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Hvorfor tror vi på hypotesen?

• 66% of customers share that the 
quality of their CX experience has a 
strong influence on loyalty

• loyal customers being 5x more 
likely to purchase again from a 
brand”



‘Chase Index’

• 12 NGOer

• 50,000 donorer

• 3 år



Vi investerer ikke
nok i engagement





The Commission on Donor Experience (2017) 

STOP FOCUS PÅ ROI FORSTÅ KUNDEOPLEVELSEN
OG MÅLE DEN



Hvordan har man typisk målt kundeoplevelsen?

Kunde support
Call Abandonment Rate

Time to thank and bank

Complaints

Donorer
Attrition rates in first year / Churn

Email opens / clicks / Unsubs

Consent

Survey engagement rates

Andre mål
Frivillig support

Proactiv engagement

SoMe engagement





Kundeoplevelse / 
engagement KPIer

fra NGOer



Kunder får uddelt point når de…

• Kommunikerer proactivt

• Deler deres forhold til organisationen

• Donationer/fundraiser

• Tilfredshed (survey)

• Attitude (survey)

Maximum på 100 

Bruger journey segmentering baseret på point
‘Engagement Score’ 



• F-RES (Full resolution)

• C-SAT ( Customer Satisfaction)

• Effort (Ease of use and making contact)

• Speed of answer

• Personalisation (Warmth and friendliness)

5 pillars 

• Did we resolve your query?

• Were you satisfied with your experience?

• How easy was it to contact us?

• How quick was it for us to help you?

• How warm and friendly was your conversation?

Post conversation feedback surveys





Trust, Satisfaction and Commitment have been shown through charity 
sector research study to be key drivers of claimed future support*

NSPCC Supporter Happiness Score



Mål brugt i det 
private



Forrester CX Index
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‘Customer 
Experience 
Excellence’ score 
af KPMG
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Prostate Cancer UK

Customer 
Experience

Real time 
experience

Aggregate 
experience

Customer 
Engagement

Proof of 
engagement

LTV

NOT ROI



Prostate Cancer UK

• REAL TIME EXPERIENCE:
C-SAT (customer satisfaction)

• AGGREGATE EXPERIENCE:
Customer Loyalty Score



Loyalty score  = 
aggregate experience

Baseret på ‘Chase Index’

22

THE SURVEY THE ANALYSIS THE INSIGHT

Build an annual 
survey based on 

Chase Index Loyalty 
Survey.

Commitment, 
Satisfaction, and 

Trust.

Survey respondents 
have option to opt-in 
to record responses.

Where respondents 
opt-in to data match 
back, will be able to 
use that holistic data 

in analysis.

Analysis of survey 
data at an overall 

level, customer-type 
level, demographics, 
customer tenure…

Deliver engagement 
and experience 

insights and 
recommendations for 

teams to action.

Customer Loyalty, 
Satisfaction, Trust and 
Commitment scores 
tracked over time, 

identify how 
correlates with 

behaviour.



Engagement Score
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Super engaged Sarah: 76 

points

Action Points

Legacy Pledger + 50

Active RG + 15

Event sign up + 9

Cash gifts last 1yr + 2

Low engaged Lenny: 3 

points

Action Points

Bought pin badge + 2

Opens emails + 1

Super

Low

Mid

High

• Works on a ‘points system’ to quantify how engaged customers are. LTV isn’t the only measure of 

“good” - taking a more holistic approach by quantifying a ‘value’ for non-financial actions

• Customer stewardship may differ considerably depending on the engagement band



LIFETIME VALUE

© Prostate Cancer UK 2023 24



Prostate Cancer UK
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Hvad bruger vi det til? Rapporter tilbage til teams, og identificer områder 
for forbedring

Identificer de følelsesmæssige drivkræfter, der 
skaber en følelse af loyalitet

Udvikle en skræddersyet loyalitetsscore og forstå, 
hvilke ‘touchpoints’ gælder mest

Udvikle taktikker for, hvordan vi kan flytte kunder 
op i engagementspyramiden

Optimere efter engagement og LTV!



Tak! Man kan læse mere om Engagement 

Scores mm. på min blog.

medium.com/@supporterengagement 

mailto:medium.com/@supporterengagement
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