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If just 10% of Australian workers 
donated $5 per week through 

workplace giving, an extra 
$300 million would be raised for 
Australian charities every year.

Additionally, if 25% of these 
donations were matched by 

employers, then $375 million 
would be given to the  

charitable sector annually.
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     ABOUT GOOD2GIVE
Charities Aid Foundation (CAF) Australia was renamed Good2Give in late 
April 2016 with a new identity to drive $300 million in donations to charitable 
organisations by the end of 2020.

Good2Give is a not-for-profit organisation that makes it easy for businesses and donors to give.
 
Committed to building a more giving society, we advise businesses on how to engage with charitable organisations and provide 
technology solutions to efficiently and securely process company and employee donations.

www.good2give.ngo
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WORKPLACE GIVING: 

SMART 
WAY TO 
GIVE
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FOREWORD
Workplace Giving is the smart way to give. A 
bold statement perhaps, however when you 
consider it has the lowest donor acquisition 
cost of all fundraising activities, yet yields 
high donation dollars – it is indeed the smart 
way to give.

The concept for this research study was sparked when CAF 
learned that charities communicate poorly to Workplace 
Giving donors with 65 percent of regular Workplace Giving 
donors considering charity communication to be poor;(i) 
whilst 90 percent of CAF’s donors opt-in to receive charity 
communications.

Exploring this concept with NAB, a company that 
understands the value of being smart when it comes to 
money, we decided to investigate further how charities and 
companies could more effectively communicate the benefits 
of Workplace Giving to employees, and also how charities 
could more strongly connect with these high value donors.

In the last financial year NAB raised over $1.7 million through 
Workplace Giving for more than 400 charities across Australia 
through the generosity of its staff and through the company 
leading by example in matching employee donations. It 
is mandatory for NAB’s Group Executive Committee to 
participate in the Workplace Giving program, reinforcing  
the importance of leading from the top.  

Paula Benson, NAB’s General Manager, Corporate 
Responsibility commented, “We encourage all of our 
employees to give what they can - time or money - to help 
build prosperous communities. NAB is supportive of Workplace 
Giving as it provides charities with the opportunity to access 
low cost ongoing funding that can underpin a charity’s 
sustainability for many years. We hope the thousands 
of charities across Australia will find this research useful 
in developing robust engagement strategies to increase 
Workplace Giving donations”.     

Optimising Workplace Giving Donations has played an 
important role in helping CAF develop our new online Workplace 
Giving platform to be launched in late 2013. The platform will 
make it very easy for employees to make one-off or regular 
donations online; for charities to access state-of the-art 
communications and campaign management tools connecting 
them directly to donors; and for companies to take a more 
proactive role in promoting Workplace Giving to staff.  

I would like to personally thank NAB for its generous funding of this 
research study. As a not-for-profit CAF is committed to building the 
capacity of the charitable sector;  without the support of NAB we 
could not have brought this vital research to life.   

Lisa Grinham 
Chief Executive Officer
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WORKPLACE GIVING IS  
VIRTUALLY INVISIBLE; BUT HAS  
HUGE GROWTH POTENTIAL 
There is considerable opportunity to increase the number of 
donors signing up to Workplace Giving; and to increase the 
donation amount existing donors give to charities.

However, Workplace Giving programs remain almost invisible 
within organisations. As a private, individual activity, donating 
through Workplace Giving lacks visibility; there can be limited 
social activities to join or take part in, and it can compete with 
the more active social fundraising and volunteering activities. 
This contributes to a fundamental lack of awareness, which 
must be addressed if donations through Workplace Giving are 
to grow significantly.  

Companies have limited time and resources to invest in 
Workplace Giving programs; this finding is supported by other 
research(ii) that found on average Program Managers spend 
less than 10 percent of their time on Workplace Giving. This 
fundamental finding means charities need to be proactive 
and work with companies to foster closer relationships and 
provide them with effective marketing content that can easily 
be provided to staff to assist in raising the awareness of 
Workplace Giving.

