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Discover the science-led power
of nudges, heuristics and
decision architecture

You already know that traditional fundraising can only
take you so far. You write a stronger case. You add more
information. You argue harder. And the response rate
barely moves.

Your donors don’t make decisions the way your current
propositions assume. They use shortcuts. They anchor on
the first number they see. They copy other people. They
feel first and justify afterwards.

Decision science explains those shortcuts. Better still,

it shows you how to work with them. This training will
give your team the psychology and neuroscience behind
donor decision-making, then put it straight to work on
your own appeals, journeys and campaigns.
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Transform your results with decision science... not magic

“Fundraising is about understanding how
people think, decide and act. Our tailored
in-house training shows you how to apply
behavioural insights that will increase your
supporter engagement, boost possible
conversions and maximise giving. It looks
like magic, but it’s science.”

;3 BERNARD ROSS

.- l - -
A Director, =mc consulting

“Thank you Bernard for facilitating a very
inspiring and engaging workshop. We were so
pleased to see so many of our staff interact and
jump into discussions!”

MARIJANTODOROVIC

Deputy Fundraising Director, Greenpeace Nordic
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What changes for you and your team

B You learn how supporters really choose, and which heuristics drive giving

B You build ask strings and anchors that lift the average gift

B You use emotion on purpose rather than by accident

B Youredesign choices using defaults, framing and simplification

B You test ideas quickly instead of arguing about them in a meeting

B You trial ideas cheaply without expensive redesigns

The approaches are proven and they travel. They work across cultures, genera-
tions and channels. Oh, and we’'ll also show you how to use them alongside Al.

A three-stage process to match your concerns

Vs

0 Pre-briefing. We find out what you actually need.

We start with a conversation, not a curriculum. We talk to you and to
a small group from your team. We look at your live material - appeals,
donation pages, ask strings, stewardship emails, legacy communi-
cations. Together we agree the two or three challenges the training
must address.

You get a programme built around your organisation and its needs.

9 Delivery. One or two days, onsite or virtual.

One day covers the science and the key tools. Heuristics. Decision
architecture. Emotional framing. Choice design. We teach each idea,
then apply it straight away to your own material.

Choose two days and we go further. Your team works on live projects
develops and designs real experiments. Every group leaves with at
least one experiment ready to run — a clear hypothesis, a control, a
treatment, a measure and a deadline.

We deliver onsite anywhere in the UK and Europe. We also run the
programme virtually in half-day blocks for teams spread across
offices and countries.
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e Follow-up. We review the results and improve them. “Thank you so much for the fantastic
masterclass. | am busy sharing the learning

Six to twelve weeks later we reconvene. We look at what the with my colleagues at the IRC.”
experiments produced. Some will work. Some will not, and often
those teach you more.

We then refine the design, agree the next round of tests and help
your team build testing into normal practice. That final stage turns a
good day into a lasting change in how you work.

EMILY MARTIN

Director of Digital Marketing,
International Rescue Committee

“Interesting, thought-provoking and useful. We
are already de-briefing and seeing what we can
do as quick wins and as longer-tail adjustments
to improve our performance.”

ASSUNCAO LOUREIRO

CEO, seathefuture, Portugal
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Who will teach your team

Your tutor will be drawn from our skilled and experienced team: Bernard
Ross, Lynda Harwood-Compton or Omar Mahmoud. We match the tutor
to your organisation and your brief. All three consult as well as teach, so
the examples come from live work rather than a textbook.

BERNARD ROSS

Bernard is a Director of =mc consulting. He has
spent 30 years advising not-for-profits across
Europe, the USA, Africa and South America on
strategy, organisational change and behavioural
science. He has designed large-scale fundraising
campaigns and used decision science to shift pro-social behaviour.
Clients include the British Red Cross, NSPCC, Macmillan Cancer
Support, the Science Museum, the University of Oxford, ICRC,
IFRC, Amnesty International, Greenpeace International, UNICEF
and MSF. He has written eight books on influence, fundraising and
decision science.

LYNDAHARWOOD-GOMPTON

Lynda is a Senior Partner Consultant at =mc¢
consulting and CEO of Latch Fundraising. She
has led high-performing fundraising teams at
Guide Dogs, St John Ambulance and Animals
Asia. She specialises in partnerships and philanthro-
py, NextGen fundraising, stewardship design and donor experience.
She wrote Corporate Fundraising and Partnerships, now in its fifth
edition, and contributed to the Researchers in Fundraising Handbook.
She is a Director of SOFII and sits on the Chartered Institute of
Fundraising convention board.

OMARMAHMOUD

Omar is a Senior Partner Consultant at =mc¢
consulting, based in Switzerland. He brings
four decades of market research experience.
He was Head of Knowledge at UNICEF Interna-
tional, where he worked on improving fundraising
impact. Before that he held senior marketing roles on global
commercial brands including Pampers, Pantene, Ariel and Pringles.
He co-authored Change for Good: Using Behavioural Economics for

a Better World and co-edited Change for Better. He specialises in
research design, global insight and cross-cultural trends.
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Praise for previous programmes

“I loved it so much | brought the programme
in-house for our whole team.”

N
SUEFISHER

Director of Development, English Heritage

£

ENGLISH
HERITAGE

“An enjoyable and engaging day with lots of
insights for anyone working in individual giving.”

“A really interesting masterclass, useful and
educational. A good balance between listening and
working. Strong presenters.”

N
\ EMMAHAWES

Society Senior Individual Giving Manager,
Alzheimer’s Society

N
JOHN CERNAGLIA

Global Fundraising Data and Intelligence Lead,
Plan International

“A rare view into what donors feel. The case studies
were strong and yielded many new ideas for testing.
A day well spent.”

“An insightful day, really fascinating, and lots to apply.”

N

cwriior\  IKATY MYERS

f,_f Chief Development Officer,
’ The Carter Center, USA

BRUCE HALL

Head of Development,
The Landmark Trust
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Jointhese leading-edge organisations

Don't get left behind. We've helped a range of organisations across
sector, culture, business model and country. Join them and share the
benefits of really understanding your supporters and how small but
profound changes in messaging that can transform your results.
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Large international NGOs use the programme to sharpen supporter
journeys across several markets. National and local charities use it to lift
response on a single appeal. The science travels. We change the examples.
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Your investment

The one-day workshop version costs £1,999.00 plus expenses where
appropriate. We normally work with groups up to 25 people, yet we can
talk about how to have more. Fill the room and that's £70.00 a head for
a day that changes how your team works— less than most conference
tickets, and your team keeps the thinking afterwards.

Looking for a quicker and simpler option?

We can offer introductions to decision science in 90 minutes for five people
or a plenary for a staff conference of 500. Let me know what you need.

What would you like your fundraising team
toimprove?
Book an informal 30-minute conversation with

Bernard Ross. We'll discuss your priorities and tell
you honestly whether decision science can help.

Bernard Ross
bernardross@mc.consulting

BOOK A CONVERSATION
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https://decisionscience.org.uk/transform-your-results-decision-science/#book-conversation
mailto:bernardross@mc.consulting

