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What we’ve achieved
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Fundraising at scale

Increased Reduced allocation
Income




WhoamlI?

I’'ve been in the charity sector for over a
decade in the UK —including roles at
Macmillan, WWF-UK and the Royal British

Legion

Specialised in supporter acquisition and
stewardship, using data-driven approaches to
grow audiences, deepen engagement and

build long-term supporter relationships.

Alex Hayward
Head of Mass
Participation

Fundraising




Yie want to create
aworld where



http://www.youtube.com/watch?v=bLXDT6d9jQE

Organisation
Goals

We want to grow our
revenue by a minimum of
15% year over year

Actuals 2025

17M




In a changing world

Cost of living crisis Hard to attract talent War and conflict

Cost of living has increased It's becoming increasingly A long list of countries that are
dramatically, and shows no difficult to find the right people at war, impacting everyone on
signs of stagnating. for the job. earth.

Al takeover

The big technical revolution of
our time.




Digital transformation process

Mission CWC
Supporter
Objectives
People/Culture Customer Salesforce
P engagement Marketecture

Change the Customer
Engagement with Implement Salesforce
(Potential) Ecosystem
Supporters

Transform People,
Teams, and the
Organization



How we work
together

How we prioritize & communicate

How we track our KPI's & dashboarding

. . Stakeholders
Internal communication

Stakeholder Management
Alignment
& Backlog

Marketing
Automation Salesforce /

team devops team



Project approach 1

Way of Working for all projects

l



A reminder

Smarter Stronger
journeys supporters

Reimagining the London Marathon
Experience at Children with Cancer UK



What the London Marathon is



https://www.youtube.com/watch?v=PZlNnFG4pNE
https://www.youtube.com/watch?v=PZlNnFG4pNE
http://www.youtube.com/watch?v=PZlNnFG4pNE

Key Figures

O O ©
50.000° 10000  £2m

Runners take part in We have the largest Biggest single
the London Marathon team challenge event
revenue




Reality

© 6

Single shot No
emails Personalization
No automations, Everybody gets
the same
content,

regardless of
profile

e

Manual
Labour

A lot of manual
tasks, and
constant

repetition of
these tasks.

O

Heavy
Lifting

Time spent
focusing on
transactional
fundraising

Limited
Appeal

50 vs 1000+

&

Fragmented
Data

No single point
of truth for data



O
400

hours

Spent viewing
applications as part
of allocation process

Massive resource allocation

O

323

emails

Separate emails were
sent in 2024

y N

=
46

days

Spent on ensuring
emails are being sent.
With no
personalisation. Basic
stewardship



Objectives

Activation & Relationship Improve
Engagement fundraising Across the board



Five things achieved

Activation &

Allocation
Engagement

Personalised



Centralisation

Fulfilment

Data Cloud Marketing
Cloud




Automation

1.1. Secure spot flow

Minimunm filters:
Status = Offer
Status Deadline in 2 weeks

when spot is secured, the Status

Joutney star 0 ponde

DE (EM1 [ ’Q 4

sent )

Automated refresh

New entries o
Key = Campa

Enter

Cloudpage

4 4 A
n the CloudPage, different text is shown based on what they clicked In the ema
If cicked on YES: Confirmation page + SF ¢ gn status = Charity P!
f clicked on NO: Confirmation page + ampaign sta P v




Automation

Journeys Dashboard > Journey

LM26 - 1.1 Secure Spot > Version 3

v




Journey Name

LM26 - 1.1 Secure Spot

LM26 - 1.1 Secure Spot

LM26 - 1.1 Secure Spot

LM26 - 1.1 Secure Spot

LM26 - 1.2 Confirmation Spot Secured

LM26 - 1.2 Confirmation Spot Secured

LM26 - 1.2 Confirmation Spot Secured

LM26 - 1.2 Confirmation Spot Secured

LM26 - 1.3 Chase payment

LM26 - 1.3 Chase payment

LM26 - 1.3 Chase payment

LM26 - 1.3 Chase payment

LM26 - 1.4 Payment Confirmation

LM26 - 2.1 Training Days - RSVP Flow

LM26 - 2.1 Training Days - RSVP Flow - Brighton
LM26 - 2.1 Training Days - RSVP Flow Reminder 1
LM26 - 2.1 Training Days - RSVP Flow Reminder 2

Journey Activity Name

LM26 - final offer reminder

LM26 - offer

LM26 - offer place lost

LM26 - offer reminder 1

LM26 - Coopah code survey 2.2 Training Days - Confirmation Spot Pay Fee
LM26 - welcome CP - no reg fee 2.3 Training Days - Confirmation of Paid Fee
LM26 - welcome CP - SJBF 2.4 Training Days - Chase Unpaid RSVPs

LM26 ~welcomey2 2.4 Training Days - Chase Unpaid RSVPs

LM26 - final reg fee reminder .
3.1 Top Confirmation
LM26 - reg fee place lost
. 3.1 Top Confirmation
LM26 - reg fee reminder 1
LM26 - reg fee reminder 2 -1 Top Canfimation

LM26 - reg fee confirmation +.1Zoom Invites
LM26 - training day save the date 1.3 Zoom Recording

LM26 - training day save the date - Brighton MarathonjNewsletter fundraising targets

LM26 - training day reminder 1 ewsletter fundraising targets

LM2¢ - training day reminder 2 ewsletter fundraising targets

6 - Newsletter fundraising targets
LM26 - Newsletter fundraising targets
LM26 - OP confirmed welcome journey

