
The long & the short of it: 
How PCFA raised $1.5m 

with the Long Run



Welcome.

Hope you are doing well, 
and that you are healthy and safe.

The Long Run peer-to-peer campaign was created 
in 2 months, raised $1.5 Million for 

Prostate Cancer Foundation of Australia and 
reinvigorated our mission.
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What we will cover today

● Quick overview of PCFA and the campaign

● What was the approach and what was the solution

● What were the results



About PCFA



About PCFA

Our vision is a future where no man dies of 
prostate cancer and Australian men and 
their families get the support they need. 



The numbers and stats



70% higher rate of suicide



40% have long-term low life satisfaction 



The numbers and stats



Overview of PCFA Fundraising



The journey to creating 
The Long Run



The challenge

No time, not a lot of money, too much white noise 

● June 12 - Marlin pitch to PCFA Board

● June 16 - PCFA approval to go ahead

● June 19 - Presentation of Marlin concepts 

● July 1 - Final artwork signed off

● July 20 - Campaign launches in market

● August 5 - Full fundraising platform goes live

● September 1 - Campaign begins



The process to concept

1 2 3
Identify and 
understand the 
audience

Choose 
candidates for 
activation

Link audience 
and activation 
using a 
proposition



The proposition

Protect your “dads and lads” from the terror
and trauma of prostate cancer.

Register for our challenge and make sure
the ones you love are here for the long run.

Together, we can reduce the impact of prostate 
cancer.



The activation selected

3 concepts but ultimately 1 winner



The messaging frame

3 concepts but ultimately 1 winner



On your marks, get set, GO!



The goal

613
Active Fundraisers

$ 275
Average Raised

$ 168,575
Fundraiser Rev.

$ 10,000
Other Donations

$ 178,575
Total Revenue

1,750
Completed Reg.

35%



The comms journey

Creating a 
personalised, 
content rich 
comms journey 
across social, 
email, sms and 
website.

Direct Marketing Campaigns
Acquisition & Activation

Indirect Marketing Campaigns
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Ads Email SMS Corporate 

Partners
Organic 
Search PR Referral 

Sites

Website
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Registration 
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Look and feel



Examples of the comms



Examples of the ads



We went the distance



Completed registrations by day

Steady growth in registrations 
in the weeks before the 
campaign, but a large spike at 
the start of the campaign.

The dips in sign-ups are 
generally the weekends.

Sign up dropped dramatically 
after the event started (and ads 
pivoted from a sign up 
message).



Revenue over time

There were three peak days 
that accounted for ~20% of all 
revenue on those days.

Shows the importance of 
timely / urgent factors to the 
campaign.

Father’s day



Revenue and activations by day

Clear drop-off in 
fundraising after first 
week from first 
donation.

Revenue dips on 
weekends

“Timely” events spike 
the activity and 
revenue.

Event 
Begins

Dollar Match Day

36 in 36 Challenge



Geography - Victoria + COVID



Do people that walk / run more raise more?

Yes - As the % of distance 
achieved increases, the 
average funds raised increases 
(but not linear past ~150%!).

Over-achievers raised less on 
average.



Donation amounts and giving handles



Before + after giving handle change

Average Donation goes 
up 23% from $61 to $75 
with the new giving 
handles.



How many people uploaded a profile picture?

Active fundraisers were more 
than 3x as likely to upload a 
profile picture.

People that uploaded a profile 
picture raised 2.1x more than 
those that did not.



How many people made a blog post?

Blog posts were not very 
popular (24% or 582 fundraiser 
made one)

People that made a blog post 
raised 2x more than those that 
did not.

24% of fundraisers pulled in 
40% of funds raised.



How many active fundraisers self-donated?

Close to 80% of active 
fundraisers performed a self-
donation (1900 fundraisers) vs 
those that did not (492).

Fundraisers that did a self-
donation raised close to 2x 
more those that did not self-
donate. 



Was there a difference in “engagement”?
“Men” “Women”

No - More or less similar engagement - More women uploaded profile pics, more men changed their 
fundraising target and used a fitness app. Team membership was slightly more women.



What did the campaign achieve?

4,073
All Registrations

3,535
Completed Reg.

2,687
Active Fundraisers

$ 534
Average Raised

$ 
1,278,201
Fundraiser Rev.

$ 177,789
Team Donations

$ 3,476
Direct Donations

$ 1,559,457
Total Revenue

$ 99,991
Dollar Match

68%87%

$ 281,256



Impact and engagement



Wrapping up



The Long Run - Life lessons

● If at first you don’t succeed, hire someone who knows what they’re doing.

● Opportunity dances with those on the dance floor.

● A good campaign leaves you with nothing left to say. A great campaign leaves 
you with everything to say. 

● The realisation of vision requires seeing what is right in front of you - and caring 
about it.



Thank you
(Any questions?)


