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I	agree	 that	Salvation	Army	used	all	marketing	mix	
(7	Ps)	to	provide	value	to	donors.		
 

How	would	SA	provide	value	to	their	customers?	
Since it’s a non-profit organization, Salvation Army would pursue a 
‘Customer Intimacy’ strategy (Buttle, 2009) that adapts their product 
offers (opportunities to contribute to society) to the needs of their 
customers – donors, volunteers and general public. Value in this case 
could be providing customers the sense of achievement/fulfilment in 
providing charitable services together with Salvation Army.  
 

Providing	value	through	the	use	of	marketing	mix	

Product	

 
	
	
	
Place  
The Salvation Army distributes their products directly to their 
customers (donors, volunteers, partners, members and the general 
public). For example, giving out mailers to inform them of upcoming 
volunteering events, a volunteers’ online portal to view different 
volunteering opportunities, and during their annual Christmas Kettle 
Appeal, Salvation Army volunteers will be seen carrying their kettle 
pots asking for donations from the public. Lastly from the articles, 
“…buckets [can also be seen] in shopping centres..” (p.42) 

 
Promotion 

Advertising	(albeit	indirectly)	
The Salvation Army promoted their product/services through the use of showing a 
documentary on a homeless youth, titled Oasis.  
 
“The Salvation Army has had great success in appealing to the compassion and willingness of 
people to help through the documentary on homeless youth Oasis…” (p.42) 

Augmented

Actual

Core

	

Evidence from the article: 

 

“We see it as intentionally 
developing an opportunity 
for individual people, 
corporations, businesses 
and even governments to 
partner us in providing 
these services..” p.41 

 

(Augmented) “We realized 
how important people’s 
buy-in is. Not only in terms 
of choice about where they 
put their money, but more 
than ever we realise they 
want buy-in in terms of the 
direction of the 
organization..” p.42 

(Actual) “..an opportunity 
to ‘collaborate’, rather 
than an opportunity to 
simply spend money.” p.41 

(Core) “It is the ability to 
connect on the 
fundamental level of 
humanity and 
compassion..” p.42 	

Make an impact on society.

Offer opportunities to express 
customers’ inner good, do good 
and feel good. 

Offer the sense of belonging to a 
highly charitable and reputable 
community. Make new friends, 
etc.

Full marks. 
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Public	relations	
On top of that, they also partnered with local communities to gather opinions of how Salvation 
Army should be marketed.  
 
“In partnership with the community and through advisory boards at a local level…able to 
utilize a wide range of opinions in how the brand should be marketed.” (p.42) 

Sales	promotions	
They also positioned distinguishable buckets in shopping centres to promote their brand.  
 
“..the recognisable shield on buckets in shopping centres are all part of the continued 
marketing of the brand.” (p.42) 

Direct	mail	
“The Red Shield Appeal, a mailing list of more than one million people.” 
 
Price – Customers pay for the product with monetary donations, goods donations and/or 
commitment plus personal time.  
 

People	
Salvation Army staff are seen passionate for people’s welfare and they wear military looking 
uniforms. They have ranks within their ‘corp’ like Major, Captain and the highest is General. 
For campaign volunteers or staff, for example in their “Christmas Kettle Appeal”, you see 
smiling and proactive volunteers encouraging monetary donations from the public. 

Physical	Environment	
Salvation Army’s YouTube page: Testimonies from 
beneficiaries and staff/volunteers on any recent or upcoming 
projects. (Exhibit A) 
 
Webpage (Australia): Has an option for volunteers to register 
themselves and thus have access to information such as 
volunteering activities or training schedules.  (Exhibit B) 
 
 

 
 

Corporate uniforms and artefacts (Exhibit B): Distinguished kettles, bells and uniforms to 
provide the perception that it is an honour to serve and give, and that every Salvation Army’s 
member, be in volunteers, donors or staff are all in one big worldwide family impacting the 
world.  
 
 
	

  	

Exhibit A 

Exhibit B
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Process	
Monetary or any form of contributions 
can be made quickly and convenient, 
either through Salvation Army’s country-
specific websites, for any passer-by to 
donate into a prominent red kettle, or 
donate clothing and goods into the 
multiple collection points - Salvos stores 
in the country (Exhibit D). There is also a 
volunteers’ portal for customers to search 
for any volunteering events (Exhibit C). 

 
 

I	disagree	 that	 Salvation	Army	 (SA)	used	 all	marketing	mix	 (7	Ps)	 to	
provide	value	to	donors.		
 

They did not use all marketing mix but focuses only on a few ‘P’s. From the article, we can see 
that “Promotion” is one of Salvation Army’s most important marketing focuses. "If we don't 
engage in telling our story and telling the community how they can participate with us in 
helping people, where are our basic resources going to come from?" (p. 41) 

As what they set out to do, they told the public of what they had been doing and retelling their 
stories. "We realised in the mid-1960s that the Salvation Army was doing all these things, but 
we never told anyone about them.." (p.41) 

Their main purpose is to promote collaboration and to spark people into action through 
collaboration.  
 
Evidence of promotion:  
“The Salvation Army plans to send a copy of the documentary [Oasis and the four separate 
cases documentary] on DVD to every high school in the country and provide enough copies for 
widespread distribution.”  (p.42) 
 

“The Red Shield Appeal, a mailing list of more than one million people and the recognisable 
shield on buckets in shopping centres are all part of the continued marketing of the brand.” 
(p.42) 
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