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Hello

Email: julie@morestrategic.co.uk
Linked In: linkedin.com/in/julieroberts1     

Email: bethan.francis@stratcomuk.com 
Linked In: linkedin.com/in/bethanfrancis     
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http://linkedin.com/in/julieroberts1
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Agenda

1. What is long-term supporter mobilisation, and why is it 
important?

2. How do we get there?

– Collaboration

– Data led journeys



Long-term mobilisation
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Product focused journeys

• Limited or no segmentation
• No audience insight
• No choice 
• No dialogue
• Single channel 
• Short term ROI view 

Single product ask 
by email  

Leads RG ask
Welcome 

email 
1% conversion 

to RG 
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Data led journeys

Leads 

Register 

SMS & email 
stewardship and 

nudges

Fundraise

Personal 
stewardship of 

high value 
supporters

Bridging journey, 
pulse surveys

RG ask

Donation ask 
Merchandise 

offer

Lottery offer 

Non-financial 
offer

RG Ask Legacy ask  

Don’t fundraise 

email event 
stewardship

Don’t 

register 

Non-financial 
ask

Pulse survey & 
stewardship

Non-financial 
offer

Merchandise 
offer

Lottery offer
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The missed opportunity



#IFC2023

This is Beyond
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Virtual challenge events

• 100’s of events per year

• Est. €1,000,000,000 raised to date

• Over 7.7 Million fundraising participants

• Highly engaged supporters

*Source: How to Raise 100 MiIlion for Charity, Adrian O’Flynn ebook. No, of 
participants extrapolated from GivePanel 2022 benchmark report [£112 avg 
gift]



#IFC2023

The missed opportunity

• Very few go on to take part in 
another event 

• Or go on to support the charity in 
any other way

• The Facebook event page is 
closed two weeks after the event 
and the ‘community’ is lost 
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The potential is even greater!

Only 45% 
of leads 
go on to 
register 

Only 56% of 
registrants go on to 
fundraise (26% of 
leads 
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No data capture other 
than email, no re-
targeting 

A very low % presented 
with alternate ask due to 
lack of marketing 
consents 

All dialogue delivered via FB 
challenge page which is closed 
xx days post event 

We're leaking large volumes of supporters along the journey
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So why aren’t we there yet...

I really need a bigger 
budget to acquire leads 

for my IG program - know 
where I can get them?

Nahhh, i’ve only recruited 
100K leads through my 

virtuals
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Why are we still working in silo's?



Collaboration is crucial
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Cross functional project planning

Source: New Reality Consulting
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Creating a common goal and purpose
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What skills are missing?
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Who’s on your team & why?
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How will the team need to work?
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Iterative approach
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Sprints
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Working in the open
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Design thinking
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What about your audience?
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Final considerations…
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What are the constraints?



Designing data led journeys
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What else in involved?
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7 shifts in fundraising

● When giving 

is meaningful, they 

will give more and longer

● Offer choice 

and extension 
opportunities
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Don't make assumptions
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Supporter engagement stages
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Nudges
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Social Email & SMS Phone

Utilising the strength of each channel 
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33% 32%

16%

8%

4%3% 4%
1% 2%

1%

8%
6%

0%
3%

1%
0%

5%

10%

15%

20%

25%

30%

35%

Monthly Upgrade Monthly
Reactivation

Online/SMS leads
to Monthly

Cash to Monthly Lapsed cash to
Monthly

RG conversion rates by channel 

Phone Email Mail

SMS open rate 96% vs email 30-40% 

…Using the right channel …and multi channel 



Optimal stages of supporter engagement



Typical Challenge Event supporter journey

No data capture other 
than email, no re-
targeting 

A very low % presented 
with alternate ask due to 
lack of marketing 
consents 

All dialogue delivered via FB 
challenge page which is closed 
xx days post event 

Limited or no segmentation, audience insight, choice, dialogue 



#IFC2023

4 stages of the Journey



Stage 1: Prospect journey

Solution

• Increase phone No. & future consent capture

• So we can;

• Retarget with alternate offers (at non-registrant 
stage through to post event stage)

• Increase no. of supporters moving through 
the funnel

• Omni channel stewardship

• SMS welcome & stewardship

Stage 1  
Prospect 
journey

Stage 2 
Engagement 

journey

Stage 3 
Bridging 
journey

Stage 4    
Next best 

offer journey

Problem

• Loosing 54% of leads

• No data capture other than email

• No consent for future contact

• No re-targeting

Objective

• Uplift conversion

• Move more supporters through 
the funnel



Critical data capture for optimization  

145%
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Stage 1: What we learnt
Phone capture

• Lead gen form critical 

• 95%+ phone no. capture of ALL Leads

• vs 80% capture of registrants only 

• FB lead form more reliable numbers 

• Little of no impact on CPL

• Phone number = more engaged leads

Consent capture

• Lead gen form critical

• 26% phone consent capture of ALL Leads

• Vs 3-7% of registrants only 
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Stage 1: What we learnt

