Support available now! The
G US&US

Free fundraising website builds I I 2
No set-up costs, ho charity platform fees. co eclll |Ve L 4
PorHootion funraisin.co/usandus-support
e Urgent appeals

Virtual Fitness challenges

[
e Virtual ‘DIY’ Fundraising challenges
e Social fundraising campaigns

Free 2-Hour fundraising strategy consultations
2 hours of ideation, analysis, strategy.

Perfect to:
e Help you devise the right ideas
e Engage your audiences, the right way
e Support your supporters
e Motivate your participants




The
us:us

collective.

TRIBES, COMMUNITIES AND
AUDIENCE ENGAGEMENT




We are a community

Together, we can make anything
possible, anywhere.....



Questions

Please ask questions via the Q&A
. . /—\
We will aim to answer as many as
possible at the end.
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Keith Williams Julie Roberts Laura Sutton MeganSmart Emily Clayton
COO Director/Head of Senior Community Community Title
Mass Marketing Fundraising Fundraising Officer

Fundraising Manager



What we’'re going to cover this morning

1. Introduction - Tribes through the lens of a participant

2. Pancreatic Cancer UK'’s - latest approach to support their ‘tribe’
3. Three secrets on how to engage and drive your community

4. Communicating with your tribe & audiences

5. Q&A

Pancreatic
Cancer
V)
- = K
massive morestrategic
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SETTING THE SCENE - consumer behaviour

1- HERDS couidbe global/national/species: example: Saving Animals

2- TRIBES A division of something - example: Your Animal Charity

3- INDIVIDUALS a persona connected to a tribe and herd: you



THE LENS OF A PARTICIPANT

(Someone who participates in something)

“s.J

This is Keith (*The individual)

His community and purpose is connected to Iroenman (*tribe - the brand belonging)
He says heis a “Triathlete” (*herd - the sport belonging)



so.--
lcare aboutironman...

Let's look at what they
did...




ORGANISATION LEVEL - THE IRONMAN EXAMPLE

97 events cancelled/postponed

1. Athletes (100,000s)

2. Ironman Team and Partners (100’3 globolly) ﬁ::,ttﬂ P,:‘Z:;tcha I

3. Financials (Emillions impact)

< funraisin ?‘l @g
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AS A PARTICIPANT (NDIVIDUAL) = IRONMAN (TRIBE)

Event 23rd May postponed - GONE

1. Purpose- GONE

Mental Physical
2. Structure- GONE Health Health

3. Community/Club- GONE




@
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WHAT IS THE IRONMAN VIRTUAL CLUB?




=
IRON AN

£ IS POSSIBLE™



http://www.youtube.com/watch?v=VGdbm9J-zsk

AS A PARTICIPANT - THE IRONMAN EXAMPLE

L
IRONTAN. ( DASHBOARD  EVENTS IRONMAN+ COACHING REWARDS STORE  WATCH

VIRTUAL CLUB

[ ]
This month This year ‘ Q ]

- 11,050 PAX

52 10 RUNS 52° 10 RUNS

C
IRON AN C DASHBOARD  EVENTS  IRONMAN+  COACHING  REWARDS

23,007 PAX

©My Achievements - 4

@ & 0 &

IRONMAN VR3 IRONMAN VR2 IRONMAN VR1 Time Trial

Won on 19 April 2020 A Wan on 5 April 2020 T hourx

n 11 April 2020 Won on 22 April 2020

33,261 PAX



AS A PARTICIPANT - THE IRONMAN EXAMPLE

ASHBOARD

EVEN IRONMAN+

COACHING

REWARDS

STORE

WATCH

Rewards

MY CODES

ROKA

D funraisin g'l

assive
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ROKA

Pancreatic
Cancer

K

HOKA ONE ONE

315

TOTAL Y

FINISHER MEDAL + FREE FINISHER BUNDLE + FREE
MASK MASK

OFFICIAL MERCHANDISE

o) Oder Conirmation [ ——

ling & Shipping Information

COMPRESSPORT

wo CAVE : 3

| o

RACE WHERE YOU TRAIN:
ANYWHERE IS POSSIBLE




AS APARTICIPANT - THE IRONMAN EXAMPLE

Community Events back every weekend (22

1. Purpose-BACK
Mental .. Physical

2. Structure-BACK Health % Health

3. Community/Club- MORE CONNECTED

< funraisin ?'l Ba
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Takeaways




