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What we’ll cover in this session…
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1. How customer journeys are changing

1. Connecting experiences across channels

2. Hyper personlisation and AI 

3. Data as a valuable commodity

2. Understanding the supporter perspective
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I’ll be sharing insights from the Charity Sector and beyond



Customer journeys have changed
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1. 
Journeys are no longer linear, 
but customers expect them 
to be seamless. 
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Customers are looking for: 

1. Seamless journeys across both online and offline 

channels

2. Personalised content and experiences that recognise 

who they are and how they behave

3. Delivered at the right time
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When interacting with brands generally, how important are each of 

the following to meeting your customer experience expectations?

(% consumer who say critically/very important)

77%
74%

69% 68%

88%

Consistent and seamless interactions
across different online channels

(website, social media, email)

Quick and efficient customer support
through automated systems like

chatbots

Tools and features to make my online
experience better, like virtual try-ons

or interactive product demonstrations

Personalized product
recommendations based on my

interests and past purchases

Assurance that my personal data is
being used responsibly and securely by

the brand

Consumers interviewed in Adobe’s Digital Trends survey confirmed 
that they want to move effortlessly across channels.
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2. 
AI is making 
hyper personalization a reality
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Adobe’s Digital Trends survey showed that brands are starting to 
move towards realtime personalization.

Source:  Adobe

How brands routinely personalize digital content for customers

13%

25%

27%

30%

39%

41%

43%

49%

None

We use Generative AI to personalize images, infographics
or video content

We use Generative AI to craft emails, messages and other
copy

Offers are updated real-time to reflect most recent
browsing and purchase behavior

We use data and algorithms to personalize the website
experience

Customers are addressed by name

We make recommendations based on previous purchase
and browsing behaviour

We use data and analytics to predict customer needs by
segment
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Hyper personalization can start to feel creepy for consumers, 
especially when it relies on ultra-processed, third party data.

84% 80%
68%

59% 54%
44% 39% 36%

16% 20%
32%

41% 46%
56% 61% 64%

Personalized

birthday offer

Recommending

products that align

with your past

purchases

Reminding you via

email about items

you left in your

online shopping cart

Brand messages that

are interest-specific

(e.g. how brands

know that you're a

runner, hiker,

camper, etc.)

Offering promotions

tailored to your

activity within 2

minutes of visiting

their website or app

Emails that highlight

a specific location

you've visited (e.g.

department stores.

branch locations)

Displaying ads based

on indirect tracking

tools, like third-

party tracking

cookies

Ads from brands

you don't recognize

targeting you based

on your geographic

location

Do you find these brand interactions creepy or cool?

Creepy

Cool

COOL        CREEPY

Source:  Marigold
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3. 
Data has become a valuable 
commodity – and consumers 
are starting to understand 
that.
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Data: Transparency is everything

80%

20%

I am worried about how 

much data brands hold 

about me

I would be more open to 

granting permission to use 

my data if brands were 

more transparent about 

how they were using and 

securing it

67%

33%

65%

35%

It's important to me to 

know if I am talking to a 

human or a bot

Source:  Adobe Digital Trends 

% consumer who agree with statements



Acquiring Data and Insights 
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Customer insights 
will come from 
many sources

?

DATA ANALYTICS  

E.g. A/B testing,  
sales data, customer 

churn and 
acquisition.

MARKET 
RESEARCH

E.g. 

Qualitative research, 
online surveys, 
customer sat 

surveys.

INTERNAL

KNOWLEDGE
E.g. via sales teams, 

CRM system, 
networking. 
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1. It lets us ask “why?”

MR allows us to ask directed questions that will give insights needed to fix 
problems, flex the current offer and build on successes.

2. It looks beyond current and past donors and 
fundraisers.

Younger donors and fundraisers have different priorities in terms of causes 
supported and activities that appeal to them. 

3. It’s future-facing and can find the white space.

A/B testing and other internal data can tell you how well what you have tried has 
landed. But MR can tell you about missed opportunities, and can be used to 
develop, test and refine new offers.  

The data you hold on donors and fundraiser is only part of 
the picture. 

External 

market 

research adds 

value because: 



Research in action
The Enthuse Mass Events Study shows how 
fundraisers are, in effect, creating mini donor 
journeys. 

Some are more effective at this than others, 
and charities need to get a better 
understanding of how this happens at grass 
roots level so they can better support 
runners and other fundraisers.



41% OF POTENTIAL MASS EVENTERS DON’T GET INVOLVED 
BECAUSE THEY DON’T LIKE ASKING PEOPLE FOR MONEY.
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Requests for donation are increasingly digital, removing pressure to 
respondent immediately

Source:  Enthuse Mass Events

How donors hear about requests
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Sometimes supporters don’t donate because they simply miss the 
moment.  This is a lost opportunity.

Source:  Enthuse Mass Events

Reasons to not donate
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And it’s the most active posters who maximize fundraising.

Source:  Enthuse Mass Events

Frequency of posting, split by fundraising effectiveness
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Our research showed that fundraisers who commit to a fundraising 
target raise more money for their charity.

Source:  Enthuse Mass Events

TARGET SET BY 

CHARITY

SELF-SET TARGET, 

SHARED WITH 

SUPPORTERS

PERSONAL TARGET, 

NOT SHARED NO TARGET

20% 16% 11% 5%

50% 58%
52%

34%

30% 26%
37%

62%
Under £500

£500 - £3000

Over £3000

Amount Raised

Fundraising Success by Target Set



Creating the Structure for Change: 
Priorities for 2025
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Laying the foundations for hyper personalisation. 

1. Get customer data in order

2. Establish clear policies on data governance to 
create trust and protect your brand.

3. Acquire insights about what donors and fundraisers 
want from content, experiences and journeys.

4. Connect experiences across channels and 
touchpoints



angela@redfoxres.com

07899 900 783

CONTACT US
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