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Executive Summary
Throughout the years, the nature of philanthropy and fundraising has changed
enormously. Governmental regulations have gradually become stricter, scrutiny increased and
competition among fundraisers has intensified. Nowadays, donors find themselves in the
midst of a highly competitive fundraising climate, which enables them to be more
sophisticated in their interests and choices. Fundraisers, on the reverse, find themselves in a
difficult position. They do not only need to balance donor preferences with financial and
community performance but they also, and most importantly, need to be beyond reproach in
regard to transparency and accountability. On a micro, meso and macro level, several
paradoxes arise within each of the most commonly used fundraising strategies. In order to
address these existing paradoxes, fundraisers need to rethink their way of doing charity. This
paper therefore provides fundraisers with a new fundraising framework and useful set of
guidelines.
Within this policy, four standards of practice are proposed that are accompanied by
corresponding guidelines. The first standard of practice suggests fundraisers to sell creative
combinations of the three most often used communication strategies, being commonly
referred as disaster, impact and hope. Secondly, two new positive emotions are introduced,
namely humour and surprise, which have the potential to increase the likeability of the
campaign and to strongly persuade the donor. Both the first and second standard of practice
are donor-oriented. Through the introduction of this much needed third standard of practice,
the focus is shifted to the beneficiary. It is strongly believed that this shift will empower the
beneficiary and strengthen as well as rethink the current relationships between the
organisation, beneficiaries and donors. The fourth and last standard of practice is directly
aimed at creating experiences that are fully integrated into the donor’s daily life. The
objective is to make fundraising activities as what compulsive buying is to millennials: easy,
convenient and enjoyable.
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1. Problem definition
1.1 A map of various paradoxes
Creating, developing and engaging donors through effective fundraising campaigns
requires fundraisers to constantly manage and balance trade-offs. Regardless of the chosen
communication strategy (i.e. disaster, impact or hope), fundraisers are constrained to address
various strategic, ethical and societal dilemmas occurring at a micro, meso and macro level of
the non-governmental organisation (NGO) as depicted in Figure 1 below.

Macro
•Racial paternalism
•Colonial discourse

Meso
•Competitive differentiation
•Donor engagement
(attitude-behaviour gap)

Micro
•Strategic choice
•Internal alignment
•Ethical dilemmas
•Democratic governance
•Appearance of legitimacy

Figure 1: Fundraising paradoxes raised at the micro, meso and macro level of the NGO/ NPO

