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1. The participant lifecycle

2. Translating your plan into a journey

3. Key elements of a topnotch supporter journey
4. Journey reviews and suggestions

5. Best in class examples

6. Q&A
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What do you use to plan/map your supporter journeys?

Word

Excel

Flowchart

Email software

Other system

Nothing!

9%

64%

21%

6%

13%

8%



lid Please download and install the Slido
sliao app on all computers you use e J

Join at slido.com
#3525936

Start presenting to display the joining instructions on this slide.



JOURNEYS IN THEORY
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The participant lifecycle

INTEREST

Raise awareness of and

NURTURE generate interest in the event.
Nurture relationships with
fundraisers to retain them as

a future event participant or

organisation supporter.
e o REGISTER
Retain Convert interest into event
registrations including
Cor_wert reactivation of past
THANK Activate participants.
Engage
Thank and acknowledge :
participants for their NN
fundraising. ONBOARDING
phanit Onboarding Welcome registered

Acknowledge

participants to your
event and organisation.

EXPEIRENCE Experience

Provide a great experience to
engage participants in event
and inspire them to fundraise.

11
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Segments Channels

Standard value participants Email

Mid value participants SMS

Phone
Mail

High value participants

Returning participants

— Face to face
Corporate participants
Messenger

Team captains : :
b Social media groups

Staff & volunteers Organic social

Beneficiaries Dashboards

In honour participants

App notifications
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What do you use to plan/map your supporter journeys?

Word

Excel

Flowchart

Email software

Other system

Nothing!

9%

64%

21%

6%

13%

8%



Translating your plan into a journey

14




Pressure points

Acquisition pressure point example

Early bird special 50% off registration 1st MayT 315t May

Fundraising pressure point example

First donation Every donation this week Monday Xt Friday X
puts you in the draw to
win XXX

15



Cause

A Humanise your cause by showcasing real stories of
researchers, service users, or beneficiaries to connect
emotionally.

A Showcase impact by sharing how participants' efforts
I RI DHqOG! W 2GGY! quWYUNYRUDN WSs
GGG Wt DIGW2RacecaWl 13t 3cl #6

A Create relatable moments by using testimonials that 7
RiGet ql cqUWsécakt Weaqllt gqet 13
sRq6Yeqlgd 3t W 1 2 RHIY wb 1O

A Feature these voices in emails, social media, and videos
to sustain engagement.

A Call to Action Through Emotion: Highlight the urgency ) o
BIIJION KA LW Radé Yeqll! Ye AWg6 R Ws YI ¢t WHc Uk qWaEYUqRU2 Uwb 1O
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What do you think a great supporter journey includes?

Dynamic

Showing the impact they're having

Tangible representations of their achievement

Variables i —
Stories clarity Personalised Social proof, personalisation
Gamification . Heart
Connection connection to cause AU Cle
Relevant content ) . Impact Visual media Engaging
: : Personalisation
Right balance emotional connection Inspirational stories Individual call

Multichanne|  Cratitude

Thank you calls

Fun

Social media collateral Authenticity

Incentives

Personalization

Empathy

Validation of why they are doing the event

Personalised data and insights

Emotion

17



Key elements of a topnotch supporter journey

18

TOUCHPOINT DESCRIPTOR

HOW SHOULD | FEEL?

HOW SHOULD | BEHAVE?

CONTENT REQUIRED

TESTING

PRODUCTION SET UP NOTES

ADDITIONAL NOTES / VARIATIONS

RESOURCES REQUIRED FROM CLIENT

The supporter journey map is a detailed plan of all touchpoints with supporters throughout the campaign
outlining what supporters should feel, think and do:

o

o To To Io D>

CHANNEL- Email, SMS, direct mail, and phone touchpoints
TIMINGT send date and time

AUDIENCEr segments required to deliver communications e.g. past participants, lapsed participants
(years), cold/cross promotion, team captains, incomplete, lead, registered participants

VARIABLES returning/new participant, started/not fundraising, made/not a self donation, high value
member, in a team/not, fundraising amount

OBJECTIVEIinspire registrations, create urgency to register, incentivise to register or fundraise, engage wit
the activity, connect to the cause, keep fundraising

