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Case Study #1

The Objectives

In preparation for a new marketing communications
campaign, a Connecticut-based non-profit wanted to
measure its name recognition, to better understand

T E L E P H O N E what motivates people to make charitable donations,

and to clarify how people prefer to be contacted
about making charitable donations.
survey answers
m L
n 0 n B p ro f I t S Telephone interviews were conducted with 300
= respondents in the State of Connecticut who make

q u eStl O n S decisions regarding charitable donations. This

study was conducted initially for a baseline measure,
with a follow-up a year later to measure effectiveness
ab O u t n am e of the new marketing communications efforts—
including awareness and charitable giving levels.
awalreness,
W h at m O t I V at eS The organization was able to better understand the

I t community’s familiarity with it, as compared to others.
p eO p e O The best way to increase awareness and familiarity
was determined to be through public relations.

I Overall awareness increased 18% as a result of the
m ake C h a'r I tab | e communications efforts recomme;ded in the initial
. study. It was also determined that regular mail
d O n a_tl O n S personally addressed to the recipient was by far
! the method of communication preferred by donors.
and hOW Interested in custom research
peop|e prefer for your business, non-profit,
b d association or government
to be contacte agency? Contact Drew

I today at 860.871.6500 or
abOUt makl ng dcrandall@keeptouch.com.
donations.

The Process

The Outcome
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