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About Variety and Variety NSW

Variety is a charity committed to supporting children aged
0-18 who are sick, disadvantaged or who have special
needs. Having operated in Australia for over 40 years, it
now serves over 100,000 Australia children annually.
Variety NSW operates across New South Wales, including
in Sydney, Newcastle and regional NSW, as well as in the
Australian Capital Territory (ACT).

Variety was founded in Pittsburgh, Pennsylvania, in 1927.
In 1975, Variety NSW was established in Sydney. Variety
quickly grew across the rest of Australia, establishing a
Regional Committee in each mainland capital by 1988 and
expanding by setting up independent ‘Tents’ (self-managed
branches) in each state and territory by 1994.

As an example of the organisation’s unique approach to
fundraising, the first Variety Bash – a fundraising car trip
around the Australian bush – was held in 1984 and was led
by the famous Australian entrepreneur, Dick Smith. Since
then, the Variety Bashes have raised a total of over $200m
for children in need.

A wheelchair provided to a  a 15-
year-old girl with Quadriplegic 
Cerebral Palsy, funded by a grant 
from Variety.

Celebrations for 
the 30th Variety 
Bash, in 2014

The organisation provides grants, support services,
education and empowerment programs, scholarships and
children’s events. Variety NSW’s grants have grown to
around $4 million per year, and includes support for both
individuals (e.g. for education supplies or medical
equipment) and community children's groups. As a
demonstration of their impact, the organisation supports
children suffering from 200 different types of medical
conditions.

Moving forward, Variety NSW is hoping to deliver an
expanded set of support programs, including a playground
inclusivity program and a geographic expansion of its
disability awareness program ‘Just Like You’. However, to
continue to deliver for children, Variety NSW needs to
ensure that it places itself in the best financial position
possible.
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Variety’s focus

“We believe that all kids deserve a fair go in life.

So whether it’s kids living with disabilities, chronic illness or disadvantage, Variety helps those 

Aussie kids who miss out on what they need to join in.”

Mission

Values

Equality
We believe that everyone deserves a fair go in life

Community
We believe it takes a community to raise a child

Action
We believe in rolling up our sleeves and getting stuff done

Joy
We believe in the importance of lightness and laughter 



Variety’s impact

Offerings

Sample activities

Outcomes

27,422
Number of NSW/ACT 
children impacted in 

2016/17

Goldie’s wheelchair grant
► Goldie, an Australian child, has

Retts Syndrome – a lifelong
condition that prevents her from
walking or talking.

► Variety was able to support Goldie
and her family by providing her with
a grant for a new wheelchair and car
conversion, drastically improving
Goldie’s quality of life.

Source: Variety NSW Impact Report 2016/17 (https://www.variety.org.au/nsw/wp-content/uploads/2016/07/VAR_IMPACTREPORT_2016-2017_NEW_no_marks.pdf)

Activate Inclusion Sports Days
► Provides an opportunity for children

to take part in a wide range of
sports, often for the first time –
ranging from tennis to rugby to judo.

► Delivered in partnership with Sports
NSW.

► Has hundreds of participants each
year.

Carenne School’s grant
► Variety could provide the school with

a grant for sensory equipment for
inclusion in the school’s gym
refurbishment.

► Assisted students with vision
impairment develop their fine motor
skills and visual awareness

► Carenne School specialises in
caring for children with disabilities
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Variety’s current fundraising activities

Corporate partnerships
► Variety partners with a range of
Australian organisations, who
provide funds to Variety.

► Corporate partners can benefit by,

for example, sponsorship of Variety
or involvement in cause-related
marketing campaigns.

► Variety’s largest corporate partner in
NSW is Woolworths.

Personal fundraisers
► Variety supports Australians in
running their own fundraising effort
for the charity.

► Suggested fundraising campaigns

include garage sales, donations in
lieu of gifts and bake-off events.

► Within the last year, 2,500+
Australians have fundraised for
Variety.

Variety Xmas (Christmas)
► Variety runs a major annual
Christmas party each year, and uses
the Christmas season for a set of
special fundraising activities.

► Donors can give a gift or donation to
support the children’s Xmas party.

► Each year, hundreds of runners
dress up as Santa and run along the
foreshore to raise money.

