
Usage Post Covid

7%

2016 2022

Cash Card

2022

32%



How have these behavioural 
changes affected fundraising?



Direct Mail 
Acquisition

● It’s become harder to recruit new donors

● Other factors involved:

○ Market Saturation

○ Postal Service Minimisation

○ Increase Costs



DM Acq vs Digi Acq
In 2022, more donors were recruited via digital acq than DM acq.

*Data and graph supplied by The Benchmarking Project

DM Acq Digi



What
Why

How



What methods can be used to 
recruit new cash donors?

● Two-Step Cash Prospecting

● Straight-to-Cash Digital Acquisition

● Other methods (second gifts from P2P fundraisers + donors, supporter 

surveys)



Two-Step 
Cash Prospecting
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Benefits:
● Generate thousands of new 

leads/new prospects
● Relatively inexpensive
● Efficient campaign type



Benefits:
● Generate thousands of new 

leads/new prospects
● Relatively inexpensive
● Efficient campaign type

Considerations:
● Lead quality
● How to be sure you’re getting 

good quality leads that turn 
into good quality donors?



Straight-to-Cash 
Digital Acquisition



Meta 
Ads
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Donation

Donor
Acquisition
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Appeal
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Giving Day

Digital Cash Acquisition Journey
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Care
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Thank
You



Benefits:
● Immediate donors
● Awareness to donation in one 

step
● Low risk
● Relatively cheap, efficient and 

allows for pivoting



Benefits:
● Immediate donors
● Awareness to donation in one 

step
● Low risk
● Relatively cheap, efficient and 

allows for pivoting

Considerations:
● Social media advertising for 

donations is tricky
● Algorithms constantly 

changing
● Challenging times of the year
● Only acquiring data from 

donors





Based in Melbourne and operating two 
shelters, The Lost Dogs’ Home is 
Australia’s largest animal shelter, caring for 
over 18,000 animals each year.



Our Vision Giving animals the best chance of a happy and healthy life

Our Purpose We care for lost dogs, cats and other companion animals. We 
reunite lost pets with their families, find new homes for others, and always seek 
the best possible outcomes for all animals that come into our care





It was the 2010s…. 



… and The Lost Dogs’ Home 
was arguably a ‘golden child’ in 
fundraising…. 



And if our donors could speak…





Changes at the Home meant a lot of our core 
fundraising appeals and campaigns were 
impacted

And from 2015, the Home’s income started to 
decline – rapidly

By FY19, Fundraising income was down 38% 
from our peak in FY14





In FY 2019/2020, new CEO was appointed and a new leadership team was 
built, including a new Fundraising team…

Trust from Board, CEO, Senior Leadership to rebuild programs…

And the only way was up – which we had to do quickly…

Except, we had little digital capacity, and had a database skewed heavily 
towards direct mail….



October 2020
● Premium DM pack to lapsed The Lost Dogs’ Home 

donors & swaps/co-ops
● Acquired/reactivated nearly 2,400 donors
● 16% response rate, $41 average gift

Premium Direct Mail Acquisition 



March 2021
● Rolled out same pack to another 15k names 
● Acquired/reactivated nearly 1,200 donors
● 9% response rate, $41 average gift



And our Warm appeals were doing well, too…
Fundraising income had started picking up… 

…. But we needed to, and wanted to, do more





The Lost Dogs’ Home x Fundraising Every Day first appeal together: 2021 Tax 
● Smashed budget and beat 2020 Tax Appeal across income, 

response rate and average gift

We knew we were onto something

Fridge magnet

Tea towel



2021 Christmas Appeal — the start of social media 
fundraising at The Lost Dogs’ Home

ROI = 5.34

● $3k social media investment 
○ Immediate ROI 2.56

But it didn’t stop there 

● 60+ existing supporters gave to paid ads (social proof)
● Rolled out paid content for organic posts

○ 78% first-time donors to The Lost Dogs’ Home



● Audiences: lookalike, custom, retargeting, broad, interests
● Facebook only – dipping our toe & risk-averse; only had $3k media
● Clicked through to GiveEasy platform – clean & simple UX, tailored receipt

3rd1st 2nd



2022 Tax Appeal rolls around… 
● Keen to trial social media advertising again
● Modest media budget 
● Audiences: lookalike, custom, retargeting, broad, interests
● Used GiveEasy platform again

1st 2nd 3rd



.. but sadly, we didn’t quite see the same results as 2021 Christmas
● $5k investment
● Immediate ROI 0.26

Few existing supporters to The Lost Dogs’ Home responded to our paid ads… 

And organic performance was not much better…

ROI = 0.50



Initially, there was a little of this… But we also realised this…



And we ended FY 2021 / 2022 with continued 
growth across Fundraising & Individual Giving



FY 2022 / 2023 
● Internal culture = keep investing and trialling
● Drew joins FED and we revise our cash digital acquisition approach

FY 2022 / 2023 Digital Acquisition Goal
Use a diverse range of creative, copy and concepts to find The Lost Dogs’ Home 

niche for stronger digital returns in this and future appeals

Dollar handles

Multiple Case Studies

Video content

Multiple platforms: Facebook, 
Instagram, Google Ad grant 

($40k legacy grant!)

