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Individual giving | Why people give?

Hierarchy of needs

Self Actualization

Seeks fulfillment of person potential, empathy
to help causes beyond one personal need

Esteem

Seeks esteem through self-confidence,
recognition, and achievement

Love & Belonging
Seeks sense of connection and belonging,
friendships, family, and intimacy

Safety Needs
Seeks security in finances, property,
employment, resources, and health

Physiological Needs

Seeks food, water, shelter,
repraduction and sleep

Motivator in giving decisions

Empathy Social Cause Reciprocity I
Storytelling Self-concept Altruistic Behavior |
alignment J

Factors affecting individual giving

Donor Factors Charity Factors
Macroeconomics, cost of living & > Transparency and
household finances and financial accountability
securi
ty __, Storytelling and emotional
s Age and education appeal
—» Emotional connection to the cause —»  Ease of donation process
— Awareness and trust in chari Aggressive communication
L = and updates
> Cultural and social norms =
- Outdated approaching
Digital access (ease of online methods
— donations)



Charities | Who are people giving too? o

Donation trends

O 1 Key Findings

Fewler pecpl'e than

SVerare giving ¢,
Charity

reprion o poge s oo ndsmmsred s 8 e Only half of people gave to

charity in the last 12 months.

55% B4% 53%

2016 2017 2014 2019 2020 2021 2022 2023 2024

Key Statistics (CAF 2024)
* Average donation: £50/month.
* Top causes: medical research, animal welfare, environment, children’s welfare.

= e Top giving months: December, April, and during crisis appeals.
Donor Profile « Tl S
ain deterrents: financial strain (43%), lack of trust (31%), too many asks (22%,).

= Dofdled o charity — Sponioned somecne Tor chaity

YOUNGER DONORS OLDER DONORS

AGED 16-24 AGED 65+

Only a third of young

Most likely to donate through direct debit / standing order (56% of older
danaors), a charity lottery (29%) and buying goods (29%). | N t h t
eople give to charity-

Mast likely to donate hey care about the cause (62% of older p p g v
danars) and trust the org ions they donate to (46%). h .
the lowest proportion
Maost recent donation was maost likely to be automated (eg direct debit)
(229 of older danors).

of any age group
More than twice as likely to sponsor someone for charity than young
people (22% of older people vs. 10%).

Donated an estimated Donated an estimated

£1.9BN £4.5BN

to charity in 2024 to charity in 2024




Research Methodology | What did we discover?

3 0 questionnaires were collected. We interviewed 1 0 people.

Mapping Individual Giving: Share Your

Thoughts! Interviewee 1
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s

I think a small grassroots effort, if it's like a small
grassroots charity. If they haven't expanded with 10
shops and you know, the CEO earning like half a
million then you know, I'm not donating to that.
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charitable choice?
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Target Audience | Who are we focusing on?

Focus Group :- Gen Z & Young Millennials
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They are transitioning towards financial stability and gaining the ability to donate in terms of causes and
charities need to find a new way to engage with them.

01

A more fun and playful tone

Charity and marketing guidance for Gen Z emphasises
authenticity, storytelling and interactivity, but also
recommends lighter, creative formats.

Avoid overwhelming, relentless seriousness

Gen Z is less drawn to traditional, institutional routes and
often bypasses them in favor of peer to peer platforms,
creators and “movements”, which signals that
organizations must rethink how they build relationships
with younger supporters.

WHAT ARE THEY THINKING, DOING AND LOOKING FOR?

02

Coming back without hesitation

Gen Z has come of age with brands that offer highly
personalized, always on loyalty ecosystems.

Highly supportive of causes

They are deeply exposed to heavy global issues like
climate crisis, conflict, inequality and also faces high levels
of stress, anxiety or fatigue.

03

Motivated by interactive, gamified experiences

Nonprofit and gamification studies report that adding
playful, challenge based elements significantly boosts
participation and repeat engagement among younger
audiences.

Less drawn to traditional

Studies in the UK show Gen Z are already highly

supportive of causes, often donating more than other age
groups and being very willing to volunteer, but they prefer
digital, app based and social media driven ways to engage.



