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2019: Fundraising Challenges

Primary strategy for revenue was individual giving appeals – 
heavy reliance on DM.

Legacy brand w/ aging donor base.

Total active donors and cash gifts in decline.

Low new donor acquisition, dominated by print tactics.



2019: Team Challenges

Two separate regional based teams with different 
approaches, cultures, and  Marcomms styles.

Starting transitioning to run campaigns as a single team

Nearly 40% vacancies

Organizational upheaval



2019: Digital Challenges

Two separate CRMs, old tech stack.

Perception that digital was support channel only.

Very limited investment in digital and paid advertising. 

Digital campaigns were carbon copy of Direct Mail.



CHALLENGE RECOMMENDATION

Delivering through change and with new 
staff (or no staff) in key positions caused 

delays, tension and stress.

The approach to Red Shield Appeal hadn’t 
changed in 5 years, but the market had.

There are many chefs  in the digital kitchen.

Project process, governance, roles & 
responsibilities will provide clarity.

Moving with the market will safeguard 
future revenue.

Developing digital as a centre of 
excellence will boost brand and revenue.



OUR GOAL

To grow new donor acquisition and overall 
fundraising revenue by connecting with 

potential and existing donors through digital 
channels. 



COVID

Source: ABC News



In four weeks we went from...
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And the public responded...
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How we got here:
Six key lessons



Make the hard calls
LESSON ONE



• Get the right structure, with the right leaders.
If your setup doesn’t support your goals, fix it.

• Set the direction, then step back.
Let your leaders run their show—but hold them 
accountable.

• High performance starts with you.
If you can’t make the tough calls, no one else will.
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FUNDRAISING DEPARTMENT

Transformational 
Giving

Corporate Partnerships

Major Donors

Middle Donors

Bequest

Capital Campaigns

Product 
Development

Community 
Fundraising

Face-to-Face

Peer-to-Peer

Events

Fundraising 
Operations 

Data Integrity

Donor Services

Prospect Dev

Strategy & Planning

Supporter Experience 
Acquisition and 

Growth

Direct Marketing

Digital Fundraising

Data/Insights/Analytics

Content

Digital CX

Project/Campaign Mgmt



Find a great digital partner
LESSON TWO



Best practices digital marketing 
tactics are constantly changing, 
challenging for NFPs to keep up 

Our digital agency ntegrity, 
is NFP-specific, and 

understands fundraising 
nuance 

Six years together, 
continuity in approach, 
and able to take long 
term view



Digital strategy
focused on acquisition 

LESSON THREE



Digital strategy focused on acquiring 
high-value new donors
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TRADITIONAL 
SUPPORTERS

NEXTGEN 
DONORS             
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AUSTRALIANS

FAMILIES



Expanded our digital channels to meet our 
audience where they are



The new donor acquisition results speak for themselves…
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Building a suite 
digital fundraising products

LESSON FOUR



Build a suite of fundraising products to meet 
different giving motivations

Appeals Gift Catalogue Peer-to-PeerMonthly Giving



‘Wishes’ now plays a significant role
in our product offering



Ecommerce optimisations encouraged multiple purchases & 
additional donations

IMPROVED ECOMMERCE EXPERIENCE

ADD DONATION AT CHECKOUT

BUILDING OUT WISHES OFFERING



Mid-and-major donors 

SALVATIONARMY.ORG.AU

High-impact projects

Support families in crisis

Donate now

$800 can provide expert financial advice to 

help a family in financial distress get back in 

control.

SALVATIONARMY.ORG.AU

High-impact gifts

Support families at Christmas

Shop now



Digital Specific creative
LESSON FIVE



Cut-through digital 
creative, designed 
for different 
audiences







Kyle, I’d like you to be the first to 
see Sophie’s harrowing story…







Test and Learn
LESSON SIX







Extensive in-campaign testing



Summary



Digital growth year on year...
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…without cannibalizing Direct Mail revenue



6 learnings from our journey 

● Make the hard calls
● Find a great digital partner
● Use digital to drive acquisition
● Build out a digital product portfolio
● Custom creative performs best
● Test and learn



Questions? Questions?



Thank you
A person smiling at the camera
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Janine Kewming, EMFIA
National Head of Fundraising 
at The Salvation Army Australia
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Kyle Vermeulen
Creative Director & Partner,
ntegrity
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