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ABSTRACT
 

 This paper examines the marketing strategies deployed by charitable societies at the University
of St Andrews. It first establishes both the importance and the difficulty of defining the
parameters of this question, while also proposing a solution, before outlining theresearch
process. Drawing on our data analysis, as well as broader, theoretical concepts in marketing, it
concludes by advancing five recommendations, which we consider effective in assisting
charitable societies to achieve their aims — expanding their visibility and emphasising their
mission.
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1.0 Introduction

Charitable societies across universities do not merely represent social hubs for students; they
also serve as powerful avenues for producing meaningful social impact, supported by university-
provided services that help sustain their operations. Nonetheless, given their limited
demographic audience — primarily young students with restricted disposable income —
charitable societies often struggle to sustain their society in the face of insufficient or inadequate
engagement.  

 Charitable societies also face difficulty in standing out amongst the large cluster of societies,
simultaneously enticing students to join. This makes the competition for engagement even more
challenging for charitable societies, whose non-profit status must be reconciled with the realities
of students' capacities and interests to donate and engage. Therefore, it is worth exploring how
charitable societies can increase their visibility — specifically within university social settings —
by better leveraging the resources available to them. By understanding this, marketing strategies
tailored to the university context can be developed most effectively.  

 The aim of this paper is to identify the marketing strategies that charitable societies should
implement to expand their visibility and emphasise their mission. Itfocuses on charitable
societies at the University of St Andrews in Scotland and considers a range of societies with
diverse missions and approaches that present themselves as charitable. This paper seeks to set
out evidence-based, purpose-built marketing recommendations that can enhance charitable
societies’ ability to amplify both their presence and mission. By analysing current promotional
methods — such as branding and media presence — alongside student awareness, perceptions,
and engagement, this research establishes a robust rationale for the recommended marketing
strategies. 

2.0 What Makes a Charitable Society within the scope of our
Paper 

For the purposes of this paper, a charitable society can be broadly defined as any society that
contributes, either through raising monetary funds or awareness, with the aim of supporting a
particular issue or cause. Monetarily focused charitable societies prioritise fundraising as a key
measure of their success and impact. In contrast, awareness-based societies focus on increasing
the visibility of specific issues. Although, the impact of these societies is less easily quantifiable,
it remains significant, particularly in highlighting underrepresented or unknown issues to the
student body. 
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However, these two categories do not exist in isolation.. Onthe contrary, many societies operate
as a combination of both, engaging inboth monetary and awareness efforts. Most charitable
societies at St Andrews, even those that may appear primarily fundraising-focused, also contain
awareness campaigns or efforts. Conversely, awareness-focused societies may also engage in
fundraising as a secondary objective. Ultimately, every charitable society at St. Andrews likely
engages both dimensions, a distinction recognized within the scope of this paper. 

3.0 Methodology 

 The objective of this research was to investigate how the general student body perceives
charitable societies, and how these societies market themselves. This paper employs a mixed-
methods approach, combining an online survey with fixed questions distributed to students and
semi-structured interviews with representatives of charitable societies. The data gathered from
these methods was used to compare these perspectives and to develop informed
recommendations.

4.0 Survey

A survey was distributed to the student population at the University of St. Andrews to identify
common themes regarding the visibility of charitable societies, as well as how students recognise
and engage with them. An online Google Form was distributed using snowball sampling:
initially forwarded to WhatsApp groups and subsequently broadcasted the form to other
networks and social media channels.

 The survey consisted of seven fixed questions. The first and second questions asked
respondents to provide their year of study and degree programme, respectively. The third
question inquired whether students had heard of the charitable societies provided in a
dropdown menu, namely: 1) EA; 2) Charities Campaign; 3) Lumsden; 4) Women for Women; 5)
SolidariTee; 6) Guide Dogs for Blind; 7) Amnesty International; 8) EmpowHer; 9) St
Candrews; 10)UNICEF St Andrews; 11) Kate Kennedy Club; 12) Carnegie club; 13) Friends of
MSF and 14) Refugee Action.