Tangible Case for Support



2022 Christmas Appeal
● $10k social media investment

○ Immediate ROI 1.24
● Existing supporters responded to paid ads & organic posts performed well
● Tested range of creative from previous appeals
● Continued to use GiveEasy platform

Final ROI = 1.87

1st 2nd 3rd



2023 Tax Appeal
● $10k social media investment

○ Immediate ROI 1.24
● Existing supporters responded to paid ads & organic posts performed well
● Tested range of creative from previous appeals
● Continued to use GiveEasy platform

Final ROI = 1.88

1st 2nd 3rd



And again, we ended FY 2022 / 2023 with 
continued growth across Individual Giving



Learnings going into FY 2023 / 2024

Biggest Learning: Continue to invest 

Content:
● Strong and tangible case for support
● Real and authentic content
● Refine targeting

Strategy:
● Treat Digital Cash Acquisition as its own campaign
● Cycle content off/on; review & optimise
● Migrate to Raisely platform
● Test, test, test. Rinse and repeat!



FY 2023 / 2024 Digital Acquisition Goal
Enable The Lost Dogs’ Home to deliver a consistent income stream and 

acquire growth in active donors from digital cash acquisition without 
necessarily relying on appeal periods



Received 1,400+ donations including over 1,100 brand new digitally acquired donors

Nearly 100 existing supporters gave their first donation

Over 200 donations from existing donors = social proof, engagement 

In six months, we have…



1st 2nd 3rd

4th 5th



Welcome Journey
● Series of eDMs including supporter survey ask
● Cash and RG versions

eDM2

CEO & Chief Executive Cat sign-off

Survey

eDM1



Second Gift Performance



FY 2024 / 2025 and beyond..
● Embed digital activity in direct marketing mix, alongside direct mail
● Continue to foster a culture of testing, research & development
● Cemented need for digital across The Lost Dogs’ Home; buy-in at senior 

leadership & Board level
● Fundraising and marketing plans include our focus in digital space



Key takeaways

● Hedge your bets – start now, 
before you perhaps “need” to

● It’s okay to fail – keep trying & 
testing

● Treat digital appeals as their own 
campaigns



Two-Step Cash 
Prospecting
How Save the Bilby Fund raised hundreds of 
new donors with a call-to-action over a 
chocolatey injustice.

��



‘Don’t Dump the Bilby’



‘Don’t Dump the Bilby’

Primary goal: Recruit RGs
Secondary Goal: Generate thousands of 

signatures for petition

Tertiary Goal: Acquire single gift cash 
donors through ongoing cash programs



‘Don’t Dump the Bilby’

Leads Generated: 14,485

Cost of Leads: $10,000

SG Income: $82,530

$82,530

Lifetime Value

Single Gift Only

$10,000

Media Spend

Single Cash Gifts: 1,405



‘Bilbies, Not Bunnies’



‘Bilbies, Not Bunnies’

Leads Generated: 27,000

Cost of Leads: $8,000

SG Income: $378,000

$378,000

Lifetime Value

Single Gift Only

$8,000

Media Spend

Single Cash Gifts: 5,841



‘Bilbies, Not Bunnies’

● Not JUST a direct financial success.
● The power of the petition convinced 

Woolworths to ask Darrell Lea to begin 
producing chocolate bilbies once 
more.

● STBF now receives an amount from 
each sale.



Straight-to-Cash Digital Acquisition



Creating Successful Straight-to-Cash 
Digital Acquisition Campaigns

● Creative efficiency is key!
● Conversion rates tell you a lot
● Give your campaign time to learn and optimise
● Understand what success look like for YOUR organisation



Creative efficiency is key!

● Resist temptation to over explain
● Ads should be impactful, but they 

need to be succinct
● Let images and videos do the heavy 

lifting



What your conversion 
rates tell you
● Conversion rates sit between 5-15%.
● Roughly 70% of audience is unlikely to 

scroll beyond their initial viewport.
● We can infer that many donors have made 

their decision prior to reaching the landing 
page.



Reducing Donation Friction

https://docs.google.com/file/d/1E2gyE4Ai2lbRLezkF9mHE6kqMtvqroac/preview


Give your campaign time

● It can be easy to let the unknown dictate 
decisions.

● Important to give your campaigns time to 
learn and optimise.

● At a minimum, give it one full week.



Understand what does success 
look like for your charity?
● Social media costs are rising.

○ Market competition is only going to get more intense.
○ Average CPA will rise.

● Considerations:
○ What is the lifetime value of a digitally recruited donor?
○ What percentage of your digital donors give twice?
○ What is the average gift of a digitally recruited donor?



Understand what does success look 
like for your charity?

● We generally work off of a 1:1 ROAS for most 
charities.

● Depending on 2nd gift rates, this should mean 
that your campaign returns a net-positive return 
in the first year.

Media 
Spend

Gross 
Income

Projected Digital Cash 
Acquisition Results



Final takeaways

● Start NOW - waiting isn’t an option
● Test as many things as you can think of
● Think long-term and give your program a chance
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