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Digital Fundraising + Mobilisation Consultant:

• Strategy
• Content and supporter journeys
• Training

Email: andrew@atdfundraising.co.uk

Associate of:



Digital retention

• Finding your untapped potential
• Strategic approaches to content
• Supporter journeys + great experiences
• Getting your tech right



Finding your untapped potential

Leads

Current donors 

Lapsed donors

Acquisition
Stewardship/development



Average Meta lead 
cost - £2.86

M+R/Rally Digital Benchmarks 2025



Finding your untapped potential: 
The lifecycle of a lead

Leads
Zero months: 
acquisition

Nine months

Eighteen 
months: 
Inactivity

Welcome journey

Twelve monthsSix months



Finding your untapped potential: 
Marketing funnel

Interest

Awareness

Consideration

Conversion



Finding your untapped potential: 
Integrated content approaches

Be part of a 
conversation

Express shared 
values/be part of the 
work

Support financially



Your online supporters 
don’t just want to be 
passive donors.



Strategic approaches to content

• Hand raiser actions
• Petitions and email 

to target action

Values based actions Engagement actions Products

• Quizzes
• Surveys
• Data gathering

• Digital value exchange
• Offline value exchange
• Data visualisation/online 

engagement products



Strategic approaches to content: 
Freedom for Animals



Strategic approaches to content: 
Freedom for Animals

I believe animals should be able to live free from harm and captivity

I believe animals are not for our entertainment

I support investigations into the harms of the animal entertainment 
industries



Strategic approaches to content: 
We Belong

I pledge to support young migrants frozen out of 
higher education by the immigration system. 



Strategic approaches to content: 
Digital value exchange



Strategic approaches to content: 
Digital value exchange



Strategic approaches to content: 
Offline value exchange



Strategic approaches to content: 
Data visualisation



Strategic approaches to content: 
How people read emails

The reader Cut to the chase The skimmer Skip to the end



Strategic approaches to content: 
Email

Summarise call to action at the top – ideally with a text 
link
A clear button 2-3 paragraphs down

Further information after main call to action

Second button

Summary + sign off 



Supporter journey:
A time-limited series 
of linked 
communication with a 
clear goal.



Supporter journeys

Journey Objectives

Welcome/conversion • Warming up and engaging new 
leads with the work

• Converting leads to be 
donors/regular givers

New donor welcome • Engaging new donors and 
building loyalty/ongoing support

• Reducing donor attrition
Campaign specific • Building a groundswell of 

support around a particular 
campaign/action

Donor conversion • Converting existing leads to be 
donors

Donor reactivation • Bringing lapsed donors back 
on board



Supporter journeys

Linear 



Supporter journeys

Conditional (simple) 



Supporter journeys

Conditional (simple) 



Journeys + great experiences

Key ingredients

• Thanking and acknowledgment of past support
• Simple ways to align with organisation’s values
• Feedback mechanisms and surveys
• Interesting/new presentations of information
• Consistency of voice/approach
• Regular reinforcement of need for donations



Technology: Online platforms



Technology: Great forms



Supporter journeys



Technology: Great forms



Technology: Great forms



Technology: Great forms



Summary: Making email work harder

Email regularly to maintain recognition and visibility in inboxes

Send a range of content across the spectrum of non-financial and financial asks

Include a call to action wherever you can. Limit ‘broadcasting’ and pure update emails

Use language that includes and values the supporter

Keep on top of engagement rates and how many people have become inactive



Questions
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