 The fourth question asked students to indicate their level of involvement in any of the
aforementioned societies, either: 1) yes, attended events; 2) yes, on committee or 3) neither. The
fifth question asked students to identify the primary channel through which they heard the most
about charitable societies on campus - 1) social media; 2) email/mailing list; 3) word of mouth
or 4) other. The sixth question aimed to identify the main reasons why students engage with
charitable societies, allowing respondents to select all options that applied to them - 1) My
friends are also a part of the society; 2) Values and mission of the society aligns with my own; 3)
The society always hosts fun and enjoyable events or 4) other. Similarly, the seventh question
asked why students do not engage with charitable societies - 1) I haven't heard of these societies
as much; 2) I am not as aware of the events/activities the society hosts; 3) High membership
cost; 4) High time commitment; 5) Society’s values do not align with my own or 6) Other.
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5.0 Survey Result & Analysis

The survey recorded a total of 33 responses from University of St. Andrews students.
Respondents were drawn from all undergraduate and postgraduate years of study, with second
year (36.4%) and third year students (24.2%) forming the majority. First year students made up
for 18.2% of the responses, followed by final-year undergraduates (15.2%) and postgraduates
(6%). Respondents also represented a range of degree programmes across the Faculties of Arts
& Divinity and Sciences. 

 When students were asked to select all charitable societies they had heard of from a fixed list,
Charities Campaign (which endorses events like Raising & Giving, Race2, Catwalk Charity
Fashion Show) and EmpowHer were most known, accumulating 26 responses each
(81.3%).Kate Kennedy Club and Amnesty International followed closely. This suggests that
societies which host frequent, high-profile, or socially engaging events tend to achieve greater
visibility than those primarily focused on awareness-raising. Of the total sample, it was found
that half the respondents had attended events or held committee positions in the charitable
societies, while the other half had no engagement with them. Social media (60.6%) was
identified as the most frequent platform through which students heard about charitable
societies, followed by word-of-mouth (21.2%), which is a consistent medium for a tight-knit
student network in St. Andrews. The final two questions formed the core of our analysis. It was
found that the main reasons as to why students engage with charitable societies was because of
their values aligning with the societies’ missions (82.8%) and secondly, because those societies
host fun and enjoyable events (62.1%). Conversely, the most commonly cited reason for non-
engagement was a lack of awareness of society events. The next most significant barriers were a
general lack of awareness of the societies themselves and the perception that involvement
required a high time commitment.

 Based on these responses, we gain valuable insight into how students identify with and involve
themselves in societies that are most visible to them. Despite the prominence of social media as
a marketing tool,many students remain unaware of their specific events. Similarly, while
students may recognise the names of certain societies, they may lack understanding of their
missions and core objectives. After comparing these findings with interviews conducted with
society representatives, this study distinguishes the key discrepancies between students and
committee perspectives on barriers to visibility and effective marketing.

6.0 Limitations for Survey Data 
While analysing our survey results, certain limitations of the data must be acknowledged.
Although St. Andrews is a smaller institution compared to other universities, the small sample
size of 33 responses limits the generalisability of the findings and warrants modest caution. 

 Additionally, the survey was initially distributed through networks familiar to the researchers
before being further disseminated via snowball sampling. As opposed to random sampling, this
could lead to a selection bias which potentially underrepresents the larger student body. 
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In terms of year-of-study representation, second-year students constituted the largest
proportion of respondents. Charitable societies’ engagement can vary across students at
different years, such as first-year and master’s students potentially encountering more societies
in Fresher’s Week or more 2nd/3rd/4th year students having reduced exposure due to
commitment in other societies. As a result, the visibility of some societies may be unevenly
represented in the data.

