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Join at slido.com
#3525936

Please download and install the Slido 
app on all computers you use

᷉ Start presenting to display the joining instructions on this slide.



JOURNEYS IN THEORY



The participant lifecycle
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Interest

Register

Onboarding

Experience

Thank / 
Acknowledge

Nurture / 
Retain

REGISTER

INTEREST

ONBOARDING

Raise awareness of and 
generate interest in the event.

Convert interest into event 
registrations including 
reactivation of past 
participants.

Welcome registered 
participants to your 
event and organisation.

NURTURE

Nurture relationships with 
fundraisers to retain them as 
a future event participant or 
organisation supporter.

EXPEIRENCE

THANK

Thank and acknowledge 
participants for their 
fundraising.

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

Convert
Activate
Engage
Retain



ĦƖŸƚƚШũŔŉĲĦǃĦũĲШĦŸŰƚŔĬĲƖв
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Segments

Standard value participants

Mid value participants

High value participants

Returning participants

Corporate participants

Team captains

Staff & volunteers

Beneficiaries

In honour participants

Channels

Email

SMS

Phone

Mail

Face to face

Messenger

Social media groups

Organic social

Dashboards

App notifications



ÄƨŔĦťШƕƨĲƚƣŔŸŰв

13



Translating your plan into a journey
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Strategy / Plan

Cause

Participants and 
beneficiaries

Audiences

Variables/ 
segments

Pressure points

Incentives / 
prizes

Key event info



Pressure points 
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Acquisition pressure point example

Pressure point Details Date

Early bird special 50% off registration 1st May т 31st May

Pressure point Details Date

First donation Every donation this week 
puts you in the draw to 
win XXX

Monday X т Friday X 

Fundraising pressure point example



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

Å Showcase impact by sharing how participants' efforts 
ĬŔƖĲĦƣũǃШƚƨƓƓŸƖƣШŸŰŊŸŔŰŊШƽŸƖťШыĲЮŊЮЯШљòŸƨƖШŉƨŰĬƖċŔƚŔŰŊШ
őĲũƓƚШťĲĲƓШƻŔƣċũШƖĲƚĲċƖĦőШŊŸŔŰŊњьЮ

Å Create relatable moments by using testimonials that 
ŔũũƨƚƣƖċƣĲШƽőċƣќƚШċƣШƚƣċťĲШыĲЮŊЮШљfШƽŸƨũĬŰќƣШőċƻĲШůċĬĲШŔƣШ
ƽŔƣőŸƨƣШƣőĲƚĲШƚĲƖƻŔĦĲƚњьЮ

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

Å Call to Action Through Emotion: Highlight the urgency 
ыĲЮŊЮЯШљìŔƣőŸƨƣШǃŸƨЯШƣőŔƚШƽŸƖťШĦċŰќƣШĦŸŰƣŔŰƨĲњьЮ



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

Å CHANNEL - Email, SMS, direct mail, and phone touchpoints

Å TIMING т send date and time  

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

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

Å OBJECTIVE т inspire registrations, create urgency to register, incentivise to register or fundraise, engage with 
the activity, connect to the cause, keep fundraising

Å CALL TO ACTION т register 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

Å CONTENT requirement to deliver journeys т brief to the copywriter

Å SENDER DETAILS т campaign lead, CEO, Researcher, Case study, Participant

Å GAMIFICATION т Fundraising Tiers,  badges, rewards and incentives

Å CASE STUDY requirements

Å TESTING MATRIX to ensure ongoing learning as the campaign rolls out as well as for the following year



Key elements of a top-notch supporter journey 
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Supporter Journey map includes:
 
Å Lead Gen т convert leads into registered participants.

Å Acquisition - cross-ƓƖŸůŸƣĲШƣŸШŸƣőĲƖШƚƨƓƓŸƖƣĲƖШŊƖŸƨƓƚШƽőŸШőċƻĲŰќƣШƓċƖƣŔĦŔƓċƣĲĬШŔŰШƣőĲШĲƻĲŰƣШŸƖШ
cold audiences.

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

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

Å Engagement т to engage, inspire and encourage participants to fundraise and raise higher levels.
Å High value - to motivate and thank participants identified as high value or prospects to exceed 

their fundraising goals.

Å Post Event - to thank, acknowledge and celebrate participants fundraising and event 
achievements.



