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Intro to Donor Identity:
In this series, our experts discuss the importance of donor identity
and how to leverage it for your organization’s’ bottom line.

Motivation: It Matters.
Not everyone who shows up at a
car dealership is looking for the
same thing. It’s obvious right?
Every customer is unique and every
customer is looking for something
different from their shopping
experience. In fact, even people
who are looking at the exact same
make and model have different
motivations. A 20-year-old student
might be looking to rent the shiny
red convertible sports car because
he wants a ride that will impress
his dates. While a 50-yea- old
middle manager might be looking

to purchase that same car to stave
off a mid-life crisis. Thus, a good
salesperson needs to know his client
and understand her needs before
embarking on the path to a sale.
As it happens, the nonprofits business
is a lot like the sales business. In
order to be successful in finding and
converting clients or constituents,
you need to understand the range of
motivation that drives each of them.
For nonprofits, charities, and advocacy
organizations, leaders must appeal to
each donor’s motivation for giving.
This unique motivation is what we

mean when we talk about donor
identity. It is the donor’s identity
that nudges her to take out her
pocketbook and write you a check.
She sees herself as a certain type of
person and donor and because of
that she gives to your org. Here is an
example:
Joanne is a breast cancer survivor. It’s
a big part of who she is, and because
she beat cancer she feels compelled
to make a large annual gift to the a
large cancer treatment center. Joanne
was a patient there and she wants to
help others like herself beat breast
cancer.

Now, here’s another example for a
different donor but the same charity.
Paul is a cancer researcher ata major
health organization. He studied
immunology in college and wants
to put that knowledge to good use
in finding new treatments. Like
Joanne, he makes an annual donation
to the cancer treatment center. But
unlike Joanne, Paul specifically
gives because he is intrigued with the
advanced therapies being tested on
patients who have very aggressive
forms for the disease.
Thus, we have two donors who both

give to the same organization, but for
two very different reasons. Knowing
what you know about Joanne and
Paul what source of communication
would you send each of them for a
fundraising campaign?
For Joanne, perhaps a heart- warming
story of a mother of three who
overcame breast cancer (thanks in
part to Joanne’s support) would be
most effective. And for Paul, how
about a run down of the newest and
latest treatment regiment being used
for patients as well as their results.

building is what donor identity is
all about. But as you can see, the
first step is finding out each donor’s
identity and reason for giving. So
how can we do that?
Stay tuned for Grassroot
Communications’ Donor Centric
newsletter
Here’s a clue: we can guess, or we
can ask. We will discuss both in
upcoming articles.

This personalization and relationship-

Time to Rethink the ‘Starving Children” Strategy
Conventional wisdom said that
pictures and stories of poor, helpless,
victims like the homeless or children
in developing nations spur donors to
give to charities. The gloomier, the
better, right?

Not so fast, say a pair of social
scientists in Britain who last year
began to study why some charities
perform better than others.
David Hudson and Jennifer van
Heerde-Hudson, who are also

husband and wife, wanted to
understand how the emotional
content of nonprofits’ messaging
effected their ability to solicit
donations. What they found is both
intriguing and counter-intuitive.
Reported the New York Times:

Ms. Van Heerde-Hudson and Mr. Hudson created two marketing campaigns for a charity in Bangladesh. The first
showed an image of a sick and malnourished child and slogans like “Please donate before it’s too late.”
The other hardly mentioned which problem the charity was trying to solve. Instead, it showed a smiling child holding
a “future doctor” sign and proclaiming that “all of us sharing a little more can make a big difference.” It sought
donations to “educate the next teacher, farmer, or doctor.”
“The second ad was a huge success,” Mr. Hudson [said]. “The data was clear. If you can trigger a sense of hope,
donations go up.”
--New York Times. “Few donations? Blame bad marketing” by Charles Duhigg. 6/14/17
Hope is a powerful force. And what
social scientists have shown us is that
every successful fundraising appeal
must conclude with a message of
optimism. This is especially true if
the donor follows through with their
donation to your organization.

Put simply, if you want to inspire
constituents to take action, not only
do you need to present the “problem”
to be solved, you need to illustrate
how to overcome the challenge so
that your donor feels empowered.
It’s all about how the donor feels
throughout the giving process.

And after you do secure that
donation, remember to send a thank
you note!
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specializes in data analytics—and
our team would be happy to help
you! And if you’re wondering how
to jump-start building a valuable
database that stretches beyond
your membership
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GrassRoot Communication
specializes in the production of
direct mail, print and various
communications materials for
associations, non-profits, businesses
and government agencies. By
teaming up with us, you’re adding
a quarter century of experience to
your team, and gaining access to
ideas and solutions for connecting
with your audience in the most
effective ways. We provide all the
services you need for the entire
production process under one roof,
ensuring your project goes out
without a hitch.

Call us today to talk
about your next project.

