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The need for nonprofit organisations and fundraising practices to adapt has never been 
more apparent. Donor acquisition is getting tougher; technology is rapidly changing; 
digital marketing practices are evolving; scrutiny by the media adds pressure; and 

ensuring our donors remain engaged with our causes are all significant challenges.
The Fundraising Forum 2017 contains a number of sessions that speak to the theme 

of adaptation. Whether it’s the way we think about fundraising, or the way we practice it, 
this year’s Forum will provide you with ideas and practical insights to help you adapt your 
fundraising program for longevity and growth.

Change. No one likes it, but we all have 
to deal with it, and nonprofit CEOs and 
fundraising leaders are more than ever 

having to face a range of macro challenges. 
But the fact is…adapting to change is easier 

said than done. In our opening session, Gretel 
Killeen, no stranger to adaptation herself, 
will deliver a keynote presentation on the 
imperative of moving with the times, the 
challenges this presents to individuals and 
organisations, and how we can tackle change 
head on to construct new futures for ourselves 
and our organisations.

She will then take up the mantel with a 
panel of industry leaders to delve into the 
issue of how to adapt in a time of rapid and 
constant change and the role each of us 
can play in helping to not only survive but 
thrive. Panellists will share their insights 
and experiences on strategic organisational 
change and how fundraising can evolve.   

Keynote Presenter GRETEL KILLEEN
Gretel Killeen started her career 

after dropping out of law studies 
and accidentally performing as 
a stand-up comic while reading 

a serious poem. Since then she’s 
become a household name as a TV and radio 
host, journalist, actor, voice artist, social and 
political commentator and best-selling author. 

She’s produced live theatre, MC’d for troops 
from East Timor to Egypt, hosted Logie Award 
winning TV programs and won a Mo Award for 
her TV presenting. 

Gretel also has a keen interest in the 
community sector and has worked with 
charities and nonprofits all her life. From 
wobbly backyard fundraisers as a child to 
filming and interviewing for UNICEF in Zambia, 
Vets Without Borders in India, and The Fred 
Hollows Foundation in Pakistan. 

Panellist JUDY SLATYER  
Chief Executive Officer, Australian Red Cross

Since 2016 Judy has been the Chief 
Executive Officer of Australian Red 
Cross, which has approximately 
2,300 staff, 20,700 volunteers, 

and 19,600 members. Last year 
the organisation received over $93 million in 
donations. 

Before Red Cross Judy worked for seven 
years as the global Chief Operating Officer for 
WWF (World Wide Fund for Nature), which 
operates in over 100 countries. In her earlier 
commercial career she was Chief Executive 
Officer of Lonely Planet Publications, the 
world's leading travel publisher with around 
400 staff. 

Prior to this she was the Chief of Consumer 
Sales at Telstra for eight years where she was 
responsible for over six million customers, over 
$4 billion in turnover and 5,000 staff.  

Panellist MELINDA FARRELL  
Chief Executive Officer, The Humour Foundation

Melinda has senior management 
experience across a variety of 
sectors and is currently the Chief 
Executive Officer of The Humour 

Foundation.
She has been in this role for the last 10 

years, and has led significant change and 
growth in the organisation’s programs and 
fundraising. 

When she first joined the foundation its 
financial position was weak and reliant on 
the support of a few corporate partnerships. 
Melinda moved quickly to diversify and 
grow revenue from other sources, including 
launching a regular giving program which 
has become a key plank in the organisation’s 
financial health.

She has also expanded the product offering, 
overseen a re-brand, and launched social 
enterprises as new revenue streams.  

In her earlier career Melinda worked in the 
finance and education sectors in the UK and 
Australia, and she was also the CEO of a peak 
state sporting association.

Panellist: ELVIRA LODEWICK General Manager, 
Fundraising and Marketing, Mission Australia

Elvira is responsible for brand, 
fundraising and marketing for 
Mission Australia, which has 
annual income of close to $300 

million (funded primarily by 
government).

With the aim of growing the percentage of 
Mission Australia’s giving from individuals and 
corporates from 10% to 20% of total revenue 
by 2020, Elvira launched Mission Australia’s 
‘Independence is Precious’ brand and 
fundraising proposition in April 2016. 

To date, two major fundraising appeals have 
run under the ‘Independence is Precious’ label 
and both achieved over 20% year-on-year 
growth.

A marketer at heart, Elvira joined Mission 
Australia from the media industry, where 
she worked in various senior international 
marketing roles for Getty Images, Clear 
Channel, Nielsen and Reed Elsevier.

CX, or “customer experience” has been 
an important concept in the commercial 
world for years for businesses such as 

Airbnb, Virgin and Volkswagen. 
But in the last five years, the measurement 

of customer experience and taking steps 
to improve it has become much more 
sophisticated.

In an industry-first, a pilot program is 
underway to monitor donor experience and 
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interact with donors in an effort to improve 
retention. More Strategic is conducting the 
pilot with six leading charities. 

Donors are sent a brief survey via email or 
sms shortly after an interaction with a charity. 
Donors report back about their interaction, and 
those that have had a negative experience are 
contacted quickly by the charity to address 
the issue or problem.   