JOURNEYS IN PRACTICE
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PanKind Put Your Foot Down
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Triggered

Engagement

Welcome

PanKind Put Your Foot Down
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Email 1 
on registration

Email 2
+2 days

Email 3
+6 days

Email 4
+9 days

Email 1
-27 days

Email 2
-20 days

Email 3
-13 days

Email 4
-6 days

Email 5
+3 days

Email 1 
First donation

Email 2
$71 raised

Email 3
50% of target

Email 4
100% of target



PanKind Put Your Foot Down
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Loved to see

From date of registration т warm welcome 
beyond confirmation

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

Clear, single action asks for each 
touchpoint

Strong event branding т participants will 
ťŰŸƽШŔƣќƚШŉƖŸůШǃŸƨг

Areas for improvement

Introduce yourself т sender a real person

Include SMS and other channels 

Encouragement for self-donation

Cause onboarding т 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

Welcome

Email 1 
on registration

Email 2
+2 days

Email 3
+6 days

Email 4
+9 days



Engagement

PanKind Put Your Foot Down
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Email 1
-27 days

Email 2
-20 days

Email 3
-13 days

Email 4
-6 days

Email 5
+3 days

Loved to see

Decent length of time for series

Segmentation т $0-$70 vs $71+, $0 vs $1+

Sharing tips for fundraising 

Dashboard style email

Cause story

Areas for improvement

Send from real people т some from campaign 
lead plus relevant others

Include SMS and other channels 

Make it even easier to fundraise т 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 



Triggered

PanKind Put Your Foot Down
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Email 1 
First donation

Email 2
$71 raised

Email 3
50% of target

Email 4
100% of target

Loved to see

Celebratory design that was different to 
other series

Reward email when hit and confirmation of 
details

Encouraging to increase target when hit

Areas for improvement

Send from a real person т 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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Acquisition

Pedal4Prostate
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Email 1A 
Previous 

riders
-93 days

Email 1B
Warm 

supporters
-90 days

Email 2
All excl. 

confirmed
-87 days

Email 3
All excl. 

confirmed
- 69 days

Email 4
All excl. 

confirmed
-53 days

Email 5
All excl. 

confirmed
-23 days

Email 6
All excl. 

confirmed
-18 days

Earlybird entry 
fee deadline

-67 days to event

Online entry 
deadline

-5 days to event

Chasers 
Repeat content  
with earlybird 

discount

Chaser
Repeat content  

without earlybird 
discount

Incentive 
draw 

deadline

Chaser
Repeat content  

without earlybird 
discount or incentive



Acquisition

Pedal4Prostate
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Email 1A 
Previous 

riders
-93 days

Email 1B
Warm 

supporters
-90 days

Email 2
All excl. 

confirmed
-87 days

Email 3
All excl. 

confirmed
- 69 days

Email 4
All excl. 

confirmed
-53 days

Email 5
All excl. 

confirmed
-23 days

Email 6
All excl. 

confirmed
-18 days

Loved to see

Decent number of acquisition emails

Giving past participants early access to 
make them feel special

Initial push and urgency towards earlybird 
deadline pressure point

Acquisition incentive as another pressure 
point

Areas for improvement

Sender a real person and can vary with ask from 
CEO, mission staff, or past participant

Include SMS and other channels such as DM 
and phone for high value past participants

Vary content of chasers as straight resends 
usually not effective

Final reminder 24-48 hours before online entry 
deadline

Include cause focused touchpoints alongside 
activity focused ones



Red Nose Day
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Red Nose Day
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+6

Email 2 Shop Pre-orders open

Email 4 PP

Email 5 EOFY

Email 7 Free gift

Email 10 Match

Email 12 Red Nose Day today



Red Nose Day
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Loved to see

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

+6



Black Dog Institute: Mullets for Mental Health
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Know Your Audience: 
~ƨũũĲƣƚШŉŸƖШ~ĲŰƣċũШcĲċũƣőќƚШÉ~É-First Strategy

34

Target Group: Males aged 18-44

Core Fundraisers : Men aged 25-34 т highly engaged and effective fundraisers

Onboarding & Welcome : SMS used to welcome participants, providing immediate 
engagement and excitement.

Behaviour-Triggered SMS:
Å Automated messages based on actions, such as $0 raised, prompting motivation 

and guidance.
Å Tailored messages aligned with specific fundraising tactics or asks to encourage 

action and increase participation.



Know Your Audience: 
~ƨũũĲƣƚШŉŸƖШ~ĲŰƣċũШcĲċũƣőќƚШÉ~É-First Strategy
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Choose the right tool for each moment :

Å SMS: Ideal for quick onboarding , immediate 
engagement, and behaviour -based nudges.

Å Phone calls : Effective for high-value supporters  or 
lapsed participants

Å Email: Essential for providing in-depth information  
and nurturing long-term engagement.

