MARKETING FOCUS

SIMON BOWKER, UK managing director of eCircle, suggests how charities can
ensure they are conducting their email activities as effectively as possible.

ACHIEVING CHARITY
EMAIL MARKETING

SUCCESS

Those working in the not for profit
sector have different constraints on
their marketing budget in comparison
to big consumer brands and as such
every penny has to be justified through
results that deliver on the
organisation’s objectives. In the past
this has meant that some not for profit
campaigns have lacked the
sophistication and scale of their
business counterparts.

However, charities are not totally
different to profit making companies.
Just like the Tesco's and Topshop's out
there, a charity owns a brand identity
and reputation that they must sustain
and protect as much as any other
commercial organisation.

I'm happy to say that the days of charities
struggling to create meaningful digital
content really do seem to be limited.

Every day I'm seeing new ways in which
charities are embracing digital and finding
exciting ways to engage their stakeholders.
Just look at the way sponsored events are
run.

Traditionally sponsorship forms have been
all but eclipsed by sites like justgiving.com,
custom charity sites like the race for life
online and bemycharity.co.uk.

But this is not the only way charities can
use online marketing and, while many are
starting to make great progress, there is still
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a way to go before the charity sector can be
said to have fully embraced the opportunities
the online world has to offer them.

Charities often have to appeal to a wide
range of people - from volunteers and
fundraisers, to potential staff, policy makers
and sometimes on an educational basis any
number of other demographic combinations.

“...smarter charities
are starting to wake
up to the fact that
they will achieve
better results by
targeting specific
segments of their
audience with
personalised
communication.”

So the temptation is there to go for a
mass appeal approach and treat everyone in
the same way.

However, smarter charities are starting to
wake up to the fact that they will achieve
better results by targeting specific segments
of their audience with personalised
communication.

eCirele’s Simon Bowker — the sign up is
the best time at which to capture any
information which will be relevant to
the charity at a later stage.

Direct mail has long been one of the main
marketing channels from charities. After all,
who hasn't received appeals through the
post with an accompanying charity branded
pen?

There is no doubt that these campaigns
generate income for charities but they can
also be expensive and increasingly
controversial, as consumers become more and
more sensitive about the environmental
impact.

Taking into consideration environmental
concerns, avoiding mailing fatigue and data
protection scandals, in conjunction with the
online revolution, it's not surprising that
charities are starting to look at email as a
safer, more effective alternative.

But despite these developments, there is
still much more that can be done, and I'm
not just talking about the big players such as
NSPCC, Barnardo’s or Cancer Research UK.

Charities large and small should be taking
advantage of the measurability of online
marketing channels and looking for ways to