Martin Paul will discuss how the commercial 
sector is using customer experience 
research and practices to improve customer 
relationships. He will also provide the early key 
learnings and insights from this unique charity 
pilot study. This presentation will shine a light 
on new ways to monitor how your donors think 
and feel about your organisation, and provide 
ideas on how to address donor concerns and 
issues in a speedy and constructive way.

Presenter MARTIN PAUL  
Director, More Strategic

Martin has 25 years’ experience in 
nonprofit marketing, fundraising 
and communications. He has 
worked in senior executive 

positions with some of the sector’s 
leading organisations including the Heart 
Foundation (NSW), WWF (UK) and The National 
Trust (UK). He was also Director of Marketing 
and Communications at Cancer Council NSW 
where he was responsible for fundraising 
income of $50 million a year and built up a 
regular giving program of 40,000 supporters.

Martin is a co-founder and Director of 
More Strategic – a consultancy specialising 
in marketing and fundraising strategy. Martin 
contributes articles to Fundraising and 
Philanthropy Magazine on a semi-regular basis 
and he often presents at conferences such as 
the IFC in The Netherlands.

What exactly does it take to deliver 
breakthrough results? What is a 
breakthrough proposition and how 

do you come up with one? And just how brave 
do you have to be to try something new?

In this highly practical presentation, 
Francesca will show you how she works with 
clients to develop breakthrough propositions 
that help them stand out from the crowd. Case 
studies from a variety of organisations such as 
King’s College London and WaterAid will be 
featured. 

Throughout this presentation, you’ll see 
examples of charities putting donor needs at 
the heart of their offering, with campaigns that 
deliver real value exchange. You’ll walk away 
with a new mindset: Ask not what your donors 
can do for you – ask what you can do for your 
donors.

Presenter FRANCESCA BOARDMAN  
Founder and Creative Director, Inkpot London

Do your donors love you? Do they tell 
their friends and family about you and 
engage with you in multiple channels?

Are you the charity they will think of first 
and foremost when they come to make or 
change their will?  If not, find out how you can 
rise up through the ranks.

In this presentation, Francesca will share 
insights and creative from the NSPCC’s 
award-winning “What Will You Leave” 
campaign, which broke down key barriers 
to legacy giving, led the way in developing 
a unique set of donor promises, and 
challenged conventional thinking of asking 
donors for pledges.

She’ll share how the Royal National 
Lifeboat Institution, one of the UK’s ten top 
charities for legacy income, has put legacy 
giving at the very heart of their organisation 
and engages supporters in the most inspiring 
way. 

You’ll leave this session with inspiring 
examples of how you can increase supporter 
engagement, develop deeper relationships, 
and increase gifts in wills.

Presenter FRANCESCA 
BOARDMAN  
Founder and Creative 
Director, Inkpot London

LOVE AND LEGACIES – HOW TO 
DEEPEN RELATIONSHIPS TO 
INCREASE GIFTS IN WILLS

BRAVERY AND BREAKTHROUGHS 
– HOW TO GET BIG REWARDS 
WITHOUT BIG RISK 

As fundraisers, we all know the impact of a powerful 
story well told. A girl sold into slavery. An animal 
tortured and left for dead. But by keeping our eye 

on the storytelling prize, are we overlooking better, more 
effective ways of engaging our supporters? Is it our blinkered 
desire to bombard the public with increasingly emotional 
stories that is causing them to switch off?  

In this half day masterclass, Francesca will help you look 
at your donor journey in a new way – beyond the output of 
powerful stories. She’ll look at the current phenomenon of 
story “doing”, and what this means for charities. She’ll show 

you examples of how charities in the UK are immersing 
supporters in their cause – instead of telling stories, they are 
inviting donors to take part in them. She’ll take you through 
the power of conversation – using case studies to show you 
how you can open dialogue and engage supporters on a 
deeper level. You’ll come away with ideas and quick wins that 
will help take your fundraising beyond effective storytelling 
and into the realm of inspirational donor engagement. 

You’ll also get the chance to start developing effective 
donor communications ideas for your organisation through 
group workshop exercises.

Francesca is a creative director, strategist and copywriter based in the UK. In a fundraising career 
spanning more than 15 years, she has worked at charity specialist agencies Bluefrog and Whitewater 

and produced creative for many of the UK’s leading charities, including Save the Children, RSPCA, 
ActionAid, NSPCC, and WWF. She has helped WaterAid to achieve year-on-year best performing 
supporter appeals. The integrated "Deliver Life" campaign won Gold for Best Individual Giving 
Campaign at the most recent Institute of Fundraising (IOF) awards. Fran was also integral in 
developing WaterAid’s mid-value donor program which won Gold at an earlier IOF awards.  

She has a particular focus on supporter engagement, and helped King’s College London deliver 
legacy communications that won a prestigious Direct Marketing Association award in 2014. 

Francesca is passionate about fostering relationships; beyond the power of telling stories, she 
promotes real and dynamic two-way conversations between charities and supporters, using intelligent data-led information 
to deepen emotional connections and understanding. 

