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Learning from Relationship Marketing



How do we build relationships?

‘Everything we know about how to build 

a good relationship as a parent or friend  

we can apply to fundraising.’



But …

“Not all relationships are important all the 

time…some marketing is best handled as 

transaction marketing.”

Evert Gummesson
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Relational or transactional?
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Stage 1: Awareness

• What will inspire a donor at this stage
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Stage 1: Awareness

• What will inspire a donor at this stage



Stage 1: Awareness

• Conduct donor surveys



Hyper-personalisation

Dear Adrian…

I remember the survey you returned 

to me a little while back. Thank you 

for that! In it, you told me that you 

preferred spending time with ‘any 

furry, friendly animals’. I imagine 

you really love dogs but not all are 

so lucky…
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Which do you prefer to spend 

time with?

• I love cats!

• I prefer time with dogs!

• Any furry, friendly animals

• Humans really

• It depends

• Other / comments



The Bequest Question
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Bequests left to <CHARITY> by people in their wills are of enormous 
benefit to our work to help <CAUSE>. Many people like to leave 
money in their will or trust to <CHARITY>. These wonderful donors 
are members of our “<CLUB NAME>”. Have you included a gift to 
<CHARITY> in your will?

1 Yes, I already have included <CHARITY> in my will 
2 I intend to include <CHARITY> when I make or revise my will 
3 I would consider this type of gift and would like more information 
4 I have a will and have mentioned other charities, but I have not 
included <CHARITY> 
5 I do not have a will 
6 I have written a will but not included a charity
7 It’s not something I’m interested in right now, thank you



Major Gift Question
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In a few months, <CHARITY> will be running a 

special campaign to <do this special thing>. <We will 

have a ‘private’ phase asking key supporters if they 

could pledge over $1,000 to match donations during 

the campaign>. Would you be able to consider 

making such a gift in 2017?

1. Yes, I’d like to consider a proposal in more detail

2. Maybe. It depends on when, and what campaign

3. Not within six months, but maybe a little later or next year

4. Not now, thank you



So

• Motivation/Interests

• High Value

• Bequest

• Commitment

• Maybe Identity

• Maybe Preferences

• Maybe Satisfaction and Trust
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Stage 2: Deepening the relationship

•Satisfaction is first driven by fulfillment of donors’ lower 
level needs but then transition to be fulfilled by donors’ 
higher level needs;

– Connectedness 

– Autonomy 

– Competence

– Growth

– Purpose in Life

– Self acceptance



But

• The higher the level of perceived needs to be met, the 

more ambiguous and more uncertain people feel about 

judging their fulfilment

• The more uncertain, the more likely they are to rely on 

others to help them form the judgement

• The more ambiguous people feel about what a fulfilled 

life means the more they would look to others to help 

them define what a fulfilled life means



Stage 2: Deepening the relationship
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Stage 2: Deepening the relationship



25



How great the ORGANIZATION is = $4,470 in gifts
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© Tom Ahern 2013

CORPORATE communications

DONOR communications



How great the ORGANIZATION is = $4,470 in gifts

© Tom Ahern 2013

How great the DONOR is = $49,600 in gifts



Stage 3 – Expansion

Self-verification theory

• “People can always feel better if others important 
to them see them in the same way they see 
themselves.”

• “Both partners reveal themselves, and seek and 
express validation of each other’s attributes.” 

• (Reis and Shaver 1988, 369). 



Self-verification theory

• For the clever 

fundraiser, the point of 

the research is not the 

information, but the 

participation



What Identities Are Donors Articulating When 

They Give?

Are You Recognising Those Identities?



Self-enhancement theory

• Katz and Beach (2000) tell us that people are 
most likely to seek partners who give them both 
verification and enhancement, and that in the 
absence of the latter, they seek the former. 

• So how can fundraisers can stretch their donors’ 
imagination about just how good a human being 
they can be? 



Self-enhancement theory





Who Are Your Donors?

Who Would They Like To Be?



Identity fusion

• The giving of money is not experienced by 
the donor as a ‘loss’ or an ‘investment’’ any 
more. 

• The action of giving money, as the theory 
predicts, should make the individual feel 
stronger because of the closer connectivity 
they experience with others



Identity fusion

• Should not thank for the donor’s 

generosity per se…

• …but rather, celebrate shared success
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Identity Fusion Example
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Stage 4: Commitment

• Focus on satisfaction

• Past investment

• Availability of alternatives



But

• Past tangible investment (shared debts, 

pets, jointly purchased items

• Past intangible investment (disclosures, 

effort and time)

• Planned tangible investment

• Planned intangible investment



Download the reports

www.philanthropy-centre.org 



Motivation Versus Identity

• Emotional Utility

• Practical Utility

• Familial Utility

• Demonstrable Utility

• Spiritual Utility

Compassion – Problem Solving



Moral Identity – One Easy One To 

Play With

 How can we help donors give?

 What does giving make our donors feel?



Morality Measures
Below is a list of traits that people possess. Please indicate how much you believe you actually 

possess such traits, and how much you ideally would like to possess such traits. 

Actual: Your own beliefs concerning the moral traits you think you actually possess now.  

Ideal: How much you would like to possess this trait:  the type of person you wish, desire or 
hope to be.

Please rate the extent to which you believe you actually possess the traits next to “Actual”; and 
the extent to which you ideally would like to posses such traits next to “Ideal” on the 
following one to nine point scale.

Caring  Actual: Not at all  1       2        3       4        5        6        7        8        9 Completely

Ideal: Not at all  1       2        3       4        5        6        7        8        9   Completely

Compassionate Fair Friendly GenerousHelpful Hardworking Honest

Kind 



Morality: Survey Results
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Morality: Survey Results
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Morality

 Control Condition

 “Thank you for being/becoming a member.” 

 Moral Condition

 “Thank you for being/becoming a XXXX member.”

○ XXXX= two randomly selected words from the following five 

words

 Caring

 Compassionate

 Friendly

 Kind

 Helpful



Morality Increases Giving in Females

$105.00
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$103.83
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Male Female

Control

Morality



How to do it yourself?

Caring Compassionate

Fair Friendly 

Generous Helpful 

Hardworking   Honest

Kind 





Relationship Fundraising 2.0



Our Process

1. Audit of comms

2. Questionnaire

3. Experiments

4. Follow up Survey
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Now that we get action out of the 

way, let’s care about how people 

feel, so we can sustain the action.
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How can 

charities use it?



Use the findings to 

change the style of 

their communications 

over all. 

Key Variables to 

Check 

Has the copy 

delivered on them? 

Compassion

Cognition

Internationalised moral 

identity

Symbolic moral 

identity

Identity esteem

Identity importance

Satisfaction

Trust

Commitment

Connectedness to 

Charity



They can use the findings to test the best way to 

increase giving while making people feel better

Please tick any of the statements below that are true for you

[] Yes, giving is a vital part of what being a XXX supporter means to me

[] Yes, I care passionately about the work of XXX charity

I want to give: 

<£XX>

<£XX>

<£XX>

Or my preferred gift of £



Total Number 

of Donations

Total 

Donation per 

Condition

Difference between the testing 

conditions and the control 

condition

Condition 1:

Commitment 

+ Identity 

Importance

517 £32,840.00 £17,698.80

Condition 2:

Commitment

551 £30,797.00 £15,655.80

Condition 3: 

Identity

Importance

606 £29,846.79 £14,705.59

Condition 4:

No questions

288 £15,141.20

Benefit from doing one experiment for this 

research

£48.060.19
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