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TODAY

• DRTV history

• Digital is king

• The phone is struggling

• Creative best practice

• Music led DRTV

• New response techniques

• Critical digital journey

http://persuasionrepublic.ie
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DRTV HISTORY

• First successful DRTV spot by NSPCC (National Society 
for the Prevention of Cruelty to Children) in the UK in 1991, 
when restriction on charities advertising on TV was lifted

• Their agency WWAV translated good fundraising practice 
from a top performing cold mailing into a TV format

• Still running DRTV successfully 32 years later

DRTV RESPONSE HISTORY

• Started with 100% telephone response

• URL’s started being added in mid 2000’s, 2007 in the 
Netherlands

• Added SMS callback in 2008

• Search words tested in 2011 as alternative to URL

• SMS single gift started in 2014 in the Netherlands, just after 
the UK, followed by conversion to monthly call – boosted 
declining response

• QR codes used from 2023 in some DRTV spots

http://persuasionrepublic.ie
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DIGITAL IS KING

• Trend towards online response for 1-step to monthly giving 
is the biggest change in DRTV

DIGITAL IS KING

• Online response trend accelerated by lockdown boom in 
online shopping

• For example online monthly donors moved as follows for 
an animal charity in France:

• 33% in August 2019

• 47% in July 2020

• 70% in August 2021

• 90% in August 2023
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THE PHONE IS STRUGGLING

• Confidence is the telephone is waning – scamming is getting 
worse, many people won’t answer calls from numbers they 
don’t recognise

• Fewer and fewer people use the phone to respond to DRTV

• Contact and conversion rates are declining, reversing 
lockdown trends

• Structure of call centre costs has become prohibitive 
for lower volumes of response – set-up fee, monthly 
management fee, operator costs, recording calls, line rental 
etc

• Some DRTV advertisers are dropping the phone completely 
to focus on optimising digital

TREND TOWARDS  
SINGLE GIFTS

• Ongoing cost of living crisis has hit monthly giving

• 95% onto monthly giving in the Netherlands in 2004, now 
closer to 35%

• Ireland decline from 40% in 2020 to around 15% today

• Same happening in the US, UK and many other countries

http://persuasionrepublic.ie
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THE POWER OF 
TELEVISION

• The most compelling message in the most personal setting

• Undivided attention

• Sound always on

• Target audience still watching live TV

STORIES

• Our brains are hardwired to see the world in stories

• We understand our world in stories

• We find meaning and purpose in stories

http://persuasionrepublic.ie
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EMPATHY

• It’s all in the detail

ACTIVATING EMPATHY

• We all care

• But we are NOT all connected

• Stories connect us

• Empathy is triggered by small tangible, relatable detail

http://persuasionrepublic.ie
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ALL ABOUT THE DONOR

• Donor’s perspective

• Donor’s role

• Donor’s emotion

• Donor’s understanding and connection

http://persuasionrepublic.ie
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CREATIVE BEST PRACTICE

• The tried and tested structure of most successful DRTV

• Urgent problem told in an emotional story

• Call to action

• Tangible solution to bring it close to a donor’s reach

• Reminder of the problem

• Repeat of Call To Action

THE FORMULA

• Overall balance between problem and solution plays an 
important role

• Should be roughly 75% problem / 25% solution

• Straying from this is taking a risk – not advisable in your first test

http://persuasionrepublic.ie
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MUSIC LED DRTV

• Music driven DRTV spots are harder to get right

• Best known is hugely successful MSF DRTV spot using 
‘Everybody Hurts’ by R.E.M.

• Inspiration for Irish Red Cross’s ‘Always There’ with Aslan’s 
‘Hold On’

http://persuasionrepublic.ie
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EMERGENCIES

• Irish incredibly generous in emergencies, have huge levels of 
empathy

• Only ask for single gifts

• Ukraine, Turkey-Syria Earthquake, now Gaza

• Speed is critical – use still photos if no video is available

• 30-second spots work as media tells main story

http://persuasionrepublic.ie
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IT’S ALL ABOUT THE 
DIGITAL JOURNEY

• Using paid search to drive traffic to landing page

• Or using long running Grants campaigns to do the same

• Home page with DRTV creative prominent

• Well optimised donation page with monthly focus

• Where possible minimising other links to focus attention on 
completing the donation

• Including upgrade to monthly asks immediately when 
someone makes a one-off donation

• Setting up email journeys for new donors, especially for one-
off donors to encourage upgrade to monthly 

http://persuasionrepublic.ie
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SUMMARY

• We have come full circle

• Digital – the new frontier

• Combining DRTV with Digital best practice

http://persuasionrepublic.ie
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For more information,  
please contact John Sutton

M: +353 087 266 3168 
john@persuasionrepublic.ie 
persuasionrepublic.ie
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