Charities and companies need to have a Workplace Giving 
strategy in place to develop this low cost, high value income 
channel. Resources need to be allocated including staffing and 
a commitment to regular, targeted promotional campaigns 
to increase participation and donations. Communications 
should address the individual donor; and if there are multiple 

donors at one company then communicate the impact the 
collective group is having. The ‘power of the group’ will also 
help Workplace Giving seem less like an individual activity 
and make donors feel they are part of something bigger and 
more important.

COMMUNICATION TO EMPLOYEES 
NEEDS TO BE EMOTIVE
Workplace Giving has some unique and important rational 
benefits to employees, such as donation matching and the 
instant tax benefit. On their own these benefits are not always 
enough to stimulate employees to give or to give more. 
Emotional drivers can be far more motivating at prompting 
donors into action. The research identified how important 
it is to use emotional hooks in marketing communications 
to connect with employees, and how emotive imagery is 
particularly powerful. 

DONORS WANT TO KNOW THE 
DIFFERENCE THEIR DOLLAR IS MAKING
There is considerable scope to improve the communications 
donors receive; particularly for donors who currently receive no 
communication at all when they sign up to Workplace Giving. 
Donors simply want to know the impact their donations are 
making. Employers need to offer donors the option of receiving 
communication from the charities they support or pass on 
relevant information, and charities need to recognise the value 
of these donors with regular updates. 

Employees do not understand how valuable Workplace Giving 
donations are to charities. Knowing that ‘your dollar goes 
further’ – meaning charities receive more money – when you 
give through Workplace Giving is an important message for 
employees. However, it is not a well known fact that charities 
save on administrative costs when donations are received 
through Workplace  Giving.

The other factors that make Workplace Giving donations more 
effective – company matching and donating pre-tax dollars – 
also need to be communicated clearly. This can be brought to 
life and made more meaningful by using real, tangible examples 
comparing what can be achieved through Workplace Giving. 

COMPANIES NEED TO CREATE A 
CULTURE OF GIVING 
Offering the opportunity for employees to give to any charity 
and companies matching employee donations are well known 
drivers of successful Workplace Giving programs. However, 
creating a culture of giving, led by senior management, 
is another important element. Genuine, visible support 
from senior leaders can inspire employees and highlight 
the importance and value of Workplace Giving to the 
organisation’s culture. Integrating Workplace Giving into other 
community activities, such as volunteer experiences can also 
raise its profile.

EXECUTIVE 
SUMMARY
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LEAD FROM THE TOP
The ideal scenario for a successful Workplace Giving program 
in a company is one where senior leadership passionately 
promotes Workplace Giving, and sets Key Performance 
Indicators (KPIs) on participation rates, money raised and 
donations matched. It is also essential to communicate that 
Workplace Giving is the most cost effective way for charities 
to receive funds. Communicating a genuine interest in the 
charities or causes supported by Workplace Giving and 
encouragement of the program by senior management helps 
raise the profile of Workplace Giving internally and creates a 
culture of giving.

Including Workplace Giving in the induction process for 
new employees is not only an important opportunity to 
promote the program, but also sends a clear message that 
Workplace Giving is part of the company culture. Face-to-face 
presentations have the greatest potential to be persuasive, 
and videos are a good alternative, but all communications 
need to tap into the emotive drivers for giving (more on this 
later in the report) and ideally use imagery to help motivate 
employees to sign up. 

New staff can be overwhelmed by the volume of paperwork 
they receive when starting a new job, so having an easy sign 
up process is critical. Communicating soon after the first pay 
cycle is another important sign up opportunity, as there is a 
preference from some employees to not donate until they 
have actually been paid.

BUILDING AN 
EFFECTIVE 
WORKPLACE 
GIVING 
PROGRAM

A more recent development in Workplace Giving is for 
companies to implement an opt-out approach for new 
employees, whereby the employee is automatically enrolled 
into the program but has the option to ‘opt-out’ at any stage. 
Opt-out programs strongly demonstrate that giving is very 
much a part of the company’s culture. For an opt-out system 
to be successful, the default donation amount needs to be set 
low enough for people to not opt-out, for example around $10 
per month. 