Insights | What did we see, beyond what was shown to us!

Young supporters seek quick ways to engage 0 1

Young supporters value a personal connection 0 2

Young people sign up full of good intentions
for things like newsletters, monthly gifts, or
volunteering, but then fade away when
work, study, and family take over, which
means they need ultra low effort ways to stay
involved that slot naturally into daily habits,
like quick actions they can complete on their
phone in under a minute.

Design Direction >>>> Quick Engagement

Young supporters feel genuinely proud and

emotionally connected when a charity
remembers their name, past donation, or
specific help at an event, because it shows
they matter as individuals rather than as a
generic donor, which means they want to be
treated like long term partners whose unique
contributions are noticed and valued.

Design Direction >>>> Personal Connection

Young supporters describe doing quick, low
effort acts like tapping round up at checkout,
signing online petitions, and resharing
charity posts, but these feel invisible when
they don’t see specific outcomes, personal
acknowledgment, or a sense of community,
so their motivation fades after the first few
interactions.

Design Direction >>>> Visibility & Impact



Connecting Insights | Building the Case for Engagement

Quick Engagement

While quick actions are appealing, their .
impact must be clear and significant.

Combining low-effort participation with
tangible results can sustain engagement
over time.

These rationales reveal the need for a solution focused on enhancing
engagement by rewarding participation, emphasizing personal

recognition, and ensuring tangible impact. This approach will foster
lasting connections between young supporters and charitable
organizations.

Visibility & Impact

+ Need for low-effort engagement aligns with

~ Personal connection

+ young supporters' desires for recognition. If
: engagement feels manageable, they are
. more likely to maintain a connection with
. the charity.

]

____________________________________

Personal acknowledgment fosters a sense of
belonging,but without visible outcomes, that
connection can wane. Young supporters need
to see the impact of their actions to maintain
their emotional investment.



Problem Statement | What challenges hinder effective giving?

“How might we engage young people to provide an evolving picture of
repeated impact, imbed quick, rewarding acts of support to feel like
valued partners overtime”



| Meet the star of our story
= Motivations

[ . « Astrong desire to help people directly and see the results of her contributions

- in her community.

o Design Working professional

! et + The influence of personal experiences that drive her to support causes she feels
BAEnEiorsnegrer connected to.

Q. Lond
< -ondon + A sense of fulfillment from knowing her donations make a tangible difference in
the lives of those she supports.

FionCl = Goals

« Continue paying off her remaining education loan
“ I would rather take out 500 pounds and give it to + Make mean_lngful_ & conscious Contrlbu1.:|0n.s _
- Foster relationships with smaller organizations where she can see the impact of her

someone on the street” :
donations firsthand.

Professional Designer

£ Introduction

Fiona is a working professional and has paid off half of her education loan. She
prefers donating directly to individuals rather than large charities to ensure her

contributions are used effectively. Skeptical about big organizations, she fears her — Concerns
donations might be misallocated. Fiona focuses on causes she can relate to,

sFin . ar rhRarkE Ther 5 icihle imnac . . ays = s
favoring smaller charities where she can see a visible impact. - Anxiety that donations to larger charities may not be used as intended, leading

her to question their transparency.
« Frustration with the perceived disconnect between high salaries of charity

executives and the actual impact of the organization.
Empathetic CEEEE—— ) « Worries about the effectiveness of her contributions if they are not directed

toward relatable causes.
Cautious —:)
Analytical —)

W Personality

Social G




Journey Map | Fiona tries to donate

Actions

Goals

Touch Points

Emotions

Pain Points

Sees a story or crisis
that resonates

Engages with family/
friends about causes

Decide to support

the cause

« Social media posts
+ People

AWARENESS

Search

Searches for various
ways to contribute

Reads reviews and
testimonials

Identify the best way
for her to support
the cause.