CALL TO ACTIONregister to secure incentive, self donate, share Fundraising page, invite friends to join,
take action to earn rewards, set up FB fundraiser, forward message to friends, join the VIP club

CONTENTequirement to deliver journey$rief to the copywriter

SENDER DETAILSampaign lead, CEO, Researcher, Case study, Participant

GAMIFICATION Fundraising Tiers, badges, rewards and incentives

CASE STUDYequirements

TESTING MATRIE ensure ongoing learning as the campaign rolls out as well as for the following year
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Supporter Journey map includes:

o To Do Po Do Io Do Io

Lead Gerr convert leads into registered participants.

Acquisition-crossGl YUY qUWaq YWY qdé Il Wt e GGYIl qJI WNI Ye Gt Ws 6
cold audiences.

Retention- promote to past participants to-register and acknowledge past participation.
Welcome - welcome and onboard registered participants to the event, cause and organisation.

Behavioural- a series of triggered touchpoints to acknowledge fundraising and activity
milestones and encourage continued fundraising and engagement.

Engagement to engage, inspire and encourage participants to fundraise and raise higher levels.

High value- to motivate and thank participants identified as high value or prospects to exceed
their fundraising goals.

Post Event to thank, acknowledge and celebrate participants fundraising and event
achievements.
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PanKind Put Your Foot Down

PUT YouR FooT bowN § | 2D
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PanKind Put Your Foot Down

Email 1 Email 2
on registration +2 days

Welcome

Email 1 Email 2
-27 days -20 days

Engagement O O

Email 1 Email 2
First donation $71 raised

Triggered

23

Email 3
+6 days

Email 3 Email 4
-13 days -6 days

Email 3
50% of target

Email 4
+9 days

Email 5
+3 days

Email 4
100% of target




PanKind Put Your Foot Down
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Email 1
on registration

Welcome

From date of registrationt warm welcome
beyond confirmation

SegmentationT physical/virtual, profile pic
loaded vs. not, updated page vs. not

Clear, single action asks for each
touchpoint

Strong event brandingr participants will
t UYs WRakt Wnl YaW! Yer

Email 2 Email 3 Email 4
+2 days +6 days +9 days

Areas for improvement

Introduce yourselfT sender a real person
Include SMS and other channels
Encouragement for selfdonation
Cause onboardingt make it more human

More variation in design to keep it
interesting, easy to digest and action
focused

Condensed version for those who register
too close to event date to get whole series




PanKind Put Your Foot Down
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Email 2
-20 days

Email 1
-27 days

Engagement O

Decent length of time for series
SegmentationT $0-$70 vs $71+, $0 vs $1+
Sharing tips for fundraising

Dashboard style email

Cause story

Email 3
-13 days

Email 5
+3 days

Email 4
-6 days

Loved to see Areas for improvement

Send from real peopletr some from campaign
lead plus relevant others

Include SMS and other channels

Make it even easier to fundraisa share
resources, templates within email etc

More dashboard and leaderboard emails to
motivate

Utilise PS to reinforce key info

Consider fundraising pressure points and
promoting throughout

More cause stories and demonstration of impact




PanKind Put Your Foot Down

Email 1
First donation

D -

Celebratory design that was different to
other series

Reward email when hit and confirmation of
details

Encouraging to increase target when hit

26

Email 2
$71 raised

Email 3
50% of target

Email 4
100% of target

Areas for improvement

Send from a real persorr makes the
acknowledgement more meaningful

Consider other behavioural triggers link to
badges and fundraising actions

Consider other rewards (especially for high
value) and how that would be reflected

Prompt to next tier/reward throughout




Pedal4Prostate
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Pedal4Prostate

Email 1A Email 1B Email 2 Email 3 Email 4 Email 5 Email 6
Previous Warm All excl. All excl. All excl. All excl. All excl.
riders supporters  confirmed confirmed confirmed  confirmed confirmed
-93 days -90 days -87 days - 69 days -53 days -23 days -18 days
Acquisition O O O O - O O