Implementing annual increases to stop inflation eroding the 
value of donations can send a strong message from the top 
down, particularly if company matching budgets are also 
increased annually. Research conducted by CAF UK and the 
UK Cabinet office(iii) at Home Retail Group, which employs 
50,000 staff across 1079 stores, tested implementing an 
opt-out approach for automatic annual increases. Using an 
opt-in approach to automatic annual increases resulted in only 
10 percent of donors participating. However, by making the 
default position that donors were already signed up, so had to 
opt-out, increased participation to 49 percent.    

CREATE EMOTIONAL CONNECTIONS
Generating an emotional connection with existing and 
potential donors is at the heart of any successful piece of 
communication. Face-to-face presentations by charity staff, 
charity beneficiaries, affected or personally involved friends/
family members/staff can be a powerful way to engage 
employees. These presentations should cover the charity’s 
needs, what they do, where donor money goes, and how it 
makes a difference.

Ideal opportunities include company-wide CEO road shows, 
business unit events, etc. Organising face-to-face presentations 
can be resource-heavy, but other communication channels 
can use the storytelling approach, to bring charities’ needs and 
impacts to life.

George Loewenstein and colleagues found that communicating 
the impact of activities down to an individual level (in this case 
a struggling child) rather than at a charity-wide level increased 
donation amounts by nearly two thirds ($2.34 vs $1.45).(v & vi)

Pairing images and captions is also known to have greater  
cut-through (more on why later in this report.)

UK research conducted in 2013 found that personal emails 
from the CEO were much more effective than generic emails 
at increasing donations. It also found that seeing and hearing 
from other employees who donate helps make Workplace 
Giving easier to relate to and makes it seem more socially 
normative – ‘everyone else is doing it’. Testing peer and 
imagery effects when employees were sent messages with and 
without photos from colleagues who were already giving had 
a dramatic impact as the messages sent with photos doubled 
the rates of sign up to Workplace Giving.(iii)
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ASK AND ASK FOR MORE
Workplace Giving needs to be promoted with regular and creative 
marketing campaigns (at least two per year) to capture the 
attention of employees and sell the value of Workplace Giving 
donations to charities. The best way to attract attention and 
cut-through the clutter is to use several different communication 
channels at the same time. 

For companies, these can include a combination of the following: 
desk drops, posters, emails, social media, company-wide 
presentations, team meetings, foyer activities, newsletters, 
VOX pops for companies with plasma screens in the office and 
videos on the intranet. If companies use internal social media 
platforms (such as Chatter or Yammer), discussions can be 
sparked by seeding questions such as “Which is your favourite 
charity and why?”

For charities, Workplace Giving donors need to be treated like 
regular givers outside Workplace Giving – with communication 
that tells them how their donations are making a difference. 

Being asked to increase their donation, whilst not always welcome, 
is expected by donors – they understand this is what charities 
should be doing. 

“ It’s a sensible, plausible thing for a charity to do” A donor 

on charities asking donors to increase their donations.

The participants in this research said they would be open to 
at least one upgrade request annually. The best time to run 
an upgrade campaign for companies is around annual pay 
increases and bonus payments. Providing tangible examples 
of how much more charities can do with a slightly bigger 
donation can help motivate donors to give more. 

Using the social conformity angle (for example, most 
donors have increased donations by x amount) can also 
be motivating. Other research suggests making donation 
amounts known to employees is a very effective tool in 
increasing donations.(iv)

Charities can also play their part in raising the profile of 
Workplace Giving by communicating how it is the most cost 
effective way for them to receive donations, and encouraging 
their supporters to enquire about Workplace Giving and 
switching to donating this way if it is available.

And finally, signing up and increasing donations needs to be simple.

INTEGRATE WITH OTHER  
COMMUNITY ACTIVITIES 
Integrating Workplace Giving messages with other community 
activities such as one-off fundraising events, disasters appeals and 
volunteer days is another way to increase its profile. 