« Social media
+ Charity websites
+ People

Overwhelmed by
numerous options &
difficulty comparing

legitimacy

Evaluation

Compares different
charities

Evaluates transparency
of organizations

Find trustworthy
organizations that
connect with her cause

» Social media
+ Review sites
+ People

Frustration over
unclear information

Decision

Makes the decision
and chooses to
donate a small

amount

Confirms donation

details

Make a meaningful
contribution

« Donation platforms

Lack of confidence in
the charity's integrity

AFTERMATH

Follow-up

Receives a thank-
you email

Looks for updates on
impact

Decides to drop off
after failing to
recognize her impact

Assess the impact of her
donation

« Thank-you emails
+ Charity newsletters

Minimal follow-up
communication



Empathy Map | Inside Fiona’s head

Think & Feel Gains
- Wants to help those in need - Feeling of fulfillment from helping others
- Concerned about where her money goes - Building connections with meaningful
- Frustrated by lack of transparency causes
- Hopeful that her donation makes a difference - Satisfaction in making a difference in

people's lives

Hears See

e e e e e - Social media posts about crises and

family = charitable efforts
‘ = - . - -
- Success stories about donations )} m?gf;g.gquﬂ:;:yw'th Yarying
making a difference - :
9 - - Ads for well-known charities Pains

- Doubts about certain charities from

news reports or online comments - Mixed reviews on donation platforms

- Lack of transparency about fund usage

- Overwhelmed by options and
information

Say & Do - Fear of giving to a scam or ineffective

organization

- No ongoing relationship with the

- Expresses desire to support specific causes charity
- Shares stories on social media

- Compares different charities before
deciding

- Questions the legitimacy of organizations
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Stakeholder Map | Where does our star sits in the system? v
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Project Proposal | How we will bring in the shift towards a major change !!

“Care Circle” : A Loyalty-Led Charity Experience for Donors And Young
Supporters

A charity loyalty solution that makes giving feel rewarding, transparent, and socially engaging for GenZ and Young Millennials, increasing both
repeat donations and emotional connection to causes.

see how it unfolds =



Value Propositions | What is “Care Circle” changing?

Our “Care Circle” helps young supporters (Gen Z and young Millennials) to
donate more consistently by making impact transparent, soft-rewarding,
and socially engaging.
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Earn points

Donors can earn points through everyday acts of kindness:
¢ Donation based action

Workshops & activities

Volunteer based actions

¢ Online engagement

Points become the starting point of the experience.

= =
#’

Redeem post card with

the “TAG”

¢ The TAG includes a unique QR code.

* The points be exchanged by charity shop
discounts or a character to add it to
“Kindness shelf” or to donate it back..

Donors redeem their points for a discount and a special

character or donate back from the “Care circle”
program.

Create the profile

"

Scanning the tag opens a digital portal to the “Care Circle

* Donors sees a login page to enter details in
order to register to the loyalty program.

e Donors can see their dashboard with
Streak calendar and “Kindness Shelf”.

The tangibility of the daily acts of kindness is much more
visible to the user in order to provide confidence.

- -

&=

Build Your “Kindness Shelf”

Each scanned QR unlocks one virtual character.

* Points can be redeemed for coupons
¢ Characters are displayed on a collectible

shelf.

* Donors are encouraged to complete sets

(themes/series).
Collecting drives long term engagement and continuous
giving.



How to earn Empathy Points | Different ways of earning credits @

A. Donation-based Action C. Volunteer-based Actions
Donate clothing Volunteer at a Red Cross store (1 Hours)
->2-5 points —10 points

Purchase secondhand items at the Charity Shop, each £5 spent Emergency Kit Preparation

-3 points -8 points

Join the Red Cross Monthly Giving, £2—£5

-2 points

B. Workshops & Activities D. Online Engagement

Read a true story of a rescuer (Story Capsule)->1 point

Attend a Red Cross First Aid Workshop (Learn first aid skills...)
-8 points

Join Community Fundraising Events(Red Cross Charity Run...)

Take a Humanitarian Quiz—=>2points
Write a digital kindness card and send it to a disaster victim
-1 point

—5-10 points (Depending on event size)
Complete a Red Cross education piece—>2 points

o

1 Postcard with
the “TAG”




Story Board | How does the journey unfold? @

Join our
Care Circle

Fiona enters the Charity Shop Fiona learns about the “CareCircle” after dropping off donations After being explained about the it, she decides
and is given a welcome postcard! to join the "CareCircle”

;— + as
o T
=}
500 2 =
s Fiona discovers her first ever
character through CareCircle.
12
o
She opened her dashboard, wanting to She proudly views her ever-growing collection Fiona starts engaging more through various ways Fiona learns about various ways to earn points &
continue accumulating points to redeem the of virtual characters each representing a real and feel happy looking at her charity calendar decides to try volunteering

HopeBuds series. act of kindness she has done.



