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Financial Supporter 
“I have made a donation”

Volunteer
“I have given my time as a volunteer”

Fundraiser
“I have raised money on behalf of Red Cross”

Member
“I have signed up as a part of Red Cross”

Shopper
“I have bought from (or donated to) a RC shop”

Student
“I have done a training course”

Clients
“I have been supported by Red Cross”

Defining Customers & Contexts 

Relationships & activities engaged

Demographic Profile
Their age, their background, their capacity to give 

(eg: income), their geography

Psychographic
Drivers and motivations, their past experiences, their 

level of understanding and awareness, their 
expectations and context

Who / what they represent
An individual; a family; a community; a group; a 

company

Where they are in their journey
Their tenure, their status (active / lapsed – exited); 

mix of activities; their level of experience- new / 
onboarding

Who they are

Our ‘customers’ are the 
people who engage with 

us

Those who ‘give’

Those who ‘get’

Our scope in CX



Regular Giving Experience

The problem:

Our fundraising team had observed a decline in our Regular Giving program, especially in Face to 
Face fundraising, increasing cost, higher attrition; as our highest value individual fundraising 
product this represented a high risk to Red Cross. 

Customer Experience Objective: 

Understand the current state experience of regular giving experience, and identify opportunities 
for improvement.



Understanding the Customer Experience

Walk in their 
shoes

Voice of 
Customer 

Monitoring
Research

Track their 
behaviours



We met with current and lapsed 
supporters to talk about their 
experience 

This is Amanda & Jacob at 
their home in the 

northern suburbs of 
Melbourne

…. And that’s our 
audio recorder!

The 
approach
15 interviews –
‘people who 
signed up in the 
past 12 months’
- 1 hour each

Scope: 
• Motivations for 

supporting Red 
Cross

• Understanding of 
our work

• Signup experience
• Other charitable 

giving
• Pain points / 

opportunities 
• Recall of comms

and contact



Meet Afeeya

For each person 
we met, we 
developed a 
case study story 
– capturing a 
little about 
them, their 
values and 
needs, key 
opportunities 
and highlights / 
lowlights of 
their Red Cross 
experience



Through the 
research, we 
uncovered 
some incredibly 
impactful 
stories of 
lifelong 
relationships 
with Red Cross 
– these stories 
have been 
instrumental in 
building 
empathy for the 
customer



We also ran a 
series of 
workshops with 
stakeholders

Explored: 
• What they see 

and hear on the 
‘frontline’

• What’s working 
and not working 
for them

• How could we 
support them 
better

• What are some 
of the ideas they 
had



This is Chris and Jordyn – one 
of the fundraiser duos we 
shadowed in Melbourne

We shadowed a number of F2F fundraising sites 
across Sydney and Melbourne EXPECTATION

… & 
mystery 
shopped 
others



CX Blueprinting 
Mapped the customer touchpoints and processes 

A new customer can 
receive up to 7 planned 
contacts through 4 
different channels within 
their first week – almost all 
of these are transactional



Gathered and reviewed Survey Feedback, and cross-referenced 
this with internal data

Sign-up 
satisfaction 

score 

8.6 / 10

…very friendly, not too pushy 
and explained everything 

very clearly.

Qualitatively, the drivers of satisfaction are:
• The person / fundraiser they interacted with
• The process of signing up
• The information provided throughout the 

process

…attitude was 
amazing, I walked 
away feeling fully 

informed and actually 
really good about 

myself, even though 
it's his job I felt like I'd 
actually made a friend 

… was disrespectful of my time 
… and I felt very pressured to 
sign up even though I didn’t 
want to, & was misleading 
about not taking payment. 

… would not 
take no for an 
answer. I feel 

that I was 
conned and 
coerced into 
signing up. 

I don't 
like 

getting 
ambushe
d on the 
street. 