After employees have volunteered their time and expertise 
to a charity, it is a perfect opportunity to capitalise on the 
empathy they have with the cause by asking them to support 
the charity on a regular basis through Workplace Giving, 
emphasising the benefits to the charity of receiving regular 
financial support, no matter how big or small. 

INCENTIVISE EMPLOYEES TO GIVE
Offering incentives to employees to sign up to donate through 
Workplace Giving is an appealing and successful strategy to 
help get people ‘over the line’ and motivate them to sign up 
during the time the incentive is offered. 

We know companies matching their employees’ donations is a 
huge motivator for staff to give through Workplace Giving.

Other options to incentivise include offering bonus donations to 
charities such as ‘sign up this month and your charity will receive an 
extra $100’; ‘double matching for a month’; ‘the first 10 sign ups this 
month will each receive an additional $100 from the company to 
donate to their charity. 

In some work cultures, peer pressure can also be harnessed to 
increase participation, for example a competition between teams 
to achieve the highest number of sign ups in one month.

  “There are people who do like the bragging rights;  
   it’s a bit of fun” Donor commenting on team competition.

UK research testing the impact of thanking employees (via a 
small gift of sweets) prior to them making a donation proved 
effective; when this was combined with a personalised email from 
the CEO donation rates increased further. 

In this case employees were asked to donate a day’s salary. 
Deutsche Bank was the test case and staff gave more than 
$800,000 to charity. 

The research showed that if all staff had been given the small gift 
and a personalised email then this figure would have doubled to 
$1.6 million.(iii)
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Tips to building an effective Workplace Giving program

Lead from the top

Senior leadership buy-in is essential; it should be demonstrated clearly and  
must be genuine. Giving goals should be linked to KPIs.

Promote to new staff at induction time; and follow up after first pay.

Introduce an opt-out program for new employees.

Introduce automatic annual donation increases, with an opt-out option.

Create emotional 
connections

Make sure communications have an emotive hook.

Use storytelling to engage.

Communicate impact at an individual level.

Personalise communications using messages from senior leaders  
and peers.

Pair images and captions.

Ask and ask for more

Develop at least two stand alone and/or integrated campaigns annually 
with other community activities such as volunteering.

Use several different communication channels.

Ensure it is easy to sign up and make changes to donations.

Ask donors to increase their donations at least annually.

Consider making donation amounts known to staff.

Promote Workplace Giving as the most impactful way to give to charities.

Integrate with other  
community activities 

Offer one-off options, such as for disaster appeals or other special  
fundraising events.

Promote sign up after volunteer experiences. 

Incentivise  
employees to give

Provide company matching of employee donations.

Offer special one-off incentives such as bonus donations to charities.

Set group and/or company-wide goals to achieve.

Foster fun competition between staff.

Offer small gifts to encourage employees to give.
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UNDERSTANDING 
TARGET 
AUDIENCES
To create effective and targeted 
communications programs, Workplace Giving 
donors can be divided into four distinct groups.  

COMMITTED WORKPLACE  
GIVING DONORS 
For current Workplace Giving donors, giving is second nature – 
they are driven by a variety of factors including their personal 
experiences, values and faith.

The focus of the communications strategy for current 
Workplace Giving donors is to keep them feeling positive about 
the impact their donations are making so they continue to give 
for many years and are open to giving more when asked. 

Donors want regular communications inspiring them about 
how their donations are making a difference. ‘Regular’ can 
mean monthly to some, quarterly or biannually to others, so 
giving donors a choice of how frequently they receive updates 
is ideal. 

As well as traditional channel of engagements such as email, 
recognising donors visibly can reinforce the positive emotions 
associated with giving (such as feeling good) and can also 
raise the visibility of Workplace Giving within the company. For 
example, a ‘thank you’ in the form of a certificate, postcard, 
coffee cup or mouse pad that employees can put on their 
desk is a constant visible reminder and may prompt others to 
enquire about the program, charity or cause.

Another opportunity would be to host a special event for 
Workplace Giving donors, for example when presenting the 
results of the annual corporate giving, recognising their 
contributions throughout the year. 