Systems Map | How do all the elements connect and support each other?

e \/3|ue Flow
User journey & value transitions.

Information Flow

Scan QR Code
Backend processes & data exchange. TAG and QR code Scan Connect to App
Open Log In portal
....... Ernotional F|OW Daily streak in calendar = Sees
consistency motivates action.
Emotional responses & motivational influence.
f\ Receives “Heart 5
2110 Link” \
e ,.5-"55?;' User Actions
5 o Donation
Volunteering ‘ ;
Training -¥ Heart Link Combine Tags and
Participation in workshops or activities i T4 - Daily streak Calendar Postcards/items
% % Digital Log In Portal y
“. . sense of gratitude A
5 ] Ya

-
use encouragement, “
gratitude, and

Background records

Charity shop
Provide "Heart Link”
Redeem the points with
discounts

Supporting Actors

*"_——\\\ choice
Red Cross/ Stafff Volunteers
Register for events

u Earning pont\
Recording hours .‘____.-/ a

Distributing tags “Kindness shelf” P wlrtual Character unlock
Assisting users with the redemption or process " _—
Clothes collection, editing, "

Stock for exclusive

discount clothes

Virtual Character
Series Design

. Digital character P

storage, and binding b,-‘

Collect all series
Completion feels meaningful



Ul/UX Design Overview | Shaping the Care Circle x British red Cross User Interface

M-~ (£ e miriam0528 github jo Fp ® 0 + O
+Rawards Home About Donate Shop Services W 125 @Fiunav

@ Welcome to Care Circle!

Welcome to the Care Circle community! Wa're thrilled to have you with us. Track your impact, aam
rewards, and unlock exclusive digital collectibles.

Thank you for your support!

o SO

> My Profile Dashboard
Provides a comprehensive overview
My Profile My Paints My Collectibles Donation Calondar How to Eam Points Redeem my Empathy Points - .
- of your account which includes

monthly donation, redeemed
Recent Activity discounts, and other attended
activities with the charity.

Monthly Donations

+5 Points
December 10, 2025
Fiona ° Redeemed Discounts 15 Points
November 28, 2025
Member since 2020
# 125 Points o Attended Activities +8 Points
Movember 15, 2025

Your Impact Tap to activate

Here's a summary of your incredible contributions to our cause.

(@] o O



Ul/UX Design Overview | Shaping the Care Circle x British red Cross User Interface @

e - i - L} v =

+Rewards Home About Donate Shop Services # 125 @Finnav

@ Welcome to Care Circle!

Welcome to the Cara Circla communityl We're thrilled to have you with us. Track your impact, eam
rewards, and unlock exclusive digital collectibles.

Thank you for your support!

- > My Points
My Profile My Kindness Shelf My Charity Calendar  How to Eam Empathy Poinis  Redeer my Empathy Points * The dashboard shows a Current Balance of
empathy points, which is the total available
to redeem discounts or unlock digital
My Points characters right now.
Current Balance = The point History logs each action with four
125 roints columns: Date, Activity, Points, and Balance
so the user can understand cause and effect
Points History between behavior and point total.
Do Activity — il * Allows the donors to see a breakup of
earned empathy points.
Dec 10, 2025 Monthly Donation +10 125
MNov 28, 2025 Redeemed First Aid Kit Mascot -30 1ns
Nov 15, 2025 Clothing Donation +25 145
Oct 10, 2025 Monthly Donation +10 120

Sep 25, 2025 Redeemed Rescuer Mascot -30 110



Ul/UX Design Overview | Shaping the Care Circle x British red Cross User Interface

My Charity Calendar  How to Earn Empathy Points Redeem my Empathy Points

My Profile My Paints

My Kindness Shelf

My Kindness Shelf

N

My exclusive Red Cross digital collectibles. Each one represents my contribution to the humanitarian work.