7.0 Interview Design

Along with the survey, we conducted semi-structured interviews through online channels and
in-person with selected charitable societies. Societies for interviews were recruited through
convenience sampling, meaning we selected participants based on accessibility and proximity. A
list of charitable societies was compiled, and a member of each of these societies was contacted
for an interview. Four charitable societies were interviewed, with five semi-structured interviews
conducted. The interviewed societies included Charities Campaign, SolidariTee, an anonymous
women-focused charitable society, and an anonymous student creative charitable society. These
interviews facilitated discussions that allowed participants to share their thoughts on how they
saw their society’s integration within St. Andrews, and how they interacted with the student
body. In the interviews we asked the following questions, and any other follow-ups at the
interviewer's discretion.

What are your marketing efforts and streams? Are your marketing efforts and streams
consistent for all your events, or is marketing different per event? And does that affect your
attendance?
Your social media presence — how frequently do you post, and at what time of day? Have
you experimented with time of day versus engagement?
Do you post stories, and do you post during events as they’re happening?
On Instagram, do you DM people? If they came to an event once, do you personally reach
out and invite them again?
Do you have any consistent branding strategies on social media (colour schemes, fonts,
etc.)?
Have you done collaborations with other societies?
Have you been featured in student newspapers (e.g., The Saint)?
Have you engaged with academic departments (e.g., newsletters)?
Have you done stalls (e.g., bake sales, fairs)?
What promotion would you use if you had more resources (time, funding, manpower)?
Are there factors interfering with your marketing and promotion?
What do you include in your weekly newsletter? (if applicable)
How many committee members are there, and how are roles structured? What is the ratio of
committee to general members?
Do you have a dedicated marketing role or team?
Have you noticed attendance drops, and why?
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Why do you believe students engage with your society?
Can you summarise [your society’s] mission and what your society offers to students?
Do you have an ultimate goal or theory of change?
How many events do you host, what is your most important event, does that align with the
one that is most attended?
How do you perceive your role on campus, and are you satisfied with engagement?

8.0 Analysis of Interview Findings (Anonymous Interview 1,
Anonymous Interview 2, Charities Campaign Convenor and
Vice-Convenor, SolidariTee) 
 Across five separate structured interviews, verbal responses were recorded and written into a
transcript format for reference in this paper. Across the interviews, topics can generally be
sorted into the following categories: events, marketing, promotion, and internal structure.. The
findings will be categorized under these labels, in order to produce a thematic analysis of the
interview findings. 

8.1 Events

Events are a key part of not only charitable societies’ promotional strategies, but also of their
identity and the ways that they distinguish themselves and their contributions. Society-
organised events can be broadly categorised into two types, based on both the framing of the
questions asked and the responses provided: big “hallmark” events that exist to raise the
majority of funds, awareness, or both for the society and smaller, steady events that serve to
embed the society and its mission into the student consciousness. Examples of large events
include fashion shows and distinct initiatives such as the Race2 hitchhiking event. Examples of
smaller events include pub quizzes, weekly socials, and craft nights. 

 When discussing the Charities Campaign as a whole, this question of the ratio to small or big
events seems to be especially prevalent, as they oversee several unique Union-supported
campaigns such as Race2, Catwalk, and Challengers. “That’s something we always struggle
with every year in terms of doing events, so our events sub-com, different convenors have
different ideas for how the role works but in my opinion it should be sort of keeping the
charities campaign in people's minds throughout the year” (Interview with The Charities
Campaign Convenor, Q3). Ultimately, the priorities of individual societies shape their approach
to the balance of these events, with Anonymous Interviewee 1 skewing more towards favoring a
big event with smaller events throughout, and Anonymous Interviewee 2 almost exclusively
preferring smaller events on a consistent basis throughout the year. Interviewees recognized the
strongest asset of bigger events is a clear and effective monetary draw, while the drawbacks are
a risk of a dramatic decrease in society relevance within the public consciousness after the 
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conclusion of the event. In contrast, smaller events were seen as beneficial for maintaining
sustained visibility and reinforcing the society’s mission, although they lack the widespread,
long-lasting marketing and therefore a fundraising gap as attendance may reflect this. 

