
AI
To improve Supporter Experience

Using



Creating compelling content plus Chatbots and AI 

employees.

Using automation and APIs to connect data and deliver 

better supporter experiences.

My approach to AI and how it can help fundraisers.

AI Powered Tools

Why I’m excited about AI in fundraising

Automations and APIs

WELCOME AND AGENDA
AI is expected to play an increasingly important role in all our work. We need to 

make sure that we use it in appropriate and ethical ways in our charities. 
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"Getting AI to do your work...that's the first step, 

certainly. If you don't, your boss will. The second 

step is to take the time you’ve freed up and do 

work that the AI can’t do.” - Seth Godin

My Approach to AI



"I want AI to do my laundry and dishes so 

that I can do art and writing, not for AI to do 

my art and writing so that I can do my 

laundry and dishes.” – Joanna Maciejewska

My Approach to AI



“We need to make AI and automation our secret 
weapon—not as a replacement to what fundraisers do, but 
as an enabler.

By streamlining workflows, automating repetitive tasks, and 
personalising donor interactions at scale, we can reclaim 
time and energy to focus on what machines can’t do: 
building genuine connections, crafting inspiring stories, and 
delivering unforgettable experiences that deepen loyalty 
and drive impact.” Me - https://charityelevateai.com/post/the-battle-for-fundraisings-soul 

My Approach to AI

https://charityelevateai.com/post/the-battle-for-fundraisings-soul


You’re already using AI every day 
(whether you know it or not)

AI is in our email; it’s in our work files (if 

you use Microsoft); it’s taking over our 

search; it’s part of our social media.

Don’t put your head in the sand. 

You may need to update your data policy 

to reflect this reality.



CORE ETHICAL PRINCIPLES

The following FAT-I ethical principles should 
underpin your use of AI.

AI should treat people fairly and not favour one group 

over another. This means checking data and algorithms 

for bias or discrimination.

Fairness
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Be open about how AI tools make decisions. Make sure your 

privacy policy is up to date and that the general public 

know when AI is being used and how it works.

Transparency 
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Ensure AI tools are accessible and benefit all groups. AI 

should be aligned with your diversity and inclusion 

goals.

Inclusivity
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Have people responsible for AI actions and outcomes. 

What happens if something goes wrong? Who should 

take responsibility and fix it?

Accountability
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Taken from Responsible AI for Charities Guide (link in delegate pack)



EXAMPLE AI TRANSPARENCY STATMENTS

Here are examples of how you might communicate to stakeholders about how you use AI. 

"We use AI tools to enhance 

our operations, such as 

optimising donation outreach 

and streamlining service 

delivery. 

However, human oversight 

remains central to our 

decision-making to ensure 

fairness and transparency. If 

you have any concerns or 

questions about how we use 

AI, please contact us at [email]."

BASIC 

STATEMENT

DONOR FOCUSED 

STATEMENT

BENEFICIARY FOCUSED 

STATEMENT

"To better engage with our 

supporters, we use AI to 

analyse donation patterns and 

personalise communications. 

This helps us fundraise more 

effectively and support our 

programs. 

However, we respect your 

privacy and allow you to adjust 

your preferences anytime."

"Our charity is testing AI to 

help match individuals with 

our services more efficiently.

While AI makes 

recommendations, final 

decisions are always reviewed 

by our team. 

If you would prefer to speak 

directly with a team member, 

you can always opt for a 

human-led process."



Using APIs and AI to 
enhance supporter experience

We’re going to look at three areas where fundraisers can 

use AI to improve the supporter experience.

Using APIs and AI to scrape 
content, connect systems and 

send personalised content.

APIs and AUTOMATION
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Practical tools that you can 
implement on your website and 

across your teams to improve 
supporter experience.

SUPPORTER ENGAGEMENT 

TOOLS

03
CONTENT CREATION

Using AI to develop on-brand 
messaging in your tone and 

voice and linked to your 
fundraising offers and products.
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AI
Via automations and APIs

Using













https://developer.justgiving.com/ 

https://developer.justgiving.com/




Subject: Thank You, Team G-CATS, for Your Incredible Support!

Hi Craig, Grace, Siobhan, Adam, and Tash,

Wow, what an amazing team you are! We just wanted to send a heartfelt THANK YOU for setting up your JustGiving page for Day One Trauma 
Support. Your dedication to walking the 26 pedestrian bridges across the Thames is truly inspiring!

We know it's a big challenge—30 miles is no small feat! But whether you tackle the full distance or the 16-mile version, your effort and passion mean 
so much to us. It's wonderful to see friends like you coming together to support such an important cause.