Presenter FRANCESCA BOARDMAN Founder and Creative Director, Inkpot London

Beyond story telling – are you ready  
for the new age of engagement?

HALF-DAY 
MASTERCLASS

September 5 
12pm-5pm



Over the last six months Greenpeace 
Australia Pacific has been trialing a 
new way to build its regular giving 

program.
The organisation is using social media 

to find people who have an interest in 
environmental issues, and then engage with 
those people one-on-one (still using social 
media) to nurture their interest.

Using small in-house and outsourced teams 
to nurture prospects, Greenpeace is starting 
to achieve a significant number of leads, and 
the conversion rate to become regular givers 
is also looking very encouraging.

In this presentation Nicola will discuss 
this new methodology, results-to-date, 
and the learnings from this potential new 
source of regular giving leads. She will also 
discuss other elements of the organisation’s 
fundraising program including successful 
crowdfunding campaigns and the use of 
virtual reality to engage donors.

Presenter NICOLA NORRIS 
Head of Fundraising and Marketing, 
Greenpeace Australia Pacific

Originally from the UK, Nicola 
started her career in fundraising 
straight out of uni. After 
working with a UK face-to-face 

fundraising agency, she moved to 
Sydney where she worked for Greenpeace to 
set up and manage an in-house face-to-face 
program and contributed to Greenpeace’s 
strategy to grow face-to-face fundraising 
income globally. 

Nicola went on to hold senior executive 
positions at the National Heart Foundation 
and Amnesty International Australia, where 
as Fundraising Manager she played a key role 
in increasing Amnesty’s fundraising revenue 
from $22 million a year to $29 million a year 
over four years.   

Nicola returned to Greenpeace in 2014 as 
the Head of Fundraising and Marketing where 
she is responsible for annual fundraising of 
$18.5 million, 40,000 regular givers, 20,000 
cash givers and 450,000 supporters.

Nicola considers herself a fundraising 
generalist, specialising in regular giving 
programs and developing high performing 
fundraising teams.  

One of the critical success indicators 
of any face-to-face program is 
the initial 12-month retention rate. 

Organisations are continually working on this 
early “onboarding” period to improve donor 
engagement and drive down attrition.  

According to the most recent annual 
Donor Centrics benchmarking results, which 

measures fundraising performance across 
a range of measures for 14 leading INGO’s, 
Australia for UNHCR had the highest retention 
rate for face-to-face regular givers at the 
13-month mark.   

Alisa O’Malley will discuss how the 
organisation has refined and improved its 
onboarding program over the last two years 
to drive improved retention. She’ll discuss the 
multi-channel approach and the tactics which 
have helped to maximise donor engagement.

 
Presenter ALISA O’MALLEY  
Fundraising Manager, Australia for UNHCR

Under Alisa’s leadership the 
fundraising team at Australia 
for UNHCR (A4U) is projected 
to raise $36 million in 2017. An 

increase of more than 35% since 
she joined the organisation in 2014.

Alisa manages all aspects of the 
organisation’s multi-channel fundraising 
program including face-to-face, direct mail, 
DRTV, telemarketing, events, community, 
corporate and major donors. She has overall 
responsibility for retaining their 55,000 regular 
givers and 30,000 active cash donors. She 
does this with a team of 18 permanent and 90 
casual staff. Prior to joining A4U Alisa worked 
in the UK as the Direct Marketing Manager for 
Children with Cancer. 

Over the last 18 months, 15 charities have 
been taking part in a trial PSMS text 
giving (Premium SMS) project to test 

this potential new fundraising channel. 
So where’s it all at? How have charities used 

the new channel? What kinds of results have 
they been getting? When, where and how is 
it most effective? Is PSMS a pure fundraising 
channel or does it have other applications?   

Renee Bowker, CEO of the Telco Together 
Foundation, which has coordinated the trials, 
will discuss some of the key insights from the 
project. She will also highlight some specific 
campaigns that have taken place, including 
the results, learnings and challenges.

In addition, senior executives from UNICEF 
and Oxfam will present mini-case studies of 
how they have used PSMS and what they’ve 
learnt from the experience.  

Presenter RENEE BOWKER Chief Executive 
Officer, Telco Together Foundation

An experienced senior manager 
and strategic marketer with 
more than 15 years of experience 
in the telecommunications 

industry in Australia, Ireland 
and the USA, Renee Bowker is the founding 
Chief Executive Officer of the Telco Together 
Foundation. The foundation works across 
the telecommunications industry in Australia 
to leverage talents, technology and 
customer reach in support of disadvantaged 
communities.  

Before founding the Telco Together 
Foundation five years ago, Renee worked as 
Head of Product and Marketing at M2 Group.

Presenter VIREN D’SOUZA Direct Marketing 
Manager, Acquisition, UNICEF

Since 2015 Viren has been the 
Direct Marketing Manager, 
Acquisition, at UNICEF Australia 
where he is responsible for 

growing the regular giving base 
through face-to-face fundraising, lead 
generation campaigns, premium text giving 
and telemarketing. 

Prior to joining UNICEF Australia, Viren 
worked at Australia for UNHCR as the National 
Face-to-Face Operations Manager where 
he managed one of Australia’s largest in-
house operations. The face-to-face program 
acquired over 15,500 donors yearly. 

