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What will we cover …

▪Relationship Fundraising 1.0
▪Relationship Fundraising 2.0
▪Relationship Fundraising 3.0

-Identity
-Wellbeing, and 
-Love
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Relationship Fundraising 1.0

“An approach to the marketing of a cause that centres on the 

unique and special relationship between a nonprofit and 

each supporter. Its overriding consideration is to care for and 

develop that bond and to do nothing that might damage or 

jeopardize it. Every activity is therefore geared toward 

making sure donors know they are important, valued, and 

considered, which has the effect of maximizing funds per 
donor in the long term.” 

Ken Burnett (1992)
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What Matters?

▪ Saying thank you

▪ Responding within a reasonable time

▪ Banking the donation immediately

▪ Treating donors with respect

▪ Offering appropriate recognition

▪ Feeding back on where the monies were used or impact

▪ Respecting donor wishes

▪ Being open and transparent

▪ Capturing data accurately

▪ Communicating appropriately
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Surveys



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





Relationship Fundraising 2.0 (early 2000s)

“To the manager, understanding the process of making relationships work is superior to 

developing simply a laundry list of antecedents of important outcomes”

(Morgan and Hunt 1994, p31-32)
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Relationship Fundraising 2.0

The Components of a Relationship

▪Satisfaction
▪Commitment
▪Trust
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Satisfaction

Customers are often asked to indicate the degree of their satisfaction on a five-point scale 

such as:

▪ 1 = Very Dissatisfied

▪ 2 = Dissatisfied

▪ 3 = No Opinion / Neutral

▪ 4 = Satisfied

▪ 5 = Very Satisfied



Customer Satisfaction
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Will Customers Buy From You Again
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Commitment

Commitment has been measured by the level of agreement with statements such as:

▪ “X is my favourite charity”

▪ “I am very committed to X”

▪ “The work is X is very important to me”

14



▪Service Quality
▪Risk
▪Personal Link
▪Shared Beliefs
▪Learning
▪Multiple Engagements

and Trust
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Drivers of Commitment



On the Plus Side

▪ Nonprofits have upped their game

▪ Delivering on satisfaction with the quality of service provided is the right thing to 
do.

▪ Trust is massively important
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But the model is flawed …

▪SCT was developed in the business domain where the 
dominant paradigm is exchange relationships

▪SCT is not easy to implement

▪SCT is a better predictor of future giving intentions, not 
how people actually behave in the future

▪The perspective on donor centricity is weak.
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And Donor Centricity ..
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Donor communications are 

about how great 

the donor is. Favorite pronoun: 

you





Donor-CENTRIC: 

"With your help, all 

these amazing things 

happened. And without

your help, they won't.“

Source: Tom Ahern



你救了这个世界
的孩子





But WHO is the YOU?
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Enter Relationship Fundraising 3.0
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Who are your 
donors?

Personal 
Identity

Moral Identity

Relational Identity

Organizational 

Identity

Social (Category) 

Identity

Societal Identity



Talk to their sense of 

who they are



A US Conservative Thinktank

What are the top 
5 words that 
come to mind 
when you 
describe 
yourself?

What are the top 
5 words that 
come to mind 
when you 
describe yourself 
as a supporter?



A US Conservative Think Tank

Control

Condition 1

Self 

Adjectives



A US Conservative Think Tank

Control

Condition 2

Supporter 

Adjectives



13.83%

19.67%

5.84%



13.83%

19.67%

5.84%

What 

changed? 

Just four 

words!



Relationship Fundraising 3.0: 
Wellbeing

▪Connectedness 
▪Autonomy 
▪Competence







Stage 2: Deepening the relationship
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How great the ORGANIZATION is = $4,470 in gifts
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CORPORATE communications

DONOR communications

Source: Tom Ahern



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

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

Source: Tom Ahern



More Evidence ..





Response Rate

102

%61%

51%



Average Donation



Test 2







And Finally – Are you talking enough about … LOVE

Your donation can …

Your gift can …

Thanks to your gift of

Thanks to your support

Due to your investment

The language of MONEY
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The starting point of 

every donor relationship

“Is this 

all I am 

to you?”



Obsession with money/impact
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Help 2x the Maryland Families This 

 

On this worldwide day of giving, every $1 you give will be matched, dollar 
for dollar, thanks to a $50,000 matching grant from a generous donor. That 
means every $1 you give will help provide 6 nutritious meals at a time when 
Maryland families need help more than ever. 

Thank you for remembering your neighbors hit hardest by the effects of the 
pandemic. 
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APPEAL EMAIL

A sick child in Yemen needs you

You can make a lifesaving 
difference right now for Walid and 
his family. Be the hope they have 
been waiting for.

Send your love to a sick child in Yemen

You can make a lifesaving difference 
right now for Walid and his family. Be 
the hope they have been waiting for.



Before Phil Psych After Phil Psych



But it should be more complex

• What kind of love should we articulate?
• Who is it between?
• How should it feel?
• What can it take on?
• Why is the love meaningful?
• How can we deepen it?
• Transition?



What Kind of Love Should We Articulate?

• Compassionate Love

• Companionate Love



Compassionate love Companionate love

The love we have for those who 

are not my tribe (some of them can 

be very different from us)

The love we have for those who are 

in my tribe (some of them can be 

very similar to me)



APPEAL 
EMAIL
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Compassionate 

versus 

companionate 

love



Who Should The Love Be Between?
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“If you’ve time to read nothing else, 
please know this:”

Source: Vida Joven



What Can It Take On?



Love doesn’t have to be only warm, fluffy and joyful

Thanks to Beth Beall

Executive Director

VidaJoven DeMexico

Participa

Newsletter



Love can take on fear in its raw form

Newsletter



Identity

Wellbeing

&

Love

Relationship Fundraising 3.0
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