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Fundraising Period:

Campaign Objective:

Campaign Mechanism:

Target Market:
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Campaign Background And Considerations:
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Fundraising campaign plan
Supporter pathway:

1. Registration 2. Activation 3. Completion
Objective: 

Tactics:

Awareness Engagement Conversion Retention

Paid TV Organic social Registration webpage Email journey
Paid Radio Direct mail Fundraising webpage Incentives
Out of home (billboard etc) Telemarkting Fundraiaing guide Merchandise
PR/Media Email Marketing Social community Digital badges
Paid Social SMS Printed assets Feedback surveys
Digital Advertising Editorial Social assets Competitions
Webpage Native content Digital retargeting Impact communications
SEM User generated content Thank you comms
Affiliate Marketing
Influencer Outreach

Promotional Plan: 

Objective:



Accountable Supportive Informed

Likelihood
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Risk Score
LxI Mitigation Strategies

Impact
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Risk Register

ConsultedResponsible

Risk

Fundraising campaign planRasci framework 

Focus area



Fundraising Campaign PlanKey Messages And  Storytelling:

Content 
Requirements: Video: Images: Written content: Audio:

Campaign  
Theme:

Core  
Message: 

Graphics:

Supporting 
Messages:

Personal Story 

Participant Story: 

Impact Story: 

Call to action:

Story Bank: What you need Format

www.humph.com.au



12 Week Comms Schedule
Week 1 Week 2 Week 3 

Week 4 Week 5 Week 6 

Week 7 Week 8 Week 9 

Week 10 Week 11 Week 12 

www.humph.com.au



Fundraising Period:

Target 
Participants:

Target Market:

Awareness Engagement Conversion Retention

Paid TV Organic social Registration webpage Email journey
Paid Radio Direct mail Fundraising webpage Incentives
Out of home (billboard etc) Telemarkting Fundraiaing guide Merchandise
PR/Media Email Marketing Social community Digital badges
Paid Social SMS Printed assets Feedback surveys
Digital Advertising Editorial Social assets Competitions
Webpage Native content Digital retargeting Impact communications
SEM User generated content Thank you comms
Affiliate Marketing
Influencer Outreach
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Target Avg 
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Amount:
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Campaign on a page

Core Message:

Campaign Name:

Fundraising 
Goal
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	Campaign participation launch date: October 15
	Campaign objective: Raise $135,000 through a diverse group of participants
	Campaign background: The wombat walk is our longest running fundraising campaign we use augmented reality to show what the centre of Melbourne would look like if hadn't been settled so you get to experience the environment in a totally different way - incorporating the wisdom of our first nations collaborators. There is also a treasure hunt of wombat settlements that you can find along the way to keep things interesting. This is the first year that the augmented reality will feature some sponsor 'surprises'. Although we have tried to keep the 'capitalist' element out of these sponsor surprises, this new introduction may be poorly received by some of our more passionate environmental supporters. We love the wombat walk because it isn't linear and uses technology combinedwith ancient wisdom to create a completely unique adventure.
	Target no: 
	 of participants: 675

	Act_Obj: 35% activation rate
	Com_Obj: 80% completion rate
	Reg_Tactic: 
	1: Personalised corporate reg
	2: Registration at events 
	3: Partnership with Fitplace gyms
	0: Online registration form

	Act_Tactic: 
	0: 
	0: Fitplace membership incentive
	1: WW24 merch
	2: Email journey
	3: 2 x Coach contact


	Com_Tactic: 
	0: 
	0: 
	0: Vet updates
	1: Wombat impact videos
	2: Follow up calls 
	3: Thank you shout-outs on social



	G1_O1_I: CEO
	G1_O1_A: Marketing
	G1_O2_R: Marketing
	G1_O3_R: Fundraising
	G1_O2_A: Marketing
	G1_O3_A: Fundraising
	G1_O3_C: Partnerships
	G1_O2_I: Events
	G1_O3_I: Events / CEO
	G1_O1_S: Fundraising
	Target market: Corporates, community groups, environmental enthusiasts and activists.
	Reg_Obj: Achieve 1150 registrations
	Promo_Obj: Generate average of 3,000 web hits on the donation form per month from Oct to Mar
	G1_O1_R: Marketing
	Focus: Promotions
	Focus_1: Registrations
	Focus_2: Activation
	G1_O4_R: Fundraising
	G1_O4_I: Leadership
	G1_O4_A: Fundraising
	G1_O4_C: Events
	Focus_3: Completion
	Focus_4: Event
	G1_O5_R: All
	G1_O5_A: Events
	G1_O5_S: Mkting/Fndsing
	G1_O4_S: Marketing
	G1_O3_S: Marketing
	G1_O2_S: Fundraising
	G1_O1_C: Events
	G1_O2_C: Partnerships
	G1_O5_C: Partnerships
	G1_O5_I: Leadership
	Mitigation strategies_6: Supplement strategy with brand building activities.
	Mitigation strategies_5: Ensure full risk assessments are conducted. Have clear OHS planning.
	Mitigation strategies_4: Test incentives with focus group
	Mitigation strategies_3: A/B test forms, daily review of numbers, clear monitoring of marketing funnel
	Mitigation strategies_2: Test plans with multiple focus groups
	Mitigation strategies_1: Prepare a virtual version of the event
	Risk Score (Likelihood x Impact)_1: 10
	Risk Score (Likelihood x Impact)_2: 20
	Risk Score (Likelihood x Impact)_3: 9
	Risk Score (Likelihood x Impact)_4: 8
	Risk Score (Likelihood x Impact)_5: 6
	Risk Score (Likelihood x Impact)_6: 3
	Impact_6: 3
	Likelihood_6: 1
	Risk_6: Other high profile event enters market
	Risk_5: Negative incident at event
	Likelihood_5: 2
	Impact_5: 3
	Impact_4: 4
	Impact_3: 3
	Impact_2: 5
	Impact_1: 5
	Likelihood_1: 2
	Likelihood_2: 4
	Likelihood_3: 3
	Likelihood_4: 2
	Risk_4: Low activation rate
	Risk_3: Low registration rate
	Risk_2: Backlash against corporate elements
	Risk_1: Event is cancelled
	Campaign Name Input: The wombat walk 2025
	Campaign activation period: May 1 -31
	Campaign mechanism: A sponsored walk of 50 kms
	Core message: Connect with your city, the environment and the people around you.
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	Text1: Mission team experiences
	Text2: Walk participant experiences
	Text3: Personal calling
	Text4: 
	Text5: 
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	Text13: 
	Text14: 
	Text15: 
	fundraising goal: 135,000
	Target avg fundraising amount: $200
	Campaign Budget: 20,000
	Video requirements: 
	Image requirements: 
	Written requirements: 
	Audio requirements: 
	Graphics requirements: 
	Campaign Theme: Innovation meets nature - a truly unique experience to safeguard our precious animals 
	Supporting message 1: Our environment is precious and unique, it's our job to defend it.
	Supporting message 2: We're connected to each other and the earth.
	Supporting message 3: Support natures icons, protect the wombat.
	Supporting message 4: Indigenous wisdom meets scientific innovation.
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