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Towards Zero Deaths



Breast cancer 
affects everyone



• Established in 1994 with a mandate to raise 
awareness of the importance of early detection.

• Focused on breast health education, funding 
medical research and providing practical 
assistance for New Zealanders’ affected by breast 
cancer.

• Non-government funded charitable trust, 
governed by a Board of Trustees.

• Guided by a dedicated Medical Advisory 
Committee consisting of experts across many 
disciplines of breast cancer. 

Breast Cancer Foundation 
NZ 



Jane Carlson 
Individual Giving Manager 



Awareness and 
Education
Educating and awareness-raising: spreading 
knowledge, saving lives

Research
Investing in research and medical grants: expanding 
horizons, searching for discoveries

Support
Supporting those with breast cancer: listening, lifting 
spirits, helping recovery

Advocacy
Advocating for change: speaking up, speaking out, 
standing strong

What 
we do



Events, peer to 
peer, and
community 
fundraising.

Pink 
for a 
day 





Why Regular Giving?

• To have a more sustainable and predictable income.

• To de-risk our income streams.

• The potential for growth in our regular giving programme 



• The vision of the club is the same as our organisation vision.

• Zero deaths from breast cancer.

• With the proposition of:

• “Join a determined commuinty of regular givers, helping to 
achieve zero deaths from breast cancer”

• We launched it with a direct mail pack and warm phone 
campaign. 



Why we need cold acquisition.

• Started with warm leads with a programme to convert 
our peer to peer fundraisers which met KPIs and was 
successful. 

• Running low on leads so we needed a new strategy.

• The database was declining not growing.

• BCFNZ hadn’t invested in cold acquisition for a number 
of years 2015/16.



Why two-step regular giving? 

• We wanted to try generating leads through social and 
converting them with telefundraising. Digital only 
conversion has low conversion rates. 

• Telefundraising was something that the organisation 
had experience with and so was a good place to start 
with acquisition. 



Partnering with an agency 

• We had limited capacity to create social and digital 
content in house and and this was our first time doing 
this kind of work.

• An experienced agency was required, and we chose 
Parachute Digital as our partner, because of their strong 
track record. 



The campaign approach  for lead generation

• Develop three different concepts to test in market.

• Test lead forms versus landing pages.

• Test SMS in the journey.

• Test different asks in the journey (RG, single gift).

• Generate quality cost-effective leads for the 
telefundraising agency.

• The channel used would be Facebook. 



Phase 1 – Testing the three concepts 



Concepts – young women  



Concepts – zero deaths 



Concepts – support bra 



Examples of Facebook adverts – zero deaths



Examples of Facebook adverts – young women



Examples of Facebook adverts – support bra 



Support bra video content 



Support bra PDF 



What was the winning concept ? 

• It was based not just on cost per lead and the number 
of leads but also on the number of conversions through 
the telefundraising. 



Support bra was the 
winner! 



Audience demographics 

• 96% of leads delivered were female. 

• Popular age groups were from 35 – 65+

• The 35-44 age group was the sweet spot, delivering a 
36.49% lead CVR.



.



Results 

Young women Support bra Zero Deaths 

Leads 628 411 709

Cost per lead $1.09 $1.63 $0.97

RG conversion 6.41% 10.56% 7.3%



Telefundraising 

• Generating leads is only half the story 

• The conversions are the most important part and for that we 
needed a telefundraising agency.

• Leads were sent to the agency using an API with Zapier so 
they could be called as quickly as possible. 

• Leads were also sent back to us and loaded into Salesforce. 



Phase two – Scaling up 



Landing page  



Phase two results  

• We turned off concept 1 and 3 and focused the 
campaign on concept 2 - the quiz.

• Phase 2 of the campaign delivered a total of 2594 leads. 
The CPL jumped throughout this period due to form 
updates, FB ad rejections and rising media costs due to 
the busy Christmas period.



Phase two results  

• Overall, we were still able to drive an overall CPL 
of$5.63 vs $6.13 forecasted for this phase.

• These leads delivered 147 new RGs at 7.5% CVR and a 
CPA of $318 vs $500 target.



Audiences  



Audiences  

• Audiences were separated into different segments, 
health and wellness, medical field, medical training, 
cancer-related, female advocacy and look alike 
audiences. 

• The best-performing audience was health and wellness 
which delivered the most conversions at the lowest CPL.



Retention  

We had a journey that the leads were dropped into to 
keep them warm before they were called as well as to get 
additional conversions. 

• Two SMS 

• Seven emails 

• Four different campaign landing pages.

• Parachute developed the content we created the 
automation journey in Pardot 

• https://www.youtube.com/watch?v=h52BrUTxvjE

https://www.youtube.com/watch?v=h52BrUTxvjE


Retention  

• Once we had someone sign up they were switiched  
onto our automated onboarding journey also in Pardot.

• New sign ups also recieve a pack in the post with 
welcome letter, information about BCFNZ , BRA card 
and additional merch.  



Results (Parachute)

KPI Actual 

No of leads 5600 4492

Media spend $37,000 $16894

Contact rate 46% 62%

Conversion 5.5% 7%

Av gift $29 $23

CPA $564 $313

No of conversions 277 280



Landing page   

• The Facebook lead form was more successful at 
converting leads than the landing page , but the landing 
page was more successful at actual conversions. 



What happened next?

• Results of the 3 month trial campaign were presented 
to the board and on that basis, we got approved to 
make RG acquisition part of our business as usual. 

• After a pause, the campaign has been restarted using 
the same creative and approach. 

• We will continue the campaign using two-step over the 
next year. 



Learnings 

• Partner with agencies who have a good alignment with 
your values and that are an extension of the team.

• Follow the data.

• Monitor the campaign closely, keep an eye on CPL and 
conversion rates. 

• You need telefudraising to convert the leads. 



Learnings 

• Lead volume through a two step campaign can vary 
considerably.

• To ensure consistent lead volumes for the 
telefundraising agency its useful to have an alternate 
source of leads such as internal leads or purchased 
leads 



Learnings 



Challenges 

• Cost and keeping an eye on ROI.

• Managing suppliers keeping performance up.

• Spam and scamers in the telefundraising space. 

• Lack of regulation in the sector some guidelines would 
be useful, or a code of conduct.



Challenges

• Measuring retention.

• Capacity and time. 

• Analysis and modelling

• Content generation.

• Budgets and investment



What’s next 

• Improve financial modelling around churn/attrtition and 
income prediction. 

• Making use of the leads we generated in the campaign 
in the fundraising mix.

• Improving the presence of RG on our website.



What’s next

• Strengthening onboarding journeys.

• Including a survey in the sign-up journey.

• Better use of SMS 



What’s next 

• Arrears calling and monitoring the programme more 
closely with our new Supporter Care Coordinator.

• Looking at different lead sources for the campaign.

• Appointing an agency to do an in-depth analysis of our 
database and realise any missed potential. 



Acknowledgements 

• I’d like to acknowledge previous fundraisers whose hard 
work and innovation I was able to build on to create this 
successful campaign. 



Thank you.



Any questions?
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