
n this third and final of three 'fundraising in the heartland' 
articles, Lisa rounds out her comment on her programme 
development as Director of Communications and 
Fundraising at Presbytedan Support Otago. 
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FamIly Works is the name for Presbyterian Support's child, 
family and welfare services. As I mentioned in the last 
article, this brand was introduced to provide a "secular" 
identity to counter a perception that donors (corporate 
ones in particular) were not as sympathetic to faith-based 
organisations. The hope was that the new brand would 
open more doors and thus assist with national fundraising 
endeavour. I was dubious about the rationale, although 
happy to be proved wrong! 

In 2006, our Centennial year, 
Presbyterian Support Otago 
(PSO) adopted the brand and 
now all seven Presbyterian 
Support regions use it. The 
national organisation is a 
federation of independent and ~~~~ A PAESIYTUIA,N 

SUPPORT 

autonomous regions. We don't INITIATIVE 

OTAGO
have a head office to direct our 
activities, so decision making is 
collective and usually by consensus. This means that it 
often takes a long time to come to a decision, but once we 
do there is good "buy-in". 

Each region has used the brand slightly differently. In some 
regions Family Works would be at least as well known as 
Presbyterian Support and the brand can stand on its own. 
In Otago, we have tended to use it as a descriptor and we 
therefore have less brand recognition and hence a lower 
brand value. I believe that, in Otago, the "Presbyterian" in 
our name carries more weight because of our history and 
the values and interests of our donors. 

Why am I telling you all of this? It's because it is a good 
example of what happens when marketing meets 
fundraising. To date we have not carried out any new 

national fundraising because we have been kept busy 
discussing "positioning" and "brand value". We have all 
promoted Family Works in our own regions and, to varying 
degrees" funders are starting to recognise the brand. 
However, without national agreement regarding investment 
to drive a fundraising strategy forward, we are unlikely to 
achieve a significant national philanthropic profile for Family 
Works. 

Upgrading donors and the Silver 
Trowel Club 
I'd like to share with you two strategies we have used to 
encourage our donors to make larger gifts. The shape of 
our donor profile tends towards an hourglass rather than 
a pyramid. We have a lot of small donors, a reasonable 
number of large donors and very few in the middle. I use 
our regular mailings to grow the giving; not only in total, but 
also on an individual basis. Our database is too small to 
do test mailings, so I segment as much as I can, then we 
monitor the effects. Sometimes it doesn't wonk, but most 
of the time it does. 

II segment through many different ways (such as interest, 
trequency of giving, recency of giving, key words, etc.) 
but here, I am talking about segmenting people into their 
appropr:iate "last gift" level. This informs the "ask for" amounts 
that we put on the response form. I tend to give four choices: 
the amount of the last gift, the last gift plus 50%, the last gift 
plus 75% and double the last gift. "Other" is always the fifth 
choice. Of course this a crude way to do it and you have 
to know the donors and their giving patterns, because a 
very generous last gift may mean that the donor receives a 
response form with suggested gift amounts far in excess of 
what they might consider possibl'e. 

If care is exercised this can be a very useful way to upgrade 
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donors with each and every mai'ling. Monitoring is crlJcial 
and our Fundraising Administrator keeps immaculate 
records of the effect of the suggested gift amounts on 
the response of the donor. Where it appears that we have 
become too presumptuous, we adjust future ask amounts 
to take this into consideration. 

Direct Mail 
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Direct mail. returns have been a mainstay of our fundraising, and 
revenue has increased each year. 

The second way in which upgrading is achieved has 
been through the creation of a "gift club" for donors 
who have similar interests. Ross Home is one of PSO's 
seven residential homes and hospitals - it was our first, 
established in 1918. It was built on ten acres donated by 
the Ross family, who were generous benefactors to many 
early Dunedin institutions. It would be fair to say that Ross 
Home owes its existence to phil1anthropy. 

