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Let's start with some thank yous.

We would like to thank everyone who gave up their time to contribute to this report,
through interviews, chats, coffees and emails. In particular we would like to thank:

Andrew Cook
Executive Director, Income

and Conservation Investment

RSPB

Andy Harris

Director of Income
Generation

Shelter

Angharad McKenzie
Director of Fundraising
Comic Relief

Catherine Hart
CEO
Target Ovarian Cancer

Charlotte Murphy
Head of Retention and
Loyalty

National Trust

Emma Malcolm

Director of Fundraising
& Marketing

Macular Society

Emma Whitcombe
Deputy CEO
Alzheimer’s Research UK

James Beeby

Director of Engagement
and Fundraising

Diabetes UK

Jayne George

Director of Fundraising,
Marketing & Media

RNLI

JoNove

Director of Strategy,
Communications, & Brand

Myeloma UK

Joanne Dunsford

Global Director of Fundraising
and Communication

Animals Asia

JoeJenkins
Executive Director, Social Impact
The Children’s Society

Johnty Gray
Individual Engagement Director

Oxfam

Julie Roberts

Director of Transformation
Programmes

Pancreatic Cancer UK

Katy Baird

Head of Supporter
Engagement

Wildfowl & Wetlands Trust

Laura Savory
Director of Fundraising
Guy’s & St Thomas’ Hospital Trust

Lauren Worley
Director of Public Fundraising
Movember

Leah Mates

Director of Marketing, Mass
Fundraising & Engagement

British Heart Foundation
Liz Tait

Director of Fundraising
Great Ormond Street Hospital
Charity

Nick Georgiadis
Director of Fundraising and
Supporter Engagement
Christian Aid

Richard Lee
Director of Fundraising
Marie Curie

Rob Halkyard

Executive Director for Brand,
Marketing & Fundraising

Syisi

Roger Lawson
Founder & Director
About Loyalty

Rohan Putter
CEO
Wood Green

Sharon Pickford

Executive Director of
Support and Revenue

National Trust

Terence Lovell

Executive Director,
Fundraising &
Engagement

Breakthrough TID

Tom North
Membership Director
National Trust

Tracey Pritchard

Director of Engagement
and Income Generation

RSPCA

Vicky Johnson

Associate Director of
Public Fundraising &
Engagement

Royal Marsden Cancer
Charity



Lovaity s dead.
Long Lwwe ioyalty.



Goodbye donor.
AU revoir supporter.

Hello Collaborator.




1. Why this, why now?

The chalienge for crariticS

THE TIGHTROPE OF THE LEGACY CLIFF THE TECH GAP THE DUALITY
IN-YEAR CASH PARADOX

Balancing the urgent need for £5.5 trillion of assets will be Effective and flexible systems will The contradiction of

in-year cash, against passed down by 2050. But are be key to meet supporter expectations: personal, relatable
longer-term ambitions to Boomers the last generation of expectations for tailored and and volunteer-run vs efficient,
stabilise and grow. traditional legators? transparent engagement. agile and impactful.
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What would YOU like to see/hear about
from me? Questions? Topics?

What's the game plan and

e how can we help?
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2 Stay posted - email list


https://docs.google.com/file/d/1_YqmClIHjXdJR0L5nm1GH72W5ph9hal8/preview

2. The new rules of loyalty

T/Z€ new 1. Loyalty isn’t built top-down
rule S Of “Brands are co-written in the

comments. Fanhdoms are the new

loyﬂlty executive board.”

Matt Klein, cultural strategist

Layered & continuous listening

Even if you don’t like what they’re saying
Loyalty isn’t about reaching everyone
It's about genuinely resonating with your
community.
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2. The new rules of loyalty

1. Loyalty isn’t built top-down

It's all about community. Invest in, and
co-create with, your fans and superfans.