Upgrade campaigns are particularly effective for this group. 
Other research has found that over a quarter of donors said 
they were thinking of increasing the amount they give. (vii) For 
many donors Workplace Giving is ‘set and forget’ and whilst this 
is positive in that the average donor will give for seven years, 
the true value of the donation can erode over time due to 
inflation, and also not be reflective of increasing salaries.  

Timing can make or break a campaign’s success. December is 
always more successful than a January ask. End of Financial 
Year is also another important date on any fundraiser’s 
calendar. Companies know bonus times see a donation spike; 
and asking when salary increases occur is also effective.

REGULAR DONORS
This group has a similar attitude towards giving as the 
Committed Workplace Giving Donors, and give to charity 
regularly, but just not through Workplace Giving. 

The communication strategy for this group is to promote the 
key benefits of Workplace Giving to switch them over from their 
regular credit card or direct debit donations. The switching 
process needs to be as easy as possible and key messages 
include how much more cost effective for charities their 
donation is through Workplace Giving. Even if the company is 
not matching employee’s donations, they may be persuaded 
by knowing the administration costs for the charity are lower, 
therefore their dollar goes further. 

“ I already donate to Oxfam, it’s not worth changing apart 
from the tax benefit…I didn’t realise the charity gets 
more.” Donor unaware of tax benefits through Workplace Giving.

ONE-OFF DONORS
These donors give on a one-off rather than regular basis, 
typically in reaction to disasters, personal requests and team 
fundraising activities.

For this group, Workplace Giving can be promoted as an 
effective channel for one-off donations. Getting these donors 
to feel comfortable about committing to making regular 
donations will require a concerted effort over time. Emphasising 
the ability to start, stop or change their donations and who 
they give to will help, as will communicating that even a small 
amount can make a big difference. 

“  I gave to the floods, everyone did, it was terrible and we 
imagined what it would have been like if it were us… I 
don’t do it all the time; we don’t always have the money 
with electricity bills and everything.”

HARDLY GIVING
This group comprises of people who are yet to be convinced 
to give to charity, who may feel their money is committed 
elsewhere. This group is the most difficult to persuade to sign 
up for regular Workplace Giving donations.

There are numerous barriers to overcome for people who have 
yet to be convinced to give to charity, let alone signing up for a 
regular donation through Workplace Giving. Communications 
will need to span the emotive hooks for why charities/causes 
need support, as well as the benefits of Workplace Giving, 
particularly focusing on the difference even a small donation 
can make. Giving a one-off donation as part of a team, social 
event or disaster appeal would be an entry-level target to aim for.
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EMOTIONAL 
AND RATIONAL 
DRIVERS OF 
WORKPLACE 
GIVING
The rational drivers of Workplace Giving 
are important communication messages to 
motivate participation, but the emotional 
drivers are potentially more persuasive,  
and typically are less often incorporated in 
campaigns. 

The emotional drivers for people donating through 
Workplace Giving are fundamentally the same emotive 
reasons why people give direct to the charity, such as: 

• It feels good to give

•  Personal connection – knowing someone connected to or 
being directly affected by the cause 

•  A sense of responsibility – a sense of duty to help others: 
“It’s the right thing to do.”     

•  Wanting to fit in – peer pressure to donate if other colleagues are

•  Caring for others: “We should look out for each other and 
help where we can.”

•  Making a difference and wanting to feel empowered: “It 
gives me a good feeling to know that I’m helping…at least 
I’m part of it, I might not be there but I’m helping.” 

•   The ‘insurance concept’ – feeling fortunate:  
“This could happen to me.”

Rational drivers to donate include:

• It’s easy and convenient

• My company matches my donation

• I can donate to any charity in Australia

• There are significant tax benefits

•  A small regular donation is not missed out of my pay packet

•  Charities get more due to tax benefits and company matching.



SCIENCE 
BEHIND THE 
EMOTION

It is essential to connect with employees at 
an emotional level. The research shows that 
generating an emotional response leads to 
faster decision making – in this case, signing 
up to Workplace Giving. 