* " * -
..
33
Warden of Hope The Pilgrim Flamy
Series: 1 Serles: 1 Series: 1
Rarity: Common Rarity: Uncommaon Rarity: Rare

Unlocked: July 2025 Unlocked: November 2025 Unlocked: September 2025
Points: 15 Points: 15 Points: 15

This coliectible represents my
ey iEsponse

This cofectible represents my contribution to our first
il training progracs.

port for o

[ 4
Mecchan Sprouty Aqua
Series; 1 Series: 1 Series: 1
Rarity: Legendary Rarity: Mythic Rarity: Oceanic

Uniocked: December 2025 Uniocked: December 2025 Unlocked: December 2025

Points: 15 Points: 15 Points: 15
A special © to cehebrate my continued A rare collectible symbolizing new beginnings and A mysierious collectible from the desp, repreésenting
SUP] W yaar. hopa for the sture the flow of life and compassion,

D arD D aED oD aED

Sunny
Seres: 1
Rarity: Eple
Uniocked: October 2025
Points: 15

This coliectible represents my exceptional support for
e furmanitarian wotk.

My Kindness Shelf

* Earning more empathy points unlock
different digital characters, that are
displayed on a digital collectible shelf.

» Donors are encouraged to complete sets
(themes/series).



Ul/UX Design Overview | Shaping the Care Circle x British red Cross User Interface

Welcome to the Care Circle communityl We're thrilled to have you with us. Track your impact, eam
rewards, and unlock exclusive digital collectibles.

Thank you for your suppoert!

A

My Charity Calendar

MyProfie  MyPoints My Kindness Shelf How to Eam Empathy Points  Redeem my Empathy Points Hearts fill up on days donors donate,
volunteer, or join fundraisers, showing the
streak in a simple monthly grid.

My Charity Calendar

Track my charity journey. Each heart represents a day you made a contribution to our cause.

£ Previous December 2025 Mext »
Sun Mon Tue Wed Thu Fri Sat
: 2 3 a 5 6
v v
7 8 9 10 n 12 13
v
44 15 16 17 18 19 20
v v v v v
28 29 30 k1]
My Impact This Year
Total Donation Days: 47
Current Streak: 5 days

Longest Streak: 12 days



SO W Erett oTe

My Profile My Points My Colleclibles Donation Calendar

How to Earn Empathy Points

&

Donate Money

Earn 1 peint for every £1 donated to the British Red
Cross.

Detailed Points Breakdown
o Donation-based Actions

Donate clothing
Donate gently used clothing items

Purchase secondhand items at the Charity Shop
Each £5 spent

Join the Red Cross Monthly Giving
E2-£5 monthly donation

o Workshops & Activities

Attend a Red Cross First Aid Workshop
Participate in an official workshop

Join Community Fundraising Events
Participate in local events

How to Earn Points

Ul/UX Design Overview | Shaping the Care Circle x British red Cross User Interface

Donate ltems

Earn points for donating clothing, furniture, and other
items to our charity shops.

Volunteer

Earn points for my time volunteering with the British Red
Cross.

2 -5 points

3 points

2 points

B points

5 - 10 points

N

How To Earn Empathy
points

This information dashboard helps donor
understand how they can earn empathy
points through various charitable activities.



Ul/UX Design Overview | Shaping the Care Circle x British red Cross User Interface

My Profile My Points My Caollectibles Donation Calendar How to Earmn Poinis (Redc-em mry Empathy Points

Redeem my Empathy Points
e @ Tap to Use @ Tap to Use
Coupons Charity Shop Re-donate
Use empathy points to redeem various coupons at the Redeem empathy points at a charity shops and get Re donate your empathy points.
British Red Cross website, discount on your purchase,

e Available Coupons

wav bl * DRET A MANGER »

10% off on 6" Sub at Subway 10% off on coffee at Blank Street 10% off on coffee at Pret

Activated Tap to activate Tap to activate Tap to activate

‘3&3_ 9 Sup EMCWM.@.ﬁ

10% off on shopping at Boots 0% ] g at Lid 10% off on shopping at Superdrug 10% off on Shopping at ASDA

Tap to activate Tap to activate Tap to activate Tap to activate

L4

Redeem My Empathy Points

This dashboard educates the donors about
the various ways through which they can
redeem their empathy points.



