Tuesday 30 January 2024
@DMA UK #dmaevents

/Webinar: Charity Marketing
Effectiveness 2023 — Insights for
Marketers

Sponsored by D h/‘
| Sagacity Data &
Marketing
Association



Tuesday 30 January 2024
@DMA UK #dmaevents

/ Welcome

Scott Logie, Chief Commercial Officer, Sagacity

Sponsored by D h /‘
| Sagadty Data &
Marketing A
Association



Tuesday 30 January 2024
@DMA UK #dmaevents

/ Charity Marketing Effectiveness 2023

lan Gibbs, Director of Planning and Insight, DMA

Sponsored by D h /‘
| Sagadty Data &
Marketing A
Association



/ Charity Marketing
Effectiveness 2023

Insights for Marketers from the DMA Effectiveness
Databank

Sponsored by: Data 8‘ /
o Marketing
Sagacity Association \






The current marketing challenge
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/ The current consumer challenge

Impact of the current economic situation

21%

20%
14%
13%
0
7% 6% »
. - - =
| have made less | have had to borrow I have hadto work My mortgage payments | have had to take ona My loan repayments | have lost my job or | have had to sell my
money on savings and money longer hours at work have gone up second job have gone up been put at risk of car
investment redundancy

A6. How has the current economic situation affected you?
Base: 2,497 UK nationally representative adults 16+



, Consumers are pessimistic about the world
‘around them

Perceptions of what will happen in the next 12 months...

56%

think the UK

68%

think the prices of

economy will get
worse in the next
12 months

products and
services will get
worse in the next
12 months

61% among 45-64s 74% among 55-64s
71% among C2DEs |
71% among Low Income HHs |

A2. What do you think will happen to your financial situation and the economy in general in the next 12 months?
Base: 2,497 UK nationally representative adults 16+



/ Yet they are optimistic about their own future

% select
® Happy with life Optimistic about own future
N\
9%
VaN
68% i 0 69% : 69%68%
65%¢;30y, | 0 64% ! 64%  63% 66% 65%
I63 b | 63%62% I | 60% I 60%590 ©2%590, I61/’
Total : Male 16-24 25-34 35-44 45-54 55-64 ABC1

Female i

Al. On the scales below, please select which statements you more closely agree with?
Base: 2,497 UK nationally representative adults 16+
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/ Consumers are becoming more price savvy

Attitudes towards price and deals (% Agree NET)

When making an important
purchase decision | tend to
78% 81% spend time comparing prices

\ 67% 67%/

2018 2020 2022 2023

Source: DMA How to win Back Customers and (re)Build Loyalty 2023



/ Discounts and offers play a big part in this

Attitudes towards price and deals (% Agree NET)

When making an important
purchase decision | tend to
78% 81% spend time comparing prices

\ 67% 67%/

2018 2020 2022 2023

Source: DMA How to win Back Customers and (re)Build Loyalty 2023



, Charities are competing for share of wallet with
" deal driven advertising

Attitudes towards price and deals (% Agree NET)

When making an important
purchase decision | tend to

78% 81% spend time comparing prices
\ 67% 67%/
48%
40% ) 40% If a brand/shop/site | like
36% stopped offering deals |
would stop buying from them
2018 2020 2022 2023

Source: DMA How to win Back Customers and (re)Build Loyalty 2023



/ Overall brand loyalty is declining

% agree “l feel | am less loyal to brands and companies now than a year ago”

61%

39% 41%

34%

2018 2020 2022 2023

Source: DMA How to win Back Customers and (re)Build Loyalty 2023
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/

Four groups of effectiveness metrics

Business Effects

Profit
Sales
Market share
Penetration
Loyalty
Price Sensitivty

The language of
the boardroom

Direct Response
Effects

Conversions
Leads
Acquisitions
Bookings
Footfall

The language of the
marketing department

Campaign Effects

Reach
Frequency
Impressions
Clicks
Social Engagements

The language of
campaign planning



/ Focusing on the metrics that matter

= N\
8% 20% 31% 41%

Business Brand Response : Campaign




, Across all sectors marketing effectiveness
" is below pre-pandemic levels

Average Number of Effects Per Campaign
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. Charity marketing very much in line with this
" trend

Total Number of Effects per Charity Campaign 2017 to 2022

3.4

= Charity Campaigns
—All Campaigns

2017 2018 2019 2020 2021 2022



., Response effects make up a big part of the
" picture
The Anatomy of Charity Campaign Effectiveness 2022

0.1
0.7 ]

Response Effects Brand Effects Business Effects Total Effects



Brand effectiveness actually grew marginally

Average Number of Response, Brand and Business Effects per Charity Campaign 2017 to 2022

