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P U B L I C  F U N D R A I S I N G  I N C O M E ,  2 0 2 3  →  2 0 2 5

…and a supporter experience that couldn't keep up.



0 2  ·  W H Y  T H I S  M A T T E R S

T H E  S E C T O R  P R O B L E M

Expecting tools to deliver a better 
supporter experience without strategy, 
leadership or culture is like expecting a 
Ferrari to run without a driver.

This isn't a PCR problem. It's a fundraising problem. Across the sector we talk about delivering better 

experiences — and don't put the structure in place to do it.



0 2  ·  W H Y  T H I S  M A T T E R S

W H Y  A  M A N I F E S T O ,  A  P R O M I S E ,  B E H A V I O U R S ?

Why bother?

01

Sets the 
culture.

"This is how we treat the 

people who fund us."

02

Holds us 
accountable.

Behaviours are checkable. 

Values can be harder.

03

Gives us a 
framework.

A shared yardstick for every 

team, every channel.

04

Helps us 
prioritise.

When everything is urgent, 

this tells us what comes first.



0 3  ·  W H A T  W E N T  W R O N G

W H E R E  W E  W E R E  ·  2 0 2 4

Growth was everywhere. 
Supporter experience wasn't.

I N C O M E  G R O W T H  ( 2 0 2 4  →  2 0 2 6 )

+125%

Individual giving and events both running hot.

Record-breaking IG and Events year

New campaigns, audiences, partners

B E H I N D  T H E  S C E N E S

14days

Time it took to send a thank-you.

Supporters falling through CRM gaps

Care decisions made on the fly, team-by-team



O U R  F I R S T  A T T E M P T

Sept 
2024.

Our first workshop on a 
supporter promise and 
manifesto.

Cross-team session · "Wind in our Sails" exercise 

Sails, wind, anchor, hidden rocks, the island







Then it 
stalled.



→  O V E R  T O  H A R R Y ,  H E R E ’ S  W H A T  H A P P E N E D  N E X T …

PCR's journey.

Harry Ellison



0 3  ·  W H A T  W E N T  W R O N G
H O N E S T  R E T R O S P E C T I V E

Why it stalled.

R E A S O N  0 1

Too abstract.

A manifesto that sounded right, but didn't 

tell anyone what to do on a Tuesday 

morning.

R E A S O N  0 2

No owner.

Everyone agreed. Nobody was 

accountable. The work fell off every 

agenda.

R E A S O N  0 3

No time 
protected.

Squeezed in around campaigns. Lost 

every time to the next deadline.



0 4  ·  W H A T  C H A N G E D

Q 3  &  Q 4  ·  2 0 2 5  →  2 0 2 6

This time, we 
were intentional.

Two in-person sessions. Virtual follow-ups. All diarised 

before the work began — not squeezed around it.

We didn't throw the 2024 work away. We reviewed it. The manifesto wasn't 

wrong — it just wasn't enough.

C A L E N D A R  ·  2 0 2 5 – 2 6 B O O K E D  F I R S T

Oct '25 Agreed to park & re-visit in Q4

January ‘26 In-person workshop 1 

Feb '26
In-person workshop 2 — pick & 

commit behaviours

Mar '26
Virtual sessions — what worked, what 

didn't

On-going team sessions to reflect, 

learn and share

Apr '26



0 4  ·  W H A T  C H A N G E D

We planned Q3 to 
protect Q4.

Time for this work doesn't appear. You make it — by 

booking it before the campaign deadlines book you.

Q 2  ·  2 0 2 5 / 2 6

Acknowledge the problem

Permission to wait, as conducting 

audience insight and research. We 

knew Q3 was crazy with events 

and Christmas.

Q 3  ·  2 0 2 5 / 2 6

Diary blocked, work begins

Two workshops booked in before 

the work — not squeezed around 

it.

Q 4  ·  2 0 2 5 / 2 6

Two behaviours, live

CRM hygiene + the holding-

message rule. Embedded across 

teams.

Q 1  ·  2 0 2 6 / 2 7

Retrospective + next round

Honest review. Opens the door to 

chatbots and tailored comms next.



T H E  S H I F T 0 4  ·  W H A T  C H A N G E DT H E  S H I F T  T H A T  C H A N G E D  E V E R Y T H I N G

Behaviours.
A manifesto says what supporters can expect. 

Behaviours say what we actually do — and behaviours are checkable.

C H E C K A B L E  ✓
"We thank within two working days."



2 0 2 6  W O R K S H O P S

Our behaviours, 
from the room.

Flip charts, sticky notes, hands in the air. This is what 

we wrote down — and what we now do.