Within the organisation, fundraisers are first constrained to address the strategic dilemma
of choosing a fundraising approach. Choosing one strategy over another would automatically
leave out donors that are not sensitive to this specific communication appeal. Thus, comes the
critical and ethical question of which donor groups should be left out. Would fundraisers favour
rich donors as foundations and highly recognised corporations to the expense of more
committed individual contributors? Besides, in case fundraisers adjust a fundraising strategy
per donor group, this latter may result in various contradicting messages that could lead to
donors’ confusion and backlash. Fundraisers need to also internally align the strategy along
with the organisation’s vision and obligations. On the one hand, NGOs need to raise funds so
as to keep the organisation alive, promote building capacity and satisfy both donors’ wishes
and beneficiaries’ needs. On the other hand, fundraisers also need to embrace the core values
and mission of the organisation. The dilemma arises when economic times and the highly
competitive landscape pressure NGOs to fulfil stakeholders’ expectations. In stressful
circumstances, individuals are more likely to act irrationally and against their own code of
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conduct (Merry, 2010). Thus, to what extent would NGOs act against their own moral standards
if the latter effectively raises funds? Similarly, fundraisers need to face various ethical
dilemmas such as for example paying attention to the source of funding (i.e. tainted money),
preventing fundraisers’ monetary compensation or managing goal displacement and conflict of
interests with their donor groups (i.e. promoting donors’ projects that are not aligned with the
organisation’s core mission) (Rhode & Packel, 2009). Traditional fundraising also emphasizes
the use of emotional appeal through for example dramatic rhetoric to play onto the donor’s
emotions rather than rational decision-making processes. Selling emotions has been found to
be more effective than selling statistical evidence. However, this manipulative approach is
likely to threaten the democratic governance of the nonprofit (Merry, 2010). Last, the
appearance of legitimacy is also a paradox fundraisers need to consider. On the one hand, NGOs
need to appear legitimate to the public opinion through regularly reporting the use and impact
of the donations as well as reporting the status of the humanitarian crisis (how far is the
organisation in solving the issue). However, NGOs are, on the other hand, not very fond of
reporting an issue as being solved since this latter would directly lead to a decrease in the
amount of funds to be received.
At the meso level, fundraisers need to address the issue of competitive differentiation.
Compared to traditional management theory, where strategic differentiation is perceived as a
valuable competitive advantage, being too different in the framing of fundraising messages can
on the reverse strongly backfire on the nonprofit organisation (Hill et al., 2014). Oster (1995)
shows that public trust severely decreases towards an NGO that is one of the few, if not the
only one, advertising a message (despite being true) that is contradictory to the rest of the sector
(e.g. hope messages against disaster campaigns). The paradox then arises from this strategic
isomorphism. Selling similar messages as one’s competitors decreases the overall effectiveness
of the fundraising strategy since donors are now likely to base their decisions on the
organisation’s notoriety and reputation (Oster, 1995). In addition, the relationship an NGO has
with its competitors is contradictory because it both works with and against them. Fundraisers
also need to carefully manage donor engagement. On the one hand, donors are highly
determined to improve the world and support people living in extreme conditions but, on the
other hand, those issues simultaneously appear to be so enormous that Northern publics often
disengage, assuming that nothing can be done to reduce or even eliminate them (Hudson et al.,
2015). Fundraisers need to therefore carefully address this attitude-behaviour gap since highly
emotional campaigns such as for example the so-called “pornography of poverty” can easily
affect donor’s perceived efficacy and thus willingness to act (Plewes & Stuart, 2007; Hudson
et al., 2015; Vossem, 2017). Similarly, fundraisers face a trade-off between effectively
generating income (i.e. emotional appeal campaigns) and promoting cognitive (i.e. awareness
of the need, knowledge and interest in the humanitarian crisis) and behavioural engagement on
the long-term (Hudson et al., 2015).
Finally, on a macro level, the traditional paternalistic vision of developed nations over
developing countries is somewhat paradoxical coming from the nonprofit sector. One of the
core missions and objectives of NGOs is to reduce inequalities worldwide. However, their
current fundraising practices only increase social injustice due to a strong colonial discourse.
Fundraisers send public opinion the perception that Southern countries cannot sustain
themselves and that only wealthier nations can break the deadlock. As a result, fundraising
messages reinforce negative racial stereotypes, ignore all form of progress made by the global
South as well as ignoring the role and relevance of local actors. What results from such practices
is the public perception that more charity is needed instead of deep-rooted political and
economic change (Hudson et al., 2015). Besides, racial paternalism also influences fundraising
messages to the expense of global social justice. For example, Baker (2015) shows that white
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Americans are more likely to help victims coming from Africa than beneficiaries from Eastern
Europe.
1.2 A complex and wicked issue
As extensively described in Section 1.1, fundraisers face multiple paradoxes when
developing and implementing optimal fundraising strategies. However, they are also required
to manage dependencies occurring at the micro, meso and macro level of the non-profit (see
Figure 2) so as to best address the high complexity and wickedness of the previously described
strategic challenges.

Meso Level:
--> Donor type
--> Sector type
Macro Level:
--> The media

--> Distribution channels
Micro Level:
-> Available resources

--> National culture
--> Societal needs

-> Degree of resource
dependence

--> Technological
development
--> Economic climate

Fundraising
strategy

Figure 2: Dependencies at a micro, meso and macro level in regard to fundraising strategy formulation

On a micro level, available resources such as time and money highly influence the type of
communication strategy. A lack of money can negatively impact the quality and thus
effectiveness of the fundraising campaign. Fundraisers are likely to use the most commonly
used communication strategy (i.e. disaster strategy) as a safe bet rather than spending money
on creative and off the beaten track advertisements (Hudson et al., 2015). Similarly, time is also
a factor of influence. For example, NGOs in the humanitarian aid sector are expected to address
urgent crises, where people’s lives are at stake so that donations are directly needed. As a result,
fundraisers are likely to use a communication approach that appeals to the donor’s sense of
urgency and which fosters immediate actions (TedTalks, 2013). In addition, the degree of
resource dependence the organization has toward its donors also influences the type of charity
appeal. Froelich (1999, p.250-257) argues that a large dependence on donor’s funding may
foster goal displacement within the NGO. That is to say that donors can specifically require,
influence or even stop a specific marketing campaign in case they want the NGO to promote a
different message.
On a meso level, the type of donors also orients the communication appeal of the fundraising
campaign. Major donors are likely to favour highly detailed fundraising proposals with
financial performance indicators and statistical reasoning. Major donors often want to hear what
6