Presenter KATE DELBRIDGE Head of 
Relationship Fundraising, Oxfam Australia

Kate is the Head of Relationship 
Fundraising at Oxfam Australia 
where she has worked for over 
four years. In that time, she has 

led her team’s income growth 
of between 25% to 50% year on year, with a 
current annual income of over $15 million 
across events, community fundraising, 
corporate partnerships, major gifts and trusts 
and foundations.

Kate has held other senior fundraising and 
marketing roles at Cancer Council Victoria 
and Habitat for Humanity (in the Philippines), 
and her earlier career was in advertising and 
consumer marketing.

Recently Kate and her team were finalists 
at the FIA Awards for Excellence in the 
categories of events and major gifts. Kate’s 
team was also instrumental in implementing 
Oxfam’s PSMS partnership with the Melbourne 
International Comedy Gala which innovatively 
acquired several thousand new supporters.

The vast majority of charity fundraising 
messaging relies on showing a 
need – ideally an urgent one – and 

asking donors to help with the solution. It’s 
an approach that often uses provocative, 
negative imagery, and language that tugs on 
the heart strings. 

In a break with tradition, Red Cross will be 
trialing a very different core message with 
its 2017 tax appeal (which typically raises 
about $4 million). Working on the theory that 
long-term positive emotional response will 
generate longer-term giving, Red Cross will 
be using a very different proposition.

And it’s not doing it by halves. The 2017 
tax appeal will be one of the sector’s most 
significant fundraising projects. It will target 
existing donors but also include a significant 
acquisition component. Channels used will 
include mail, TV, radio, social media, outdoor 
advertising, door drop, digital advertising, 
email, phone, PR and media support, and a 
2-step lead generation program.

The big question is, will it work? Red Cross 
and Pareto Fundraising are partnering on 
this project, and senior executives from both 

GREENPEACE PIONEERS NEW 
SOCIAL MEDIA IDENTIFICATION 
AND NURTURING OF REGULAR 
GIVING LEADS

THE FIRST 12 MONTHS - 
AUSTRALIA FOR UNHCR’S 
“BEST IN CLASS” ONBOARDING 
JOURNEY FOR FACE-TO-FACE 
REGULAR GIVERS

PSMS TEXT GIVING – WHERE’S  
IT AT?

RED CROSS BREAKS WITH 
TRADITION TO TRIAL DIFFERENT 
FUNDRAISING MESSAGING



organisations will share the results and key 
learnings in this “warts and all” case study. 
Don’t miss this rare opportunity to hear 
how one of the oldest charities in the world 
is attempting to shift its thinking and try 
something different.

Presenter KERRY NAIRN, Individual Giving 
Manager, Australian Red Cross

Kerry’s role at Australian Red Cross 
is to drive long-term sustainable 
revenue growth through 
individual giving programs, which 

include one of Australia’s largest 
regular giving bases, single giving and raffles, 
which together raise over $53 million per 
annum. 

Prior to working at Red Cross, Kerry was 
the Fundraising Program Manager at Cancer 
Research UK where she looked after an 
award-winning face-to-face experiential 
acquisition program, digital campaigns, 
and delivered the public phase of a capital 
campaign to raise £100 million for a state-of-
the-art cancer research institute. 

Prior to this Kerry was a Direct Marketing 
Officer at British Red Cross where she 
managed and planned numerous supporter 
acquisition campaigns. One of her highlights 
was managing a 125,000 face-to-face 
acquisition campaign. 

Presenter MARY ANNE PLUMMER 
Creative Director, Pareto Fundraising

Mary Anne Plummer is Creative 
Director at Pareto Fundraising 
where she helps nonprofit 
organisations find compelling 

ways to articulate their mission 
and harness the goodwill of supporters. Over 
six years she and her team have developed 
hundreds – perhaps thousands – of powerful 
campaigns across multiple communications 
channels. 

Mary Anne’s earlier career was in 
mainstream advertising, where she created 
ideas, words and integrated campaigns for 
BWM, George Patterson Y&R, Wunderman, 
Lavender* and Publicis Mojo.  

Prior to that, Mary Anne told stories on TV 
for SBS, the ABC and Channels 7 and 10. 

Whether sourced via face-to-
face, third-party digital leads, 
mail, conversion of cash donors, 

Facebook advertising or other methods, 
regular givers are the lifeblood of many 
charity and nonprofit organisations.

However, for a host of reasons, a portion 
of regular givers stop giving. So what can 
you do over the long term to retain as many 
as possible? Maintaining a rolling retention 
program that includes decline management, 
upgrades and reactivations will help 
significantly. But few organisations combine 
all these activities. 

In this presentation Selar Henderson will 
outline the key elements of a rolling retention 

program, how they are executed, and the 
kinds of benefits you can expect. 

Mini-case studies from senior executives 
from Fred Hollows Foundation (decline 
management), Bush Heritage (reactivation) 
and Barnardos Australia (upgrades) will 
showcase how they are retaining their regular 
givers, and the positive outcomes they are 
seeing

Presenter SELAR HENDERSON  
Head of Business Development,  
Cornucopia Fundraising

Selar is Head of Business 
Development at Cornucopia 
Fundraising, where he is 
responsible for managing the 

company’s growth and delivery  
of telefundraising across Australia and  
New Zealand.