TAKEAWAYS = THE IRONMAN EXAMPLE

1. They knew who their athletes were, and their needs

2. Ironman put the needs of the athletes and team first

3. They used partners and suppliers to support their objectives and innovate
4. They built new experiences to retain athlete engagement and found

themselves adding new revenue streams and a connected community

< funraisin ‘i‘l Bg
massive  morestrategic



FINAL THOUGHTS

Virtual Challenges & events will stay

1. People are more set up for standalone Virtual Experience and Challenge
2. People will want Complimentary Virtual Experience to live Events

3. Potential to add nhew Wallet Share and partner opportunities

When COVID-19 is behind us, are you left with a your own fully connected tribe(s)?

< funraisin ?'l Bg
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Pancreatic Cancer UK
Activating their ‘tribe’



Challenge 24 - athome

In the UK, 24 people die
a day from pancreatic
cancer. Take on

Challenge 24 and help
save lives.

Our fight goes on because 24
people are still dying every
day from pancreatic cancer.

Take on Challenge 24 at home
and help fund life-saving
research.

Insights
Market opportunity

Test and learn

Business challenge

Supporter insight



Immersive Virtual experience

Pancreatic

Cancer u undraise v s ntact Us _Q H H H H
g Abe S Bl Seminct ) cosred | (D) - Live streaming (TikTok, Twitch,

B FBlive)
3@3 Keith Williams s @ @ = @

- Gamification badges

atthnrtyongh( OFFUIA -
et FHANK YOU FOR TUNING IN AND DONATINGI! Please support my Supporter blogs

HOPE IT WAS ENTERTAINING AND WE RAISED SOME SERIOUS MONEY! fundraising!

Raised My Goal - ‘Howto’ videos

’3% ? _I £515.12 £250

SHOWING ANYTHING IS POSSIBLE - ANYWHERE

My Activity Tracking
YOUR ONLY LIMITATION IS YOUR IMAGINATION

©

Enter an amount

My target 112miles

£27.04 i Matthew O'Dea £26 d Courtm-y £26

@ »
Well done mate keep it ore Hl!l‘ 156! Donate
f a “
Posan allaca Vel P>

1. Live streaming/community experience

a ey
D funraisin ?'l ol g
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Immersive virtual experience

- Live streaming (TikTok, Twitch, FB live)
My Challenges -  Gamification badges
=  Supporter blogs

- ‘Howto’ videos

3. Making fundraising a reality for donors .. from

! ‘ K Tok Challe l(]e - Day 3 ‘l
| a 2 Y

My Achievements

M We have hit £500! (&

Reached 100% of Reached 50% of Shared page Self donated

goal goal

2. Gamification badges - Macro and Micro

hip 50 n Quar

even more hilarious going forward!



’
L™ Pancreatic Cancer uk

Concer
\ [

wbiished by Aysha ~

¥ Aysha najar 17 Apeil at 17 18 e

From fundraising page to digital tribe

3 miles
myself to run
| have chalienged y
y chalienge @ n the 24 day We've seen ,
Day 2 of ‘?erztr‘:ed:éx‘ 24 day's @ has anyone else take lckicg C:&";: really creative fundraising from oyr support
everyday 10 u doing? , e signed up to ¢ ers durin.
what are YO 3. miles-per-0ay to #PancreaticCancer and raised anhnrai:::g; 24 after sadly losing her ,:um
pace Chans Oetads -lselmyser{ach ible £1,466
] .
Siber 34 s allenge of walking 20 000 steps for 2
3l the heart of my chailenge f24 days. keeping the

nd if SO /
challenge, 2 ceaticcancer.org.uk

nttps /fundraise.panc

R

track recreated j
N my back gard . 3
feel bey.. See more garden by the most important people in my fife. |

pancreatic
gcancer

Raised so far

978  £184,882



Key learnings

1. Use insights to shape campaign
2.Be himble
3. Functionalities and processes available for digitally

immersive experience (live stream etc)