Retargeting 

• Same (challenge) ask

Can see higher ROIs that other target audiences 

• Financial asks

Limited/no success (SMS or email, one-off or RG) 

• Reciprocity

Val-exchange (pin-badge) with RG ask drives conversion (x2 response rate as other 

warm audiences) 

• Engagement/non-financial:

8.2% conversion to a petition



Stage 2: Engagement journey

Stage 1  
Prospect 
journey

Stage 2 
Engagement 

journey

Stage 3 
Bridging 
journey

Stage 4    
Next best 

offer journey

Solution

• Nudges for non-fundraisers 

• Through multiple channels

• Collect data (motivation and connection)

Problem 

• 44% of registrants don’t fundraise 

• Single channel stewardship 

• Limited audience data 

• Not data led/ no segmentation

Objective

• Increase money raised / 

fundraiser activation

• Understand our 

audience 

• Build trust

• Drive engagement 
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Stage 2: What we learnt

SMS stewardship

• Challenge income + 69%

• 2-way texting 

- Increased fundraising page activation by 8%

- Event income by £87k

- Survey completion by 11%
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Stage 2: What we’ve learnt

Increase Money Raised

• ‘Final push to register' email (-5 days to 
event): limited impact

• ‘Final push to activate' email to registrants 
(-2 days to event) : +130 page activations, 
+£16k
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Stage 2: What we’ve learnt

Drive Engagement

• High engagement and open rates (45%)

• ‘High value’ participant personalised 
stewardship: +10% avg sponsorship.

• 'Well done' calls: supporters asking, 
unprompted, how they can support further
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Stage 2: What we’ve learnt

Audience insight

• Broad mix of motivation

• % Connected vs not, and motivation type varies by 

org

• £ raised not indicative of personal wealth

• Reciprocity high interest/ driver in conversion

• 100% capture of motivation and connection at 

registration



Stage 3: Bridging journey

Stage 1  
Prospect 
journey

Stage 2 
Engagement 

journey

Stage 3 
Bridging 
journey 

Stage 4    
Next best 

offer journey

Solution

• Start to build dialogues and relationship outside 
of FB page

• Start to segment and target comms based on 
behaviour, interests, connection

• Understand relationship to cause 

• Build brand loyalty (not just cause loyalty)

• Build commitment / prime for ask 

Problem 

• Most dialogue & engagement delivered 
via FB which is closed 14 days post 
event 

• Engagement with challenge, but not 
cause/charity 

• No loyalty tactics / thinking about long 
term relationship

Objective

• Increase loyalty

• Understand future wants & needs

• Drive engagement 

• Move from cause to brand loyal 

• Prime for the next ask 
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Stage 3: What we learnt

Bridging Journey

• Limited testing 

• limited volume 

• ‘In-between products’ part of the 

journey: who owns it?  

• Wanting to jump straight to the 

asks/income 
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Stage 3: What we need to think about



Stage 4: Next best ask 

Stage 1  
Prospect 
journey

Stage 2 
Engagement 

journey

Stage 3 
Bridging 
journey 

Stage 4    
Next best 

offer journey

Solution

• Increase contactable supporters coming 

through the funnel 

• Use most effective channel for the 

conversion ask 

• Understand what the next best ask is 

• Test diff asks for diff segments

• Test timing of the ask 

Problem 

• No next best offer
• Low conversion rates due to passive 

channels 
• Organisational (need) led, not 

supporter led 
• Not enough data to inform what the 

next best offer might be 
• Not enough data to run A/B tests

Objective

• Become supporter led and uplift 

retention
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Stage 4: What we learnt

Next best offer

• Can’t do stage four unless we get stage one right!

• Reciprocity is a driver

• Conversion to RG, c.4% (phone).

• Incentivized (val-ex) conversion to RG 6% by email

• Lottery conversion, 12% (phone).
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Summary
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Supporter relationship opportunities

Stage 4 - Next best offer journey

Stage 3 - Bridging journey 

 

Stage 1 - Prospect journey

Ultimate Virtual 

Events Journey

You have my 
attention - now 

what?

I’ve just registered, 
there’s a spark of 

potential

How are you going 
to keep me 
interested?

Stage 2 - Engagement journey

I didn’t realise the 
impact, I’d help 
more if asked

I’m so impressed 
you are my 

favourite charity

I’m not 100% sure
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Key Takeaways
1. Work cross functionally - your supporters see you as one organisation

2. Identify an owner for each part if the journey

3. Start at the top of the funnel, thinking about where you want supporters to go and how you will get them there

4. Use data insights to understand why people do what they do

5. Set yourself up for omni channel approach - each channel has a different role to play (opt ins)

6. Keep asking ‘why’

7. Apply a test and learn approach

8. Growing loyalty & creating fanatics takes time





Thank you!

Please don’t forget to complete the short 
feedback survey

#IFC2023
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