Your story about your friend's journey and your commitment to ensuring no one faces major trauma alone is incredibly moving. We are so grateful for 
your support in our '£100k in 100 days' appeal. Every step you take helps us get closer to our goal of helping people rebuild their lives.

Thank you for being such a fantastic part of our community. We can't wait to cheer you on as you take on the Thames Bridges Challenge. If there's 
anything you need, just let us know. We're here to support you every step of the way!

With warmest thanks,

The Day One Trauma Support Fundraising Team

P.S. We love the name Team G-CATS! Keep spreading the word and inviting others to join your adventure. You're making a real difference!        



Ways to use the Justgiving API

•Mark milestones – 25%, 50%, 100% etc

•Prompt action – get started, recognise a large gift 

•Wish good luck ahead of the event

•Thank when page closes















Compelling
Content

Generating



You are "EcoComm GPT" – a smart, creative, and reliable marketing assistant for an environmental charity that 
protects ancient woodlands and UK countryside. Your role is to generate clear, emotionally engaging, and 
action-driven content that aligns with the charity’s voice and values.

Your core responsibilities include:
•Writing social media posts (Instagram, Facebook, X, LinkedIn) tailored to each platform
•Creating website copy (landing pages, donation appeals, petition CTAs)
•Drafting email campaigns, thank-you messages, and supporter updates
•Suggesting persuasive headlines, slogans, and calls to action
•Adjusting tone and message style for different audience segments (e.g., nature lovers, activists, families, urban 
professionals)
Core voice and tone:

•Warm, authentic, and hopeful — never preachy or guilt-inducing
•Emotionally resonant, using vivid imagery and simple but powerful language
•Rooted in shared values — nature, fairness, legacy, and community
Style must be tailored to platform norms (e.g., hashtags and emojis on Instagram, clearer calls to action on 
Facebook, more formal tone for LinkedIn).
Always consider the emotional and identity-based reasons people support environmental causes — e.g., nostalgia, 
duty, beauty, belonging, climate concern, wildlife protection.



To help your GPT produce tailored and consistently strong results, give it the following:
1. Brand Guidelines / Charity Voice
Include: Mission and values 
Example phrases or taglines you use

Preferred tone and banned language (e.g., "don’t use fear-based guilt")
Approved colour palette or visual brand if relevant📁 Example: Upload your brand style guide or paste in a page 
summary.

2. Audience Profiles

Describe or upload profiles of typical supporters:"Nature-loving retirees who walk weekly in their local woods“ 
"Young urban professionals concerned about climate justice“ "Parents who want to pass on a greener world“
Map personality traits if possible (e.g., agreeableness, conscientiousness, openness).



3. Examples of Good Past Content

Provide:
A few email campaigns that performed well
Social media posts that got strong engagement
Previous donation or petition landing pages that converted
Tell GPT: “Use this as a model of good tone and performance.”

4. Current Campaign Info or Goals

Regularly update the GPT with:
Active petitions or campaigns
Urgent news or policy updates
Any recent wins (e.g., a species protected, woodland saved)
This keeps content relevant and reactive.

5. Content Templates or Structures

Teach your GPT how you structure things:
What a good Instagram caption looks like (image description → emotive hook → hashtag string)
What sections go into a landing page
How your email subject lines are usually written





We’re going to pause the presentation to quickly demo this tool.

Play the video here: 
https://www.loom.com/share/1e05e5ab53ae4b5699c65b2a6cc162c5?sid=2fffd40b-7130-416
f-ae36-95a5344c3622 

https://www.loom.com/share/1e05e5ab53ae4b5699c65b2a6cc162c5?sid=2fffd40b-7130-416f-ae36-95a5344c3622
https://www.loom.com/share/1e05e5ab53ae4b5699c65b2a6cc162c5?sid=2fffd40b-7130-416f-ae36-95a5344c3622


Thanks for adding your name to the Official Record of 
Support. That small moment of care means more than 
you think. It shows the kind of person you are - 
someone who believes no one should have to face 
trauma alone.

Here are 3 simple ways to stay connected to that 
belief:

1. Listen – If someone shares something hard, just 
being there can mean the world. You don’t need all the 
answers. You just need to care.

2. Learn – Understanding what people go through after 
trauma helps you be the kind of support they actually 
need. The more you know, the more helpful you can 
be.

3. Share – Talking about support—whether in person 
or online—gives others the courage to show up too. 
Kindness has a ripple effect.

Thanks for adding your name to the Official Record of Support. That 
small step means more than you might think. It shows that you believe 
no one should have to face major trauma alone - and you're willing to 
do something about it.

Here are three ways to start making that belief count:

1. Understand what trauma really does – It’s not just the injury. It’s the 
aftershocks - confusion, loss of income, legal hurdles, trying to stay 
afloat while everything changes overnight.