 Across both categories, a particular tactic favored by societies to promote exposure is
collaborations. Anonymous Interviewee 1 described house parties as a preferred form of
collaboration, particularly when working with artistic or music collectives. Such events attract
not only for existing members of the society, but others who may have previously been aware of
only one of the collaborating groups. Anonymous Interviewee 2 emphasised collaborations with
ideologically aligned societies,, noting that shared themes can help attract participants already
angaged with similar causes. However this is not always the case, as for example with Charities
Campaign, RAG or Raising And Giving week, is engineered as a week long event to increase
collaboration. Collaborations discussed in this interview included Amnesty International and
sports clubs. Notably, these collaborations extend beyond traditionally “charitable” audiences,
taregting groups who may not otherwise engage with such causes. . This broader outreach is
incredibly important for expanding visibility and attracting new participants.

 Event design is also a key consideration for societies. A key element of effective charitable
society event design was noted as filling in already existing gaps where demand exists with
charitable initiatives. A particularly interesting example offered by the Vice Convenor of the
Charities Campaign was Cloakrooms. Cloakrooms is the Charities Campaign led service
present at most balls and events that will also be getting its own committee next year due to the
success of the initiative. The Vice Convenor endorsed these “smart ways of making money for
charity” (Interview with Charities Campaign Vice-Convenor, Q5), detailing cloakroom and its
effectiveness, “everyone is going to use a cloakroom at an event and running that for free with
volunteers that will get a free ticket to the event, that’s a great way to raise money. People are
happy because they get a free ticket, you are raising loads of money” (Interview with Charities
Campaign Vice-Convenor, Q5). These innovative ideas that pinpoint an area already frequented
by students also align with another important consideration in event design, that of utilizing
existing student engagement to minimize inconvenience and maximize turnout. Events that are
integrated into areas of already existing student traffic, for example charitable collaboration
with the Union’s Friday event, BOP, which students would already be attending, allows for
little inconvenience for participant turnout and high engagement due to existing interest. This
aspect is another thing Cloakroom targets well, students no matter what, especially at an event
like a ball, won’t be keeping their coat on their person, thus the student traffic and need for the
solution already exists. 

8.2 Marketing

Marketing within this analysis will refer to the marketing push by societies, particularly through
their strategies on social media. Relating to event promotion, interviewees reported event
information as something posted by their social media accounts, with details such as venue, 
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wristband collection and times being publicised primarily through social media. While
Anonymous Interview 1 did not report posting stories or live content during the event, this was
a part of several of the other societies’ strategies. This strategy of posting during the event is
cited by Anonymous Interview 2, “Yeah, so we tend to do, as I mentioned, a couple more
stories if we feel that we want to sell some more tickets. Then we try and do at least one post,
probably one as the event is going on” (Anonymous Interview 2, Q4). This can not only be a
way of driving engagement, but attendance. Timing of social media posts is another key aspect
of inquiryacross the interviews, posting times during the day are largely subject to student
availability. This means posts, stories, the like, will usually be uploaded in between class or
other obligation times, such as at night or in the morning when potentially the social media
engagement might be varied due to time. Consistency of posting was another topic mentioned
across interviews, with posting schedules mentioned as a strategy that might be implemented
going forward and adequate promotion time being cited as key. 

With consistency and social media presence mentioned, another key factor in these strategies
being implemented is a designated individual responsible for marketing within the society. This
distinction is key as it is the priority and responsibility of a set person, not a last priority for
other potentially busy committee members. A designated individual is also key when it comes to
accessibility communications wise, usually on Instagram DMs where event or society specific
questions are often relayed. 

 Collaborations are also a present strategy in social media marketing pushes, with strategic
event overlap transferring to social media. As outlined in the benefits of events collaboration,
those same benefits exist. Social media collaboration, particularly through the Instagram
collaboration feature, where a post can be collaborative and will show up on both timelines,
exposes both audiences that might be entirely different or previously disconnected to an overlap
of content. Not only does this promote exposure, but also social media engagement, and overall
awareness of both causes. 

