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Or go to: 

http://www.pursuant.com/landing-

page/relationshipfundraising/

Type in google: Pursuant 

Relationship Fundraising 

The Full Literature Review can be found here:

http://www.pursuant.com/landing-page/relationshipfundraising/
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How to love your donors in a relationship?

Who do 

your donors 

love?

What is the 

best way to tell 

your love 

story?

What is the 

best way to 

love your 

donors?

Do your donors 

feel loved in 

their relationship 

with you?
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Use the findings to 

change the style of their 

communications over all. 

Key Variables to 

Check

(Ranked from most 

to least important) 

Has the copy 

delivered on them? 

Compassion

Cognition

Internalised moral 

identity

Symbolic moral 

identity

Identity esteem

Identity importance

Satisfaction

Trust

Commitment

Connectedness to 

Charity
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Increased response rate between about 57% and 

200%), 

Without reducing average amount of giving, or

Making people feel worse. 

We:
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How to love your donors in a relationship?

How much money can we raise? 

How good do people feel? 
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Horizontal and Vertical Relationship with Jesus

Below are a list of items. Please indicate how often you think of Jesus 

Christ in the context of these relationships

(Scale: 1  Never / Sometimes / Always  7)

King and subject (Vertical)

Master and servant (Vertical)

Leader and follower (Vertical)

Teacher and student (Vertical)

God and man (Vertical)

Role model and learner (Vertical)

Friends (Horizontal)
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Lovers (Horizontal)

Mentor and mentee (Vertical)

Giver and receiver (Vertical)

Judge and judged (Vertical)

Deeply committed partners (Horizontal)

Protector and protected (Vertical)

Family (e.g. Jesus Chris as your brother) (Horizontal)

Companion (Horizontal)

Fellow worker (Horizontal)

Continued…
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Research Question:

Can we make donors feel better about 
themselves using thank-you 
communications?

Can we increase a donors intention to 
support using thank-you communications?
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Dear {First Name}

Thank you. Thank you. Thank you!

Thank you for signing the Brady Campaign petition to oppose the “Arm 

Anyone” bill!

By signing the petition to oppose the Zimmerman bill to “Arm Anyone”, you 

joined an army of hundreds of thousands of passionate people who care. 

You also stood up to say that you have had ~ENOUGH of the fact that more 

than 33,000 people die every year from gun violence. Together, we stand up 

to end gun violence. 
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You support also made all of us here at Brady feel very, very good about 

what we do. Thank you.

In gratitude, we wonder if there is anything we could do for you. Would 

you answer three quick questions to help us understand you better?

Thank you. 

Take survey
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Condition 1 Condition 2

Donor wellbeing

What’s important for 

Brady?

What’s important for 

Brady?

Donor wellbeing

Donor intentions

Donor intentions



#bbconUK



#bbconUK

How did signing the petition make you feel?

[ ] Yes! Signing the petition made me feel I can voice my beliefs

[ ] Yes! Signing the petition made me feel more strongly

connected to those who need protection from gun violence

[ ] Yes! Signing the petition made me feel I can make a

meaningful difference
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No acknowledgementAcknowledgement received
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Donor identity boosted
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Those who received the thank-you letter gave on average $45 more 
than those who did not. This is a 67% increase in giving. 
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Research Question:

What effect can centring a ‘thank-

you’ letter on the CEO or the donor 

have on renewal rates?
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DONOR CENTEREDCEO CENTERED
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Follow up survey 

Donor connectedness to:

• IPTV and affiliates

Donor wellbeing

• Autonomy, competence, relatedness

Modelling predicting how good people would feel after 

receiving 4 thank-you letters a year for 5 years
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DONOR CENTEREDCEO CENTERED
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YearWeek
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Which condition win?

- Year

- Week
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Condition 1 Condition 2 Condition 3
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Condition 1

Condition 2
5.8% higher purchase rate

About $1.37/person increase purchase Condition 3
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Condition 1 Condition 2

Vastness

Intention to continue

Connectedness and 

Commitment

Psychological Well-

Being
Vastness

Intention to continue

Connectedness and 

Commitment

Psychological Well-

Being
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Vastness

Connected

Committed

Intention to 

continue
Psychological 

Well-being
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Condition 1 Condition 2

Vastness

Intention to continue

Connectedness and 

Commitment

Psychological Well-

Being
Vastness

Intention to continue

Connectedness and 

Commitment

Psychological Well-

Being
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Take Home Messages:

Love your donors with tenderness and delicacy
− Switching the order of questions can make people feel about 50% better or worse!

It will pay off!
− 14-50% higher response rate

− 67% higher average donation amount

It is about how to make the biggest mission felt in donors’ hearts in the most 
personally meaningful ways. 

Love does not have to be blind
− You can have evidence to support all these tender and delicate decisions
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Contact Us:

Jen Shang: 
jen.shang@plymouth.ac.uk

Adrian Sargeant: 
adrian@philanthropy-centre.org

Kathryn Carpenter: 
kathryn.carpenter@plymouth.ac.uk
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Stop 

Option 1 A Communications Audit: (3 months, £6-10K) 

Option 2 A Supporter Survey: (3 months, £10K) 

Option 3 Experimental Testing:                                              

(6 months, £6K/experiment) 

Option 4 Follow-up Supporter Survey: (3 months, £12K) 

A Charity 

understands 

how to 

maximize 

the value of 

all the 

learning 

A charity wants to if there are more organizational 

specific motivations and psychological well-beings 

A Charity wants to know how to fine-tune their 

communication based on the learning 

 

A charity wants to know if they have made their 

supporters feel better after they give more. 

A Charity wants 

to know how to 

fine-tune their 

communication 

based on the 

learning 


