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D What we’re going to cover

Donor
Republic

Detail the landscape and opportunity

Understand your organisation’s performance

Develop a plan to understand what you want to invest in
Educate internal key stakeholders

Measure & report on success

Process summary.
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D We’ve all experienced this

Donor
Republic

First area to
have expenses

decreased
puceet At the /LWT

First area to

have the

increased L.
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1. Detail the landscape
& opportunity

Strfngﬁr



Growth Potential

Research estimates that currently there are 7.5% Australian’s who on their passing leave a gift in their
Will. This means there are 10,513 Australians passing away each year leaving an average gift of
$52,000. Combined this means there is S$547m left to the sector annually.

Over the coming decades this is set to significantly grow with the boomer generation passing.

o % who leave No. who Average Total

Wie GIW | GIW Gift GIW

pass - SeVEe : Revenue
140,173

(over 60)

600,000

(over 60)
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Growth Potential

23%

8%
At the IRWT
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Growth Potential

Children No children

4% ) 30%
$80K IEEEEEE) $260K
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Legacy Monitor future projections

Bequest income forecasts, 2018 — 2040, $m
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Pareto Fundraising, Legacy Foresight



Australia GIW’s per 1000 deaths
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2014
2015
2016
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10 Fundraising Ben
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A different approach can result in amazing growth!

A very different pattern in the UK!

Bequests per 1,000 deaths, UK legacy market, 1988 - 2018
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Income by Year and Gift Type

@Bequest @Child Sponsorship  © Event @ Organisation @ Other @Regular Gift @ Single Gift

$1.6bn
$1.4bn
$1.2bn
$1.06n GIW’s = 120% growth in
last 10 years
$284M
$0.86n
2" to
$0.6bn 134% to RG.
S1eam
$115M
s0den $111M
$0.26n
@ l M I I =
$0.06n

2010 2011 2013 2014 2015 2016
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2. Understand your organisation's
performance

St?ngﬁr



Some basic metrics

$16,000

$14,000

$12,000

$10,000
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.......... s7:3'é£
$6,654.-""
$6,091
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Revenue

$13,198

2013 2014 2015 2016

2017

$13,569

2018

$9,749

2019
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Real World GIW Volume & Value
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D Real World Assessments

Donor
Republic

Key insight:
Likely revenue growth largely driven by property prices & asset increases.

Not by increase in number GIWs.
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Health of your funnel

Prospect . Considering . Intend . Confirmed
23 63 20 320

At the /wm'f
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Ideal funnel At the IRWT
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Health of your funnel

Key Insight:

Clearly highlighting a lack of
prospect development occurring.

At the /th

of fundraising



How do you compare

Known

Sector Average
33%

Unknown
67%

At the /th
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Highly tuned GIW programs

GIW Flag 33%

Donor no GIW flag
33%

Unknown
33%

Good program: 1/3/1/3 & 1/3 At the /LWT
Common: 10% / 20% / 70% - no proactive program of fundraising

Common: 50% / 30% / 20% - too much time with existing



Sector benchmarking — how do you compare?

Source: Ive Benchmarking

Pledged bequest rates by donor type and purpose.

Pledged Bequest Rate & Number of Donors Bequest Confirmed by Purpose
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Sector benchmarking — how do you compare?

Source: Ive Benchmarking

Loyal donor pledged bequest rates by charity. @EQConfimRate @¥ Donor
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Sector benchmarking — how do you compare?

Average donor bequest amount by purpose.
L Benevolent N Envioament |
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Sector investment returns
St

$70.00

k Return on Direct Costs (Totals based)

$60.00
$50.00
$40.00
$30.00
$20.00
$10.00
s = = = = — E = =
L Total Total excl
Direct . Trusts and Lotteries and Other or 3
Lvents 3 Corporate Major Donors Bequests Sales otal exchuding bequests and
Viarketing Foundations art ynions General tems j
bequests sales
W Industry 5412 £3.38 $21.01 $52.37 $62.50 $1.62 $72.45 $3.07 $0.55 $4.12 $3.45 $3.47

M Industry



Sector investment returns

M
ollll Return on Labour (Totals based)

