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Resource heavy 
and limited 

downtime to 
optimise and reflect

Hard to understand 
what is driving 

results and what to 
prioritise

Low trust in data 
and systems don’t 

speak to each other 



O X Y
Operational 

Data
Experience 

Data
Motivation

Data

Z
Publicly 

Available 
Data



We believe that ALL 
supporter activities must 
be based on sound 
insights about why 
people do what they do.

INSIGHT



More Strategic Public Research: 
November 2022 + previous years

Sample Size: 1,959 



In the past year, in which of the following ways 
have you supported charities?

Event 
Fundraising 

Grew!



In the past year, in which of the following ways 
have you supported charities?

Online donations
Lotteries

Donating to fundraiser 
Tins/charity merch

Op Shops – purchase & give
Donating food 

Regular giving
Mail donations

TM donation
Signing petitions



This was different in different categories 

Organise
Event

7% to 5%

Participate 
Event

14% to 16%

Donate P2P

12% to 27%

Go Fund Me

16%



Community Fundraising Intentions

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

20 In a physical challenge at an event where everyone is together eg walk/run

22 In a physical challenge at an event where everyone is together eg walk/run

20 In a physical challenge at an event but you can do on your own / virtually eg run/walk  x kms in a month

22 In a physical challenge you can do on your own / v irtually eg run/walk x kms in a month

20 In a non-physical challenge where everyone is together eg trivia night / morning tea

22 In a non-physical challenge where everyone is together eg trivia night / morning tea

20 In a non-physical challenge but you can do on your own / virtually eg give up chocolate

22 In a non-physical challenge you can do on your own / vi rtually eg give up chocolate

22 In a physical challenge you can do with support from a Facebook group

Extremely likely Somewhat likely Neither likely nor unlikely Somewhat unlikely Extremely unlikely



Who are our fundraisers and P2P donors? 

Organise 
Event

Participate 
Event

Donate 
P2P Go Fund Me Regular 

Giver



More Strategic Public Survey Nov 22 n=1,031 and Supporter View 8m 

Demographics

Active donors

CFR

Organise Event Participate event Donate P2P Go Fund Me RG

Gender Female Female Female

Age
Under 30 
30-54yrs

Under 30 
30-54yrs 30-54yrs Under 30yrs 30-54yrs



Giving

Event Organisers are more likely to 
be “Very loyal” and our P2P donors 

“Not at all loyal”

More Strategic Public Survey Nov 22 n=1,031

Organise Event Participate event Donate P2P Go Fund Me RG

No. Charities 
(median 2) 3 3 3 2 2

Median gift $150 200 200 200 200 360
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More Strategic Public Survey Nov 22 n=1,031



What are their attitudes to the economy?

Event Participants and P2P donors are more likely to believe the economy
“Will get a little worse”

P2P donors are more likely to believe their financial situation 
“Will get a little worse”



More Strategic Public Survey Nov 22 n=1,031

Life Experience

Organise
Event

Participate 
event Donate P2P Go Fund Me RG

Cancer

Heart Disease

Stroke

Vision

Mental Health

Dementia

Intellectual 
disability

Physical 
disability

Immediate



What are their attitudes towards charities?

Event Organisers and RGs have high trust in 
charities with only RGs having high 

satisfaction.  



More Strategic Public Survey Nov 22 n=1,031

Organise Event Participate 
event Donate P2P Go Fund Me RG

It reinforces what is important to me

It strengthens a sense of connection

It reminds me how fortunate I am

It provides purpose and meaning

It expresses my gratitude for the 
commitment and efforts of others to 

create change

It helps me feel informed about issues I 
care about



More Strategic Public Survey Nov 22 n=1,031

Organise Event Participate 
event Donate P2P Go Fund Me RG

I am speaking up for the voiceless

I am part of a team or movement 
creating change

I am creating opportunities and 
empowering people

I am making the world fairer

I am helping people get back on their feet



How to  best communicate?

Organise Event Participate 
event Donate P2P Go Fund Me RG

Facebook

Insta

WhatsApp

Messenger

LinkedIn

Tiktok



We design engagement 
journeys using principles of 
delivering the best supporter 
experience, behavioral 
economics and FAST data.

DESIGN



Leverage 
‘nudges’ to 

shift attitudes
Create 

relationship

Create 
memorable 
experience

Create 
engagement 

and active 
participation

Engagement 
scoring 



FAST
Surveys

Post 
Surveys



Identify 5 Golden 
Questions to ask at the 

beginning or during 
your campaign. 

Don’t wait until the end 
to gather insights! 



Proximity Motivation Confidence Importance



On a Scale of 0-10, how committed are you to work 
of the Salvation Army?

