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“We are not
thinking machines
that feel, we are |
feeling machines e
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motvation = supporter value
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communication supporting <charity > with donations in the next 12
+ months?”

“Onascale of 0 - 10, howlikely are you to continue

1 “Imagine you had £100 to give to all the
¢motion charities/ organisations ‘%u support
financially. How much of thai £100 would you
donate to <charity>?”
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Emotional Affect Touchpoints Communications Reward Communications Outcomes

Swip

Sector positioning map

Future engagement against share of wallet for every charity in the benchmark - Dashed guides = peer averages

Share of wallet (£ per £100)

Otherc

Engagement & Headroom

SD Steven Dodds

@ Sample Charity

13 Outcomes & Recommendations

Benchmark charities

627
Health Resedrch
Health Research Children
(@) Children
o ® e '
Animal Welfare Sample charity
Mental Health Conservation
Future engagement (0-10): 9.5
Share of wallet (£ per £100) : 49.6
Overseds Dévelopment,
43
Young People
Emergency Services O
@)
Social welfar
@ Children
Animal Welfare Qo
334 Overseas Development
©}
Social welfare
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harities

Future engagement (0-10)

are anonymised, and shown by their cause sector.
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< file 07 Motivation Clusters 08 Emotional Affect 9 Touchpoints 10 Communications Reward 11 Communications Outcomes 2 Engagement & Headroom Outc >

Swipe or scroll fo explore all 13 sections

QQ e Ahead of sector e Behind sector
Ag‘[‘CC]l]C]ll g“dl) VS sector

Percentage-point difference in agreement against the sector benchmark, per statement

Overall | am very satisfied with how they interact
with me as a supporter

Their communications help me understand
what they're really achieving

+35.6 pts

| feel my support is recognised and valued +16.8 pts

I have a clear idea of how to support them more

if | wanted to +15.5pts

| feel proud to support them +12.2 pts

They clearly show me how my support is making

a difference +114pts

They have compelling communications which
motivate me to support them

+1.7 pts

| am proud to publicly show my support for them . -0.8 pts

| feel part of a community of supporters who — 13.1 bts
share my values P
Their communications feel tailored and
1 -201pts
personally relevant to me
Their communications feel tailored and

personally relevant to me: -20.1 pts vs
benchmark

NEXT
+ Touchpoints =

Communications Outcomes
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< Profile Value Profile Acquisition Profile Motivation Profile 07 Motivation CI

Emotional Affect Touchpoints Communications Reward >
vipe or scroll to explore a 3 sections
| . . . Client segment 7 Sector benchmark
Motivational segments: size vs loyalty outcome ¢ ¢ :
X = future engagement - Y = share of wallet - Bubble size = % of supporters stating a motivation - Dashed guides = segment
averages
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5 Alfruistic Concern
3 -
“g B Multi-Motivated
50) 51.68 7 ‘\1 y ,’I Personally Col d  Mission Ifivestor
,“ PO m \ avg
Mission Investor
42.68+ Future engagement (0-10): 9.59
" Share of wallet (£ per £100): 47.45
: i % of motivated supporters: 28.4%
33.68 T 1
5.92 7.92 10

Future engagement (0-10)
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Whybother? Nearly half of supporters are not
strongly motivated to donate

On a scale of 0 - 10, how likely are you to continue supporting <charity>
with donations in the next 12 months?

60%

53%

50% Low/medium future
engagement: 47%

A

40%

30%
29% 25%

20%

10%

0%
Low (0-6) Medium (7-8) High (9-10)
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Wh]zbother? 200%+ difference between the
highest and lowest scoring charities

On a scale of 0 - 10, how likely are you to continue supporting
<charity> with donations in the next 12 months? % Scoring 'High (9-10)’

80% 76%
70%
60%
50%
40%
30%
20%
10%

0%

53%

30%

Lowest Sector mean Highest
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Notall emotions build affinity, even the positive ones

+ higher future engagement for
Q© proud supporters versus guilty ones

LAPSE INDICATORS ‘ POSITIVE BUT NOT IMPORTANT AFFINITY BUILDERS

No emotion Useful Proud

Guilty Nostalgic Inspired

Obligated Grateful
ANXious Nele!
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The most common emotion feltby supporters
is not a strong affinity builder

Does supporting <charity> make you feel any of the following?
Please tick all that apply. Sector mean.

Useful 48%

Gaterv! | 0

ity | insprec I o

Ty P
oo I 12%

Obligated 10%
Nostalgic 7%
None of the above 6%
Anxious 4%
Guilty 2%
0% 10% 20% 30% 40% 50%
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50 - 180%+ difference m affinity building emotions
between highest and lowest scoring charities

Does supporting <charity> make you feel any of the following? Please tick
all that apply. Lowest, sector mean, highest.

Grateful 509

Affinity Inspired 47%
builders Proud _ iiﬁ s

L Sad 19%

B Obligated 15%
Lapse None of the above 14%
indicators ] s

9%
0% 10% 20% 30% 40% 50% 60%
. Hlowest MSector mean MHighest
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Whatyou can do

Think of supporter
experience as a ‘pallet of
emotions’, not just a
ladder of

behaviour/action.

How do you want
supporters to feel?

E.g. Understand your
supporter’'s 'pride points’:
what does pride mean to

theme

What is it about your
charity that creates
pride?¢

Track, and balance, your
supporter's emotional
affects.

Make supporters feel
good.
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01 Executive Summary
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Book your demo here
for 10% introductory discount:

Sample Charity Executive Summa ry
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SAFE Index Score
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For more details, contact:

Steven Dodds Paul Seabrook
Managing Director Founder & CEO
steven@beautifulinsights.com paul@beautifulinsights.com

www.beautifulinsights.com/
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