A key area of Selar’s expertise is retaining 
regular givers through various types of phone 
programs, and he also helps clients innovate 
with their fundraising activity.

Prior to joining Cornucopia, Selar was the 
National Fundraising Manager at WWF New 
Zealand. A key objective of this role was to 
build the organisation’s individual giving 
program. From an initial base in December 
2008 of 1,500 active cash donors and 800 
regular givers donating $300,000 annually, 
Selar was able to achieve substantial growth 
by June 2013 to 20,000 active cash donors 
and 4,500 regular donors giving $2.5 million 
a year.

Presenter ROZ BROWN Retention Manager, 
The Fred Hollows Foundation

Roz is a passionate direct 
marketer with more than 15 
years’ experience in Australia 
and the UK across a diverse 

range of industries including: 
retail, publishing, government, professional 
associations and the charity sector. Her 
specialist areas of expertise include: 
acquisition, retention and marketing strategy. 

She currently works as part of the direct 
marketing team at The Fred Hollows 
Foundation where she is the Retention 
Manager overseeing the warm direct mail, 
telemarketing and mid-value donor programs. 
The Foundation’s direct marketing team 
is responsible for more than $30 million in 
fundraising income annually.  

Presenter ALICE WALTER CFRE 
Fundraising and Communications Manager, 
Bush Heritage Australia

Alice Walter is a fundraising and 
communications professional 
with over 15 years’ experience 
working with nonprofit 

organisations in Australia and the 
UK. She has led high-performing teams at 
organisations including the British Red Cross, 
Oxfam Australia, the Australian Conservation 
Foundation and Bush Heritage Australia 
to significantly increase their revenue and 
communities of support. 

Alice has been the Fundraising and 
Communications Manager at Bush Heritage 

Australia since 2010. Over the last five years, 
Alice and her team have been instrumental 
in doubling the growth in both the donor 
base and fundraising income to the point 
where Bush Heritage now has over 30,000 
financial supporters and $18 million in annual 
fundraising revenue.

Presenter MEGAN KOCH Regular Giving 
Coordinator, Barnardos Australia

Megan joined Barnardos 
Australia seven years ago, 
initially managing a small donor 
servicing team before moving 

into the role of Regular Giving 
Coordinator two years ago. In this role she is 
responsible for acquisition, retention and all 
communications.

The Barnardos regular giving program is a 
fledgling but growing one. Over two years it 
has gone from 600 donors to 3,000 donors 
sourced via a combination of face-to-face, 
digital leads, telemarketing, and mail. And the 
program now raises around $750,000 a year in 
donations. The upgrade program is achieving 
a strong 24% conversion rate based on those 
donors they are actually able to contact.

Donor acquisition has been getting more 
difficult for a variety of reasons, and this 
presentation will provide you with some 

tools, ideas and the practical “how-to” to help 
you develop a more creative and effective 
approach to acquisition. 

Important elements discussed include:
• What will be the creative hook to engage 
your potential new donors?
• What are the different stages to your 
approach?
• How best do you deliver the idea to 
your intended audience, including which 
channel(s)?
• What action do you want them to take? 
• What are the follow-up engagement steps 
and conversion activities? 

Dan Geaves will share a number of exciting 
examples of how charities are adapting 
their approach to acquisition. He will also 
discuss how marketing automation is playing 
an increasing role in the engagement and 
conversion process.

Presenter DAN GEAVES Creative Strategy 
Director, Marlin Communications

Dan is the co-owner and Creative 
Strategy Director at Marlin 
Communications – Australia’s 
largest creative agency for 

charities. Marlin’s clients include 
World Vision New Zealand, World Animal 
Protection Australia and New Zealand, The 
Smith Family, and Camp Quality.

Dan started his career as a psychology 
researcher for the UK government, before 
he turned his creativity to award-winning 
campaigns for brands like Vodafone and 
Virgin. Dan has also worked at leading UK and 
Australian creative agencies such as Bluefrog 

HOW CHARITIES ARE ADAPTING 
TO CHANGING CIRCUMSTANCES 
TO ACQUIRE NEW SUPPORTERS

KEEPING THOSE REGULAR 
GIVERS ON BOARD WITH A 
ROLLING RETENTION PROGRAM



(London) and Pareto Fundraising.
Dan specialises in developing engaging 

propositions for a range of fundraising 
products and steering the development of 
the communications that bring them to life 
across advertising, direct marketing and 
digital channels.  

Some charities, both large and small, 
are finding that radio is proving very 
effective in acquiring leads and new 

donors. While mainstream commercial radio 
is the channel mostly used by marketers, 
community radio, with its 5.3 million weekly 
listeners, is proving fruitful in reaching an 
audience that is highly engaged and has 
a deep level of trust in their station and 
announcers.

From CSAs (community service 
announcements) through to strategic 
partnership campaigns and on-air appeals, 
you can utilise this channel to reach some of 
the most responsive donors. 