On a scale of 0-10 how 
confident are you about 

doorknock for 
the Salvation Army?

Priority 3: Increase confidence of doorknocking 
detractors to increase completion rate

Priority 1: Improve confidence via coaching

Priority 2: Increase 
commitment to TSA

VIP 
Identification



Confidence

High 
Confidence

Low 
Confidence

Light Touch Automated Communications
High Value Stewardship

VIP Potential

High Touch Automated Communications
Focus on Coaching and Nudges

Coaching Calls to Highly Engaged
Average 

Funds 
Raised 
25%





Here’s how to use your 
Post Campaign 

Surveys to design your 
journeys.

Ensure it isn’t just a 
tick box activity!



Sent emails to family and friends asking for donations

Sent text messages to family and friends asking for donations

Organised a event / activity at my workplace

Organised a event / activity with friends and/or family

Suggested a specific donation amount when asked

Asked people to support me when I saw them face to face

Shared the personal reasons why I am participating

Sent emails / messages to local networks (community clubs…

Sent emails/messages to professional networks

Other (please specify)

I didn't do anything to try to raise funds

Posted messages on social media

Number of Supporters Average Funds Raised



What increases the 
odds of raising money?

Posted 
messages 
on social 

media

Asked 
people when 

I saw them 
face to face

Sent text to 
family and 

friends

Sent emails 
to family 

and friends

1. 2. 3. 4.



What drives high levels 
of income?

Organised 
an event 

with family 
and friends

Sent 
emails to 

professional 
networks

Posted 
messages 
on social 

media

Shared the 
personal 

reason I’m 
taking part

1. 2. 3. 4.



Engagement is the 
cornerstone to ensuring 
maximum lifetime value.

Passive to active marketing, 
we believe in creating 
conversations and driving 
two-way engagement.

ENGAGE



The rise of the Facebook 
group… is it worth it?

8 Charities
13 Facebook Challenges





Group Engagement Rate Fundraising Activation Rate
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Ask when the time is right, 
with the right message, 
through the right channel.

Quality conversion 
strategies will provide you 
with a sustainable 
pipeline of supporters.ACT



Register Start 
Fundraising

Raise 
More Retain

1. 2. 3. 4.

What actions do we want 
supporters to take?



 Cost Per Lead  Cost per Active Fundraiser

Facebook Challenge Benchmarks: Cost Per Lead vs Cost Per Active Fundraiser



Cost Per 
Registration

Cost Per 
Active 

Fundraiser



Challenge 
Focused

Incentive 
Focused

Cause 
Focused



CPL: $2.75 CPL: $2.15 CPL $3.90



CPAF: $22.65 CPAF: $20.43 CPAF: $19.43



CPAF: $22.65 CPAF: $20.43 CPL $19.43

55% 47% 64%



What happens in the journey 
informs our next move! 

We can use journey insights 
to optimise a supporter's 
next move driving lifetime 
value and retention.

SIGNALS



Are my comms 
working?

Am I over 
communicating?

Where do I focus my 
resources?



Positive correlation 
between email 

engagement and 
amount raised by a 

fundraiser.



88%

70%

53%
61%

Fanatics Interested Unengaged Ignorer

Activation Rate x EDM 
Engagement Segments



$631 

$294 

$106 
$193 

Fanatics Interested Unengaged Ignorer

Average Funds Raised x EDM 
Engagement Segments



Predicting Supporter Value

Odds Ratio

Regression Analysis

Register

Fundraise

Raise more



In a Team

2X***

Team Captain

0.4***What drives 
registration?



Added a Photo

3X***

Changed Default Blog

3X***

Shared Page

4X***

In a Team

5X***

Team Captain

0.4X***

Changed Target

2X**

What 
increases 
the odds of 
raising 
money?



What drives 
higher levels 
of income?

Added a Photo

$77***

Changed Default Blog

$91***

Shared Page

$82***

In a Team

$41***

Team Captain

-$13

Changed Target

$22



What’s next?



This is 
Beyond.

With the current economic climate, the 
biggest opportunities are with your 
warmest supporters.

UK charities have formed a collaborative testing and 
learning program, led by Julie Roberts More Strategic UK.

Working together to: 

1. Optimise end to end journeys

2. Identify best journey for audiences to convert to 
regular givers and increase LTV



INSIGHT: CFR is social – leverage 
your influencers

DESIGN: Use FAST data for 
personalised journeys & be ready to 

leverage signals

ENGAGE: Your engagement ROI can 
be measured and during campaign 

tracked to pull the right levers for 
success

SIGNALS: Understand the signals that count and 
incorporate ‘nudges’ in your journey design

ACT: Cost per active fundraiser is 
your most important metrics 

5 Must Knows using IDEAS