Tailor your communication : Mullets succeeded by aligning 
SMS with the habits of their 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 a seamless supporter journey  that 
enhances engagement and ensures participants feel 
supported throughout their fundraising efforts.



cċƖƖǃШÂĲƖťŔŰƚаШìċũťШŉŸƖШìŸůĲŰќƚШ9ċŰĦĲƖ
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VIP / High Value Retention
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Å Dedicated VIP 
emails, using VIP 
colours and 
branding.

Å Show the collective 
impact raised by the 
VIP clubs

Å Early registration 
access + discount 
code to appreciate 
loyalty

Why it works:
Å Recognition builds 

emotional 
connection and 
loyalty

Å Encourages repeat 
participation 
through exclusivity

Å Personalised asks 
for returning 
participants
Å EǂċůƓũĲаШљÑőċŰťШ
you for your ongoing 
ƚƨƓƓŸƖƣњ
Å Acknowledging 
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

Why Focus on Retaining High-Value or VIP Participants?

Å Returning participants tend to raise more each year, resulting in higher fundraising results.
Å Retention eases the pressure of constantly finding new supporters, meaning a reduced focus 
and spend is needed on Acquisition. 
Å Recognising loyal participants reflects well on your organisation and can help with brand loyalty. 
Å Personalised engagement makes people feel appreciated and enhances the supporters experience. 
Å Repeat participants help foster a sense of belonging and long-term connection, helping build a community.



Why include SMS and Calls in your Retention Journey?
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Å In a busy inbox, emails can be overlooked, but a text 
message ensures better visibility.

Å Phone calls allow for personal conversations, such as 
thanking high-value participants or recognising their 
multi -year involvement.

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

Å Loyal participants appreciate personal 
acknowledgment, which strengthens retention and your 
relationship with them. 

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

Å A layered communication approach ensures 
participants stay informed and motivated.



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

Å Create accountability and keep participants 
motivated to reach their goals.

Å Foster pride and recognition by celebrating their 
progress and achievements.

Å EŰĦŸƨƖċŊĲƚШċĦƣŔŸŰШŉŸƖШƣőŸƚĲШƽőŸШőċƻĲŰќƣШƚƣċƖƣĲĬШ
fundraising yet.

Å Promotes friendly competition with showing 
leaderboard standings and team progress.

Å Provides supporter  tips and encouragement to 
boost fundraising efforts.



Leveraging Key Dates to Boost Engagement
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Identify unique 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 self-donation or ask for a donation in 
support of women in science.



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

ÑőŔŰťШċĤŸƨƣШǃŸƨƖШĲƻĲŰƣќƚШĤƖċŰĬШƻŸŔĦĲШċŰĬШƽőċƣШƽŸƨũĬШ
resonate well with your audience у ƽőĲƣőĲƖШŔƣќƚШůŸƖĲШ
serious and professional or if there is room for fun and 
playfulness. 

Experiment with different approaches, like plain-text 
emails from the CEO or fun light-hearted messages, to 
see what resonates. 

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



So many ways to speak to your supporters
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Lapsed VIP club member

VIP club member for 2+ years

VIP club member for 1 year

Taken part in 1 event 

First year last year

Taken part in 2+ events
Team Captain in previous year

Is in a team in previous year

Is not in a team in previous year

Did / did not reach fundraising minimum

First year / past participant 

Started fundraising / not started fundraising

Profile picture not updated

Self-donated / not self-donated 

Has / has not shared fundraising page on social

Fundraising tier level

New captain vs past team captain

Invited Friend

Has / has not reached fundraising goal

Reached 50% of goal

VIP club pledged

VIP club raised

Top individuals / Top teams



Importance of Segmentation in Fundraising Journeys
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Segmentation is crucial for engaging and retaining participants 
throughout their journey. By tailoring communications based on 
specific characteristics and behaviours, we can:

Å Address the unique needs and motivations of different 
segments.

Å Sending tailored messagesуlike encouraging self-donations 
ŉŸƖШƣőŸƚĲШƽőŸШőċƻĲŰќƣШĦŸŰƣƖŔĤƨƣĲĬШǃĲƣуboosts overall 
engagement and response rates.

Å Engaging VIP members differently (e.g., those with 1 or 2 years 
of participation) fosters a sense of belonging and encourages 
continued involvement.

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

Å By understanding who has raised funds, who is close to their 
goals, and fundraising tier levels, we can focus efforts where 
they will be most effective.

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

Segment for someone not in a team

Segment for someone who is a Team Captain

Segment for someone who has not made a self-donation



ReachOut: Laps for Life
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