As Peter Singer summarised in his book The Life You Can 
Save: Acting Now to End World Poverty(viii) people use two 
distinct processes for grasping reality and deciding what to 
do, affective and deliberative: 

1.  An affective response is grounded in emotional responses. 
It works with images (real or metaphorical) and with 
stories, rapidly processing them to generate an intuitive 
feeling that something is good or bad, right or wrong, and 
that feeling leads to immediate action.

2.  A deliberative response draws on our reasoning abilities, 
rather than our emotions and works with words, numbers 
and abstractions. These processes are conscious and 
require us to appraise logic and evidence. As a result it 
takes a little longer than the affective system to prompt 
people into action.

The most effective way to evoke emotion is to use images.  
As Dan Hill puts it in his book Emotionomics:(ix) “Humans are 
extremely visual: We think largely in images, not words. It’s 
important to be rationally on-message. But it’s even more 
imperative to be on-emotion.”

Pairing images with captions has an even higher impact 
on donors and potential donors when the pictures and text 
reinforce one another. In cognitive science this is called Dual 
Coding Theory. When we take in visual information alongside 
verbal information, our brain’s ability to encode it to long term 
memory is significantly enhanced. Advertising heavyweight 
David Ogilvy’s widely quoted research into the use of images 
in advertising, found that image captions were read 300 
percent more than body copy.

A video also has the potential to pack in the key messages 
with the emotional pull in under two minutes by combining 
images, words, music, a voiceover and sound bites from 
employees, charities and beneficiaries of charities.

Visual imagery and storytelling can be used to powerfully 
convey how much more effective Workplace Giving donations 
are – by bringing to life the difference a relatively small 
donation can make when it is a pre-tax dollar that is matched, 
or when a team or whole company all give a little. 

 Communications Checklist

Use images with captions

Trigger emotion

Use tangible examples

Tell stories

Make the reader feel a part of 
something important

Be concise

Include a call to action
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How does Workplace Giving work?

$10
My Pre-Tax
Donation

+ = 

$10
Company
Matching

$20
Total Donation
to Charity

$6
Cost to my
Wallet

= 
$4

Not Paid to
The Tax Man

$6
Cost to my Wallet

($4 not paid to the Tax Man)

 

$10
My Pre-Tax
Donation

+ = 

$10
Company
Matching

$20
Total Donation
to Charity

$6
Cost to my
Wallet

= 
$4

Not Paid to
The Tax Man

$6
Cost to my Wallet

($4 not paid to the Tax Man)

 

$10 
My Pre-Tax  
Donation

$10 
Company  

Matched Donation

$20 
Total Donation  

to charity

$6.75 
Cost to my wallet 

($3.25* not paid to Tax Man!)

One person gives a little...

A $10 monthly donation  
helps one child in need.

Together we give a lot... 

A $10 monthly donation by a group of work 
colleagues matched dollar-for-dollar by the 
company, helps a whole classroom of children in 
need.

OR

RATIONAL

EMOTIONAL

RATIONAL VERSUS EMOTIONAL CAMPAIGN APPROACHES

*Based on $50,000 annual income in Australia
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ADDRESSING 
WORKPLACE  
GIVING BARRIERS
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MAKE SURE EMPLOYEES KNOW ABOUT 
WORKPLACE GIVING
There is low awareness of Workplace Giving, even in companies 
where a program exists. Supporting this statement is CAF’s 2011 
research of 1000 Workplace Giving donors where 65 percent of 
respondents did not know they could give to disaster appeals 
through Workplace Giving but would like to do so; and conversely 
33 percent said they did not realise they could make monthly 
donations.(i) Charities and companies need to work together, and 
independently, to promote Workplace Giving, and communicate 
how Workplace Giving is the smart way to give to charity.

MAKE IT EASY TO START,  
STOP OR CHANGE DONATIONS
Non-donors are wary of being locked in to ongoing donations. 