Earlybird entry Incentive Online entry

deadline
-5 days to event

fee deadline draw
-67 days to eventj| deadline

Chasers Chaser Chaser
Repeat content Repeat content Repeat content
with earlybird without earlybird without earlybird

discount discount discount or incentive

28



Pedal4Prostate

Email 1A Email 1B Email 2 Email 3 Email 4 Email 5 Email 6

Previous Warm All excl. All excl. All excl. All excl. All excl.
riders supporters  confirmed confirmed confirmed  confirmed confirmed

-93 days -90 days -87 days - 69 days -53 days -23 days -18 days

Loved to see Areas for improvement

Decent number of acquisition emails Sender areal person and can vary with ask fron
CEO, mission staff, or past participant

Giving past participants early access to
make them feel special Include SMS and other channels such as DM

Initial push and urgency towards earlybird and phone for high value past participants

deadline pressure point Vary content of chasers as straight resends

. : usually not effective
Acquisition incentive as another pressure

point Final reminder 2448 hours before online entry
deadline

Include cause focused touchpoints alongside
activity focused ones

29



Red Nose Day
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Red Nose Day
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Red Nose Day
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High level of segmentation and considering
carefully what each audience will get

Cross promotion of activities across
audiences e.g. merchandise / fundraising

Specific journey for in honour / tribute
fundraisers

Specific journey for volunteers

From real people and varied senders

Areas for improvement

Complex map could be simplified by starting
with series and then considering segments

Consider high value segmentation across
audiences and specific tiers and rewards

Include SMS and other channels

All active segments could have more
touchpoints as relatively light on contact

More warm up touchpoints for pressure points
More cause focused touchpoints and stories

Leaderboard emails for fundraisers




Black Dog Institute: Mullets for Mental Health

Black Dog | Mullets For
Institute | Mental Health

33




Know Your Audience:
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EMAIL

SMs

SMs

SMs

EMAIL

SMs

WELEDM1

WEL SMS2

WEL 5MS2

WELSMS3

WELEDM4

WELSMS5

Triggered upon registration

Triggered 24 hours after registration

Triggered 24 hours after registration

Triggered 72 hours (3 days) after registration

Triggered 6 days after registration

Triggered 9 days after registration

Target Group: Males aged 1844

Core Fundraisers: Men aged 2534 1 highly engaged and effective fundraisers

Onboarding & Welcome : SMS used to welcome participants, providing immediate

engagement and excitement.

Behaviour-Triggered SMS
A Automated messages based on actions, such a$0 raised, prompting motivation

and guidance.

A Tailored messages aligned with specific fundraising tactics or asks to encourage

action and increase participation.




Know Your Audience:
~2000qt WnY!l W~ 1J-BigtStatdgylJ ¢ G g 6 kK 1 LW

Choose the right tool for each moment :

A SMS: Ideal forquick onboarding , immediate
engagement, andbehaviour -based nudges.

A Phone calls : Effective forhigh-value supporters or
lapsed participants

A Email: Essential for providingin-depth information
and nurturing longterm engagement.

Tailor your communication : Mullets succeeded by aligning
SMS with the habits otheir aud . Think about your target
audience and how you might achieve the best reach.

Embrace multi -channel strategies : Combining SMS, email,
and calls can create aseamless supporter journey that
enhances engagement and ensures participants feel
supported throughout their fundraising efforts.
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VIP / High Value Retention

A Dedicated VIP
emalils, using VIP
colours and
branding.

A Show the collective
impact raised by the
VIP clubs

A Early registration
access + discount
code to appreciate

loyalty

Why it works:

A Recognition builds
emotional
connection and
loyalty

A Encourages repeat
participation
through exclusivity

37

TOUCHPOINT

DESCRIPTOR

PRODUCTION NUMBER
DEPLOYMENT D*~ e
DEP! Z rMENT TIME
CHANNEL

AUDIENCE/S

AReturning participants tend to raise more each year, resulting in higher fundraising results.
ARetention eases the pressure of constantly finding new supporters, meaning a reduced foct

