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Housekeeping
● Welcome!
● Today's session features:

○ Theory
○ Case studies
○ Exercises
○ Solutions

● Please can everyone introduce themselves in the chat so everyone can 
see who’s here!

● Please be sure to ask questions - it may benefit someone else too.
● Questions in the Q&A tab, and upvote ones you want to hear!



Introductions

Julie Roberts
Director

More Strategic

Ciara Cakebread
Senior IG Manager

Pancreatic Cancer UK

Keith Williams
COO/CMO
Funraisin

Luka Meratic
Tech Solutions

Funraisin



Agenda

How can you influence behaviours?

Pancreatic Cancer UK’s Double Donations Appeal

Putting it into practice: Workshop exercise

Q&A



Influencing
Behaviour

Strategy



Why deliver meaningful 
experiences?



Influencing Behaviours

Customer
Experience Design

Behavioral 
Economic Nudges

Philanthropic
Psychology



Double
Donations
Double
Survival

Appeal showcase



Double Donations Campaign

Matched funding appeal

8th - 13th March 2021

Early diagnosis research focus

Emails, paid & organic social media, direct mail

https://docs.google.com/file/d/1_VNWZKDQhKEzk_4a4r-QN-sjhDUEj8iB/preview


Why did we do this?



Influencing Behaviour



“Kind-heartedness” 
“Compassion”

“caring”

Influencing Behaviour



The Results
Channel No of gifts Total gift Average gift Response 

Rate

Direct Mail 1,193 £64,188 £53 11%

Email 1,198 £66,116 £55 0.88%

Paid for 
social media

1,710 £39,422 £23

Organic 
social media

322 £9,583 £30



Putting it 
Into Practice

Exercise



Empathy Map



Empathy Map



Workshop Exercise
● A challenge event that usually raised £100,000 has been running for 5 years is 

seeing some worrying trends.

● Higher CPA with lower ad performance & Decline in the site conversion (site 
visitors converting to sign up)

● They used a WordPress site, a registration platform and sent deep links and 
are now trying to get the registration and fundraising platform to build a good 
seamless experience. A Decline in sign-ups overall

● They moved from an entry fee to a free event and saw a lower amount of 
activation and lower page average value. Generally noticed a Low page 
engagement issue.

● They had a low number of self donations

● No visibility of central data of how the funnel is performing.



The moment that matters



The moment that matters



Conversion
Higher CPA 

(Lower ad performance)
+

 Decline in site conversion 
(Site visitors not converting to sign up)

Problem 1



The User’s Mindset

Frustrated
(This isn't relevant to me!)



Branded sites & experiences

Beautiful brand sites that immediately 
hold attention

Present your Call to Action through 
perfected UI

Control your brand entirely

Funraisin Registration flows

Custom and simple flows that convert 
page/ad viewers into signups

Include self donations, team creation, 
and collect the data you need.

Immediately create fundraising pages

Facebook Fundraising+
One click Acquisition

Acquire supporters with a single click 
from Facebook ads or social posts

Land supporters directly on their 
Facebook fundraising event, or your 
branded profile page on your site



What do you think it is?
(POLL)

The User’s Mindset



The moment that matters



The moment that matters



Nonprofit had a low number of self donations

Problem 2



The User’s Mindset

No Personal Investment
(I’m cool - being seen to do a good thing)



Self Donations in web 
& facebook

We know that those who donate to their 
own fundraising pages typically go onto 
raise 200% or more on those who don't.

Let's get them to put their money where 
their mouth is!

Self Donation Experiences

● Keep it in-Facebook
● Keep it in branded site
● Reward with Gamification
● Share on Social
● Tailored Trigger emails
● Segment to those who have, and 

those who haven't



The User’s Mindset

What do you think it is?
(POLL)



The moment that matters



The moment that matters



They saw a lower amount of activation and lower 
page average value. 

Overall noticed a Low page engagement issue.

Problem 3



The User’s Mindset

Bored
(I’m not that bothered)



Fundraising Dashboards*

Incredible custom dashboards keep the 
fundraising experience tailored to the user 
and their team, organisation or efforts.

*Example shown features custom work

Gamification

Stats show participants who achieve more 
rewards, raise more.

Utilise the inbuilt gamification badges and 
multi-tier leaderboards to maintain supporters 
active fundraising in the lead up, during and 
after the campaign.

Tailored Trigger Emails

Drive engagement with real 
time triggers based on 
supporters interactions with 
their pages, and keep 
fundraising in focus 
throughout their journey.



The User’s Mindset

What do you think it is?
(POLL)



Nonprofit used lots of services

WordPress site, paired with a registration platform.

Sent deep links and hooking together the Registration and fundraising platform to build 
smooth data flow.

Resulted in a decline in sign-ups overall

No visibility of central data of how the funnel is performing.

Resulting in no optimisations, fixes or upgrades

Fundraiser’s Challenges



Charities don’t like limitations!

All in One Fundraising

● Branded sites
● Registration
● Fundraising
● Marketing
● Supporter management

Data

● You Own It
● No limitations on access
● All supporters in one system.
● CRM, Marketing, Data 

integrations



Q & A



Thank you

Julie Roberts
julie@morestrategic.co.uk
@Julie_Roberts1

Ciara Cakebread
ciara.cakebread@pancreaticcancer.org.uk

Funraisin Team
Product tours: funraisin.co/demo
Contact us:   funraisin.co/contact

Product tours: 

mailto:julie@morestrategic.co.uk

