
Smarter Journeys, Stronger Supporters: 
Reimagining the London Marathon 
Experience at Children with Cancer UK



£1m
Increased 

income

+

What we’ve achieved

92.5%
Reduced allocation 

time

Went from 
Transactional 
Fundraising to 
Relationship 

Fundraising at scale



Who am I?
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



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


3 years

5 years

Organisation 
Goals

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

Actuals 2025

17M

26M

34M

+ 15% 
growth



In a changing world

AI takeover
The big technical revolution of 
our time.

Cost of living crisis
Cost of living has increased 
dramatically, and shows no 
signs of stagnating.

Hard to attract talent
It’s becoming increasingly 
difficult to find the right people 
for the job.

War and conflict
A long list of countries that are 
at war, impacting everyone on 
earth.



Digital transformation process

Mission CWC

Supporter 
Objectives

Customer 
engagement

Change the Customer 
Engagement with 

(Potential) 
Supporters

Salesforce 
Marketecture

Implement Salesforce 
Ecosystem

People/Culture

Transform People, 
Teams, and the 

Organization



How we work 
together

Alignment 
& Backlog

● How we prioritize & communicate

● How we track our KPI’s & dashboarding

● Internal communication

● Stakeholder Management

SPOC

SPOCPOMarketing 

Automation 

team

Salesforce / 

devops  team

Stakeholders



Project approach
Way of Working for all projects

Step 1

Kickoff & Discovery

In this step we start the 
project and collect all the 
necessary information.

General kick-off &  
Discovery 1st journey: 

Deliverables:
Blueprint Journey / 
Project

Step 2

Implementation

Step 3

Testing & Delivery

Step 4

Go Live

During this phase GM & 
CWC decide when the 
journey is approved and 
goes live. This includes 
checks during first runs

Go Live date:

Deliverables:
Technical Design for 
CWC. 

During this phase, GM & 
CWC will extensively test 
the journey flow.

Start testing:

Deliverables:
Approved journey and 
ready for Go LIVE

When the Discovery phase 
is completed, GM will start 
working on creating the 
first journey

Start implementation:

Deliverables:
First journey / 
automations



A reminder

Reimagining the London Marathon 
Experience at Children with Cancer UK

Stronger 
supporters

Smarter 
journeys

=



What the London Marathon is

London Marathon 2026 highlights on team 
Children with Cancer UK 

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


Key Figures

50.000
Runners take part in 

the London Marathon

+ 1.000
We have the largest 

team 

+ £2m
Biggest single 

challenge event 
revenue

+



Reality

Single shot 
emails

No automations, 

No 
Personalization

Everybody gets 
the same 
content, 

regardless of 
profile

Manual
Labour

A lot of manual 
tasks, and 
constant 

repetition of 
these tasks.

Heavy 
Lifting

Time spent 
focusing on 

transactional 
fundraising

Limited
Appeal

50 vs 1000+

Fragmented 
Data

 No single point 
of truth for data



400
Spent viewing 

applications as part 
of allocation process

+ 323
Separate emails were 

sent in 2024

+ 46
Spent on ensuring 

emails are being sent. 
With no 

personalisation. Basic 
stewardship

hours emails days

Massive resource allocation



Objectives

Data (quality)Efficiency Personalised

Relationship 
fundraising

Activation & 
Engagement

Improve
Across the board



Five things achieved

AutomationCentralisation

AllocationAllocationPersonalised Activation & 
Engagement



Centralisation

Data Cloud Marketing 
Cloud

Fulfilment



Automation



Automation



Automation



B2B Lead Nurturing Sessie - SUSA x GM 

Automated Journey

Payment
Countdown
Training & 

Fundraising

London Marathon touchpoints
From June - September (15 months)

T-Shirt Good Luck Well Done Chase Aftercare



Personalisation
and Activation

14%
Online Giving 

Activation Increased

52%
Increase in average 

gifts

++



Allocation - Scope and Creation



Allocation - Scope and Creation



Allocation - Scope and Creation



Centralisation

Data Cloud Marketing 
Cloud

Fulfilment

AI Assisted 
Allocation Form



What we spend our time on

Allocation Sending transactional emails

Sending 
transactional 

emails
Personal fundraising

Before

After

Personal
Fundraising

Allocation



£1m
Increased 

income

+

What we’ve achieved

92.5%
Reduced allocation 

time

Went from 
Transactional 
Fundraising to 
Relationship 

Fundraising at scale



What’s Next

Enrich
The journey with 
milestone emails

Allocate
(drop outs  - 
reallocation)

15% to 8%

Scale
Great North Run and 
other sports events



Any questions?

Thank you