Shaping the Design | The Impact of Testing and Feedback

]
Participants responded positively to the idea of '
collecting and retaining characters, :
but showed low interest in complex rules or point :
systems. '

|

Several participants noted that .
“If the reward is just a one-off discount, | would quickly
forget about it.”

N

AR WP N__FN_WE_F__FE_FR__SN_ PN _FN_PR_E_FR_NN_N_F_FR_F__.__m._ "

'//‘

The physical character was perceived as
“making acts of kindness feel real and tangible,
rather than abstract.”

A B B B B B B B B B . W W W m B m O W W m W N W . W m_ .

These iterative decisions demonstrate how user feedback directly shaped the
service from an initial concept into a more emotionally grounded and sustainable
design direction.

.

Final Design Direction
* Loyalty is designed as the continuation of a relationship, not a transaction
e Rewards function as emotional recognition, rather than financial optimisation

4 N\
How This Feedback Informed Design Iterations
(From feedback to concrete design decisions)
1 Simplifying the loyalty mechanism
= From complex point accumulation to lightweight, symbolic rewards
2 Shifting focus from economic incentives to emotional feedback
-» Strengthening characters, gratitude messages, and impact
acknowledgements
3 Maintaining a hybrid physical-digital experience
-» Confirming Hope Sprout as an emotional anchor within the service
system
. J
4 .

¢ The service aims to reduce disengagement, rather than pressure users to donate more

J/




Theory of change | What Will 'Care Circle' Change?

ASSUMPTIONS

Do no harm and safeguarding

e QOrganizational capacity and continuity
Supporter engagement

Inclusive, low friction design

SHORT/MEDIUM TERM OUTCOMES

* Young supporters feel seen, thanked and emotionally connected because
every small act visibly “counts” and is reflected back as characters and
streaks.

* Increase in repeat low value gifts, repeat shop visits and micro donations,
because “Care Circle” turns one off help into a growing personal narrative
and habit.

* Higher trust and transparency as people see where “their help went”
through simple impact notes attached to characters and streak milestones
shown in calendar.

Output

Digital character  Streak

“ Heart Link” QR Code Shop
Postcards posters assets and Calendar
“Kindness Shelf”

CARE CIRCLE

®®e “Care Circle welcome: a warm thank you
that turns each small act of help into the

/\start of an ongoing care journey.”

Activities

&) Ny %

Monitoring

v H

Community
engagement

Contribution Logistics

Contribution to IMPACT LEVEL CHANGES

* Stronger base of cohort of young supporters who stay with
the charity over years, not just single campaigns.

Long-term

Outcome
* More predictable, diversified income (shop, micro gifts,

occasional larger gifts) and deeper volunteer pipeline,
anchored in a shared value system of everyday care rather
than sporadic emergencies.

» Cultural shift: donors and charity see themselves as partners
in a continuing care circle, where emotional recognition and
mutual accountability sit alongside financial impact.



Pilot Session | What and how will charities make it happen?

Ideal for charities appealing to digital natives with strong
stories, think humanitarian, environmental, or youth
organizations. Works well with retail/event tie-ins. Can be
customized: playful for Gen Z, family friendly for parents, and
impact-driven for major donors.

A simple mobile page showing characters and a dashboard, plus

physical postcards at key touchpoints, so charities can test
engagement without major risk or cost. The idea works best as a
bolt on to an existing journey.

Charities would mainly need to set up a simple app, QR links, data
capture, create a small set of postcards and impact messages, and give
frontline staff a short script so they can hand out and explain the
artefacts without adding complex tasks.