$40.00

$35.00
$30.00
$25.00
$20.00
$15.00
$10.00
$5.00 . I
s-
ot 1 | |
. Direct Trustsand  Lotteries and N Other or ' "fl otal exc
Events Corporate  Major Donors ) Bequests Sales Total exciuding bequests and
Marketing Foundations A1 uNiong General tems bequests ales
Uests 2
o Industry $5.08 530.30 56.05 51255 s514.54 $28.73 $58.04 S59.65 50.53 $14 68 $12.76 512.80

W Industry



Sector investment returns

M
""J Return on all costs (Totals based)

$20.00
$18.00
$16.00
$14.00
$12.00
$10.00
$8.00
$6.00
$4.00
$_ . r—
Direct Trusts and Lottenies and Other or Tots vota e’
Events = Corporate  Major Donors 5 ’ T Beguests Sales Total excluding  beguests and
Marketing Foundations art unions General tems
bequests sales
B Industry $2.27 $3.02 5469 $1012 51181 $1.53 $32.22 $2.33 5034 $3.22 §$2.72 $2.73

M Industry



D Deeper Analysis if budget allows

Donor
Republic

Membership




GIWs entry point by volume

Confirmed by First Gift Type
Cash
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GIWs entry point by volume and year of first gift

Confirmed by Recruitment Year

- "

7004
'
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Realisation Rate

Confirmed F

Confirmed M
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GIWs potential right now

Type @ BCProsp @BOS

$15Mei e
$15M “‘ M
5 ia S1LAM
S1.2% SI3M
S1aN L1 oM
S1IM SRI’
£1 04 1IN
! ‘n)u $1.0M
Py SOM
[ || I||| I

T»'.'e 0 5 10 15 20 25 0 a5

70 IS Total

8CStatus 3279315 $4625249 $4867313 $4293059 §3439257 $2770847 $2153509 $1461.25
8CProsp $454073 $1.856291 $2707421 52244968 51764943 $1520112 $1.402189 $1.220385
Total $3,733,388 $6,481,540 $7,574,734 $6,538,027 $5,204,194 $4,290,958 $3,555698 $2,701,635 $1,802,053 $1,102,510

$604386 $376718

S6513 52147 $28,794,651

$32859 $13283 $4521 $15417,027
$134,728 $50,744 $19.797 $6,768 $44211,678
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3. Develop a plan to identify
what you want to invest in

Strfngﬁr



R

Donor
Republic

Process

S

. Sector / Landscape analysis
. Review of your program performance

Stakeholder meetings

Strategy workshop / education

Write it up into a plan / business case
Cost out the investment.

At the /LWT
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D Undertake internal stakeholder interviews

Donor
Republic

 CEO

* Board members

* Exec stakeholders

e Key fundraising team members

e Supporter services

* Legal / GIW estates management

Examine every area that GIWs mentions could occur

At the Wl’f
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D Undertake internal stakeholder interviews

Donor
Republic

* The awareness and understanding of the GIW program and its impact

* Informing the potential for growth (the why)

* Understanding of the bigger ‘brand’ impact on GIW’s

* Organisational need and desire for growth

* Receptivity to GIW’s being at the heart of the organisation

* Appetite for and understanding of investment needs

 Discussion around the possible implications of this strategic decision

* Challenges and barriers and opportunities that may present themselves
* Ideas and ways to bring team members and volunteers along the journey
* How do they see the focus changing or evolving over time.

At the Wl’f

of fundraising



9 GIW Confirmed &
Reconfirmed Stewardship

Welcome pock « Welcome to GIW Society + Exclusive avents
+ Post donation thank you cafls + Focus on 0ota collection where gaps
wds + Updates 1o keep 00 the inside wrock” « Dighol bockground morke ting
demonstrating Mnpoct 50 reinforce decision *
Strong personalised stewardship