they can gain in return from their donations. Depending on their personal preferences and
current mood, minor donors can be equally impacted by all three fundraising strategies (Stone,
2014). Committed donors are likely to favour figures and facts that emphasize the progress of
the projects while new donors are likely to be influenced by strong emotional appeal through
images and warm glow related feelings (Handy, 2000, p.444-450). Autonomous donors, who
primarily value personal gains, are more likely to respond to direct funding requests and eager
to see the tangible benefits of their donations. Donors, who on the reverse value social
relationships, would prefer campaigns that underline the importance of donations in building
community network (Stone, 2014). In addition, the type of non-profit sector determines the
organization’s communication appeal. For example, in the humanitarian aid sector, fundraisers
are more likely to depict disastrous and victim-oriented campaigns while in the education
sector, hope and images of progress would likely be preferred (Al Nawakil, 2015, p.22; Das,
Kerhof & Juiper, 2008, p.162). Last, the type of fundraising distribution channels such as mass
media and social media would mostly trigger emotional responses within the donor whereas
personalized letters and face-to-face fundraising would favour theoretical message along with
emotional appeal (CDE, 2017, p.82).
On a macro level, the media plays a significant role in the effectiveness of an organization’s
fundraising strategy. According to Mirjam Vossen (see Appendix A), the media impacts
fundraising strategies in two significant ways. On the one hand, the media and the organization
can work hand in hand so that the media only reinforces the fundraising campaign through
publishing similar messages. On the other hand, the media can work against the organization’s
campaign by promoting opposite messages that can affect the organization’s legitimacy. This
can consequently lead the NGO to bias its fundraising campaign so as to follow the media’s
lead. The national culture of a country can also favour different communication appeal. For
example, Vossen (2017) shows that in the Netherlands people prefer campaigns that underline
progress and social justice whereas in the UK the focus is clearly made on the victim frame.
Last, the changing socio-economic landscape influences the way fundraisers appeal to donor’s
generosity. Because of an increased compassion fatigue, new expectations from younger
generations and technological changes in the way NGOs and donors communicate, fundraisers
are more than ever expected to adapt their fundraising campaigns to today’s new societal needs.
1.3 Strategic contradictions within the paradoxes
As previously explained, no matter the chosen fundraising strategy, various paradoxes are
raised within, in between and outside the non-profit organisation. However, the level of those
paradoxes goes even further since each type of fundraising strategies individually creates subparadoxes. For example, choosing emotional framing over impact-oriented advertisement
results in mostly capturing the pool of donors that are sensitive to disaster and hope strategies,
while leaving out the remaining and more pragmatic contributors. Fundraisers need to therefore
carefully balance the tactics needed to raise funds based on the paradoxes described above along
with the various dilemmas each fundraising strategy raises.
Regarding disaster-oriented strategy, dilemmas primarily hold in the internal clash between
the organisation’s urgent need to raise money and the method they use. Indeed, how (un)ethical
are NGOs to be perceived when raising funds on human misery and despair? The paradox,
however, goes one step further. Studies have shown that negative emotions are powerful to
rapidly convince people of the urgency of one situation as well as fostering immediate actions
(Merchant et al., 2010). The latter implies that even if the NGO is saving those human lives,
showing it would likely decrease their fundraising appeal and level of donations. This latter
raises the question of the organisation’s trustworthiness: how far could NGOs go in depicting
‘false’ (i.e. exaggerated) images for the sole purpose of raising funds? Besides, despite the high
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emotional appeal of negative framing, donors may also adopt an opposite behaviour such as the
‘bystander’ effect or the ‘boomerang’ effect (see Section 2.1) (Cohen, 2013).
Conversely, hope-oriented strategies promoting joyful, peaceful and vivid messages raise
the question of the situation’s urgency as well as the campaign’s effectiveness in grabbing
donor’s attention. Giving contributors the feeling that everything is going well is similar as
publicly communicating that the issue has been solved (Schwarz, 1990, p.15; Schwarz et al.,
1991, p.192). Indeed, why would donors financially contribute to a solved problem? However,
contradictions arise because donors have also been found to be more likely to help in the light
of optimistic and hopeful messages since good mood fosters positive attitude (Cheung & Chan,
