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Précis

This is the case study of the WEE BOX: Big Change campaign - a campaign that proved a WEE BOX could not only make a big change to the lives of the poor in the developing countries, but to a Scottish charity eager to capture the imagination of Cultural Catholics [those who don’t attend church] and modern donors.

Executive Summary

The Scottish Catholic International Aid Fund (SCIAF) wanted to revamp its annual Lent campaign to appeal to a wider audience as well as increase donations from an average £500,000 to £750,000.  Traditionally the annual campaign appealed exclusively to church-attending Catholics and Catholic school children. Our challenge was to identify a unique and ownable SCIAF asset which could be used to create an innovative and compelling campaign. We needed to resonate with a wider donor audience, including Cultural Catholics.

The answer was the WEE BOX: Big Change campaign.  SCIAF’s traditional Lenten money collection boxes became the icon of the campaign - using language and triggers to connect with Scottish audiences both old and young. The campaign was centred on the idea that giving something up for Lent (and putting the money you saved into a WEE BOX) could mean a big change for people living in poverty in Africa, Asia and Latin America.  

Utilising multiple consumer touch points, including communication pieces for Catholic parishes and schools, as well as new elements such as a campaign microsite with donation facility, SEO and media activity, the campaign was received warmly by both active and lapsed SCIAF supporters. 

Generating over £850,000 in donations, the WEE BOX: Big Change campaign blasted through its £750,000 target and garnered a 52% increase on total donations from 2006—making it the most financially successful Lent campaign on record for SCIAF.

Background

The Scottish Catholic International Aid Fund (SCIAF) is the largest Scottish international aid and development agency.  From its headquarters in Glasgow, it supports over 100 projects in more than 20 countries across Africa, Asia and Latin America.

The official aid and development agency of the Catholic Church in Scotland, SCIAF was founded in 1965 to address the huge gulf between rich and poor in the world.  SCIAF’s core belief is that all people have the right to live in dignity, hold their own beliefs and share in the world’s resources.  It helps people of all religious backgrounds and none, and is supported by Scots of many different faiths and none.

SCIAF’s biggest fundraising campaign is its annual Lenten campaign, where collection boxes have traditionally been filled with change by supporters and donated back to SCIAF via schools and parishes.  Prior to 2007’s campaign, materials for the campaign tended to be fairly sombre as a reflection of the religious nature of the charity. The campaign had no specific branding or consistent design cues – but supporters saw Lent as a time of year where SCIAF would ask for donations. 2006’s Lent campaign raised £559k in donations.

With increased competition in the charities sector and charities taking a more commercial strategy in fundraising, SCIAF needed to revamp their Lent campaign to engage a wider base of donors.  The charity had reached a plateau in donations with donations consistently totalling around £500k – and believed to increase donations we had to engage new donors, rather than encourage higher value donations from current donors.

The Objectives

We were set a specific objective of generating £750,000 in donations, equating to a year-on-year donation increase of 34% on 2006.

Our secondary objective was to create a more consistent look and feel for the campaign that could be used going forward as a ‘brand’ for the Lenten campaign. The new design had to appeal to both new audiences, and the more traditional church-goers who had supported SCIAF for years.

The key challenge was to make the Lenten tradition of ‘giving something up’ relevant for today’s donors.  Bd-ntwk’s task was to capture the imagination of both lapsed and active donors, and get SCIAF front of mind during Lent.
Campaign Insights

Research into SCIAF’s target audience identified the following two distinctive groups:

· Active Supporters: Those who had donated to SCIAF within the last 3 years, or were supporters of the charity through a local parish or Catholic school in Scotland.

· Cultural Catholics: Scots who consider themselves of Catholic religion but no longer regularly attend church [likely to have attended a Catholic school]. 

Insights were generated through competitor/environmental analysis, and field research amongst Catholics (both practising and non-practising) and Catholic school teachers.

Research into consumers and their feelings towards SCIAF specifically was particularly insightful.  Overall, prompted recall amongst SCIAF’s key audiences was high and positive, despite the SCIAF message currently being out with the consumer radar.  Positive recall included specific items synonymous with SCIAF, especially the traditional Lenten collection boxes.  

A core insight was identified that for both of SCIAF’s key audiences the Lenten collection boxes were recalled positively by all supporters, especially Cultural Catholics where it was the descriptor to refer to SCIAF.  In interviews many Cultural Catholics referred to SCIAF as ‘the ones with the wee boxes’. 