CHARITY

L L L L L .
Rl N I I

- mwwww oo,

Awareness, How
and Where

Those with physical charity stores seeking to increase repeat

participation and emotional connection. Organizations that can CATEGORY Charities select qualifying purchases, track using current digital tools, set up
clearly articulate their social impact. points and success measures (like repeat visits), collect staff/user feedback,
Ty compare to a baseline, and then decide to expand or discontinue.
HA |

-
R L L L L L L

o ww wmowowm

R

The core system can stay the same while the emotions, characters and E
touchpoints change by cause: humanitarian work might emphasize Comfortand
Safety, climate groups might use nature based guardians. Each organization can '
plug the mechanic into its own channels shops, events, online appeals and set -
rules that match its tone, capacity and data practices. |

L]




Pathway to Impact | The role of service design tools

> wBTT ! iz aeewa@ T : S
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@ Discover ® Define @ Develop ® Deliver
¢ User Research * Personas * System Mapping * Business Model Canvas
SD Tools Used ¢ Empathy Mapping * Mind Mapping * User Journey Mapping » Storyboarding
¢ Stakeholder Mapping * Value Proposition ¢ Brainstorming Sessions * Prototyping

! Enhanced Engagement: - ! Diverse Contribution Opportunities: : ! Data-Driven Insights : ! Improved User Experience:
How SD taols + The service design process helped us deliver + By applying service design principles, we ¢ i+ Utilizing service design tools provided us i The service design approach enabled us to

| 1 L 1 L] ] n

+  solutions that foster meaningful + were able to develop wvarious ways for +  with valuable insights into donor behaviors & i+ streamline user interactions and create a
helped us . connections between supporters and , , individuals to engage, accommodating , ., and preferences, allowing for tailored , | more intuitive experience, reducing friction

. charities, making contributions feel | ! different  financial  situations and | ! communication strategies that enhance | ! inthe donation process.

! personal and impactful. : ! encouraging broader participation. - ! donor retention. . i

[ ] 1 | ] ] | ] ] i

. Resource Limitations: : . Time Constraints: . ' Navigating Complexity: " ' Technological Constraints:

i\ We had constrained resources, making it ; . The project timeline was limited, which - ” Balancing service design principles with i ' Limited access/knowledge to advanced
Limitations i challenging to conduct extensive research : : affected our ability to iterate on our : : practical implementation created | : digital tools or software for prototyping

. and prototyping. ; . designs and gather sufficient user R challenges, particularly in aligning all | i and design affected the quality and

' ' Voo '

feedback.

project components cohesively.

functionality of our deliverables.
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Appendix 1

Each tag is made from sustainable materials — recycled fibers, reclaimed textiles, and hope. Scan the QR
code to meet your digital companion: Elemental Guardians, Hope Buds or The Guardians of hope.

“Small tag, big impact.”

Scan it to get your own charactor

BRITISH RED CROSS BRITISH RED CROSS

Per Humanitatem ad Pacem

This QR tag is not limited to postcards “Heart Link” — it can be attached to any item in
charity shop , transforming everyday objects into meaningful carriers of motivation.




Appendix 2
Collections | Medals of Acknowledgement

Flamy Stormy Rocko Aqua Mecchan

The flame, passionate and Stormy represents the Rocko is calm and composed, Aqua is gentle and has Mecchan is responsible for
courageous, is always the pressure and chaos that never falling even in the most healing abilities, symbolizing logistics, data, and post
first to illuminate the way appear in crises, yet stands dangerous situations. He medical assistance and disaster reconstruction,
forward at times of disaster, firm to shield others. It symbolizes reconstruction psychological care, always representing both efficiency
warming hearts. It represents symbolizes resilience turning and psychological support in bringing comfort. and rationality, symbolizing

the "first light" in emergency turbulence into quiet disaster stricken areas. the support of the Red
rescue. determination. Cross's technological
strength.

Elemental Guardians
They symbolize the power of the five elements of nature, and also the spirit of protecting life and hope in the face of disaster and hardship.



\ 7
HopeBuds Y

Each character is like a "new sprout," symbolizing hope,
healing, r"e{,)irw, and protection.