8.3 Promotion 

Promotions within the scope of this paper will consist of mainly physical, non-digital, sources of
promotion such as public events, word of mouth and events fairs. However some digital
methods are included, however not social media related. Interviewees mentioned being featured
in campus written content such as articles for online magazine HerCampus and The Saint
newspaper as a method of this promotion, with the timing of these articles also being in theory
useful, for example leading up to a key event for the society. Presence in physical media such as
The Saint is widely consumed by students as well as digital media such as HerCampus that has
its own established presence on campus. This can begin to drive a key promotion tactic that is
not so easily controlled, word of mouth.
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Word of mouth was cited by the Vice Convenor of Charities as one of their most successful
outreach streams, with it being key to St. Andrews specifically. This was also mentioned in
interviews with the Convenor of the Charities Campaign and SolidariTee. However a notable
drawback to word of mouth also acknowledged by interviewees is an obviously inconsistent and
fundamentally uncontrollable promotion strategy. While it works well in a small town like St.
Andrews for event awareness, driving participation and much more, it can also work to the
detriment of societies depending on the circumstances. 

 Weekly newsletters and mailing lists are another promotion method similar to word of mouth,
where students will provide their email for contact or charities will partner with departments to
disseminate details that provide ways to engage with charitable societies and their events. This
can not only reach an incredibly broad base of students through their subjects specifically.
Another key aspect to this publicity, on email or otherwise, is to create an established and
professional reputation in society communications, even if a charitable society is new or not
well established. 

A physical promotional presence can also be crucial to effective visibility. These come in the
form of pop-up events such as bake sales, raffles or flyer distribution. Anonymous Interview 2
cited one of the benefits of these physical presence based promotions as the one-on-one
interactions that can be had to promote the message of the society as well as a personal
promotion for upcoming events. One of, if not the most important, of these is Freshers Fair.
Held at the beginning of each school year, this is cited almost universally by interviewees as one
of the most important outreach events due to willingness of participation and the amount of
attendees. 

 Lastly, another form of promotion that specifically gains widespread visibility is merchandise.
T-shirts, stickers, hoodies branded with a particular charitable event or society serve to endorse
the charity without a word having to be said. However, an issue with merchandise and
charitable missions in particular, as cited by SolidariTee, is the likelihood that those wearing or
purchasing said merchandise are appropriately aware of the cause they are supporting. Notably,
“it’s harder to get them to purchase our t-shirts and be informed of our purpose” (SolidariTee
Interview, Q14). While purchasing or awareness is acknowledged as possible, the two in
combination are the most difficult. This also ties into word of mouth awareness, as if a person
cannot adequately explain the significance of a charitable piece of merchandise, a significant
interpersonal opportunity for spreading awareness is lost. 

 Mission and clarity of it is a concern for societies, promotions such as events might not
encourage a level of widespread awareness of charities’or their goals. Not every student
participates in charitable events out of an initial interest in supporting charity, whilst there
might be an additional incentive, events such as Race2 draw a crowd interested in it purely for
the experience. This is of great concern for charitable societies, as if engagement or involvement 
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is not necessarily driven by charitable participation and attention, a significant base that
engages and contributes with their societies may lack an overall understanding of their mission
and intent. 

8.4 Internal Structure 

 A key part of charitable societies and their ability to run is the people behind the scenes. Most
often organized in a committee format, the people involved are arguably the most important
piece to charitable societies succeeding. Some committees such as those involved in Anonymous
Interview 1 lack organizational clarity, “Over time, roles became more blurred because in
societies some people don’t pull their weight, so others step in… We don’t really separate
committee and general members — if you’re in the club, you’re basically on committee”
(Anonymous Interview 1, Q16). The strength of this organizational approach is as cited by the
interviewee, increased flexibility and the ability to cover for members potentially not being able
to perform committee duties as needed. Another structured approach is that of the society
involved in Anonymous Interview 2, “We have 16 committee members with defined positions.
Some roles are more clearly defined… about half have clearly defined roles, and half are more
general support” (Anonymous Interview 2, Q16). This organization provides a bit more clarity
than the previous, while still allowing for flexibility within the committee to improve output.
However in larger organizations, such as the Charities Campaign, a more structured and
defined approach is key. “We have an exec committee that manages the rest of the general
committee” (Charities Campaign Convenor, Q9). The Charities Campaign structure is thus
more complex than other interviewees, with several layers of committee operating, with the
most defined roles within the conducted interviews. 