During a recent The original Silver Trowel 
re-development of 
the Home,. a trowel, 
used by the found'er to lay the 
first brick, was rediscovered. I was 
captured by the idea of a 10nQlline of 
benefactors reaching from John Ross to the present day. 
The Silver Trowel Club was formed and donors who had 
supported Ross Home projects in the past were asked to 
consider making a gift (at a particular Ilevel) and becoming 
members of the Club. This had the effect of upgrading 
the giving of all prospects. We have kept thi1s segmented 
group and continued to grow their giving, invited them 
to special functions and kept them up to date with what 
their donations have supported. I consider this a modest 
success, and something that w II act as a model for later 
segmentation by area of interest. 

On the telly ... and on the phone .... 
Our Chr'stmas Appeal has become our most successful 
mail appeal and I am always looking out for ways to 
improve it even further. In 2008 we were offered the 
opportunity to make a TV commercial and screen it on 
Channel 9, the local channel, for a price that made it a very 
attractive proposition. We went for a simple approach - a 
young mother wondering how she will be able to cope with 
children's expectations at Christmas, followed by our CEO 
with the ask. To make it easy for the donor we decided to 
use a 0900 number, with their donation being deducted 
from their telephone account. 

the response to our mailed Appeal was way up, but the 
number of peopl:e phoning 0900GIVING was low. When 
we received our statement of account nearly three months 
later, we discovered that the cost of Telecom's service was 
nearly greater than the amount of the donations received! 
That was the low light of the Appeal and something that 
makes me wonder if we "did it wrong" or whether the cost 
ratio of this easy response device will always be too high. 

Octacan 
If you know Dunedin, maybe you can guess what Octacan 
is. This very successful special event was the star of our 
Winter Appeal this year. The centre of Dunedin is the 
Octagon and each Midwinter it is taken over by service 
groups who cook breakfast and serve it to hardy residents. 
A charge is made for the meal and it is donated to the 
various organisations which have food banks. This year we 
decided to build on it and Octacan was born. The idea was 
to build a can trail (like the old-fashioned coin trails, but 
with cans and non-perishable food items) and see how far 
around the Octagon we could get with it. 

We were supported by the local radio station, and they 
did a great job. We mailed corporates, schools and other 
groups and gave them the heads-up on the event. It was 
an unqualified success. In one day we received 4000+ 
food items and we had the most amaZing display of 
generosity from Dunedin people. What was impressive 
were the stories we heard as we greeted people and 
helped them place their donations along the trail. People 
who had been helped by our food bank, people who were 
touched to see others giving and went and purchased food 
so they could do likewise, and my personal favourite - an 
elderly couple who had come in on their weekly bus trip to 
"town" carrying a supermarket bag full of food donated by 
their bowling club. 

Next year we will do it all again, and this time add just 
one more ingredient. I have found that if you build on an 
event just a little more each year, it will remain fresh. Then 
the important thing is to know when an event has run its 
course. One final comment on Octacan: the event was 
created, planned and carried out by our very competent 
Marketing and Communications Co-ordinator and many 
PSO staff pitched in as volunteers to greet donors and 

We received great feedback about the commercial and Continued on page 16 
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Continued from page 15 

to place, measure, pack and stack cans at 
the end. Some staff finished their shift quite 
overcome by the generosity displayed that 
day. 

Major Gifts, Deferred Giving 
and the"whole works 
If I say that time is the major impediment to 
further diversification of our fundraisin9 mix, 
then I expect that I would join the majority 
of fundraisers. ~I knew when I joined PSO 
that starting a major gifts programme and 
seeking bequests were two of the most 
important ways to grow our philanthropic 
income. But it took until earlier this year for 
me to get these programmes underway. I 
could have begun in a small way earlier on, 
but I didn't want to start to engage with the 
donors in a manner that 'I couldn't commilt to 
sustain. 

Supported by our fundraising results to date, 
I made a proposal to the Board to fund more 
staff for my department. This they agreed 
to and, to cut a long story short, I now have 
staff dedicated to Major Gifts, Deferred 
Giving and Trust solicitations. Although 
it is early days, the fruit of the personal 
visitation is already apparent. Our donors are 
delighted to be visited and thanked for their 
support. We will shortly launch a bequest 
event where we can thank the many people 
who now have PSO in their Wills. One of our 
donors has offered the use of his land for 
a community garden initiative. He will soon 
see first-hand the result of his philanthropy 
when the site is covered with young people 
learning skills from the older generation. 
Good relationships are being nurtured and 
yes, it does take time, but we've made a start 
and it's a good one! 