If you’re interested in how you can 
effectively integrate radio with your 
fundraising channels, this presentation will 
help to provide some valuable insights into 
recent radio fundraising success stories, and 
help you rethink a channel you may not have 
considered beyond paid spot advertising.

Presenter JOSHUA CROWTHER  
Director Strategic Services, Dunham + Company

Joshua’s early career was in public 
relations and finance before 
he joined Dunham + Company 
Australia nine years ago. Since 

then he has led fundraising and 
marketing strategy for over 30 charity clients, 
ranging from large 100-year-old organisations 
to small start-up charities. 

His work has included the development of 
hundreds of integrated campaigns for clients 
such as Anglicare, Baptist World Aid, Feed the 
Hungry, Hammond Care, Hope Media, and 
LightFM among others.

When Baker Heart and Diabetes 
Institute (Baker) couldn’t secure 
face-to-face suppliers to launch 

into regular giving several years ago, the 
organisation had to go back to the drawing 
board and find a different way to source and 
secure regular monthly donors.

One of the key strategies the organisation 
trialed was cold phone acquisition. Over 
several years Baker has continued to improve 
and tweak the program to the point where it is 
almost cost neutral, and in 2017 the program 
will be ramped up significantly.     

Separate to this, the organisation is using a 

number of methods to generate digital leads 
for phone conversion to regular giving. One 
of these is creating their own value-exchange 
products such as a women’s heart health 
survey, “Man Test” survey, and downloadable 
Wellness e-recipe book. 

While the volume of regular givers doesn’t 
match that generated by face-to-face, 
Baker has been able to develop alternative 
cost effective methods that are providing 
consistent numbers of regular donors.  

In this presentation you’ll learn key 
aspects of how Baker launched and built 
both an ongoing cold phone acquisition 
program and bespoke digital lead program. 
Results, learnings, and challenges will all be 
discussed.

Presenter KATHERINE JEDYNAK  
General Manager, Marketing and Fundraising, 
Baker Heart and Diabetes Institute

Katherine has over ten years’ 
experience in the charity and 
corporate sector, and she is 
currently the General Manager, 

Marketing and Fundraising at The 
Baker Heart & Diabetes Institute.

 A key part of her role has been to diversify 
the organisation’s fundraising activity, grow the 
donor base, improve retention, and develop 
digital lead generation. 

She has overseen a database migration, 
an organisational re-brand and website re-
development. 

BAKER SUCCEEDS WITH NON-
FACE-TO-FACE REGULAR GIVING 
ACQUISITION 

TUNING IN TO NEW DONORS – 
RADIO – AN UNDER-UTILISED 
DONOR ACQUISITION CHANNEL

The need for organisations to be adaptable to the pace 
and scale of big picture change has never been more 
important. Unfortunately, nonprofit organisations are 

notoriously conservative, risk averse, and slow to change. In 
this masterclass you will learn the practical steps and stages 
of how your organisation and fundraising program can adapt 
and innovate consistently over the long-term, in a strategic 
and disciplined way. 

 Key learnings you will come away with include:
• A step by step “how-to” guide on how to implement 
strategic long-term innovation at your organisation
• The importance of a “culture of innovation” and how to 
create and nurture this 

• Tools to audit your organisation and identify its strengths 
and weaknesses on the path to innovation 
• What are the resources you’ll need including people,  
time, money and expertise
• The enablers of innovation – who will champion the  
cause internally

A range of case studies will highlight how some  
corporate and nonprofit organisations are successfully 
innovating for fundraising and broader organisational goals. 

This is a practical workshop-style session where you will 
have an opportunity to apply the learnings and develop an 
approach to innovation for your organisation.

Gavin has a broad range of experience in both the Australian and UK nonprofit sectors where he has 
worked as a senior manager and consultant developing fundraising and marketing strategies.  

One of Gavin’s key roles was as Development Director at Cancer Research UK - Britain’s leading 
charity – with responsibility for innovation and brand management. 

At Cancer Research UK he was responsible for leading a program to foster a "culture of 
innovation" among the 1,500 employees in fundraising and marketing. He also developed and 
led the new product development function that created and delivered significant ‘Step Change’ 

innovation projects. From this he learned a huge amount about the organisational requirements 
for innovation and the challenges of delivering new products to market. Gavin is a Director of More 

Strategic and consults to charities on strategy, management and fundraising. 

Presenter GAVIN COOPEY Director, More Strategic

Adapt to survive and grow…  
the ‘how-to’ of innovation 

HALF-DAY 
MASTERCLASS

September 5 
8am-12pm



During her eight years at Baker, fundraising 
revenue has grown from $8 million a year to 
over $13 million annually. And over the same 
period the number of donors has tripled from 
17,500 to 55,000. A non-face-to-face regular 
giving program was established six years ago 
and has grown to 6,500 donors giving over $1 
million annually.

The pointy end of face-to-face 
fundraising is the actual sign-up of a 
new donor. So what can you do at this 

stage to make it the best it can be?
Three leading executives will share 

their experiences, ideas and insights. Mark 
Anscombe from WWF will discuss the 
organisation’s special training and rewards 
program for fundraisers plus the mystery 
shopping program that is helping with quality 
control. 