Put it all up on walls around the office



Who our supporters are
• Their profile
• Motivations, drivers and 

triggers for support
• Relationships and past 

experiences

Their RG Journey
• Awareness & Consideration
• Acquisition and Onboarding
• Lifecycle / Retention
• Exit (why they leave)

The RC experience
• Product / offer
• Communications & Contact 

(including channels, tools, tactics and 
messages)

• Causes & Campaigns, 
including the acquisition pitch

• People, including the 
fundraiser point of view

The ecosystem
• Other charities / 

competition and 
industry experience

• Blood service

Clustered into themes



We then packaged up the insights from each of the 
themes into ‘opportunity areas’



Design Principles To design with our customers in mind we should make each element of the experience:

Easy / 
Simple

 To understand
 To give to
 To remember
 Options
 To deploy / scale / deliver

On their 
terms

 Their choice
 Right place / right time
 Right commitment 
 Right ask

 Genuine engagements
 Stories
 Transparent offer
 Aligned to the brand / promise

 Stories
 Engaging tools
 Interactions
 Builds connections

 Channels
 Voice
 Communications
 Content

Flexible

 To different needs / types
 For different causes / offers
 Suitable to the environment
 Usable for our representatives

Authentic

Memorable

Consistent



Customer Needs

Make me feel like I 
am making a 

differenceHelp me see the 
impact and feel good 

about my choice

Build a connection 
and keep me 

engaged

Cut through the 
noise and the 

‘formulaic’ approach

Give me other ways 
to get involved

Our RG Supporters need five core things 
from their relationship with Red Cross



Segmentation v personas
Personas are: an archetype 
representing the characteristics of a 
group of people. They help you enhance 
services, products, communications etc; 
they are often used in design, helping to 
understand key needs, motivations, 
behaviors and context; they are great 
for empathy building

Segments are: groups of individuals who are similar in specific 
ways, such as age, gender, interests and purchase behaviors; 
they are most commonly used for finding and targeting 
existing or new customers, and are great for creating more 
tailored or personalised experiences



Approach
Using a national segmentation tool, we reviewed our donation data for Regular Giving across 11 
standardised ‘GeoSmart Segments’.

From our own data, we looked at factors including:
• Response rate by channel (eDM, DM)
• Ways of giving (eg: mail, online, tele)
• Avg gift
• Value of gift by gender and ways of giving

GeoSmart Segments profile the 
Australian population using ABS census 
data, looking at socioeconomic and 
demographic factors with geography and 
family orientation. 

From each segment, we are able to identify 
unique characteristics, such as propensity to give 
to charities (gathered from market research), as 
well as identify the geographies where they are 
most likely to live.

National Segmentation Tool 
using ABS Census Data

Opportunity of the national 
market

Historic response rate to Red 
Cross Campaigns



Regular Giving: Customer Profiles
How do our customers look from a segmentation / profile view and where is the opportunity?

Priority 1
Attract 
• Premium quality and high level of service 

in products / offer
• Geo-targetting- go to places they already 

are
• Give practical ways to have impact and 

reward / recognise their support

Priority 2
Retain
• Increase their engagement with a 

sense of value / deal with high 
shared/community impact at a 
higher $-ask

• Reward and recognise their ongoing 
support

Attract Retain



The Regular Giving Journey



Regular Giving Customer Journey
Multiple channel approach & personalisation!

Hi Nicky, it's Sophie from 
Australian Red Cross. Hope 
you're having a good day 
☀️We know life gets busy, 
so I thought I’d quickly say 

hi and give you this number 
☎️ Here’s a bit more from 
me: https://bit.ly/2GxlcJI

More importantly - I want 
to thank you so much for 

your support. We are 
deeply appreciative of the 
difference you are making. 
Just making sure you've got 
everything you need? Have 
a great day, Soph and Red 

Cross team 



Acquisition



The Fundraisers Journey
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FUNDRAISER SAM…

DOES:SAYS:

THINKS: FEELS:

GOALS:

• To make sure she can answer all 
the questions she gets asked 
appropriately

• To find a cause that Red Cross 
supports that will connect with the 
person she is talking to 

• To make sure that she leaves a 
good impression on the people she 
deals with and her team leader

“I am so excited that I am 
going to be helping raise 
money for people in 
need.”