Bequests
► Variety encourages donors to
consider nominating Variety as a
beneficiary in their will.

► Individuals can donate money (either

a % of their will, or a fixed dollar
amount) or an asset – for example, a
valuable painting that Variety could
then sell.

Source: Variety NSW: Get Involved (https://www.variety.org.au/nsw/get-involved/)

Donate your hair (Hair with Heart)
► Participants offer to donate their hair
to be turned into a specialist wig,
and also take part in peer-to-per
fundraising

► Within the last year, 20,000+
Australians have donated their hair
and raised $1.5m

Key takeaways
► Variety has a diverse and exciting set of current fundraising initiatives.
► Variety uses fundraising methods that ensure a good experience for their donors –
people should not feel pressured or tricked into donations.

► While Variety has a broad set of fundraising activities, it does not currently have a

targeted approach for seeking recurring personal donations.

The Variety Bash
► Each year, Variety hosts a ‘Bash’,
where motoring enthusiasts
fundraise to take part in a road trip
through the Australian bush.
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The question

Situation

1. Which target market(s) should Variety NSW target in promoting its 
brand?

2. How should Variety NSW engage with this target market(s) to attract 
recurring donations?

Case questions

► Your client is Variety NSW.
► Many Australians are aware of Variety from specific campaigns (e.g. the Variety Bash), but are

not fully aware of the work that the organisation does with children.
► Variety NSW is seeking to communicate the value of its organisation in order to generate

recurring donations.
► To ensure efficient use of resources, it is looking to target its campaign efforts to particular

target groups, and then to run an engaging campaign in this market.

► Variety NSW requires that investments in non-core services (e.g. marketing and fundraising)
demonstrate clear value for the organisation.

► Your selected target market(s) should be within the NSW/ACT population. State by state
data is provided as background material only.

► Given the competitiveness of the Australian donation market, ideas on how to engage your

target market(s) should demonstrate originality.

Guidance
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Market size 

Availability of funds
► The Australian charity sector raises ~$10b annually

from donations and bequests.1

► This revenue is shared between 50k+ registered
charities (67% are small – revenue under $250k, 16%
are medium – $250k to $1m, 17% are large – $1m+).

All not-for-profits: sources of fundraising2

Sources: [1] 2016 Australian Charities Report, Australian Charities and Not-For-Profits Commission (https://www.acnc.gov.au/tools/reports/australian-charities-report-2016); [2] The Cause Report, JBWare 
(https://www.jbwere.com.au/content/dam/jbwere/documents/the-cause-report.pdf); [3] Euromonitor, 2016

Australian Red Cross
► Saw FY2015 revenue decline 12.6% (vs an 8%

revenue increase in FY2014).
► Share of revenue from government rates

decreased from 71% in FY2014 to 62% in FY2015.
► Over those two years, income from donors and

sponsors became more important, shifting from
19% of revenue to 26% of revenue.

World Vision Australia
► The organisation was able to grow its total revenue

in FY2015 due to increasing its donation revenue,
and having a low exposure to government funding
(10% of total revenue).

► Donation revenue increased by 17.8%, partly by
partnering with technology companies (PayPal,
Good Thnx) to reduce frictions in the donation
process.

Key takeaways
1. Charities that rely too heavily upon government

funding face a strategic risk with regards to
changes in government policies.

2. The market for funding in the Australian charity
sector is highly competitive.

Case studies to understand the market3

Background – an overview of the Australian charity market
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1
Target market 
selection



Overall awareness of Variety is less than many other 
Australian charities
Prompted awareness of different Australian charities1

Variety
► Around half of Australia’s population is aware

of Variety’s brand.
► Currently, older Australian and women are

more likely to be aware of Variety.

Insights

Competitors
► Variety suffers from lower brand awareness than other

charitable organisations, including those that compete in
children’s services market (e.g. Ronald McDonald House,
Starlight).

Sources: [1] Internal research, 2017
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Format
► The Variety Bash is an annual fundraising trip hosted by

Variety. The Bash is not a race, but rather a ‘madcap’
event designed to put the fun into fundraising.

► The Bash has a high profile and is respected within the
Australian recreational motoring community.