Gool: Hghly engoged supporter who priortises your

charity in their Wil and considers increasing
7. Concemed Public the valie over time
Non-Donors 6. Always on
TV + Hodio » Bighol « Outdoor + Search GIW Awareness & v
Gool: Give 1okatiity and normolse wm
concopt to those wheme the
organisations ongeing touchpoints Supporer Surveys « Articles N Newaletiers - Gifts in
don't rench os well as reinforce the Wik tcrgeted newslotton « Telemarnetng « Events « Sociol

mMmedsoging received modia marketng * Indude o Charity Week » Furding Stotements
+Tiox Dowes on devices « Martions ot any event » Bookomors «
Search + Sngle o GIW malings * Thonk you cofls with GW
mentions « Articunted GIW visors.
Gool: Seed the deo of a na Wil ang .
m",.”r“ S, Mid Volue Donors

FOtus On Quta COMCON 0 Cliow fof DA DEACACESORON * Ity &
events * Mose rational asks ond corment « mem«*-
‘ Paart of amcl group » Xenos and Bethdoy Conts
4. Donor Love \

m-.um‘uw
of gt

Newslettars  Impoct Reports « Foel
@ood thank you's « Best proctice asking 3, Onboording
Gool- Deepen engogement 1o Inrease number & Welcome Jourmney
and valiue of gifts
Gool: Engage donors ond encouroge
wimegquent giving

1. Strong Foundations for Growth

Song propostion
Doto capture ond insights

Copacity ond staucture

oo Cute,

Best proctice processes for estote monapement



Map promotion out and secure agreement

GIW Year Round Touchpoints 2020 to end 2021

July 20 I[ August 20 II Mzo]l October 20 l[ November 20 l[ Oecomber 20 II Jasmary 21 I[ Febeuary 21 II March 21 ” April 21 l

l May 21 I[ June 21 Il Juty 21 ]I August 21 ]ls-pmnuvn II October 21 ][ November 20 II December 20 ]l January 21 ]I kbnwy!l]

Ongoing: Rek hip o Cycle as appropriate per supporter, using primanty phone | mad / events + Funding Stalements On COMMIMUMCAlions acioss entire organsation from 2022 « Dvd you know boolkomarks %0 be
ciuded wihere ApRIORMALe ACIOSS Crganisation from 2001
Triggered Touchpoints: Birthday Card + Update on Area of est ¢ news refeased
in 2022 Julty - Mige back to updated GIW Survey with digital b d and ATL campaign continues. In 2023: Jully - Migrates back to GIW Mailing, however this is a 3 wave PG Servnating
nmoa-ummmmwmzwmmnmzmnuwmamm




Phase investment requirements

GIW promotional activity summary by year of introduction

2020 2021 2022 2023

Activities Activities ~ Activities Activities
Refreshed Survey As 2020 + L d Survey with 3 3 Wave Multi-channel
Donation thank you calls * Anniversary Mailing variations & digita ‘ campaign over & month
to all In the funne! * GIW Solus Newsietter extension. period culminating in
GIW Articles in every GIW Solus Mailing & D Juty with Above the Line

Digital and Telemarketing
GIW articles In every ATL GIW Campaign
Insight Annual loyal Supporter

Funding Statements Events introduced
agreed Automated marketing
Bookmarks created and via IP address match
inserted from

onwards

Confirmed / Intend

exclusive events

e hear|

«: «ndraising



Map every journey to capture all needs

GIW 'Considering/intend’ Journey to Conversion

2 Weeks 4 Weeks 4 Weeks / Ongoing As appropriate

Adways on GIW

marketing and GIwW
recognition with

variables in af Continue with 1 or

COMMUMCADONS. 2 contact

touchpoints
oy | troUQ RM based
‘Interest’ i s
Survey used if no
€nd fokow up by pho contact annua“y

If no contact emall or

Triggered Touchpoints: Donation Thank You Calls up to x 2 a year + Birthday Card + Mini Survey used at Relatonship Manager discretion +
Anniversary Thank You's,

Set Calendar Touchpoints: Cash Appeals + Event Invitations (x 2 a year) + Newsletter GIW Articles x 1 (x 3 if RG) + GIW Solus Newsletter +
Survey every 2 years + |AC GIW Solus Mailing followed by phone every 2 years + GIA Above the Line Campaign.