Promenade Club sign up invite

REN EDM 1 PC

Queen Bee sign up invite

REN EDM 1 QB

PP1: Early Bird Special launch

REN EDM 2

Monday 16 December 2024

Monday 16 December 2024

Monday 8 January 2024

8AM

EMAIL

EMAIL

EMAIL

2022 - 2023 Promenade Club members

2022 - 2023 Queen Bee Members

Past participants (2018 - 2023)

Amount raised
In honour of
Prom Club Member for 2 years
Prom Club Member for 1 year
First time participant in 2023
Lapsed Prom Club (Prom Club in 2022 but not 2023)

Amount raised
In henour of
Lapsed Queen Bee (Queen Bee in 2022 but not 2023)

Done 1 event (first time in 2023)

o homnra \
2024 registered participants

2024 registered participants
2024 incomplete participants

2024 registered participants
2024 incomplete participants

In honour of
2024 incomplete participants
2023 Prom Club / Queen Bees

Acknowledge 2023 support & invite back

Acknowledge 2023 support & invite back

Announce early bird special

Sign up for free

Sign up for free

Sign up today

and spend is needed on Acquisition.
ARecognising loyal participants reflects well on your organisation and can help with brand loyalty.
APersonalised engagement makes people feel appreciated and enhances the supporters experience.
ARepeat participants help foster a sense of belonging and loagerm connection, helping build a community.

Why Focus on Retaining High-Value or VIP Participants?

APersonalised asks
for returning
participants

ARE+ ¢ 0 Gilal
you for your ongoing
t 2 GGY!I qm
AAcknowledging
repeat participation
builds trust by
showing you know
and value your
supporters.

Why it works:
Moves beyond a
one-size-fits-all
message, fostering
deeper connections

S
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Aln a busy inbox, emails can be overlooked, but a text
message ensures better visibility.

APhone calls allow for personal conversations, such as
thanking highvalue participants or recognising their
multi-year involvement.

AVIPs or loyal supporters receive exclusive updates via
SMS or a personal call, making them feel valued.

Al oyal participants appreciate personal
acknowledgment, which strengthens retention and your
relationship with them.

ASMS and calls work well in combination with emails,
reinforcing messages across multiple touchpoints.

AA layered communication approach ensures
participants stay informed and motivated.

REN SMS 1

REN TM

Thursday 11 January 2024

Tuesday 16 January 2024

10AM

SMS

CALLS

2023 Promenade Club members
2023 Queen Bee Members

2023 Promenade Club members
2023 Queen Bee Members

2024 registered participants
2024 incomplete participants

See if can help with registering

See if can help with registering

Sign up for free

Sign up for free

R

Donor
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These emails drive the highest engagement because
they tap into curiosity and inspire healthy
competition. They also:

ACreate accountability and keep participants
motivated to reach their goals.

AFoster pride and recognition by celebrating their
progress and achievements.

AEUHRYz21 ¢nNUt WeHqRYUWNY!I WqdY

fundraising yet.

APromotes friendly competition with showing
leaderboard standings and team progress.

AProvides supporter tips and encouragement to
boost fundraising efforts.

JI + WNYWe WivyYURNLWs ¢!

B

Dashboard #2 Individual Leaderboard #1 Team Leaderboard #1
ENG EDM 07 ENG EDM 08 ENG EDM 09
3 3 3

Tuesday 6 February 2024

Wednesday 7 February 2024

Thursday 8 February 2024

The sashay: $1200 to $1999
Promenade Club: $2000 to $3,999
Queen B: $4,000+

9AM WA 9AM WA 9AM WA
EMAIL EMAIL EMAIL
2024 Participants (excluding in Top 30 individuals Top 30 teams
WEL)
The amble: $0
The amble: $1 to $49
The saunter: $50 to $249
The pace: $250 to $499
The, s}ride: $500.40 7, P p irdividuals . Top 3Q {esms
it 0 sVedll6 ¢ [ZP UG Wt q ¢ 1|3 T™w

Encourage to reach next tier

Reward and recognise those doing
brilliantly

Reward and recognise those doing
brilliantly

Take one action to start/keep
fundraising

Take action to stay/get in top 20

Take action to stay/get in top 20




Leveraging Key Dates to Boost Engagement
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|dentify unigue dates or events to align with
your campaign.

