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Introduction
MARK DIBDEN
SIGNAL

Many charities have spent a huge amount of time and effort on

‘supporter journeys’ but are still struggling to get the results they need.
A recent benchmarking study by Third Sector showed that most of the

Top Ten charities are facing a year-on-year decline in traditional donations,
with net income just about being propped up by growing legacy income.

This is prompting many charities to rethink their approach. The old ways
can no longer be relied upon, including lengthy and costly approaches
to supporter journeys. Charities need to learn fast and adapt their
methods to cope with the shifting landscape.

However, taking a step back to review and make improvements to existing
journeys feels time-consuming, complicated or risky - and making the
first venture into the world of journey planning even more so.
Charities are up for the challenge
It's not all bleak. We know that charities have an appetite to move quicker

than ever before. They are increasingly focusing their budgets on outputs
that will be most effective in changing supporter behaviour. And in-house
teams want to work in an inspiring and collaborative environment.

To respond effectively, charities need a clear view of what’s working

and what’s not, so they can quickly adjust their approach, and capitalise
on opportunities to create value. This requires an evidence base at the

core and a strong insight feedback loop to enable continuous improvement.
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These principles, combined with a focus on critical moments, are at the
heart of our new data-driven, collaborative approach to supporter
journey planning.

In the next few pages we’ll outline the five steps in the process

and how we’re using it to help the BHF meet their strategic goals.
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Part one

Helping the BHF make a
strategic shift
MARK COLLINS
SIGNAL

A great example of a charity that is experimenting with new approaches

and beginning to see positive outcomes is the British Heart Foundation.
The BHF’s current five-year strategy sets out the ambitious goal of a 20%
increase of total net income by 2020. It also puts a focus on improved
supporter engagement and a reduction in operational costs.

The charity already had existing supporter journeys in place for many

of their products, including regular giving and weekly lottery. But evolving

channels and audiences meant that these were no longer fit-for-purpose.
They needed to shift to meet the demands of this very different world
and achieve their fundraising goals.

To address this, the IG team asked us to help them adapt and enhance
their supporter journeys, so they could deliver richer, more engaging
experiences for their audiences, across a wider mix of channels.

5

Part two

Making critical moments count:
A five step approach
We’ve developed a practical, data-driven approach to supporter journey
planning, which is helping charities like BHF make quick progress against
big goals.

It helps charities focus on a limited number of critical moments where

they can make a significant impact quickly, rather than spreading effort
and resource over lengthy, unproven ‘ journeys.’
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Step 1: Discovery Deep Dive

All too often, journey planners assume that all supporters follow a linear

process that can be predicted in advance. But no two supporters are likely
to experience a journey in the same way, and the communications that tip
the balance when it comes to results can be unexpected.

For example, by taking a deep dive into the BHF’s existing data and audience
insights, we were able to identify a specific age group that was responding
poorly to the existing journey. And we were then able to zoom in on the
specific moments where we could best address this.

This ‘who’ and ‘when’ focus allowed us to identify a prioritised list of critical
moments which, if improved, could more effectively influence behaviour
and have the greatest impact against organisational goals.

This also meant we could specify a set of informed, but ambitious

improvement targets and work out what spend would be justifiable
to achieve those outcomes.

The whole team loved working on this.
It’s brought more energy and enthusiasm
across our internal teams.
HARLEY HUMPHRIES
RETENTION SRM LEAD,

BRITISH H E ART FOU N DATION
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Step 2: Experience Design Workshop
Designing an improved experience for each of the prioritised critical
moments is the next step.

However, assuming that people’s behaviour can be easily influenced

is another common mistake made by well-meaning journey planners.
Experienced fundraisers know all too well that it’s never that simple!
A shared understanding is therefore crucial to ensure we avoid

any such blind spots. For BHF, we formed a blended project team,

including fundraising, data insight and brand specialists from the charity

and Signal staff working shoulder-to-shoulder for a full day. We analysed

and re-imagined each critical moment from the supporter’s perspective,
documenting every pain point and opportunity for improvement.
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We then mapped the desired experience at each critical moment

- and decided where we could have the greatest impact in the shortest
space of time.

This process ensures complete project team understanding, combined
with increased empathy with the audience. Which makes generating
an insightful creative brief and list of deliverables that everyone can
agree on a much easier task.

