Stop interrupting!

When international advertising
agency J. Walter Thomson re-
badged itself as ‘JWT’ back at the
start of last year they launched their
newly polished offering with the
following statement:

“We passionately believe advertising
has a future, but only if we stop
interrupting what people are
interested in and be what people

are interested in.”

Given how marketing savvy, time
conscious, and downright defensive
consumers are becoming, it

is clearly more important than

ever to ensure that consumer
communications are perceived

as interesting rather than an
unwelcome interruption.

And this is just as important a wake-
up call for fundraisers as it is for
commercial marketers.

While the causes we represent
almost always have the potential
to be interesting, the fundraising
approaches all too often seem
to involve interrupting a loosely
targeted group of consumers
—in the vain hope that they’ll
make time in their busy lives for
our worthy requests.

No wonder so many charities are
concerned about falling response
rates and supporter attrition.

In contrast, those examples
where charities have developed
fundraising approaches that seek
to repay a donor’s support with a

genuinely interesting and engaging
supporter experience really do
stand out from the crowd. Because
they're effective.

The most successful of these

are probably the wide range of
‘sponsorship’ products on offer —
from child sponsorship programmes
to the Dogs Trust’s ‘Sponsor a Dog'.

They may not be everyone’s

cup of tea, but for hundreds of
thousands of regular monthly
givers they are undoubtedly of real
interest. Research consistently
shows that the communications
these supporters receive (whether
pictures from their sponsored

child or valentines cards from their
sponsored dog) certainly aren't seen
as unwelcome interruptions.

Fortunately, you don’t have to have
a cute and adoptable offering to
successfully shift your fundraising
from interrupt to interesting.

As a first step, take a good look at
all of your communications and ask
yourself, “what is it that makes this
more than just an interruption in a
supporter’s life?”

Then try this test. Consider whether
the recipient is likely to tell a friend
about the things you've sent them.

Because we typically find that
genuinely interesting fundraising
approaches are those that

drive conversations, as well as
driving income.

Now, that’s an interesting thought?

If you've found this ad interesting
and would like to discuss it more,
just drop me an email. | won’t mind
the interruption — honestly.

Bryan Miller

Planning Director
bryan@whitewater.biz
020 7482 1350
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