“It’s hard to commit – that’s what I find is the problem, it 
feels like it can be a commitment. When you’re asked to 
donate you usually do it when you’re feeling flush.” Donor on 

wanting flexibility through Workplace Giving.

Communicating to employees that they have the freedom to start, 
stop or change their donations at any time and the ability to make 
one-off donations can help overcome this barrier. 

GIVE DONORS A CHOICE OF WHICH 
CHARITIES THEY SUPPORT
Offering employees the ability to choose any charities they wish 
to support is a motivating factor for Workplace Giving donors. On 
average donors who give via CAF, give to two to three charities 
every month. 

“ I think there are worthier causes and charities than the 
ones my company picked to support.” Donor commenting 

on not being able to give to a charity of their choice.
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BUILD A WORKPLACE GIVING 
COMMUNITY
The ‘power of the group’ can also be used to help Workplace 
Giving seem less like an individual activity and make 
donors feel part of something bigger and more important. 
Unlike fundraising events and volunteering, there is limited 
opportunity for social interaction in Workplace Giving. 
However, communications can highlight the difference donors 
are making collectively, and as mentioned previously, donors 
can be given visible recognition through social events and 
tokens of appreciation. 

“ It needs to be that sense of being a part of [the 
company] making a difference… not just doing it by 
yourself.” Donor on collectively making a difference through 

Workplace Giving.

In comparison to other forms of giving such as volunteering, 
there can be a lack of connection between donors and 
charities. This can be rectified through events that recognise 
donors and social media integration.  Research(x) also found 
that it is critical to encourage giving to charity as the social 
‘norm’. Tactics such as using senior executives and peers 
to send out key messages, utilising social occasions with 
colleagues to promote Workplace Giving will help encourage 
employees to give and make Workplace Giving donors feel like 
they are part of a very important group contributing towards 
the sustainability of charities. 

SMALL DONATIONS ARE IMPORTANT 
TO CHARITIES
It can be hard for some employees to understand how 
donating even a small amount is still very beneficial to charities. 

Communicating the power of being a part of a larger group 
can help convince employees that even small amounts are 
worth it. The Collins Food Group created a video that expresses 
this concept well. It shows a wide range of service workers 
talking about why they give, and sharing the company’s 
tagline: ‘A $1 donation is good but 50 cents will do’; with more 
than $1.5 million being donated to charity. 

“ If you feel like you’re going to donate, you feel like you 
should make an effort – $2 a fortnight is not much chop.”  
Donor on making small donations through Workplace Giving  

and not understanding the difference even small donations  

make to charities.

KEEP DONOR GIVING  
INFORMATION CONFIDENTIAL 
A barrier for some non-donors is the desire to keep their 
personal life and work life completely separate. Communicating 
the use of a third party such as CAF that processes donations 
confidentially may help alleviate concerns over employers 
knowing about employees’ donation behaviour. CAF knows the 
vast majority of donors do want to hear from charities (in our 
case, 90 precent of donors opt-in to receive communications 
from charities) and so CAF facilitates the secure transfer of 
donor information, unless donors wish to remain anonymous, 
whilst not providing this information to companies.
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In May 2013, CAF Australia engaged an independent research agency to explore the area of communications promoting 
Workplace Giving more closely through qualitative research. 

Interviews were conducted with nine Corporate Social Responsibility Managers from a range of companies that included 
Australia Post, Bupa, Ernst & Young, Holden, ING Direct, NAB, PricewaterhouseCoopers, Unilever and Vodafone. 

Researchers also interviewed an additional 30 employees from various companies and government agencies who were a mix of 
current Workplace Giving donors and non-donors. Employees were a cross-section of people from differing geographies across 
Australia, a range of ages, types of job and different industries giving a range of donation amounts. 

Participants were interviewed and sent ideas and examples of Workplace Giving communications material in advance to get 
their feedback on, to help gain an understanding of what makes an effective campaign and what does not.

The interviews provided a deep understanding of how people think and feel about Workplace Giving, with findings consistent 
across all people interviewed.

Other secondary research has been sourced to further support the findings.

METHODOLOGY
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