Getting the right people in the room
together made the entire planning process
more collaborative, insightful and enjoyable,
with a great amount of work and output in
a single day.
ADAM STRICKER-MORECROFT
RETENTION LEAD,

BRITISH H E ART FOU N DATION
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Step 3: Rapid Content Development
Without a clear brief and shared understanding, the process of creative

development can be a frustrating process for both clients and agencies.

However, with both client and agency experts in the room at every stage

of the process and working together to get better outputs, faster, we can
bring the newly designed moments to life in record time.

This worked extremely well when we put it into practice for the BHF.

Using the clear outputs that everyone agreed at the previous stage,
everyone in the charity and creative teams were already in the zone
and motivated to meet the strict deadlines we set ourselves.

We began by creating an overarching content and messaging framework
that connects the BHF brand more effectively to their audience’s needs
and motivations.
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This framework was then used to create a set of purposeful, refined creative
assets, crafted around the most critical moments, based on the team’s
expertise in behavioural science and direct response fundraising.

This included emails, direct mail packs, SMS and acquisition leave-behinds
- all designed to deliver standout, engaging experiences.

Live check-ins with the target audience was also an essential part of the
process, as well as working collaboratively with the BHF team to gain
rapid feedback and refine the approach.

As a result of these improvements to the process, co-creation with
the client experts across brand, acquisition and retention led to the

development of better work. And we’ve been able to dramatically reduce
the timescale for final sign-off from 12 weeks to three.

The collaborative process enabled us to
come up with a fresh creative approach
that was beyond what we expected. I get
really excited each time I see something
to review from the team.”
LAURA LOPEZ-PULIDO
SRM FUNDRAISER,

BRITISH H E ART FOU N DATION
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Step 4: Rapid Deployment & Testing
Automation technology enables us to test the redesigned experiences

as quickly as possible across multiple channels, delivering moments that
are triggered by the supporter’s actions.

This also allows supporters' actions and preferences to determine how

and when they receive communications. This improves the effectiveness
and deepens engagement, whilst saving charities a considerable amount
of time.

This stage of the process depends on the existing technology and systems
of each charity. For example, if complex automated journeys aren’t in place
already, simple routines could be developed and tested.

Automation technology has saved
us a considerable amount of time on
deployment, which we can re-invest into
the review and enhancement stage.
ADAM STRICKER-MORECROFT
RETENTION LEAD,

BRITISH H E ART FOU N DATION
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Step 5: Track, Report, Learn & Optimise
Traditional journey planning often assumes that what works today will work
tomorrow, but our approach puts the focus firmly on continuous testing

and learning. This makes performance measurement a crucial ingredient.
By setting up performance measurement dashboarding, we’re able to

quickly get a view of how the newly designed critical moment is working

with real supporters. All key stakeholders can see the most recent results.
This gives BHF an up-to-date snapshot of what’s working and what isn’t,

at their fingertips. With clear areas for improvement, we’re able to iterate
and optimise accordingly - with changes to content and decisioning
based on solid evidence, rather than gut feel or opinion.

The performance measurement
dashboards have given us a view of
our data that we’ve never had before
– and importantly, placed it in the hands
of all team members in a really
accessible way.
K E L LY M A K L O W I C Z

HEAD OF INDIVIDUAL GIVING,
BRITISH H E ART FOU N DATION
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Conclusion
This new data-driven approach gives charities a much more effective way
to make progress on their strategic goals, while keeping the fundraising
wheels turning.

Automation technology reduces the burden on in-house teams.

And identifying and focusing on critical moments and audiences, rather

than lengthy, linear journey plans gives everyone involved a much clearer

view of where the greatest impact can be made against organisational goals.
The combination of collaborative workshops, nimble content development

and a continual analyse and improve approach means we can deliver results
much faster for charities such as BHF as well as reducing operational costs.

This audience-led, data-informed, quick
to market work will lower our risks and
overheads - and allow us quicker learnings
so we can adapt along the way.
ADAM STRICKER-MORECROFT
RETENTION LEAD,

BRITISH H E ART FOU N DATION
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Need help taking
a fresh look at your
supporter journeys?
Get in touch with us
fundraising@cellosignal.com