Adam Watson from Fundraising Partners 
will outline some key best practices at the 
moment of sign-up to help ensure this critical 
part of the face-to-face experience is great for 
donors, fundraisers, and the long-term health 
of your face-to-face program.

Carl Young from Peter Mac will outline 
the key face-to-face metrics you need to 
diligently monitor in the days immediately 
after sign-up. Knowing how your face-to-face 
program is performing on a daily basis informs 
strategic decision-making in how you may 
need to modify your program, manage quality 
control, and ultimately negotiate contracts 
with your supplier to ensure a win-win for all 
stakeholders.

Presenter MARK ANSCOMBE 
Face-to-Face Fundraising Manager, WWF

Mark is the face-to-Face 
Fundraising Manager at WWF 
where he is responsible for: 
recruiting around 14,000 new 

regular givers a year; delivery of 
WWF culture, sales and donor acquisition 
training courses to fundraisers nationwide; 
and managing compliance and supplier 
relationships and all face-to-face marketing 
collateral.

Originally from the UK, Mark’s earlier career 
included a mix of business service roles in 
the commercial sector before he joined the 
charity sector and the Sussex Wildlife Trust 
in 2010. While at the trust he gained valuable 
fundraising experience in a variety of roles 
including: sourcing funds from philanthropic 
trusts and foundations; multiplying the 
business membership program; and 
managing an outbound telemarketing team.

Presenter ADAM WATSON  
Director, Fundraising Partners 

Adam has 13 years of face-to-
face fundraising experience. 
During his early career he was a 
Divisional Manager with Home 

Fundraising, one of the UK’s 
leading face-to-face agencies. Some of his 

clients included: Cancer Research UK, WWF, 
The Children’s Society, and Oxfam.

Adam moved to Australia in 2010 and 
continued to work in face-to-face, including 
the role of Face-to-Face Fundraising Manager 
for The Smith Family. During his two years 
with The Smith Family he was responsible for 
quadrupling the number of new and active 
regular givers and improving retention figures.

 In 2015 Adam founded and now heads up 
Fundraising Partners, a boutique face-to-face 
fundraising agency based in Sydney.

Presenter CARL YOUNG Fundraising Director, 
Peter MacCallum Cancer Foundation

Carl is the Fundraising Director 
at the Peter MacCallum Cancer 
Foundation and has close to two 
decades of senior fundraising 

experience at some of Australia’s 
leading charities such as Heart Foundation 
Victoria and World Vision.  

Over six years at Peter Mac he has helped 
grow the regular giving donor base from 
981 active donors to over 35,000, and 
increased the overall donor base from 13,000 
active donors to over 100,000, with income 
increasing from $13 million in 2011 to $54 
million in 2016. 

Peter Mac’s fundraising performance in 
recent years has seen it win a number of FIA 
Awards for Excellence.

What are the key trends and shifts 
at the macro level that affect the 
ability of donors to give now and 

into the future? With so many charities reliant 
on the philanthropic dollar, knowing how 
the Australian public is being affected by big 
picture change is critical. 

Eliane Miles, Director of Research at 
McCrindle, will present the latest research on 
how Australia, and Australians, are changing. 
Key areas Eliane will touch on include: 
wealth distribution, the workplace, lifestyle 
expectations, the impact of technology, 
household structures, population growth 
and segmentation, and differences across 
generations.  

She will also discuss what charities and 
nonprofits can do to ensure they remain 
relevant and are able to engage with donors 
into the future.

Presenter ELIANE MILES  
Director of Research, McCrindle

Eliane Miles is a social researcher, 
trends analyst and Director of 
Research at the internationally 
recognised McCrindle. As a 

data analyst she understands the 
power of big data to inform strategic direction. 

From the key demographic transformations 
such as population growth and the ageing 
workforce, to social trends such as changing 
household structures and emerging lifestyle 
expectations, from generational change to 
the impact of technology, Eliane knows and 

understands the big global and national 
trends. 

She has been interviewed on these topics 
in television, radio and print media, and she 
regularly provides strategic trend consulting 
to Australia’s largest charities and nonprofit 
organisations. 

Starlight Children’s Foundation conducted 
a regular giving auto-upgrade trial in 
2014, and then again in 2015 where 90% 

of donors upgraded successfully, and only a 
very small number cancelled. The children’s 
charity is continuing with auto-upgrade of 
regular donors, and in fact has tested auto-
upgrade, phone upgrade and mail opt-in 
upgrade approaches. The organisation is 
continuing to test all three channels to refine 
how they work best together.  

Justine Lewis will explain how to execute 
a successful regular giving auto-upgrade 
program, discuss results and the pros and 
cons, and show examples of the marketing 
collateral to support the program. She will 
also discuss how auto-upgrades integrate 
with the broader upgrade program and 
compare results across the different channels 
of mail, phone and auto-upgrade.     

This presentation promises to provide 
a fascinating window onto how the auto-
upgrade of regular givers can be done 
successfully, and how it compares to other 
forms of upgrade.