LM26 Application received

LM26 - training day reg fee link

LM26 - training day payment confirmation

LM26 - training day place lost

LM26 - training day reg fee reminder 1

LM26 - top confirmation EM1

LM26 - top confirmation EM2

LM26 - top confirmation EM3

LM26 - Zoom call invite

LM26 - Zoom call link

LM26 - Fundraisers below £999

LM26 - Fundraisers between £1,000 - £2,249
LM26 - Fundraisers who reached the target

LM26 - Fundraisers with Enthuse but no fundraising
LM26 - Fundraisers without registration portal complet
LM26 - OP welcome

LM26 - application TY




London Marathon touchpoints

From June - September (15 months)
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(Got any photos you want\ Ganks for stopping by!\

to share?

Thank you to those who stopped by
the charity village - it was so lovely to
put names to faces and hear your
stories.

Please feel free to share them with us
by tagging @childrenwithcanceruk on
Instagram or Facebook send your
photos to

T-shirt or Running Vest?

There's two options for your to choose
from. Please send us your preferred
garment type, size, gender and
delivery address by replaying to this
email or clicking the button below.

sports@childrenwithcancer.org.uk
—we'd love to celebrate with you!

Follow us on Instagram

Once again. thank you for being a
champion for children and families
affected by cancer. We hope you'll
stay connected - together, we can
make an even bigger impac!! If you
have any questions, please feel free
to contact us at 020 7430 7788 or
sportsandcommunity@childrenwit

Automated Journey




Personalisation
and Activation

+ 1400

+ 527

Online Giving Increase in average
Activation Increased gifts
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Welcome to our

London Marathon team!

Aaron, your London Marathon journey starts today!

i cur Children with Cancer UK 2025

S London Marathon

s you wih u youTs excied 1> begh hs Increctie
i cn Sunday 27 Apeil 2025

eqatration ee

cemarsthonendrenmit

aroat afterence In e ives

ser

¢ Sports and Community Manager
Children with Cancer UK.

fundraising page /‘

Setup

Jo today Jor the S¥w group
Digital fundraising pack Sponsorship form download
Ooarioad rdraiing pack Comriasd sponsersh forr

Where your money goes

£1

cHILDREN 00000060
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Join our team!

v batton belcw.
¥ dont need 3

it ot need a place

What happens next?

vation foe (phus VAT) 1o secure your
uctions shorty, and youl have 7

1 you do not reach your target, wa will ot Sk you to make up the shorttall but wil
pravide adaitional support as nesded.

187 Cancer UK, your partipaion makes  resl dfference. Your fu
1o continue Investing In Ilfe-saving research at koss

Children with Cancer UK

Where your money goes

'80p 20p

Far every E1 donated

04 80 on charttable spending (445 cn research. 15
suppertng famates,

Ing awareness) ard 20 fundraising.

Orey avound 2% of cancer fund

ehidhoos and young adut care

REQULATOR 00000060




Allocation - Scope and Creation

Data Transform

A data transform has been set up called LM_Scoring_Model which can be found in Data Cloud in the Data
Transform tab.

&7 Batch Data Transform |  RSSSRNMYITT - LM_Scoring_Model Definition /* A € BacktoDataTransforms | 9 Help v
+ t - S (

aved on 12 May 2026, 1818

The output of the transform is stored in the DLO LM Application Scoring Model which is mapped to the
DMO LM Application Scoring Model.




Within Data Explorer the results can be seen. See example here:

Allocation - Scope and Creation

Jata Expl

Objects

Data Space

default

A5HGIAE

00045gXNIAY

a0sNz0000047VUbIAM

a0sN.
a0sNz00000475Bx1A

a0sNz000004GIDIA

a0sNz0000045uSHIAY
a0sNz0000045T5VIAU

a0sNz0000045PebIAE

Data Lake Object

Contact ID
0034J000014sMM
0 000014sGsWQAU
0034J000014sE0hQAE
0034J000018VHHDQA4
0034J000018VIWIQAG
0034J000018VKOWQAG
00344 VMQAOQ
003Nz00000AdmMBgIAB
003Nz00000D0isolAB
003NzO0D0ODVVYDIAR
003Nz00000DWjOXIAR
003NZO0000E IWIrIAF

003Nz000D0EMECQIAE

g_Moede

Connection to Cause

Reason for Choosing

Fundraising Plan Score

Employer Match Score

Final Score




ocation - Scope and Creation

Copy Field Enrichment

A Copy Field Enrichment has been set up to sync the scores to the Application records.

LM Application Scoring Model default

Data Cloud: LM Application Scoring Model

Example of Application record

v Application Scoring (LM only)

Final Score @ Rating @
12 4




Centralisation

JustGiving

Fulfilment
Data Cloud Marketing
Cloud

Al Assisted
Allocation Form




What we spend our time on

Befo re Allocation Sending transactional emails
Sending
Af‘ter Allocation transactional
emails

y N



What we’ve achieved
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-£1m 92.5%

Transactional

Fundraising to

Relationship
Fundraising at scale

Increased Reduced allocation
Income




What’s Next
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Enrich Allocate Scale

The journey with (drop outs - Great North Run and
milestone emails reallocation) other sports events
15% to 8%




CHILDREN

WITH

CANCER
UK

Thank you

Any questions?