International Women in Science Day is the
perfect moment to highlight the work of female
researchers and how fundraising supports their
breakthroughs at Harry Perkins Institute.

This creates a meaningful connection and
offers an opportunity to encourage participants
to make a seltdonation or ask for a donation in
support of women in science.

PP1: Reminder post blog/

World Cancer Day

ENG EDM 05

PP1: International Women

in Science

ENG EDM 06

3

3

Friday 2 February 2024

Monday 5 February 2024

8AM WA

8AM WA

EMAIL

EMAIL

2024 Participants (excluding in
WEL)

2024 Participants (excluding in
WEL)

Connect to cause & motivate
action

Connect to cause & motivate
action

Make / ask for donations / Invite

friends

Make / ask for donations




Using Tone and Creativity to Engage Supporters
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Creative touches like a playful Mrs. Doubtfirethemed
email (complete with a Scottish accent) make
interactions memorable.

N6 ROt WEAYe qw! Vel WI2U0qKt WA [ UK

yié

resonate well with your audiencey 5 6 1Jq 6 11 LUR q K
serious and professional or if there is room for fun and
playfulness.

Experiment with different approaches, like plaintext
emails from the CEO or fun lighthearted messages, to
see what resonates.

Testing new ideas can unlock fresh ways to engage
your audience.

% New Town Toyota

Walk for
g &3
=

Helllooooooo my dear, Pet!

I'm back mah lovelies an’ ooooh, how a've missed you ! It's my annual appearance
to a very special group o' people. One who are deserving o' th' highest praise, and
efter 35km, a good long rest.

And | kin barely contain mah excitement. Because it’s a special prize for o’ bonnie
walkers! It's ur chance to win a cleaner fur a year! Whit a treat! But it no less than
you deserve.

Win a cleaner for a year! Raise $50 for women’s cancer research by midnight

Friday 315t March on your Dashboard and you'll instantly enter the draw!

alWs Ya ol



So many ways to speak to your supporters

Top individuals / Top tea FESIETSIYE IS
Lapsed VIP club membe
New captain vs past team captes

VIP club member for 2+ yea
Taken partin 1 eve

Started fundraising / not started fundrais

Reached 50% of goq

Has / has not reached fundraising g¢

Is not in a team in previous ¢ Invited Frienc First year last yes

VIP club member for 1 ye
VIP club pledgec Did / did not reach fundraising minimu

Seltdonated / not selflonated
Taken part in 2+ event

Has / has not shared fundraising page on soc VIP club raisec
First year / past participa Profile picture not update

Team Captain in previous ye

42
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Segmentation is crucial for engaging and retaining participants
throughout their journey. By tailoring communications based on

R

Donor
Republic

specific characteristics and behaviours, we can:

A Address the unique needs and motivations of different
segments.

A Sending tailored messagey like encouraging selfdonations

Segment for someone not in a team

P.S. Start building a team today! Send out your referral link via email, SMS or an
online message. You never know who you’ll inspire!

nYl Waqd Yt WWs 6 YWE ¢ & Bdostsapldraly U | RH2 o 1JT W! 1J Gegment for someone who is a Team Captain
engagement and response rates.

A ] ) ) P.S. As Team Captain of , increase your chances of a win. Ask every teammate to
Engag_m_g V_IP members differently (e.g., t_hose with 1 or 2 years invite at least one person to join you. The bigger your team, the bigger your
of participation) fosters a sense of belonging and encourages impact for women's cancer research!
continued involvement. '

A EUNRGVUqRUNWHA! WeHqRYUL gt eHGWCEt Wad Yt WJWs 6.Y WG ¢ 21 We GI

a a a0 Seg ntf or omeone WHO hgs not made a sé](bnatlon

their profile picture or shared their fundraising page, holds
participants accountable and motivates them to take action.

A By understanding who has raised funds, who is close to their
goals, and fundraising tier levels, we can focus efforts where

Don't forget, any self-donations also have the chance to be doubled. Donate to
yourself today and make an even bigger impact for cancer research.

they will be most effective.

A Recognising team captains versus individual participants can
strengthen community ties and encourage collaboration within
teams.




ReachOut: Laps for Life

Laps rlife
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