2000, 242; Aderman, 1972, p.99). Hope-oriented strategies also strongly experience the
paradox of fundraising differentiation (see Section 1.1). Because of the emblematic picture of
the poor starving African child, which became the idiom of charity appeals, NGOs are still
highly devoted to negative images only at the risk of prejudicing the organisation’s stream of
revenues (Burman, 1994, p.29). Therefore, being one among the few organisations proclaiming
an opposite (i.e. hopeful) message makes the non-profit appear as untrustworthy to the public
opinion despite the veracity of the message.
Last, impact-strategies use statistical evidence as the main focus of their marketing
campaigns. The paradox emerges from the non-profit’s needs to effectively raise funds (i.e.
emotional framing) while maintaining a trustworthy relationship with the public opinion (i.e.
legitimacy, transparency and accountability). Rational advertisements have been found to be
the least effective method in appealing to donor’s generosity as opposed as emotional
campaigns (Das, Kerkhof, & Kuiper, 2008, p.172). This latter implies that donors are hardly
impacted by figures since large numbers are likely to be perceived as either too overwhelming
or too close to the finish line (issue perceived as (almost) solved and not urgent anymore).
However, figures can also be very effective in setting goals, which is positively associated with
donor’s participation (Das, Kerkhof, & Kuiper, 2008, p.166). Fundraisers are therefore facing
the paradox of having to beg for money through clear objectives and goal setting, while at the
same time making the issue appear unsolvable to keep a steady stream of donations.
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2. Application of theory
2.1 Disaster strategy
For the past decades, the image of the poor starving African child has become so central to
charity appeal that disaster strategy has become one of, if not the most, popular communication
strategy of fundraisers. Not using it could in fact prejudice the organisation’s income and stream
of donations (Hudson et al., 2015). The communication approach of the strategy focuses on
selling disaster and horror to the public opinion. Images of starving children with swollen
bellies, human bodies mutilated by the war or illnesses or child-marriages in third world
countries are omnipresent. Poverty is expressed through horrifying images, picturing the Third
World as helpless, needy and lost. In addition to using graphic images, negative framing such
as promoting the lexical fields of sadness, pity, fear and disgust is used to highlight worst-case
scenarios. Sentences that negatively emphasize the issue, such as “He is starving. We are not.”
are often common (see Appendix B). Vossen et al. (2016, p.38) argue that NGOs extensively
use this victim-frame to present the misery of the global South.
The media often labels images that show disaster as “poverty porn” or “starving baby
appeal” due to their ability to attract attention (Dyck & Coldevin, 1992, p.573). Multiple
studies describe how shock advertisement and negative framing create a sense of urgency
within donors. Shock images have been found to more effectively appeal to the donor’s
cognitive awareness regarding the depicted issue, which result in enhancing the donor’s ability
to feel the victim’s pain (i.e. empathy) and his or her desire to help (Dahl, Frankenberger &
Manchanda, 2003). Shock advertisement deliberately deviates from moral norms and values
through depicting images and promoting information that can effectively shock and outrage the
individual morality and cognitive senses. This in turn leaves an impression and attracts
immediate attention, but goes even beyond initial attention; it makes donors remember the
information they have witnessed and leads them towards message-relevant behaviours such
as supporting the cause and donating (Dahl et al., 2003).
Secondly, the donor’s self-image and personal values are of great importance in choosing a
fundraising strategy. When an individual finds one’s self in a situation that does not align with
one’s personal values, while being in a situation requiring social behaviour (e.g. donations,
solidarity), this latter will create feelings of dissonance and guilt. These feelings play onto the
individuals’ empathy, which brings them out of balance and makes them more likely to donate
(Merchant et al., 2010). When confronting donors with images that are in contrast with their
own lives and states, feelings emerge that emphasise the need to take responsibility (Bekkers
& Wiepking, 2011). The healthy and relatively wealthy donor feels consequently more
responsible and is more likely to take action and donate (Dyck & Coldevin, 1992).
Finally, additional research has emphasized the psychological effect of being confronted
with heartbreaking facial expressions, referred to as emotional contagion. The latter makes it
practically impossible to look away without undertaking action. Donors can, quasiunconsciously, almost feel the pain of the subject. Research proves that donors feel sadder when
