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Who was the advertiser?

The Salvation Army was the 7" largest charity in the UK in 2011 when ranked by fund-raising
income. In 2009, the charity spent £207million in the UK territories, most of which went towards
social support that is at the centre of its mission statement. The Salvation Army has a wide
range of activities that it is committed to year after year; providing homeless people with food
and shelter, supporting families and children in need with food, emotional support for those who
ask for help and providing Salvation Army drop-in centres.

What was the challenge?

The challenge was to recruit significantly more new donors while maintaining an ROl of more
than 1.0 at recruitment. The charity also wanted the new donors to have a similar profile to
those already recruited and that the donor development programme would continue to achieve
returns of more than 14.0.

What were the objectives of the campaign?

The aim was to reach more people through a diversified campaign and build on past results to
get even higher donations, using research and campaign results to work out which media
worked most effectively.
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Who was the target group?

The target group was that which was identified as the archetypal Salvation Army donor; female,
retired, aged around 68, not affluent but someone who gave to a number of causes, often with
strong religious affiliations. The profile of the donors was also detailed in a number of other
aspects; that the donors were well-read and though they did not habitually spend time online,
they were happy to donate on-line.

The campaign in detail:
Which media were used?

This was an integrated campaign using a number of different media channels to increase the
visibility. These included direct mail, radio, TV advertising and online banners.

With the print media, this was delivered through a combination of warm mail, cold mail, door
drops, inserts and press), and volume was restricted by budget and ROI estimates.

The online message was restricted to investment in paid search due to the failure of it in the first
year despite the significant spend in this area.

What was the mailing approach?

The campaigns were concentrated in the 6 week run-up to Christmas which was the traditional
time for donations as the religious beliefs of the donors made the idea of giving stronger than at
other times of the year. All fund-raising asks were for one-off cash gifts, which brought the trend
of charities looking to recruit regular givers paying by direct debits. The control ask was £19,
with larger bequests detailed so people could decide how generous they wished to be and how
the money would be used.

What was the creative concept?

The bulk of the campaign was focussed on the direct mail, as most donors sent their donations
in the post, but the other media channels raised awareness and the potential donor audience up
to 90%. In the second year the TV spend was increased and it was found that this and the direct
mail drove online response. At the same time, TV drove a response to all other media channels
but direct mail advertising drove a response to TV commercials. This interconnectivity became
more pronounced over the three years.
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In the first year:

16,000 new donors, which was a 16% increase year on year.
The recruitment of these donors was achieved at >1.0 of ROI.
Income from these additional donors was £500,000; 20% growth on the previous year.
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The profile of the new donors who responded to the TV and digital activity were the
same as those of previous years.

By year 3 the result of the campaigns was that The Salvation Army was more than £2m ahead
of budget with excellent results and research that would enable them to continue being effective
and raising money in future years.
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