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Rasci Framework:
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Indicative calendar of activity
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the overview quickly.

Date published:

Deliver financial stability through diverse revenue streams

Createdby: jamie Howell
Goal:
Fundraising
Target: 95,000
Objective I:

Increase average donation of monthly subscribers

Objective 4:

Improve activation of school participants from 28%

Key segments

Platinum Corporates

Cause driven fundraisers

Key activities:
Wombat Walk

New wombat participation event aimed at cause di

Objective 2:

Increase retention of monthly subscribers from 60¢

Objective 5:

Increase flow of event participants into monthly sul

Low value Subscribers

Inactive donors

Monthly members program

Wombat workshops product

This page summarises the key outputs from pages 1-4. Complete the full strategy first,
then use this page to share with your board, volunteers or other stakeholders who need

28 April 2026
Budget: 28000
Objective 3:

Increase revenue from wombat walk by 35% throu

Objective 6:

Increase income from volunteer events by 5%

Highly engaged subscribers

Inactive donors

Corporate Conscience Programme

Volunteer-Driven events support resources



	Blank Page
	Blank Page
	Blank Page
	Blank Page
	Untitled

	Objective_4: Improve activation of school participants from 28% to 32% in the Charity Art Challenge
	DS6: Donor-advocates
	DS7: 
	DS8: 
	Term: 2026-29
	TC1: Wombat walk corporate teams and add-on fundraising options (merchandise, after walk events, silent auction)
	TC2: Monthly members - incentives and impact communications plan
	TC3: Corporate conscience campaign targeting mid to large corporates with the means to become platinum partners
	TC4: Develop content strategy to support digital activities
	TC5: Create supporting materials for volunteers to run event - Indigenous cookery night, trivia, bbqs
	TC6: Apply for grants from government bodies, conservation organisations, and foundations
	TC7: Catch-all communications to transition supporters between products
	TC8: Re-engagement communication for supporters who haven't donated recently
	TC9: 
	Text7: 
	R1: Marketing and fundraising
	R6: 
	R2: Marketing and fundraising
	R3: Events and fundraising
	R4: 
	R5: 
	A4: 
	A5: 
	A1: Fundraising
	A2: Marketing
	A3: Fundraising
	S1: Creative agency
	S2: Finance
	S3: Marketing
	S4: 
	S5: 
	C1: CEO, Program manager
	C2: Operations manager
	C3: Operations
	C4: 
	C5: 
	I1: Volunteer manager
	I2: CEO
	I3: Volunteer team
	I4: 
	I5: 
	I6: 
	S6: 
	A6: 
	RISK1: Wombat walk cancellation
	RISK2: Increased crowding with other conservation charities
	RISK3: Cost increase from suppliers
	RISK4: Staff turnover in content team
	RISK5: 
	LI1: 2
	LI2: 4
	LI3: 4
	LI4: 2
	LI5: 
	IM1: 5
	IM2: 3
	IM3: 4
	IM4: 3
	IM5: 
	SC1: 10
	SC2: 12
	SC3: 16
	SC4: 6
	SC5: 
	MIT1: Prepare virtual participation version
	MIT2: Focus on brand building - repetitive visuals and messaging
	MIT3: Create Gift in kind program for easy sign up by corporates
	MIT4: Make sure we have clear guidelines and process mapping for content production.
	MIT5: 
	January: 
	February: 
	March: 
	May: 
	June: 
	July: 
	August: 
	September: Corporate Conscience Ball
	October: Wombat Walk and Charity Art Challenge
	November: 
	December: 
	weight_1: 30
	weight_2: 20
	weight_3: 20
	weight_4: 15
	weight_5: 10
	weight_6: 5
	April: Monthly subscription product launch
	Author: Jamie Howell
	Goal: Deliver financial stability through diverse revenue streams
	Objective_1: Increase average donation of monthly subscribers from $30 pcm to $35pcm by EOFY
	Budget: 28,000
	Objective_2: Increase retention of monthly subscribers from 60% to 70%
	Objective_3: Increase revenue from wombat walk by 35% through corporate and 'Add on' packages
	DS1: Platinum Corporates
	DS2: Low value Subscribers
	DS3: Highly engaged subscribers
	DS4: Cause driven fundraisers
	DS5: Inactive donors
	FA1: Wombat Walk
	FA2: Monthly members program
	FA3: Corporate Conscience Programme
	FA4: New wombat participation event aimed at cause driven fundraisers
	FA5: Wombat workshops product
	FA6: Volunteer-Driven events support resources
	Expected income: 95,000
	Date: 28 April 2026
	Objective_5: Increase flow of event participants into monthly subscribers by 2%
	Objective_6: Increase income from volunteer events by 5%
	C6: 


