
As more and more charities 
have stepped up their 
communications adding 
personalisation by tailoring 
their message to audience 
segments, Dorset Wildlife 
Trust recognised that they 
need to do the same.

In the early stages of concep-
tion of the Get Dorset Buzzing 
campaign, they came to RPM 
for help exploring personal-
isation and automation and 
outlined barriers they had 
faced in previous campaigns. 
They had found that, despite 
a huge amount of support, 
an impressive social media 
following and strong brand 
recognition, they were having 
difficulty converting support-
ers into paid-up members of 
the Wildlife Trust. They also 
knew that they needed to 
engage with new people to 
widen their pool of potential 
membership conversions.

The campaign was to be their 
biggest yet, spanning March 
through to September 2019. 
Their aims included:

 ■ Getting 1000 Dorset 
residents to sign up to 
the campaign and do one 

thing for pollinators in 
their garden.

 ■ Raise awareness about 
the plight of pollinators 
and the vital role they 
play in our eco system.

 ■ Increase and retain the 
level of engagement 
among people who 
had signed up for the 
campaign.

 ■ Convert sign-ups into 
paid up members.

 ■ Increase donations.

For maximum cost efficiency, 
Dorset Wildlife Trust needed 
to use automation software 
to generate personalised 
communications across 
digital and printed media. 
To deliver this ambitious 
project they employed us at 
RPM React to guide them 
through customer profiling, 
messaging, campaign 
logic and optimising customer 
journeys to save the team 
time and refocus energy on 
strategic and creative themes 
rather than operational and 
repetitive tasks.

The Challenge

Dorset Wildlife Trust
Campaign Automation & 
Personalised Communications

We design, build and deliver bespoke multi-channel 
marketing campaigns and programmes.

This technology is changing the way businesses and 
organisations communicate with their customers and 
consumers focusing on user journeys, personalisation 
and relationship building.

It automates communications with targeted 
messages, time triggers and customer journey 
planning. We want to bring this technology to more 
businesses and organisations of all sizes so that they 
can communicate with their customers strategically 
across the web, email, mobile and print.

If you would like to learn more about marketing 
automation for your business then please call
Millie Earl | 01202 890333

Ready to begin your journey?
rpmreact.co.uk

5 Haviland Road
Ferndown Industrial Estate
Wimborne
BH21 7RZ

Alastair Cook 

Director of
Fundraising and 

Marketing 

Dorset Wildlife 
Trust

RPM React have been key to 
the success of our Get Dorset 
Buzzing campaign. Their 
systems enable us to integrate 
traditional and digital media 
communications for the 
first time and to provide 
personalised and tailored 
communication journeys 
based on the preferences 
people gave when signing 
up for the campaign.  We 
were also able to record and 
track the performance of 
each communication in real 
time and adapt the campaign 
quickly as needed. 

We help businesses & organisations revolutionise 
their marketing. 
Here’s how we helped Dorset Wildlife Trust.
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Once participants had signed-up to 
Get Dorset Buzzing, they received 
a series of personalised emails 
each month that displayed relevant 
content based on their ongoing 
interaction with the campaign 
and the answers they gave to the 
questions at sign-up.

Content included how-to videos, 
discount vouchers for plants, activ-
ities, events, educational blogs, all 
with the aim of nurturing recipients, 
educating them about pollinators, 
showing them the work that the 
Wildlife Trust do and converting 
them into members.

By building a relationship with these 
brand new contacts, Dorset Wildlife 
Trust has expanded its membership, 
strategically raised money and 
improved our local habitat.

What next?

All good campaigns start with 
good data. We began planning 
Get Dorset Buzzing by considering 
what variable data we needed to 
collect to best engage participants. 
We created a sign-up page that 
asked for name, address, phone 
number, membership status, 
gardening proficiency, and 
whether the recipient wanted 
a ‘digital’ or a ‘posted’ 
welcome pack.

Dorset Wildlife Trust ran 
Facebook ads to promote the 
sign up page and held a launch 
event to generate engagement.

Once the sign-up was submitted, 
the recipients received an email 
with more information about the 
campaign and a call to action 
asking them to refer a friend.

The Solution

Based on the data we collected for 
each sign up, our technology instantly 
generated a PDF. This included 
variable paragraphs which were best 
suited to the individual. If a recipient 
identified as a ‘keen gardener’ but 
wasn’t a member, the message 
altered itself to suit their profile. 
This allowed us to get a strong 
personalised message 
to each individual 
recipient.

We gave recipients the 
choice to receive their 
welcome pack digitally 
or through the post, 
since many wildlife 
trust supporters are 
against using paper 
unnecessarily. The 
digital welcome pack 
was generated and 
sent immediately after 
sign-up and included 
a personalised letter, a 
downloadable wall planner and downloadable information 
booklet. The posted pack was generated and sent to our 
integrated printer, then picked, packed and posted the very 
same day and included a personalised letter, wall planner, 
information booklet and a pack of wildflower seeds.

Welcome Pack

                       Engagement

                     Following the initial welcome email and
                     pack, participants received timed follow-
up emails. The first w sent two days after sign-up 
with a welcome message from Dorset Wildlife Trust’s 
President, the second w sent three days after sign-up 
with a link to join the exclusive ‘Get Dorset Buzzing’ 
Facebook group and the 
third was sent six days after sign-up and included a 
range of Get Dorset Buzzing events across the count 
The message, content and tone of the email adap 
and sent automatically based on the recipient’s data.

Throughout the sign-up process, 
participants were asked to refer 
a friend to the campaign. This 
triggered an email to the friend 
as well as an email to the referrer 
asking them to join if they were not 
yet a member. This gave Dorset 
Wildlife Trust an opportunity to 
convert new members when they 
were most active and engaged.

Building an Audience

The results so far...

Sign Up

Over 4,000 people signed up to 
take action for pollinators in their 
gardens, providing far more nectar 
and pollen for insects across the 
county.

The campaign has achieved an 
incredible 2:1 return on 
investment and, 
with 5 times 
the industry 
average 
click rate 
and 2.5
times the 
industry 
average 
open rate, it by 
far exceeded its 
primary objective of engagement.
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