SCIAF was remembered favourably by lapsed Catholics as they were introduced to it at school, and research has suggested that people are more trusting of charities that have an association with school. 

In a charity environment where new entrants are creating clutter and charity audiences are getting younger, charities are now challenging themselves to create big brand campaigns.  SCIAF needed to do likewise to capture the imagination of its target audiences.  In order to meet SCIAF’s objective of broadening the charity’s appeal to a wider audience, the charity had to reinforce its new positioning of ‘Scotland’s Aid Agency’ [moving away from distinctly categorising itself as a Catholic charity] and create touch points beyond the traditional Catholic parishes and schools.  

Campaign Strategy

Bd-ntwk needed to create a campaign and logo device that would capture this insight in order to [re]connect with SCIAF’s target audience - while being careful not to alienate its current supporter base.
Therefore the campaign strategy was threefold:

· Create a campaign with multiple touch points in order to keep SCIAF front of mind throughout an eight week campaign.

· Create an ownable property within Scotland and the charity sector.

· Use language and triggers that connect with regular church goers, Cultural Catholics, and school children.

How we did it- Campaign Concept

The result was the WEE BOX: Big Change campaign. This was driven by the simple message that a wee box of [monetary] change could effect a big change in the projects funded by SCIAF.  

A simple campaign icon was created to feature across all campaign pieces. Inspired by the traditional Lenten collection boxes, and built around SCIAF’s Scottish heritage, the icon created standout and was flexible enough to be used across 3 very different consumer environments. 

Given the nature of the product/service, the communication needed to be a) tailored to different audiences and b) grab attention but also deliver a lot of information. 

The schools pieces needed stand out and be engaging enough to capture the imaginations of children, whilst the parish poster needed to reflect communication of a religious message.

In addition, awareness pieces were required to connect with lapsed supporters therefore key SCIAF identifiers were also mandatory. 

Elements of the campaign included:

· 130k WEE BOX’s distributed via parishes, schools and by direct mail [to SCIAF’s database of 30k].

· Support collateral for parishes.  This included A5-sized posters, prayer books, prayer card bookmarks, Lenten Gift Aid envelopes, branded letters and data capture forms.

· Support collateral for schools. This included Poster packs, Target empty belly posters, support material for teachers, and screen savers.

· Campaign website with online donation facility, ability to order a WEE BOX, plus engaging content that was updated regularly throughout the 6 weeks of Lent.

· Insert in The Herald to deliver a cut-out-and-keep ‘WEE BOX’ into the hands of a further 85,000 potential donors.

· Press advertising in The Herald, Big Issue, Scottish Catholic Observer and Flourish [Catholic magazine] throughout Lent with an evolving message to reflect the stage of the campaign.

· Online banner adverts plus a targeted Google Ad word campaign drove traffic to the site.

· Local radio in key Catholic areas.

Campaign Results

The main fundraising objective of the campaign was to raise £750,000 in donations.  

· The campaign raised over £850,000 in donations—a 52% increase in donations from 2006.

· The average value of each WEE BOX returned was £35.

· The DM piece had a 5% response rate, resulting in an average donation of £45 per box.

· The 2007 WEE BOX, Big Change campaign was the most financially successful on record for SCIAF, exceeding the objective set for donations by an additional 13%.  

· Return on investment was a strong 6.1 overall.

· The increase in donations from already active donors was particularly notable – given the charity had previously believed donations from active supporters had reached a plateau that couldn’t be bettered.

Our secondary objective was to create a more consistent look and feel for the campaign that could be used going forward as a ‘brand’ for the Lenten campaign. The new design had to appeal to both new audiences, and the more traditional church-goers who had supported SCIAF for years.

· Focus groups held after the campaign reflected positive feedback from all target audiences—schools, churches and the general public.  

· Feedback ranged from “I loved the Scottish language” to “the campaign seemed to be everywhere.”

Summary & Conclusion 
The success of this campaign is driven by a core insight that connected all SCIAF supporters, whether active or lapsed – in that SCIAF’s Lenten collection boxes were recalled positively by all. 

The campaign built on this insight, and made the Lenten tradition of giving something up relevant for today’s donors. Active donors were inspired to increase their donation values, and lapsed donors re-connected with the charity – leading to an increase in donations of 52%.
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