X —

®_o

Sprouty j New life
®_6

A leader who always smiles, the starting point
of all hope, symbolizing the Red Cross's

"accompanying growth". e {?’ Growth

\

) Appendix 3

Drﬂppy { tears
®_6

Possesses emotional sensitivity, responsible for
3
b
l" Nourishment

comforting the wounded. Symbolizes the gentle
power of psychological relief and humanitarian aid.
Emotional %1 L
support
__}
.H =] Strength

Sunny

He is the sun of the team, representing energy and
action, the most reliable warm light source in times of
emergency.

Optimism
Sunshine
Blossy
Gentleness
®_@®
Loves clapping and greeting, symbolizing comfort and
encouragement, always gently healing others. \-—— -
i Encouragement
Spring .
| W,
F
4
Fluffy | £
b Peace of mind
Always leaping onto the scene, bringing a sense of e - ® '
security to everyone. Symbolizes the stabilizing power F-
the Red Cross brings in times of crisis. -
Dreams r ;
& Protection



Appendix 4

Warden of Hope The Guardians of hope

Identity: Watcher

She sits on a cloud, illuminating the way ahead and guiding those
in darkness.Represents hope and guidance, forever illuminating
the places most in need.

These characters are guided by "hope" and symbolize
' light, protection, justice, and knowledge.

Warden of Hope

Bastion of Courage

Identity: Defender

Wielding a greatsword, silently protecting the safety of others,
symbolizing courage and justice.

The Pilgrim

Identity: Healer

LN

A messenger who travels far and wide, carrying faith and comfort.
Represents "mobile care," like Red Cross volunteers going to the front lines
of rescue efforts.

The Light of Wisdom

Identity: Transmitter of Knowledge
He holds a crystal of light, transmitting knowledge and judgment.

Young Sentinel

Identity: New generation hope

Symbolizing inheritance and hope for the future. Representing youth Bastion of G ks

volunteers, the future guardian force, full of hope and potential.




Service Blueprint | “Care Circle” the loyalty program
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posts]
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Encouragement to Customer service
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Gains and Pains | Understanding the Care Circle Impact

Service

Products & services

e An empathy points and character system
designed to work with small, frequent actions
like student level purchases, clothing donations,
volunteering hours, micro donations converting
these points to get charity discounts or character
unlocking.

* “Heart Link” postcards and QR codes that turn a
normal charity shop visit into a playful, sharable
digital moment on their phone.

* A mobile friendly kindness shelf with characters,
streak calendar, and discounts that can be felt
rewarded, could serve as live impact tracking.

-

Gain creators

Turn everyday low cost actions into visible progress
(points, characters, streaks), so young people feel their
small contributions add up.

Use aesthetics, language, and interaction patterns that
feel familiar to young people (collecting, levelling up,
soft notifications) rather than formal charity language.
Offer occasional clothing discounts and special
characters that directly support daily life while still
keeping the focus on empathy and impact.

Pain relievers

Clearly show how even tiny actions like a £5 shop visit,
one bag of clothes, one workshop, contribute to real
support outcomes.

Awvoid guilt heavy messaging and instead use
encouragement, gratitude, and choice, acknowledging
that money and time are limited.

Recognize non financial contributions like showing up,
learning, sharing, volunteering inside the same
system, so young people feel valued for more than
their wallets.

'ﬁ_

Appendix 6

+ A feeling of pride and self expression, being able to
say “this is who | am” through a visible kindness shelf
rather than just a one off receipt.

* Fun, bite sized emotional rewards (characters,
streaks, discounts) that fit into digital habits and feel
closer to games or collections than to formal
approach as before.

+ A sense of belonging to a community of young

supporters who are also trying to do small good

things alongside study, work, or tight budgets

% Pains

s Feeling that small donations or charity shop
purchases “don't really count” compared
with big donors or adults with more money.

* Fatigue and mistrust from constant, high
pressure fundraising asks that ignore
financial stress or mental load.

* Feeling unseen, no recognition of time,

attention, social sharing, or learning first

aid, or where only money seems to matter.

o

o—

0—

Jobs to be done

= Express personal values and
identity (“I care”, “I'm socially
conscious”) through everyday
actions that fit student or early
career budgets.

= Feel emotionally connected to

causes and people helped, instead

of charity feeling like a distant, adult

only space.

See and track the impact of small,

irregular acts over time, without

ressure to give large amounts.