Presenter JUSTINE LEWIS, Individual Giving 
Manager, Starlight Children’s Foundation 

Justine has worked in nonprofit 
marketing and fundraising roles 
for 17 years, both in the UK and 
Australia.
In her current position at 

Starlight Children’s Foundation, one of her 
main achievements was creating Starlight’s 
regular giving program, Shining Stars. Under 
her leadership regular giving income has 
increased from $2.2 million a year in 2013 to 
$12.5 million in 2016. Retention has been a 
focus recently and over the last two years 
Year 1 attrition has fallen from 53% to 43%. 
The organisation currently has 29,000 regular 
givers and 25,000 appeal donors. 

AUSTRALIA AND AUSTRALIANS – 
BIG PICTURE TRENDS YOU NEED 
TO KNOW

BEST PRACTICE FACE-TO-FACE – 
BEFORE, DURING AND AFTER  
THE SIGN-UP

AUTO-UPGRADES – THE 
STARLIGHT EXPERIENCE

“Over the past few 
years the conference has 

really helped me learn, 
and has formed the basis 
for a lot of our strategy at 

Act for Peace.”

Ben Littlejohn, Marketing and 
Communications Director,  

Act for Peace



Fundraising & Philanthropy is published by Bombora Publishing 
Pty Ltd ABN 98 111 363 449. Fundraising & Philanthropy reserves 
the right to alter the program without notice.

How to register
Options to register and pay are:
1 Online at fpmagazine.com.au/fundraisingforum2017
2 Complete this form and return to:
Address Suite 1, 12 Alma Rd, New Lambton NSW 2305
Email akaruso@bomborapublishing.com.au
Fax +61 2 4953 9200

Essential Information
Venue  
Doltone House, Darling Island Wharf, 48 Pirrama Road, 
Pyrmont NSW (opposite The Star)
Dates
Masterclass 1  
Tuesday 5 September, 8am – 12pm 
Includes arrival tea/coffee, morning tea & lunch

Masterclass 2  
Tuesday 5 September, 12pm – 5pm  
Includes lunch & afternoon tea

Main conference  
Wednesday 6 & Thursday 7 September, 8.30am – 5pm  
Includes arrival tea/coffee, morning tea, lunch & 
afternoon tea both days

Accommodation
It is the responsibility of delegates to arrange their 
own accommodation if required. Some hotels close 
by are:
Star Group (100m) Phone 1800 700 700
Oaks Goldsborough (900m) Phone 1800 996 922
Ovolo Darling Harbour (800m) Phone 02 8586 1888
Ibis Sydney Darling Harbour (850m) Phone 02 9563 0888

Insurance
Whilst Bombora Publishing carries appropriate 
insurance for the conference, it will not accept 
any liability for damages of any nature sustained 
by participants or their accompanying persons or 
for loss or damage to their personal property. It is 
recommended that you take out appropriate travel 
and medical insurance before travelling to the 
conference.

Cancellation
Cancellations must be made in writing to akaruso@

bomborapublishing.com.au no later than 4 August 

2017. A 50% cancellation fee applies. Cancellations 

received after this date will not be eligible for a refund, 

however registrations may be transferred.

Enquiries 
Phone +61 2 4965 5161 

Email akaruso@bomborapublishing.com.au

Web fpmagazine.com.au/fundraisingforum2017 

REGISTRATION DETAILS
Mr/Mrs/Ms/Miss 

Name

Job title 

Organisation 

Postal address

City/suburb   State 

Postcode   Country

Phone  Mobile

Email

Special requirements (for example, dietary, wheelchair access etc)

  Delegate list for delegates A delegate list will be made available to other 
conference delegates, but limited to delegate name, job title, company and state. 
If you do not wish to be included in this list, tick to opt out. 

   Delegate list for sponsors and exhibitors Our sponsors provide a range of 
relevant and valuable services. Tick here to opt out if you do not wish your name, 
job title, company and email address to be provided to sponsors.

Fundraising Forum 2017

Fundraising Forum 2017 REGISTRATION FORM/TAX INVOICE 
ABN 98 111 363 449

INVESTMENT (please circle appropriate registration category) 
All rates are quoted in Australian dollars and are inclusive of 10% GST, payable 
by Australian delegates.

SUPER 
EARLYBIRD
Register & 

pay by  
29 June

EARLYBIRD
Register & 

pay by  
27 July

STANDARD
Register & 
pay after  
27 July

Half day Masterclass 1 only  
Innovation with Gavin Coopey

$450 $500 $550

Half day Masterclass 2 only  
Beyond Storytelling with Fran Boardman

$450 $500 $550

Main conference only $919 $1,019 $1,119

Main Conference PLUS  
1 x Masterclass

$1,369 $1,519 $1,669

Main Conference PLUS  
both Masterclasses

$1,819 $2,019 $2,219

PAYMENT (please tick appropriate box/es and complete all details) 
Confirmation of your registration and a receipt will be issued on receipt  
of payment in full.

 Cheque  
made payable to Bombora Publishing for $  

 Credit card  
 Visa  Mastercard  Amex Amount $

Card number 

Expiry date   CVC 

Name of cardholder 

Signature 