 Other, less quantifiable internal factors described by interviewees included aspects such as a
sense of community within the committee. Due to the amount of work required for any society,
but especially charitable ones and the level of coordination that also comes along with it,
interviewees reported the benefits of being involved in their society as social too. Participation
in the Charities Campaign committee as described by the Convenor is “we have a general
meeting it’s very informal we all just sort of catch up, go to the pub afterwards, it’s a really nice
place to be, and also you are tangibly raising nearly 100 grand for charity” (Charities Campaign
Convenor, Q10). This sense of fulflillment in regards to both accomplishments and social life is
cited by interviewees as another aspect of internal engagement behind the scenes. 

9.0 Limitations for Interview Data 

While the use of interviews to gather data on charitable societies' informing on how they
interact with the student body, yielded a considerable spread of data regarding student
engagement. The semi-structured nature of the interviews resulted in participants providing
responses in irregular, varied formats. This complicated efforts to apply a standardised
framework for comparing our findings, potentially compromising the representativeness of the
data.  12



The self-reporting nature of interviews and the fact that interviews were conducted with only
one person (excluding The Charities Campaign) from the society’s committee meant that the
depth of information provided by participants was likely to be restricted to individual
preferences and perceptions of what was deemed worthy of discussion. These individualised
responses might have failed to capture significant details about student engagement and/or
relevance of their society given the considerable likelihood of answers being shared being those
the individual participant considered socially desirable. Further inconsistencies in the answer
format, due to motivation and interest of the participant being interviewed, impacted the depth
and breadth of data provided. In some cases, answers also digressed from the topic of charity,
thus making some of these findings unusable for our overall analysis and assessment of student
engagement levels with charitable societies. 

 Having conducted interviews with only five societies, a full, more representative picture of the
range and effectiveness of applied marketing strategies could not be provided. The limited
number of societies we were able to successfully reach reduced the scope for identifying avenues,
by which recommendations for enhanced marketing strategies can most effectively be offered. 

10.0 Recommendations 

 We have thus far established the significance of this question; outlined our methodological
approach and findings; and attempted to diagnose what specific problems charitable societies
encounter. As illuminated by our research, current disengagement or under-achieving potential
appears largely not value or apathy driven, but rather by practical concerns, including high time
commitment and low awareness, which fortunately are far more tractable for charitable
societies. We, therefore, propose a series of targeted solutions, which build on what most
charitable societies are already implementing, but enhance them with insight from general
marketing theory (User-Friendly, 2024). Our recommendations are organised around five
broader themes, each accompanied by more specific, actionable strategies. 

10.1 Explicit and Intentional Strategy

Our first recommendation is to treat marketing as integral to defining the society’s mission and
overall strategy, rather than merely an afterthought or communicating what has already been
decided. Most societies interviewed could articulate their purpose as a vague vision, of
fundraising and awareness raising, but did not have an explicit theory of change or
operationalised goals. Specifically, what this looks like in practice involves crafting a clear
mission statement of why the society exists, not what it does, and working backwards from
there, operationalising each step of the ‘funnel’: for example, identifying what success concretely
looks like for the society, then all of the ways students could fulfil this, what specific incentives
and barriers may influence whether they engage, how they move from ‘awareness’ to ‘action’, 
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and who the specific ‘target market’ is. As picked up on in the interview with SolidariTee,
considering what success tangibly looks like, separating fundraising and awareness-raising
metrics and evaluating how effectively particular events or initiatives fulfill these ends is vital.