< hear|
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Cost it Franire

TOTAL 2020
2021

Total 2021

At the heat]
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GIWs potential with a proactive program

Type @ 500105y ."': 2atu

S IME2 1M

$Z0OM
L5 AM
€1 5w
WM
S13M
$12M .. 4
y $1L1IM -
$1 oM _ .
3 -L'
5 |"‘l Y
3 D ”l( IV
Illlll...... $O.TM SO.OM $0.0M $0.0M 50 OM 0 0M $0 OM 50 OM $0.0M $0 0

ype ¢ 5 0 15 20 5 30 35 40 45 0 35 60 85 70 75 Total
8QSwatus | §3279,315 $4625249  $4867313 $4293059 $3439251 S$2770347 $2153509 51481250 $669,479 §498,122 S276,717 $143767  $50.227 $17885 $6513  $2147 $28,794,651
BQProsp | $908,146 $3712582  $5414845 $4489935 $3529889 $3.040.223 $2804382 $2440767 $1.825151 $1,208772 $753437 5435405 5169004 $65722 S25567 $9244 $30,834,051

Total $4,187,461 $8,337,831 $10,282,158 $8,782,994 $6,969,140 $5811,069 $4957.891 $3,922017 $2,714,629 $1,706894 $1,030,154 $579,173 $219,231 $83,607 $33,081 $11,391 $59,628,702

AT the e |
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Modelling

Total bequest income forecast
Expected income from ongoing bequest marketing, including expected unknown income

$40,000,000

Bequest income

$30,000.000

$20,000.000

$10,000.000

» 0 10 20 30 40 50

Years from now

- Existing bequesters - Marketing plan . Ongoing income . Unconfirmed income . Anonymous income

Model: Proposed Marketing Plan (inc ATL)
At the /th
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It’s the cumulation of a higher motivation and many
GIW mentions across all interactions over an
extended period of time. ="

“'
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4. Educate internal key stakeholders

Strfngﬁr



Importance of patience

Still few consider a GIW, update
due to changing family situation

The first Will

Few consider a GIW at this point,

The second Will

An important moment
The third Will is when charities are
more seriously considered if the
individual / couple feel financially
secure

The critical Will
The most important Will made,
reconsiders everything and often
starts from scratch,

The last refresh
Last refresh or when partner of
couple dies, remaining partner
updates as single person.

AL Tne rw,
of fundraising



5. Outline how you’ll measure success

Strfngﬁr



Dashboard KPI ideas

Donor

Republic

*  Whole of organisation GIW mentions

* Pipeline numbers across the X stages of conversion and annual movement between each

* % of movement from Interested to Considerer

* % of movement from Considerer to Intender

* % of movement from Intender to Confirmed

* Time to confirmed from entry into the funnel

* Pipeline by GIW score volumes (to demonstrate engagement across whole of fundraising)

* Funnel by some score volumes to track over time

*  Number of GIW conversations (by team and type)

* Realisation rate

e Original source of confirmed GIW’s vs. other funnel stages to truly understand the most important
pipeline areas

*  Number and revenue of realised GIW’s that were known vs. unknown

* Individual activity measurements

* Contact reports

At the /Wf
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Donor
Republic

5+ Gifts

Understanding the health of your pipeline

10+ Gifts

Gift 5+ Years ago

Gift 10+ years ago

Gift 15+ years ago

Gift in the last 12 months

Non F2F RG

RG gift greater than 3 years + 50

Made single gift of $250 - $999

Made a single gift of $1000 +

Age 50 +

No children

Single/Widowed

informed IR deress change

(SN [NCRN ¥ N N [ FGJ PR FERN JERNG FTVI [NCN PSR NS SN

Has family member supported by

Has/is supported by -

Current or past volunteer

Family Imprint

Sense of financial security

U= N JW]Ww

Total possible score

39




D 7. Process Summary

Donor
Republic

. Sector / Landscape analysis

Review of your program performance

Stakeholder meetings

Strategy workshop / education

Write it up into a plan / business case

Cost out the investment

Agree measurables/KPls to track performance

Internal support

Present the plan to the Board for agreement

10.Secure agreement and understanding of implications of investment

changes.
At the Wl’f

of fundraising

©oONDURAWN R



Thank you
Marcus Blease, Director, Donor Republic
mblease@donorrepublic.com.au
0403 932957
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