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Why it is important for the Third Sector 
to embrace interactive platforms
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Interactions are social, not solo. Consumers share and communicate about 

what they are doing, what they like, what decisions they have made

Some emerging trends

With increasing choice, people feel more ótime poorô.  Interactions need to 

be easy and not take them away from their environment

Competition for consumer attention has increased enormously ïgrowth of 

internet, broadband, plethora of digital TV channels and mobile technologies

Technology enables people to be óconstantly connectedô ïanywhere, any time 

information.  Mobile technologies provide an extremely direct connection to 

consumers

Increasing access to information is changing how people make decisions.  

Itôs not just interactions / purchases online ïbut how online information 

influences offline interactions
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Interactive technologyé real business benefit

Expanding supporter base Increasing efficiencies

Delivering charitable purpose Effective management

Screen grab of SR 2010 

facebook page

Screen grab of donation 

page online

Screen grab of grants 

application process

Screen grab of monitoring 

graph (e.g., google 

analytics)
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Our use of technology is driven from our strategy

ÅContinuing to expand our population of supporters / donors
ÅFinding consumers where they spend their time
ÅIntroducing text donations
ÅCreating phone applications and digital red noses
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Our use of technology is driven from our strategy

ÅContinuing to expand our population of supporters
ÅFinding consumers where they spend their time
ÅIntroducing text donations
ÅCreating phone applications and digital red noses

ÅResponding to demand for choice and personalisation
ÅFocussed and targeted email and social networking campaign
ÅPersonalisation of direct marketing campaign
ÅAllowing schools to choose how their money was spent
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Itõs not just about donationsé

Donate
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éthereõs something for everyone

Donate

Enter a competition Sponsor a celebrity

Buy a product

Fundraise

Organise an event

Network

Passive Activist
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Multiple channels within each choice

Donate