Fundraising
► Participants pay a registration fee ($500+), and then also

fundraise at least a minimum amount (usually $5,000+).
► As an activity, it contributes to significant share of

Variety’s overall annual revenue.

Implications for Variety

► Variety should ensure that its core activates of
helping children in need is known by Australians,
and that it is not only known for the Bash.

► The Bash is a useful way for Variety in developing initial
name recognition in the market.

Awareness of Variety is limited to the ‘Variety Bash’ for many 
Australians 

Source of awareness of Variety – all demographics1

Importance of the Bash to Variety’s brand

Sources: [1] Internal research, 2017

Overview of the Bash

Promotional images used for the Bash

52%48%

Became aware of
Variety from the Bush
Bash

Became aware of
Variety from its
chariety work with
children

Page 11



Australian donation patterns by demographic

Segmentation of donations value by demographics1

Sources: [1] CommBank: Spotlight on Giving (https://www.commbank.com.au/guidance/newsroom/spotlight-on-giving-201509.html); [2] AskRight (https://www.askright.com/giving-
australia-2016-surprising-findings/); [3] data from the CommBank study reported by third parties

Demographic group Average donation size Average annual donation

Male $45 $257

Female $41 $221

Couple/family $54 $313

Retiree $46 $267

Income type Average donation size Average annual donation

Top 25% $53 $306

Middle 50% $41 $222

Bottom 25% $48 $286

Age breakdown Average donation size Average annual donation

Over 65 $55 $425

50-65 $49 $324

40-50 $49 $279

30-40 $45 $226

Under 30 $38 $147

Cause supported1

Planned vs spontaneous giving2

► Around 40% of donors plan their giving vs
60% of donors who are spontaneous donors.

► Planned donors give, on average, 6x more to
charity annually than spontaneous donors.

Other data

Seasonality3

► Australian’s are most likely to donate during winter
months (June – August).

Median annual donation3

► $200 per year was the median annual donation figure.

44%

21%

11%

9%

15%

Humanitarian services

Health and disability

Children's services

Animals and environment

Other
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2
Channel selection and
engagement strategy



Promotional effectiveness changes 
significantly by medium1…  

Source of awareness of charities – all Australians Source of awareness of charities – by demographic

Note: source of awareness = % of adults who became aware of a charity by each medium
Source: [1] Internal data (2017)

Traditional media channels play a key role in raising the brand 
awareness of charities

…and within demographics1
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Other
Twitter

Instagram
Schools

In-flight / in-transit
Charity mailing lists

Active resarch
Brands/products that support

Posters / billboards
Retail sinage

Newspapers / online artiles
Radio advertising

News reports / current affairs
Retail promotions
Online advertising
On-street / in-mall

Word of mouth
Facebook

Direct mail / letter box drops
 'Randomly'

TV advertising



Preferred form of communication with charities1

Australians are open to interacting with charities via a range of 
channels

Source: [1] Internal data (2017)

Traditional mediums
► Many Australians prefer to engage with 

charities through traditional channels of 
communication (e.g. TV, radio, direct mail).

► Television advertising is most effective when 
targeting people aged 40-59 (32%), but also 
may be effective for 18-39 year old people.

Insights

Non-traditional mediums
► Social media is the preferred way of engaging with people 

aged 18-39 (36%, vs 28% for email).
No interest in being contacted
► 44% of people aged 60+ have no interest in being 

contacted by a charity. This drops to 15% for people aged 
18-39.
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Words that Australian people associate with Variety1

Variety can build off a strong, positive image

Source: Internal data (2017)

% of adults who associate ‘Variety’ with each characteristic

Positive connotations
► Many Australians think of Variety as strongly

Australian, which is a positive.
► Variety is considered a sound charity

(‘trustworthy’, ‘a fair go’ and ‘inspirational’).
► Positive connotations of the organisation could

be leveraged in future branding activities.

Insights

Negative connotations
► Few Australian's associate variety with negative traits (e.g.

‘pushy’, ‘out of touch’ and ‘confronting’ are all under 10%).
► Variety is seeking to ensure that its future efforts do not

compromise its current good name (e.g., it does not
want to be seen as ‘pushy’).
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Online fundraising platforms New ways of receiving donations in public

Guerrilla marketing Special billboards

MyCause, GoFundMe
► Online fundraising 

platforms can allow donors 
to bypass charities entirely 
to donate directly to their 
chosen cause.