 To exemplify this, let us suppose a charitable society focused on Alzheimer’s. Fundraising is
already well-strategised and measured by most charitable societies, whereby mass-appeal tactics
targeting the whole student body can be leveraged. Effective awareness-raising, however,
requires a different approach. Perhaps one goal is that more students take action to support
research and care for Alzheimer’s disease: this could look like more students pivoting into this
career. So, a speaker event with someone in the field or sharing relevant resources and
opportunities, specifically tailoring outreach to Biology and Medicine students,, through
lectures, School President emails, the Careers Service etc. could be a potential avenue. Another
method could be informing students more generally about the disease, which would hit a
different target group to those who would attend a speaker event or pick up a flyer. Here, a
more interactive and engaging way to educate would be better suited, such as creating an
Instagram reel informing students of a surprising fact on the street or asking ‘estimation’ or
‘true or false’ questions,, which is more likely to prompt reflection, be reposted and thus,
remembered. Monitoring and evaluating these diverse approaches is also crucial, to compare
their efficacy and ensure they are contributing to the broader mission. 

 What this translates to in practice, therefore, is not only having a designated ‘marketing’ role or
sub-team, purely dedicated to strategising the funnel from ‘outreach’ to ‘engagement’ and
coordinating these various approaches, but also centralising this as a key discussion point in
whole-team committee meetings, particularly at the start of the year. Another recommendation
is to gather more feedback from students, such as a one-question survey at the end of an event,
to ensure the target-groups’ needs are well-identified and met, and strategies are effective. 

10.1 USP and Relative Differentiation 

Once a society has identified its target audience and defined what meaningful engagement looks
like, the next step is to consider their positioning and how they distinguish themselves. This is
two-fold: first, being known and recognisable - visibility - and offering something students
cannot source elsewhere - distinctiveness. Most societies, for instance, do correctly identify the
reasons students seek to get involved in charitable societies in general - as indicated by the
convergence of survey and interview responses: value alignment, enjoyment and fulfilment, a
sense of community etc. Yet, simply identifying the reasons students want to engage is not
sufficient; there are myriad activities, indeed other charitable societies, which could attract the
students and fulfill those same needs. Successful societies, therefore, are able to articulate what
they uniquely provide, or a unique way they satisfy those needs, that differentiates them.
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Of course, having clear, consistent and memorable branding is important, but beyond this,
successful societies have a flagship event or experience that students uniquely associate with
them: the Charities Campaign’s Race2 or Take Me Out as key examples, corroborated by our
survey and interview data. This has clearly been effective in more mainstream campaigns,
outside of St. Andrews: for example, the guerrilla marketing techniques of UNICEF’s ‘dirty
water’ vending machine (Pryor, 2020) or the ALS ‘ice bucket challenge’ (Torossian, 2024). Even
on the branding front, Tony’s Chocolonely bars are unique in not being divided into equal
squares- an example of putting the mission, tackling global inequalities in cocoa production, at
the centre of one’s branding and image. A ‘USP’ need not be the most high-profile or obtrusive
tactic however: Effective Altruism, for example, noted its discussion programmes as a defining
feature compared to other charitable societies, which whilst understated, precisely matches its
target audience. By emphasising this unique value, they reported interest - measured by
application numbers - had quadrupled this year.

 The recommendation, therefore, is for societies to not only understand and present a solution
to what students desire, but to differentiate themselves as much as possible. This both increases
engagement in the immediate term, and also serves longer-term visibility purposes, as one
becomes more established and memorable - a central concern given the importance survey
respondents and interviewees placed on ‘word of mouth’ in St. Andrews.

10.3 Long-term presence building 

 In the same vein, our third recommendation theme is on building a long-term presence within
the student body. Long-term awareness is when people associate a society with a clear identity,
whether that is a yearly big event that draws in a large attendance, or a consistent charitable
mission. On the other hand, activation is about encouraging students to engage with the society
in the short term. To build and maintain strong visibility on campus, societies must balance
both awareness and activation.