2. Think about structure – What helps people in chaos is structure. A 
steady hand. A clear plan. That’s where real recovery begins.

3. Look at what works – Immediate support. Financial help. Legal 
guidance. Emotional care. These are the pieces that make a difference 
when someone’s life has been turned upside down.

High Openness versus High Conscientiousness



Want to explore how you might use a Chatbot on your website, social media channels 

etc? Curious to test how voice AI can handle calls 24/7 and improve your supporter 

care? We’re offering three charities a £500 discount on our standard £999 set-up fee. 

How might you free up time by automating processes and using AI to improve supporter 

experience? We’re offering a free audit (value £499) to the first three charities to get in 

touch. We’ll share an action plan to help get you started with AI and automation.

Be the first to try our new flagship content creation platform – which is your own charity specific AI. 

Build journeys, create social media posts and craft appeals based on your brand voice and audiences.

Half Price Set Up Fee for Your First Chatbot 
or AI employee

Claim Your Free Brand Toolkit and Product Playbook 

Free Audit and Process Review

Three Offers For Delegates 
We’ve three special offers for delegates at the Supporter Experience conference. Find out the full 

details at: www.charityelevateai.com/SX-2025   
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http://www.charityelevateai.com/SX-2025


Supporter Facing
Tools

Using



Supporter Facing Tools- 
the evidence

There is an increasing evidence base that good AI enhanced 
supporter services tools can improve the supporter experience.

Companies implementing AI chatbots observed a 24% rise in 

customer satisfaction. 

https://blog.bluelupin.com/customer-satisfaction-increase-b

y-24-with-ai-powered-chatbots-2024-study/ 

24% Increase in Satisfaction
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Source: 

https://aimarketingengineers.com/strategies-for-increasing

-clv-with-ai

Up to 30% increase in lifetime values
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Majority of interactions are positive: 

https://www.desk365.io/blog/ai-customer-service-statis

tics 

80% positive experiences

04
https://www.reverselogix.com/industry-updates/how-ai-c

hatbots-for-returns-can-improve-customer-experience 

30% increase in retention
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https://blog.bluelupin.com/customer-satisfaction-increase-by-24-with-ai-powered-chatbots-2024-study/
https://blog.bluelupin.com/customer-satisfaction-increase-by-24-with-ai-powered-chatbots-2024-study/
https://aimarketingengineers.com/strategies-for-increasing-clv-with-ai/?utm_source=chatgpt.com
https://aimarketingengineers.com/strategies-for-increasing-clv-with-ai/?utm_source=chatgpt.com
https://www.desk365.io/blog/ai-customer-service-statistics
https://www.desk365.io/blog/ai-customer-service-statistics
https://www.reverselogix.com/industry-updates/how-ai-chatbots-for-returns-can-improve-customer-experience
https://www.reverselogix.com/industry-updates/how-ai-chatbots-for-returns-can-improve-customer-experience




Call transcript 
analysis

Mentions 
services

Mentions 
direct debit

Wants info on 
legacies

Asks for 
finance

Supporter 
Calls

Set up a workflow to then send an email with the transcript and contact details to the 
correct team. 

Knowledge 
Base









Automation and APIs:

https://www.make.com/en/register?pc=elevateai (affiliate link)

https://www.gumloop.com   

https://zapier.com/  

https://n8n.io/ 

Chatbots and Voice AI

https://www.gohighlevel.com/?fp_ref=charity-elevate-ai (affiliate link)

https://www.retellai.com/ 

https://www.tidio.com/ 

Resources

https://www.make.com/en/register?pc=elevateai
https://www.gumloop.com/
https://zapier.com/
https://n8n.io/
https://www.gohighlevel.com/?fp_ref=charity-elevate-ai
https://www.retellai.com/
https://www.tidio.com/


FURTHER READING AND RESOURCES
• Check out the full Responsible AI Policy Guide and Workbook for Charities that 

accompanies this presentation. It is full of links and further reading.

• Charity Excellence Framework have a number of helpful tools for you to use: 

https://www.charityexcellence.co.uk/charity-ai-governance-and-ethics-framework/  

• The ICO have a section on AI & GDPR compliance: 

https://ico.org.uk/for-organisations/uk-gdpr-guidance-and-resources/artificial-intelligence/  

Final note: this information is accurate as of May 2025. Be aware that the AI landscape is 

changing every day and what was correct today may be wrong tomorrow. Do check and verify 

all the information in the resources we’ve shared. Good luck! 

https://www.charityexcellence.co.uk/charity-ai-governance-and-ethics-framework/
https://ico.org.uk/for-organisations/uk-gdpr-guidance-and-resources/artificial-intelligence/