► Generally, a trend in the 
charity market is donors 
aligning with causes (e.g. 
hunger relief) more than 
specific charities.

Social swipe1

► Physical donation device that allows
a person to, for example, ’slice off’ a
slice of bread to donate food to a
person in need.

► Increases donations by creating a
sense of connection between the
donor and the receipt.

► Can be used to sign up a recurring
donor.

27 empty buses2

► UNICEF ran 27
empty school buses
through NYC to raise
awareness of the 27
million children aged
6-15 who lack access
to schooling.

► Demonstrates a new
way of bringing
attention to an issue.

ANAR Foundation campaign3

► ANAR, a Spanish children’s
advocacy group, created a special
billboard that looked different for
children and adults. Children see
a message referring them to
support services, whereas adults
see a different face and
“sometimes child abuse is only
visible to the child suffering it”.

► Demonstrates a new way of using
a traditional medium to tailor
messages for specific audiences.

Other charities have innovated in their approach to attracting 
donors

Source: [1] The Social Swipe (https://www.kolle-rebbe.de/en/work/the-social-swipe/); [2] Unicef (https://www.unicef.org/media/media_100850.html); [3] AdWeek (https://www.adweek.com/creativity/child-abuse-ad-
uses-lenticular-printing-send-kids-secret-message-adults-cant-see-149197/)
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Conclusion
Variety plays an important role in supporting disadvantaged
children across Australia. In order to make sure it can
maximise its impact, the organisation needs to make sure
that it is making the most of available fundraising
opportunities.

As Variety looks to increase its stream of recurring
donations, it has asked you to review the information that is
available to select the most promising target market(s).
Then, with the target audience in mind, you should detail
what actions Variety should take to engage with that
audience in the best way possible – with the aim of growing
this audience into loyal, recurring donors.



APPENDIX 1

Overview of Australia – general demographics

Source: Internal data (2017)

Respondent breakdown of the internal data sources
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APPENDIX 2

Australian donation patterns by state

Segmentation of donations by state1,2

% of adults 
who donate

Donations per person 
vs Aust. average* Total donation value

New South Wales 62% 125% 

Victoria 63% 108% 

Queensland 59% 70% 

Western Australia 57% 80% 

South Australia 59% 78% 

Tasmania 59% 82% 

ACT 62% 120% 

NT 58% 59% 

9%

1%

14%

40%

6%

2%

27% 2%

Sources: [1] Roy Morgan: Donation Deflation: Australian Trends in Charity (http://www.roymorgan.com/findings/7601-donation-deflation-australian-trends-in-charity-201805202349), [2]
The Conversation: Snapshot of Charities and Giving in Australia (https://theconversation.com/infographic-a-snapshot-of-charities-and-giving-in-australia-66672)

*: i.e., the average NSW person donates 1.25x as much as the average Australian

each year.
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APPENDIX 3

Australia’s charity sector vs other countries

Source: The Cause Report, JBWare, 2016
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APPENDIX 4

Proposed advertising mix by audience segment

Source: [1] Australia Post: Optimising the Advertising Mix for Charities (https://auspost.com.au/content/dam/auspost_corp/media/documents/optimising-the-adverising-mix-for-charities.pdf)

Advertising mixes developed by Australia Post from survey data1

Demographic group Youth (13%)
Younger 

professionals 
(7%)

Younger 
families 

(7%)

Older 
families 
(23%)

Home 
duties 
(22%)

Older 
professionals

(8%)
Retirees 

(20%)

Websites

Personalised direct mail

TV advertising

Catalogues and flyers

Print advertising

Radio advertising 

Email marketing

Outdoor advertising

Digital advertising

Social media advertising

Notes
► Based upon a review of survey data on which channels each demographic says they consider when deciding to donate to a charity. This

data should not be considered the right answer, just one perspective. Things to consider when reviewing this data include that it
does not consider how effective specific channels are for particular charitable causes, and that channels may impact upon a person’s
decision to donate without them realising it.

► Data of this type should be considered alongside a close consideration of how Variety could make use of any particular channel

= channel recommended by Australia Post for inclusion in an advertising mix to meet the target market 
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