looking at a sad face, which makes them feel empathetic for the beneficiary and makes them
therefore more likely to donate (Small & Verrochi, 2009). Vossen (2017) additionally argues
that empathy plays on the moral obligation of the donor.
Nevertheless, times change and so do donors preferences and social norms. What at first
seemed to be an effective fundraising strategy, fundraisers are now widely confronted with the
ethics of such approach. The representation of developing nations as being helpless victims
through the process of poverty sensationalism, consequently results in damaging those people’s
dignity. Presenting the Western World as superior and as ‘powerful givers’, only emphasises
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the colonial ties and negative racial stereotypes between North and South as well as widening
the gap between rich and poor nations (Vossen, 2017, p.60).
Negative framing and stigmatisation also lead to what Mirjam Vossen (2017, p.129) calls
relief fatigue. The effectiveness of negative advertisements and fundraising messages is
gradually failing since donors are becoming tired of the stereotyping messages NGOs promote.
Instead of attracting the needed attention, people tend to flip channels on their television so as
to avoid disaster in any sort of ways. People become so tired of the suffering and horrible
images, that they actually stop noticing them (Zembylas, 2013). An effect that closely aligns to
this, is the bystander effect as described by Cohen (2013), where individuals are overwhelmed
by negative emotions that lead to a feeling of powerlessness and indifference.
As a direct result of this so-called ‘disaster framing’, research shows that people tend to
misjudge the facts about the actual situation in Third World countries. Being primed with
mostly negativity, positive trends in global poverty are misjudged and undervalued. The actual
decline of poverty but also the progress that has been made in for example health and education
is greatly underestimated (Vossen, 2017). This directly influences the feeling of efficacy within
donors’ perception, which is a key aspect of charity donation and philanthropy (Bekkers &
Wiepking, 2011). Efficacy refers to the donor’s perception that his or her contribution can make
a difference in regard to the causes he or she supports. When a donor senses that his or her
contribution will not have much impact, he or she is less likely to donate. Bekkers and Wiepking
(2011, p.942) refer to this phenomenon as reverse causality. The constant stream of negative
information gives donors the feeling that no impact, no progress and no improvement can be
achieved. Finally, through using upsetting emotional appeal, the boomerang effect can cause
individuals to feel contempt or disgust for a certain NGO. This could consequently lead to
donors’ reactions that are strongly opposed to what was expected in the first place. Feelings of
guilt and pity could easily be replaced by feelings of anger (Zembylas, 2013).
To conclude, this section has described the many difficulties and paradoxes NGOs face
when using disaster communication strategies. What at first glance seems to be very effective
in grabbing immediate attention and calling for urgent actions, results in losing donors’
generosity on the long run due to ethical and manipulative concerns.
2.2 Hope strategy
A second popular approach nonprofit organisations use for fundraising campaigns is the
illustration of hope. In contrast to disaster strategy, hope strategy has a positive, optimistic
message framing. In order to succeed, a charity focuses on the positive consequences of
monetary support and on what “ [the world] should be”. For instance, hope framing often
depicts the facilitation process for a child to have access to education or the prevention of an
environmental catastrophe (Das, Kerhof & Juiper, 2008, p.162; Dogra, 2007, p.169).
There are multiple possibilities to convey a positive message framing. Charities may first
favor a vivid and narrative communication approach as opposed to negative framing.
Furthermore, adding images to charity campaigns can increase the vividness of the message
and provoke emotional reaction (Burt & Strongman, 2004, p.578), which assigns a concrete
and persuasive role to pictures in influencing and delivering meanings (Dogra, 2007, p.169)
(See Appendix C).
Hope strategy also has different effects on charitable advertising. First, positive images in
charity campaigns arouse the feeling of happiness and a higher well-being in the potential
donor (Burt & Strongman, 2004, p.573). Second, according to the study of Smith and Berger
(1996, p.227) the optimistic framing of a message positively influences the donor’s decision
to give. Last, this type of communication strategy leads to a higher average of gift donation
than a negative framing approach (Dyck & Coldevin, 1992, p.578).
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In addition, these effects can be explained by different underlying theories regarding
positive emotions. To begin with, theories on the consumer research in product advertising state
