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How to get what you want from charity-linked promotions
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Rafal Gajdamowicz (pictured) examines research results. 
More than one in five people purchase products they were not planning to buy because they are tempted by a charity-linked promotion, according to new research.  

And it’s mainly younger, wealthier people who do so, not the older, middle-class females who have traditionally been the fundraisers’ main target group.

In fact, the two-thirds of consumers who have never responded to a charity-linked promotion are very likely to have a household income of less then £5,000 and be aged over 55.

The study, conducted by fast.MAP www.fast.MAP.co.uk in the fourth quarter of 2010, among a panel of 1,033 consumers whose demographic mirrors that of the UK, clearly indicates charity-linked promotions are meeting with most success among those aged 44 and under and in the £70k+ household income bracket.

But such incentives also have the power to attract support from people across many demographic groups – though different groups respond in different ways.

For example, although just over one in 20 shoppers (six per cent) is likely to make a trip to a different supermarket to participate in a charity promotion, those who do so are most likely to be aged between 18 and 24, with a household income of £5,000 to £9,999.

And the one in ten who would buy a rival brand because of a charity promotion is very likely to be aged between 25 and 35 and have a household income of more than £70,000. While the one in ten who would buy more of a product because of such a promotion is very likely to be aged under 34 and exceedingly likely to have a household income of more than £70,000.

And the aforementioned 22 per cent who would splurge out on a product they weren’t intending to buy because of a charity promotion are most likely to be aged under 44 and be in one of the following income brackets: £10,000 to £14,999 and £30,000 to £39,999.

So, if fundraisers and their commercial partners are clear about either what they want a campaign to achieve, or the target group they are intent on reaching, it is possible to use research insights to deliver the desired result.
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