 A key finding from our research was students perceive charitable societies to only host high-
commitment events that require a lot of engagement with the society (survey, Q7). This
perception can act as a barrier to engagement, particularly during periods of increased academic
pressure, contributing to the drop-off in attendance observed around exam seasons and after
Freshers’ Week (Anonymous Interview 2, Q18). While large events remain important for long-
term awareness and identity, societies should complement these with low-commitment
engagement opportunities. By hosting easily accessible events around busy seasons, the society
lowers the friction, making engagement far more appealing and possible. These should be
complemented by consistent society and charity updates to maintain visibility over time; as one
interviewee put it, it is about making what students already do on a daily basis ‘charitable’. 
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10.4 Clear Communication of Value and Mission 

Our fourth recommendation theme is to have clear communications of what the society’s
mission is and what the theyoffer to students in terms of value. Charitable societies are uniquely
distinguished, precisely for being mission-driven, yet this essential aspect is under-leveraged.
Charitable societies should be able to summarize the mission of their society into one sentence,
so that it can be easily shared with students. Students want to know what value they would get
from the society if they were to join or donate money. By sharing statistics of how much money
was raised at an event, or real stories of how that money is used by the charity, students will
have a higher perceived value because they can see the positive impact their actions can have. 

 One way to communicate value to students is to share updates, statistics, and impactful stories
from the charity your society supports through different communication channels. Often when
societies raise money for different charities, it is not always clear how that money is then being
used by the charity. By having full transparency and sharing stories about how the money is
then being used by those charities, students are more inclined to engage because they see the
direct impact they are having. These updates or stories from the charities could be shared on
weekly mailing lists, in wrap-ups after large fundraising events, or over social media. Given our
research survey findings that students are motivated to join charitable societies because of value
alignment, but often lack awareness of societies’ activities. Instagram reels are an engaging and
easy way to share information about the society's mission and goals, as they allow information
to be translated into short, visually engaging, and easily digestible content. 

10.5 Embed the society into the university fabric 

 Finally, charitable societies should take full advantage of the interconnectedness of the ‘campus
life’, particularly in the small university town of St Andrews, by establishing a presence across
as many domains as possible. Whilst each individual ‘touchpoint’ may not contribute
significantly to outreach or student engagement, this saturation of channels compounds
visibility over time. In other words, though social media is currently the most relied upon
outreach strategy, and the most used by those who hear about these societies, ‘word of mouth’
was emphasised too, which an aggregation of smaller, alternative strategies lend themselves to.
Societies should leverage as many platforms as possible, whether that be stalls in high-footfall
locations, displays in the Students Union or library, society collaborations, or being featured in
student newspapers. We also advise Union affiliation, if possible, to facilitate these efforts. 

11.0 Conclusion 

This paper has sought to provide different marketing strategy recommendations for charitable
societies to expand their visibility and emphasise their mission. Fundamental to the effectiveness
of these recommendations is the need for these to be finely attuned and therefore tailored to the 
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environment of 'campus life' (in this case, the University of St. Andrews). This paper has
illustrated how understanding the dynamics between charitable societies and students within the
university setting is key to produce productive marketing strategies, which can amplify mission
visibility and access to a specific audience. 

 By foregrounding the areas which can benefit from enhanced tactics and strategies through our
research, this paper has proposed actionable approaches to strategised marketing that embeds
the society's mission in personal experience. Attention has been drawn to the significance of
both the ability to curate a distinctive identity through long-term presence that facilitates
students' ability to discern a charity's mission and the ability to retain engagement by way of
clear, sensible communication.  

Nonetheless, the existence of factors constraining charitable societies' marketing strategies'
success must be acknowledged. Reduced manpower, scant resources and operational and
logistical limitations often lie outside the control of often small, student-led societies. Moreover,
the recommendations put forward in this paper are primarily centred around the formulation of
potential marketing strategies and would therefore benefit from being supported by a strategy-
implementation plan that facilitates actioning of these recommendations. 
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