Cancer Council NSW — Tax Appeal 2008

BACKGROUND

“While most other cancers have yielded to advances in
treatment, pancreatic cancer remains almost as deadly as it
was fifty years ago. Only 7 out of 100 patients recover from
the condition,” Andrew Penman, CEO, Cancer Council NSW.
Improving the prognosis for pancreatic cancer patients and
reducing the enormous suffering it can cause is a challenge.

MARKETING OBJECTIVES

To develop a compelling direct mail cash appeal to existing
supporters of Cancer Council NSW. The aim was to raise $750
gross income at an ROl of =>4:1. All funds from this appeal
were tied to pancreatic cancer research.

STRATEGY

The campaign was inspired by the determination to defeat an
‘unbeatable’ cancer through organisational leadership. The -
strategy was to leverage the audiences trust towards the = E
Cancer Council brand and their unparalleled service provision, -
enabling them to develop Australia’s first Pancreatic Cancer
Research Fund.

CREATIVE SOLUTION

e Income projections identified the top 1000 donors likely to
generate >$100K. These people were asked to fund a $100k
‘innovator grant’ — a tangible and achievable outcome of their
support.

e To make the need for the cause real, Cancer Council NSW told I
the story of a beloved grandmother who dies within 9 weeks of
diagnosis — a sad and all too familiar story.

e The determination to reach the target was matched by
repeated waves to the campaign: three in all, stressing the
urgency to donate this tax year.
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RESULTS

e The campaign grossed >$1m at an ROl of 7:1. This was 50%
above the budget and 75% above 2007’s performance, a
remarkable return from an almost identical mailing base.

¢ $1m net income was raised for research into pancreatic cancer,
the single-largest cash injection for this cancer in the Council’s
history.

e Success was driven by 1,000 more people responding than
anticipated and at the value 10% higher than budget.

Open Up To Mail gratefully acknowledges Pareto
Fundraising and ADMA for allowing us to publish the
details of this campaign.
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