that positive emotional responses lead to a more favourable attitude towards the
advertisement and provoke increased behavioural intention (Kemp, Bui & Chapa, 2012,
p.348). Moreover, research on positive affect stresses that people in a positive condition are
highly motivated to maintain these feelings (Isen, 1993, p.558f). Dunn, Aknin and Norton
(2014, p.42f) claim that the prosocial spending of money has a positive influence on the
person’s happiness and can be seen as rewarding. Hence, the potential donor, who is confronted
with a positive charitable advertising, might be more likely to donate in order to maintain
positive emotions. Furthermore, people in a situation of positive feelings tend to process
information and stimuli more efficiently and decide faster (Isen, 1993, p.556; Isen 2001,
p.75). Consequently, they might be more aware of their emotional and social intelligence. These
types of intelligence enable humans to recognize their internal state, motives and values and to
act wisely according to these. The act of donating could enable to live up to specific personal
values (Salovey, Detweiler-Bedell, Detweiler-Bedell & Mayer, 2008, p.533; Salovey & Meyer,
1990, p.189; Berkowitz, 1987, p.728; Thorndike, 1920, p.228). The claim of Dyck and
Coldevin (1992, p.587) that positive images can lead to higher average gift donation, could be
based on the researched correlation of mood and helping behaviour. Research implies the
positive influence of happiness on an increased giving behaviour (Anik, Aknin, Norton, Dunn,
2009, p.4ff). Early experiments, in which alternative explanations were mostly eliminated,
proved people in a good mood, e.g. after experiencing a positive event, were more likely to help
others in the following. This can even be related to an unfavourable task or particular effort
(Isen & Levin, 1972, p.387; Aderman, 1972, p.99). Donating money (above-average) as
prosocial behaviour, as Kayser, Greitemeyer, Fischer and Frey (2010, p.1137) describe it, can
be a result of a good mood, aroused by a positive charity campaign.
The positive aspect of hope strategy is further strengthened by research done on vivid and
narrative communication. It states that this method evokes stronger mental imagery, feelings
of closeness and joint knowledge (Green, Brock, & Kaufman, 2004, p.320). Moreover, positive
fiction and non-fiction stories can “transport” the opposite into the shown world (Green &
Brock, 2000, p.719). An interesting and entertaining story helps to overcome selective
exposure and decrease the probability of counterarguments. The latter is based on the fact
that this method veils the persuasion attempt and rather place the advertising into less critical
“real-world belief structure” (Green, 2006, p.168).
Last, within the broad context of charitable giving, the contributor donates out of happiness
and not from “anxiety, worry, fear, dread, anger, frustration, bleakness, disgust, offence,
contempt, shame, humiliation, guilt”, emotions being evoked by negative fundraising
campaigns (Burt & Strongman, 2004, p.573). A positive image can even “undo” negative
feelings in the donor (Kemp, Bui & Chapa, 2012, p.341). This positive reaction can influence
the attitude towards the charity certainly (Kemp, Bui & Chapa, 2012, p.348). Statements such
as “The photo gave a positive feeling of success in what World Vision is doing” illustrate that
participants of Dyck and Coldevin (1992, p.578) have a kind image of the NGO, which leads
according to the cognitive consistency theory to the additional conviction of their
humanitarian work (Cheung & Chan, 2000, p.242). This outcome is significant regarding the
decreasing trust and credibility in nonprofit organisations, the on-going criticism on the
negative illustration of global poverty as well as the increasing “compassion fatigue”
(Gibelman & Gelmann, 2004; Vossen, van Gorp & Schulpen, 2016, 2; Cameron & Haanstra,
2008, p.1479). In this context, the method decreases repulsion, mitigates the feeling of
helplessness regarding global issues and arouses the impression of progress (Hudson, Dasandi,
vanHeerde-Hudson, Gaines, 2015, p.23f). Hope strategy is finally very effective from shifting
disaster-only donors to long-term and committed contributors (Sargeant et al., 2006, p.163).
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However, this strategy simultaneously presents several drawbacks. An illustration of
positive, hopeful and joyful fundraising message might get lost in the world of advertising. A
large percentage of research found that negative statements and confrontational images are
more attention-grabbing compared to positive ones (Dyck & Coldevin, 1992, p.573) Hence, it
might be harder to draw the attention of a potential donor though this charity appeal.
Furthermore, positive emotions fails in showing the urgency and desperateness of donations,
because the situation might be perceived as harmless and acceptable (Schwarz, 2001, p. 168;
Schwarz, Bless & Bohner, 1991, 192). Moreover, a study from Johnson and Tversky (1983, p.
29) revealed that positive emotions make people more optimistic regarding future risk.