• Go over the training 
notes

• Go on the Red Cross 
website to find out 
more about what they 
do

“ I hope I don’t get anything 
wrong and remember all the 
programs.”

• Nervous
• Excited
• Stressed
• Anxious
• Good
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TEAM LEADER LENA…

DOES:SAYS:

THINKS: FEELS:

GOALS:

• To make sure her team is prepared 
and professional

• To have the correct information to 
give to her team

• To keep her team motivated and 
excited on the road

• To meet their fundraising goals

“Red Cross is my favourite 
charity. You can always 
find a programme that 
they do that resonates 
with someone.”

• Provides training to her 
team

• Updates a list of local 
programs

• Prints visuals from ARC 
training that shows 
where the money goes

“I wish I knew more local 
stories and overall benefits 
that have happened from 
the programs Red Cross 
runs.”

• Excited
• In control
• Wistful
• Enthusiastic
• Energised



The end to end RG project

.. These projects are ongoing, and our team play the role of customer champion –
keeping focus on the insights and the desired experience, and testing / validating 
ideas and solutions with customers along the way

Problem 
Scope

CX 
Discovery 

Clustered 
and 

themed

Insight 
dev’ment

Opportunity 
analysis and 

priorities

Kicked off 5 
projects



The power of conversation

Talking to people is a powerful 
opportunity to gain deep insight 
into the lives and minds of your 
audience.

o 1-2-1 interviews

o Pairs/Triads

o Telephone or in person



Research conversation tips

Before

Participant recruitment

Research objectives

Create tools and stimulus

Roles

During

Let participant guide you

Pause

Ask neutral questions

Ask open questions

Encourage reflection not projection

Listen!



The most powerful word….

Why?



Interview practice!

You have been tasked with helping the organisers of FIA 

Conference to understand the needs of their customer to 
improve their experienceIn 

teams 
of 3

10 min

• 1 participant (the customer)
• 1 interviewer
• 1 notetaker

• Tell me a bit about yourself
• Why did you come to FIA this year?
• How did you first find out about it?
• Tell me about your journey to get 

here?
• How would you describe your 

experience to a colleague?
• Is there anything else you would like 

to share with us today?



Tips & Tricks – our lessons learned

Start small/simple. Do one thing really well, rather than trying to take on too much and 

delivering nothing. Go and talk to 5 (or 10) customers and then reflect on what you have heard and 
what it means, before moving on to what’s next

Use what you have. Customer service calls, complaints, mystery shopping data, past 

research – you can probably identify many quick wins. A great customer experience starts with 
getting the basics right

Know your problem. Define a really clear business problem / opportunity, then explore it 

from as many angles as possible – flip it to the perspective of the customer need as you go.

Look for the ‘aha moments’. Look for unlikely partnerships in your observations and 

bring together seemingly unrelated points of data. Challenge your thinking and discuss your insights 
with others  



Tips & Tricks – our lessons learned

Plan & Prepare. Invest the time upfront to think about what you want to learn. Write down 

your questions, plan your research with the end in mind…. But don’t let this narrow your thinking; 
allow yourself to be taken to new places by what your customers needs and priorities are

Test & learn. Constantly iterate. Build on your insights as you go and test hypotheses; be ok 

with letting go of things that didn’t work; keep going back to your customers and your insights 

Borrow brilliantly. There’s nothing wrong with taking a great idea and developing into your 

own; there are heaps of tools, case studies, resources available online – and lots of people out there 
passionate about customers – find them and borrow brilliantly from them 

Follow the thread. Don’t leave an insight hanging – if you see a problem / find a pain point, 

make it your responsibility to solve it; create a culture of action and customer focus in every activity
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