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WHAT FAMILIES HAVE HAD
TO FACE:



30.71% significant
financial hardship

26% multiple
occasions

24.48%

family unit as a whole

7 Years Old-  Average TLC Recipient
18 Year Old -  Oldest  TLC Recipient
1  Day Old -  Youngest  TLC Recipient

Rare Illnesses or Conditions

Cancer & Tumours



Rapid TLC Requests
received, by State.

Hardship 



Lachie's Story
Thank you so very much for providing our family

with this beautiful comfort. Our Bereavement Bear
has given our family the chance to physically
remember what it was like to hold our little Lachie. It
was the thing that I missed most - having him rest
on my chest. Our daughter Alice, who is five, holds
our bear and refers to him as ‘Lachie’ so it has given
her great means to be able to express her emotions
which have otherwise been difficult to articulate.
Even the boys have a cuddle and remember what it
was like to hold their youngest brother. Thank you
for providing some peace and healing."

Piper's Story

Tyson's Story

"I just want to let you know we
had an awesome time on the weekend. You made
Tyson so happy! Thank you again!"



slowed down the fulfilment

just over 50% regional or remote areas 30%

Aboriginal & Torres Straight Islander communities

grow by 2.65%

8M

TM

TM

Percentage of New
Distraction  Boxes

sent, by State.

TM

TM



“I’m ready for the time of my life!”
- Stephie





Contact Centre
42.6%

TLC Ambulance
23.9%

Other Income
10.8%

3rd Part Events
7.6%

Donations
3.3%

Programs & Services
75.3%

Contact Centre
15.3%

Admin & Depreciation
6.2%

$163,415.



2017 - 2018 2018 - 2019 2019 - 2020

80% 

60% 

40% 

20% 

0% 

$345,636.89
Costs Saved

75.3%
Program & Service Expenses

$348,696
TLC Ambulance Appeal



REGULAR GIVING PROGRAM

$621,563

$14,950

$11,069

$10,580

CAMPAIGNS

SCHEPISI GOLF DAYS

TRACKY DACK DAY

END OF FINANCIAL YEAR

While some of our campaigns were

affected by external events, yielding less

than in previous years, we were able to

restructure the way we approached

campaigns, leading to a healthy return-

on-investment average of 218.79%.

Our national casual clothes
campaign

Our ongoing contact with
regular givers

An end-of-financial year
rally for support

Annual golf days hosted by
Schepisi Communications
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Ralph Alphonso
Gillian Baker
Debbie Bau
Tim Conolan AM
Danielle Coughlan 

Michael Davey 
Victoria Devine (Treasurer)
Michael Duggan-Tierney
Sarah Gale

Zoe Gladio
Michael Luddeni 

CORPORATE
GOVERNANCE

BOARD OF
DIRECTORS

MAJOR
SUPPORTERS



digital distraction app,

TM

- The Big Rethink Report

https://www.ourcommunity.com.au/files/FundingCentre/The%20Big%20Rethink.pdf
https://www.ourcommunity.com.au/files/FundingCentre/The%20Big%20Rethink.pdf
https://www.ourcommunity.com.au/files/FundingCentre/The%20Big%20Rethink.pdf


@tlcforkidsaustralia

@tlcforkids

/company/tlc-for-kids/

tlcforkids.org.au

info@tlcforkids.org.au

#tlcforkids

1300 361 461

TLC for Kids is a tax deductible charity (ABN: 34 335 920 537, DGR Status 1).
All donations over $2 are tax deductible.

https://www.facebook.com/tlcforkidsaustralia/
https://www.instagram.com/tlcforkids/
https://www.linkedin.com/company/tlc-for-kids/
https://www.tlcforkids.org.au/
https://www.facebook.com/tlcforkidsaustralia/
https://www.instagram.com/tlcforkids/
https://www.linkedin.com/company/tlc-for-kids/
https://www.tlcforkids.org.au/
https://www.tlcforkids.org.au/
https://www.tlcforkids.org.au/
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https://www.tlcforkids.org.au/