2017 2018 2019 2020 2021 2022
mResponse Effects mBrand Effects mBusiness Effects

n=158 charity campaigns



Performance in line with Telcos and Autos

Total Number of Effects by Sector 2017 to 2022

All Retail

Financial Services
Utilities

Telecoms

Charity

Automotive

FMCG

Health and Wellbeing
Travel and Leisure
Publishing and Media
Entertainment
Technology

Public Sector
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/A greater focus on brand building than ever

Charity Campaign Brand vs Direct Response Profile (% campaigns)
39%

19%
19%

17%
339% 42%

17 1%

2017 2018 2019 2020 2021 2022
mBrand & Response mBrand mResponse



., Brand campaigns have driven effectiveness
'in the late covid phase

Pure brand campaign effectiveness
0.2

0.7 0.7
—

Brand Effects per Campaign Business Effects per Campaign

m2017-2020 m=2021-2022

Source: DMA Intelligent Marketing Databank 2023



. ...while there is a crisis in performance
"'marketing effectiveness

Response (any) campaign effectiveness
0-5 0.4

2.5
l B e

Response Effects per Campaign Business Effects per Campaign

W 2017-2020 m2021-2022

Source: DMA Effectiveness Databank 2023



, Renewed efforts to focus on customer
retention

Charity Campaign Targeting Profile (% of campaigns)

2017 2018 2019 2020 2021 2022
m Acquisition  m Acquisition and Retention mRetention

n=138 charity campaigns



/ Getting the charity campaign
channel mix right




Charities employ a multi-channel strategy

Number of Channels Employed by Charity Campaigns

50%
40%
30%
—Average
Campaign
20%
—Charity
Campaigns
10%

0%
1 2 3 4 5+
Number of channels



/ 3+ channels key to effectiveness

Charity Campaign Effectiveness by Number of Channels (Average number of effects)
m1to 2 channels m3+ channels

4

2.3
2.0
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M‘ g
5 .

No. of Response Effects No. of Brand Effects No. of Business Effects Total Breadth of Effects
w/o Campaign Effects

—




/ Ad mail, Display and TV generate response

Average Number of Response Effects Generated by Charity Campaigns
Including the Following Media

Ad Mail |, 2.9
Display [ 2.5
TV e 2.4
Email | 22
Radio |, 2.1
Press and Mags | 2.
Search |, 2.1
Social |G 2
Out of home |, 1.7
Experiential [ NG 1 4

n=158 charity campaigns



, TV, Press and Mags and Social are key
channels for charity brand building

Average Number of Brand Effects Generated by Charity Campaigns
Including the Following Media

n=158 charity campaigns

TV e o7
Press and Mags [N 0.5
Social | 05
Radio [N 0.4
Display N 0.4
Out of home N 0.3
Ad Mail N 02
Email [ 0.2
Experiential [N 0.2
Search N 0.2



/ TV and digital display offer the best of both
worlds

Charity Response Effects vs Brand Effects by Media Channel
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/ 5 Things You Should Know

1. Itis challenging time for charity marketers: a -9% year-on-year decline in
effectiveness seen in 2022

2. Despite declining performance, it is clear that charity marketing still generated
positive outcomes

3. With response effectiveness declining, there has been a notable shift towards
brand building in the charity space

4. An increase in brand building and retention activity both go hand in hand, with
pure retention campaigns increasing to 20% in 2022 from 5% a year prior ‘
5. Three or more channels are optimum for delivering higher numbers of /

response, brand and business effects Data &
Marketing

Association
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women’s aid

until women & children are safe
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oes your husband

Yawn at the table?

The things women have to put up with. Most husbands,
nowadays, have stopped beating their wives, but what can

be more agonizing to a sensitive soul than a man's

boredom at meals. Yet, lady, there must be a reason.

If your cooking and not your conversation is monotonous,
that’s easily fixed. Start using soups more often, with lighter,
mc:- > varied dishes to follow. Heinz makes 18 varieties.

You can serve a different one every day for three weeks.

Use them in your cooking too, and strike some new flavours
that will lift ordinary dishes out of the commonplace.

The Heinz booklet “'S7 Ways to Use Heinz Soups’ gives you

smart new recipes. Write for your free copy to H. J. Heinz
Company of Canada Ltd., Dept. S.P., 420 Dupont Street, Toronto.

49 OUT OF 64 -That was the verdict in favour of Heinz in a recent
taste test dietiti who compared 2 lead brands. Once
tasted —once compared—Heinz Scups become top favourites.

Look for
the happy
Heine Chat

when you
shop for

If your husbhand ever finds out

you’re not “store-testing” for fresher coffee. ..
, .

-

Here’s how easy it is to be sure of fresher coffee

Look for the “Dome
Top™ Can of Chase
& Sanborn. That firm,
rounded 1op shows it's

\ - packed wmder pressure,
fresh from the oven,
Just do this:

Press your thumbs against the dome 10p Aefore you
buy. Ifit's fiem, it's fresh. 1€ the top clicks, peessure’s
gooc—take another. It's the one way 10 get the
freshest coffee over packed.