Trustworthy

Reliable · Consistent

Professional · Knowledgeable

Human

Empathetic · Grateful

Passionate

Curious

Engaged · Ambitious

Always learning







H A R R Y  ·  W H A T  C H A N G E D 0 4  ·  W H A T  C H A N G E D

T H E  D I S C I P L I N E  O F  C H O O S I N G

We picked two things.

01

Add supporters & comms 
to the CRM properly.

Emails, phone calls, in-person chats. So relationships belong to 

PCR not to individuals. So the next conversation knows the last 

one.

02

Respond — even if it's 
just a holding message.

A supporter waiting in silence is a supporter losing trust. Two 

working days, wherever possible, even if the full answer takes 

longer.



0 4  ·  W H A T  C H A N G E D

T H E  F E E D B A C K  L O O P

The team told us what 
worked.

And what didn't.
Honesty is what stops this work fading after the workshops. It's also how the next round 

gets better.



W H E R E  W E  G O  F R O M  H E R E

Keeping it alive.

01

Built into 
induction.

How new joiners learn "this is how we do 

things." Which is what culture really is.

02

Shapes our 
priorities and 
projects.

Keep coming back to the Behaviours

until they’re second nature. Next step is 

to build into project plans.

03

Still evolving —
and committed to 
keep going.



W H E R E  W E  G O  F R O M  H E R E

What’s next? 
Using our audience insight work

01

Listen to our 
supporters.

Making use of the audience insight work 

that the team has already done and apply 

it to the supporter experience project.

02

Supporter 

persona chat bots.

Stress test supporter journeys and 

stewardship ideas with our ‘supporters’.

03

Test & learn.



Test & learn.



0 6  ·  W H A T  Y O U  C A N  D OH O W  T O  S T A R T ,  I N  Y O U R  C H A R I T Y

You can do this too.
Three stages — what Harry described is one charity's version of it.

S T A G E  0 1

Discover 
where you 
are.

Honest baseline. Listen to supporters 

and the team. Don't skip this part.

S T A G E  0 2

Define what 
you stand 
for.

A supporter promise and a team 

manifesto — written together, not 

handed down.

Activate 
through 
behaviours.



C R A I G  ·  W H A T  Y O U  C A N  D O 0 6  ·  W H A T  Y O U  C A N  D O

F R E E  R E S O U R C E S

Take this back to your 
team.
Three resources. Walk a team through Discover, Define, Activate in three 90-minute 

sessions. Find the blog and link to the resource here or by scanning the QR 

code: https://threadfundraising.com/post/creating-a-supporter-experience-manifesto

Workshop

deck

Workshop slides

Editable deck that walks the team through the three stages — drop in your own examples.

Facilitator

notes

Facilitator notes

Timings, exercises, prompts, things to listen for, what "done" looks like.

AI 

prompt

Socratic AI prompt

A guided prompt to develop your own promise, values and behaviours — together.

S C A N  T O  G E T  

E V E R Y T H I N G

https://threadfundraising.com/post/creating-a-supporter-experience-manifesto
https://threadfundraising.com/post/creating-a-supporter-experience-manifesto
https://threadfundraising.com/post/creating-a-supporter-experience-manifesto
https://threadfundraising.com/post/creating-a-supporter-experience-manifesto
https://threadfundraising.com/post/creating-a-supporter-experience-manifesto
https://threadfundraising.com/post/creating-a-supporter-experience-manifesto
https://threadfundraising.com/post/creating-a-supporter-experience-manifesto
https://threadfundraising.com/post/creating-a-supporter-experience-manifesto
https://threadfundraising.com/post/creating-a-supporter-experience-manifesto


Your supporters 
won't read your 

manifesto. They'll feel 
your behaviours.



Won ‘Best use of insight 

to improve the supporter 

experience’ award at the 

CIoF Data & Insight 

Awards

Craig Linton – craig@threadfundriasing.com

Director · Thread Fundraising – threadfundraising.com

Harry Ellison – hellison@pcr.org.uk

Head of Events & Community · Prostate Cancer Research

THREAD
Fundraising



Q  &  A B U I L D I N G  A  S U P P O R T E R  E X P E R I E N C E  M A N I F E S T O  A N D  T E A M  B E H A V I O U R S

Questions?
S X  P A R T N E R  &  P R O C E S S

Craig Linton

craig@threadfundraising.com 

threadfundraising.com

P C R  S P E C I F I C S

Harry Ellison

hellison@pcr.org.uk | pcr.org.uk

A L L  R E S O U R C E S  →
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