Samaritans
Challenge:

Samaritans have implemented acquisition campaigns
but wanted to explore how recruitment method related to
donor value beyond their initial response.

The challenge was to develop a recrultment strategy that
maximises long term donor value |
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Key Insights:

Retention rates have the highest impact
Each donor was allocated on ROI for Door to Door campaigns.

to a recruitment channel Certain areas in the UK were much more
and acquisition campaign. profitable than others.

ROI curves and explanatory Donors recruited from an

metrics were developed for Inserts Christmas campaign were likely

the first 5 years of the to respond to future Christmas
: campaigns, thus boosting ROI results at
campaign.

this time of year.

These statistics were

used to determine which Except for Christmas campaigns,
campaigns were most Direct Mail struggled to reach a
profitable and why positive ROI in the short term due

_ to the large proportion of cash
by comparing to the overall Iy s L

media channel benchmarks.

METRIX DATA SCIENCE: CASE STUDY science



. .. b .
\ I " ' science

» 'Idenﬂﬁedthe

Samaritans were provided a set best areas for \
of pen portraits and detailed "
) <5 door-to-door
recommendations to develop an .
acquisition strategy focused around fundraisers Improved
lifetime value. quality of
suporters
This ensured Samaritans could make recruited
informed decisions, not just focussed on ‘ ‘
initial response rates’ but long term Demographics | Interests & Dista;ncetj
return on investment. S e T S o 1Y o |

These recommendations have g gg
been rolled out and initial results [t € T itrose Nt
have led to an improvement in

the quality of supporters. ‘ e

uth East, the South
. Ow

West and the East of England when compared to UK
averages, this could be due to address targeting
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(15), Espresso Elites (18) and London Living (16)