No other can lets you test!
You can't test an ordinary flat top can. Some are
“jeakers™ that have let air in to steal freshness. But
all flat top cans look alike. You can't tell which are
good and which are stale.

Here's the payoff!
Sure as you pour a cup, they'll wast more! For
Chase & Sanbom is a glorious blend of more ex-
pensive coffecs . . . brought 10 you fresher. No
wonder Chase & Sanborn pays a flavoe dividend
you won't find in any other colfee!

<. if he discovers you're

still taking chances

on getting flat, stale coffee

« .. woe be unto you!

For today
there’s a sure
and certain way
to test for freshness
before you buy

103

37
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=5 mumlifewitherin
m Paid partnership with nhs

What What
do they line Is it
look like? What happening

?
time is it? on¢ Getty Images

UK 5 minread

Why do rape and
sexual assault victims

find it hard to go
Always report by texting British Transport Police ‘ Straight to pOIiCE?

on 61016, or by using the Railway Guardian app.
Call 999 in an emergency. Learn more

Want to remain anonymous? O O N Updated 3 hours ago
Call Crimestoppers on 0800 783 0137.

mumlifewitherin Sometimes just stopping, taking a
Together, we can stop sexual harassment moment and taking a breath is so helpful to help calm us in By Jemma Crew & Sam Hancock
on public transport. moments and periods of stress or when we're feeling
anxious. | love taking a moment. Just taking a breath BBC News




women’s aid

until women & children are safe

')OMESTIC VIOLENC

GET HELP

CALLORTEXT 24/7

305-285-5900
COERCIVE CONTROL IS A FORM OF ABUSE. oy mmswomsuswm @®itrus

DOWNLOAD BRIGHT SKY FOR SUPPORT. O -uem SR

Like COVID-19. you can't atways see the signs of dcmeslxc abuse. L AN e
If you hear violence next door, get help. #listeningfromho N© MORE v

Moda possible with the suppent of The Judge Amy Karan Legacy Fund
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. He's Coming Home: Women's Aid campaign L s e oagwar g a2
A C O I ' I b I n e d highlights the rise in domestic abuse during E;l::l;:;lEp;aﬁ:;hﬂ:::;:lf::i;;-‘;;: s Aid
major sporting events - = =

222 million

4
4

STYLIST S

The's coming boome= Women's AUd campaln warss of traglc stams E
Huund Warld Cup {q
yohoo!life g
B

‘Chills looking at this’: Women's Aid praised for ‘He's coming home’ |}
campaign 3

Creativity Creative Warks Fifa Waeld Cup l,()m(!ﬁlic abusc could risc by
as much as 38% during the
Women’s Aid subverts England’s ‘It's Coming Home' with domestic World Cup, according to
Women's Aid

violence message




. Maddy Mussen @ Q Alex Hesz
@ lacay_mussel \ valexhesz

ooooof this campaign from Women's Aid though

This campaign from

women’s aid

until women & children are safe

Q sassy [ Follow ]

iid is utterly,

like that "He's coming home" campaign from o stop-you-in-your-tracks brilliant. that women’s aid ‘he’s coming home’

Women's Aid really got me in the feels bc
that's what it feels like. | love watching football . |

but | wish people (men) not knowing how to A o
b=y
1

manage their anger/disappointment didn't
always threaten to ruin it.

> DB RAEIE

EEETTE:

6.6K Reposts 269 Quotes

50K Likes 734 Bookmarks

W\ coco
[ 'v be it really isn't the football. he is the same

when he gets a bad grade or his cooking Maddy Mussen 26/11/2022

doesn't go according to plan. (I wish | was g Ok this went kinda big so: giving £25 to Refuge

joking) right now is enough to provide a mum and her

- kids who've fled domestic abuse with a

Christmas dinner - if this tweet affected you,
this is how you can help

23 million views on TikTok | 560,000 impressions on Instagram

campaign is so powerful but has honestly
triggered me so much just now ... however i
just think that highlights the importance &
wish i’d seen it at the right time

sassy ¥y, cers - 09/12/202:
i had a little cry but being in touch w my

emotions & recognising that i've been thru
abuse has been super super hard soi'm
kinda glad every time i get a little more
aware even tho it's very very very painful

| 1.1 million impressions on Twitter (X)

42



11n 8 views about the England World
Cup on TikTok was our campaign, not
football at all!

womens aid
until women & children are safe



/8% Increase In direct traffic from organic social to
the Women's Aid website

+44% to the donate page.

Those donations are vital for helping women and children escape domestic abuse.

womens aid
until women & children are safe



We reached those who might need our help:

+17% to Women'’s Aid info page.
+26% of the Women'’s aid support page

+11.7% Survivors’ Forum usage on matchdays

(continued rising into the day after match days to 13.9% above average)

lllllllllllllllllllllllll
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