< funraisin i‘l Ba
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Three secrets on how to

engage and drive your
community




Secret #1- Supporter Understanding

High

e Understanding supporters motivations
are crucial Crusoders

Crusaders

o Impact or experience? USE THEIR
o Project story or Digital medal

STORIES

Commitment

e ‘Nudges’
o Fundraising drivers
o Proof: supporter case studies

Low

> High
Connection to the cause

< funraisin ?'l B!
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Secret # 2 - Fundraising Drivers

How to drive average raised

e Target setting matters - expression of commitment

e Increase commitment - cause or activity driven?

e Frequent & personalised asks - don't overwhelm & remind them
e Gamification & incentives - nudge them

e Focus on your VIPs - 80/20
My Challenges

0006@

Impact story - what's the USP?




Secret # 3 - Tribal Mobilisation

Connect people & make it real

The “remembering self” is our basic response of our
memory
The “experiencing self” focuses only on the experience
encountered
Focus on the ‘experience’ so we remember the
moment
Create a motivating and immersive experience to
commit it to memory
Focus on the:
o Change they are making
o Significant Moments within the event
o Ending. Create a never-to-be-forgotten ending
to help portray what the Tribe has helped to
achieve




Communicating with your
tribe and audiences




Tribal Product Engagement

THINKER

o
= More DOERS holding

Show case your Potential Get your active

current DOERS supporters supporters to TALK fundraisers
invited to THINK  about fundraising
about fundraising ideas

ideas they could

do
Increases donors



Broader Attitudinal Ongoing Engagement

Active Seekers

*Newly diagnosed need information on PC

Change Makers

eShortly after loss
«Seeking to change early diagnosis and survival rates — looking for outlet
*Need to be told where to focus energy

Want to turn ‘X?,’é around

Repaying Relative

*Want to help ease the pain for future families
sSupporting in the easiest way they know

United Peers

sssEsEcesmEm

person they have lost




Personas & Empathy Mapping

Sally: ACTIVE SEEKER

Emotional: do Functionals
something
positive with my
anger

Functional: Emotional: feel

community

(@)
Iwant to “It makes
I feel I feel I feel do the less alohe me feel I feel my
traumatised lost & overwhelmed best but really better to friends
& shocked confused & scare: thing by an do; care)

ATTITUDE

my Mum Y something

& e ae < Receives 4 Fears.
Finds PCUK = ool % o i ' Receives policy Signs and about
downloads o et -~ Provide o website & Shneurte PCUK campaigni ghured
information | appointment questions for submit campaigring W Newsletter ng with
with um Form mailing friends

Googles for
information

BEHAVIOU

every
matters
4 future campaign
sup potline appointment i

Fb/Social
Consultant Consultant o Media

&CN5 ommunity
chfecun officer

w
2
&
=z
S

More sally feels | Friend &
prond | anereased | 0V | famit

Tablet/ awareness | engagemen i

Phone ity

Generic Tablet/ PCUK treatment/i Phone &

fundraising
info phone website event

Digital & Digital Services | Services
info/services eam &digital | g,riices Palicy & Comms
e

T
Digital o Fundraising team campaign
feam HCP/PAC feam team

ges copywriter
receivers donors moderate

BACK STAGE

Google PCUK
infrastruc | Infrastruc Mailchimp

Diagrostic
Test
o ture ture.




Micro Maps

Change Maker Micro Map
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Final Takeaway




Cracking Digital Tribes

Understand supporters and
Enrich your data insights and follow trends that are already occurring

Engage people differently depending on where they are in the registration
pipeline (talkers, thinkers, doers)

Don't overwhelm them with options — Focus on top 6 ideas
Inspire supporters through stories of other fundraisers
Love your tribe - support & praise them publicly for others to see

Use personas to build empathy maps - stop thinking like you and create
memorable experiences

< funraisin ?'l B!
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Questions

Please ask questions via the Q&A




The
us:us

co"ecﬁve.

UPCOMING SESSIONS:

o funraisin [HI73

e Ask US & US Seminar

funraisin.co/usandus-support