2. The new rules of loyalty

T/€ nNcw 2. Data s just noise without
mterpretation
f%l@S Of "The sector talks about lifetime value, but I'd

lOyﬂlty love us to better measure the sentiment of

our supporters. We need to understand how

they feel about us, not just what they give."
Liz Tait, GOSH

Turning data into insight

Through effective systems

Ditch the ‘'vomit comet’ of comms
Welcome to the intimacy economy.
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2. The new rules of loyalty

2. Datais just noise without
interpretation

Invest in new metrics. Traditional KPIs
only tell part of the story.



2. The new rules of loyalty

T he new 3. Be ANYTHING but beige

The Rise of Dopamine Culture
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You're working against the dopamine loop
Stand for something

Don’t be scared of the weird

Who are you prepared to lose?
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2. The new rules of loyalty

T he necw 3. Be ANYTHING but beige

rulesof &
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“AKING DECADES OF TRADITI

Bt

S() What? Take a stand. Distinctive, Vqlue—driven
comms that speak to the niche.

. GOOD
A



2. The new rules of loyalty

T he necw 4., G.reate moments of hope, joy &
delight
rules Of “What we should be doing is creating ‘wow’

moments — surprise and delight moments that
deepen engagement rather than just asking for

loyﬂlty money. [..| We've been working on building more

dynamic supporter journeys, including surprise
touchpoints that make people feel valued, rather
than just hitting them with fundraising asks.”

Richard Lee, Marie Curie
1. Intimes of WTF, we're all looking for hope
2. Adopt playfulness as an engagement strategy
3. Become a brand with benefits
4. Embrace positive friction.
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2. The new rules of loyalty

4. Create moments of hope, joy &
delight

Reciprocal relationships. It's about what
you're giving, not just what you're getting.



2. The new rules of loyalty

T/e ncw 5. At the end of the day, it's about
your impact

rules Of “It can become a cycle: here’s why

membership’s great value, here’s why you
l lt should give us money for planting a tree. But
Oyﬂ y actually it's about clean air, it's clean water.
It's about creating a habitat, an ecosystem.
It's about protecting history. It is hope.”

Sharon Pickford, National Trust

What do you stand for, and why?

Do you have laser-focused clarity?

How are you measuring impact?

True impact sits inside a wider ecosystem.
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2. The new rules of loyalty

T/e ncw 5. At the end of the day, it's about
your impact

rules of
lovalty

SO What? Rethink impact reporting. Reconsider the
data you're collecting & the narratives
ycjele]p)

FOTURES you're telling.



3.  The future of loyalty

T/i€ future of (OVAILY

THE FUTURE IS
FLEXIBLE

L/

In uncertain times, flexibility is
everything, and loyalty doesn’t
have to be continuous to be
meaningful.
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COLLABORATIVE
FUNDRAISING

The future is collaborative,
where charities coming together

to prioritise outcome over brand.

DESIGNED TO BE
DELETED

Loyalty doesn't have to be a
lifetime contract. Time-limited
loyalty can be focused on
specific outcomes and impact.

INVESTING FOR THE
LONG TERM

Investing for the long-term of
loyalty can unlock radical
organisation change.




3.  The future of loyalty

T/e Investing for the long-term

Embrace non-financial pipeline metrics
Think long-term with loyalty indicators
Plan for loyalty over the long haul

Position loyalty as part of your legacy
Make loyalty investments a priority, not an
option

Build a collaborative approach with your
trustees.

future of
(OVAILY
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4. We're here to help

Navigating the future of (OyAlLY

How Future-Proofed Is
Your Loyalty?

Is your loyalty strategy built to last, or will it need an
overhaul in five years?

We've developed a loyalty diagnostic tool designed
to assess how future-proofed your loyalty strategy
really is. Through a structured conversation, we can
evaluate your current approach, highlight strengths
and gaps, and give you a score that shows where
you stand—and where you can grow.

Get in touch for a conversation.
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Social Currency
Collaboration

We need a shared language and metrics for
impact—one that goes beyond “money in, money
out” or participants engaged, to capture the true,
real-world impact of our work.

Good Innovation wants to help convene a
collaboration of charities, academics, and industry
experts to explore this topic.

If you're interested in shaping the future of impact
measurement, get in touch to find out more.



mailto:daisy@goodinnovation.co.uk
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