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Principles of consumer marketing can be applied with great success to the non-
profi t sector. Thinking of donors as customers is the fi rst step. “Customers,” in 
this case “donors,” buy benefi ts.

A non-profi t organization should ask, “What are the motivating benefi ts for my 
general category of charity?” and “What specifi c benefi ts does my charity offer 
that will cause donors to choose us?” Answering these questions correctly pro-
vides important direction for fundraising campaigns and communications.

Many non-profi t organizations fi nd that they have groups of donors who con-
tribute for different reasons. Each group of donors that give in response to a 
different cluster of benefi ts is a distinct marketing segment. Non-profi ts need to 
customize their approach to each donor segment from which they hope to raise 
money.

NEW EXPECTATIONS AMONG DONORS

The world of philanthropy is changing. Charitable institutions need to recognize 
these changes and their impact on fundraising. The key to success in this new 
environment is the realization that donor needs must be understood and met in 
order to generate philanthropic support.

As with any service they buy, donors want to know that charitable services are 
actually delivered and that they work. Because donors do not, themselves, 
usually have fi rst-hand experience with a charity’s service, they want precise 
measures of effectiveness. Status reports are expected and appreciated.  

Donors are loyal to services that perform well. If they are not satisfi ed with the 
performance, donors will switch, i.e., buy charitable services from another char-
ity. Charities that fail to document good results will lose funding.

URBAN WALLACE ASSOCIATES
35 Bedford St., Suite 8, Lexington, MA 02420
ph 781 862 0033   fax 781 862 1292    fax 781 862 1292    fax web www.uwa.com

Applying the Principles of Consumer Marketing to Philanthropy

Donors look 
for benefi ts

Status 
reports are 
essential



PAGE 2

© 2007 Urban Wallace Associates | www.uwa.com                         We discover why people buy.

WHY DONORS GIVE

Donors buy charitable services. Charities need to understand that they are 
providing services that donors buy. Although donors are not typically the recipi-
ents of the charitable services, they are the ones who pay for the services. Thus, 
donors expect to be treated like customers. This means that charities must ori-
ent their fundraising programs around fulfi lling the “customer” needs of donors, 
not just the needs of their institution.

Purchase Logic explains how donors choose a charity. Raising more 
money is a process of offering new benefi ts to potential donors, then remov-
ing barriers to giving (such as high administrative costs) and fi nally providing 
a reason to choose a particular charity. A non-profi t organization needs to ask 
“What are the motivating benefi ts for my type of charity?” and “What distinctive 
benefi ts do I offer?”
   
High net-worth philanthropists think like investors. For most chari-
ties, the 3% of U.S. households that provide three-quarters of all money raised 
is of paramount importance. Their Purchase Logic for making charitable gifts 
involves longer timetables and measurable results. In order to attract high net-
worth donors, a charity must offer benefi ts that motivate investors, as well as 
customers.

Related Articles

To learn more about the topics discussed in this article, you may wish to read 
the following paper found on www.uwa.com:    
•  Purchase Logic: The Foundation of Marketing Strategy
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