Sign of the Times 
A recession can be the best of times and the 
worst of times. As a social service agency, 
Presbyterian Support has been confronted 
these last 18 months with the greatest need 
we have seen since the benefit cuts of the 
1980's. However, along with that, we have 
seen remarkable generosity and community 
support. We will emerge stronger and 
with a more di,versified and less vulnerab'le 
fundraising mix and the income that goes 
along with that. In the five years I have 
been here we have more than doubled our 
fundraising income. Our target for the current 
financial year is $1.2 million. Can we do it in 
the midst of the global financial crisis? I'll let 
you know. It's another step on the journey! • 

the fundraising ferret 
CanTeen has expanded their fundraising capacity 
with the appointment of James Sutherland to the 
position of Fundraising Executive. James explains 
that the new role was created to set-up and manage a 
national grant funding program, to support and develop 
existing regional funding and track all grant activities. He 
will also be helping the General Manager Marketing and 
Fundraising with the development and implementation of CanTeen's 
Alumni Programme and there will also be other fundraising activities 
such as supporting CanTeen's Bandanna Challenge, Christmas Card 
and Direct Mail campaigns. James will be supporting the fundraising 
work of thirteen CanTeen regional centres and working with a team 
of four at their National Office in Auckland. Prior to joining CanTeen, 
James was with Youthline for two and a half years, initially as Funding 
Admifi'listrator and then as Funding Coordinator where he had 
responsibility for coordination of Youthline's Auckland, Palmerston 
North, Southland and National grants calendar and reporting processes, 
direct mail campaigns, contract administration, contract tendering and 
various fund raising activities including events support, sponsorship 
proposals, merchandise and project support. Before the Youthline stint 
James graduated from AUT with a Bachelor of Communication Studies, 
including a major in Creative Industries and a minor in Public Relations. 
"I'm really looking forward to the challenge of helping CanTeen build a 
National funding program that will develop new and build on existing 
levels of funding support through grants and other non-commercial 
funding opportunities." says James.• 

When Mary Jane Boland told her friends and 
colleagues that s'he was resigning her role as deputy 
editor of The Listener to take up the role of Fundraising 
and Communications Mana,ger at Auckland's 
The Hearing 'House, the response from many was, 
"Are you mad?" After 17 years in journalism, Mary Jane 
considered it was time to try something new and this 
position appealed for several reasons - "I liked a challenge (so, no, it 
wasn't madness), it's a fabulous organisation that permanently improves 
the lives of deaf and hearing-impaired children and there's a nice mix 
of fundraising and communication work - such as driving publicity for 
Loud Shirt Day and our annual appeal. Plus it opens new doors for 
me in the future and will give me a who'le range of new skills." Previous 
journalism roles for Mary Jane have included chief reporter at the 
Sunday Star-Times as well as the deputy editor position at The Listener. 
Those roles included writing, managing staff, liaising with a wide range of 
people, and strategic planning. Her role at The Hearing House is a solo 
fundraising role, responsible for raising money via a range of sources, 
public relations and communications works, which includes raising the 
profile of the organisation. "Working in this ro'le has so far been fantastic. 
There's heaps to learn and, as a fairly creative person, II've got ots of 
ideas about how to find new sources of funding for The Hearing House. 
The staff are fabulolUs and my chief executive, Scott Johnston, is very 
supportive of new ideas and a great person to deal witlJl as he has a 
fantastic grasp of events, strategies and the financial side of things." 
Mary Jane says, "Plus we all enjoy a laugh. I'm hoping to really make my 
mark on this sector - fingers crossed - so watch this space!" • 

The Editor of The Fundraising IFerret is always pl'eased to hear who 
is new to fundraising and who has moved within the industry. All 

leads to The Ferret at tony@tpassoc.co.nz 
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