Potential donors are likely to think that there is no risk involved for the happy child (as
depicted by hopeful images) if they do not donate for it. The absence of the first mechanism
of Bekkers and Wiepking (2011, p. 929) “awareness of need” contains the underlying paradox
that the positive and hopeful presentation of NGOs’ work might fail in underlining the
problem and rising funds because of the misbelief that the development in poor countries has
already come to an end.
2.2 Impact strategy
Impact is the last commonly used fundraising strategy in the nonprofit sector. This strategy
promotes donations through framing the charity’s messages in terms of statistics and theoretical
messages (Chang & Lee, 2010, p.201). Impact can be defined as the effect an action of one
person has on a situation or another person (Cambridge Dictionary, n.d). The effect can be
measured in terms of statistical numbers with different sizes of numerators (Wong & Kwong,
2005; Chang 2006). This could either be numerically, e.g. “1 of 4 children is in need of medical
assistance”, or verbally, e.g. “every fourth child is in need of medical assistance” (Chang &
Lee, 2010, p.201).
Research points out that two factors are vital for potential donors, when deciding whether
to donate (Klandermans, 1992, p.307-318). The first factor is the intrinsic value of the cause
to the individual. In case the cause does not have any personal attachment to the donor, he or
she won’t make a donation to support it. The second factor is the individual’s perception
regarding the impact of his/ her contributions. He or she must certainly feel that his/her
donation will help solving the issue. No matter the high intrinsic value toward the cause, the
individual will not make a donation in case he/she perceives that this latter will not have any
significant and meaningful impact in solving the issue. In other words, expressing the
donation’s impact in terms of statistics is of a high importance in driving charitable
contributions. It follows that messages encompassing information about the likelihood of
achieving a certain goal (e.g. ‘$xxx still needed to finally reach the target and help saving xxx
additional children’) will also enhance the amount of charitable giving compared to messages
that do not contain such information (Das, Kerkhof, & Kuiper, 2008, p.164). Since it is difficult
for donors to directly monitor the impact of their donations, fundraisers need to explicitly and
wisely express figures so as to better appeal to donor’s generosity (Smith & Berger, 1996).
Thus, goal attainment through statistical evidence is an effective tool for motivating donors in
financially supporting the organisation’s projects (Das, Kerkhof, & Kuiper, 2008, p.166). In
addition, presenting statistics in their message helps NGOs underlying the urgency and
importance of their cause (Chang & Lee, 2010, p.201). Research has found that describing
frequency ratios with large numerators and denominators will increase the perceived
importance of the NGO’s issue. Using smaller numbers can however help donors perceiving
the severity of the issue when especially combined with negative framing, which would
therefore increase the donor’s intention to support the organisation’s cause and project (Chang
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& Lee, 2010, p.202). Impact strategy, compared to especially hope strategy, is therefore very
effective in highlighting the urgency of the issue.
Nevertheless, impact strategy is less effective than emotional advertising to the extent of
raising funds (Das, Kerkhof, & Kuiper, 2008, p.172). This is primarily because rational
evidence only presents the donor with facts but lacks the emotional connection that will make
the donor act and donate.
Besides, impact strategy frames messages in either a positive or a negative statistical
manner (Das, Kerkhof, & Kuiper, 2008, p.200). Example of a positive framed message for this
strategy could be “donate today and help us to save 10,000 people in need”, while an example
of a negative framed message could be “donate today otherwise 10,000 people will die”. The
problem with positive statistics is that donors can perceive the issue as (almost) solved and less
urgent. This will consequently lead to less donations (Das, Kerkhof, & Kuiper, 2008, p.164).
Kahneman and Tversky found that people are loss-averse, i.e people weight losses more
heavily than gains. (1979, p.263). This consequently creates a negative bias and makes
negatively framed messages more persuasive than positively framed messages. Several studies
have proven that negatively framed messages gain more attention from potential donors
compared to positive framed messages, hence negative statistical framing is most effective
(Maheswaran & Meyers-Levy, 1990, p.361; Homer & Yoon, 1992, p.19-33; Rothman et al.,
1999, p.1355-1369).
Last, presenting statistics with relatively small numerators and denominators increases the
donor’s perception that the goal has been almost reached and that the urgency of the issue has
weakened, if not disappeared (Chang & Lee, 2010, p.195). On the reverse, large numbers can
rapidly be overwhelming and hard to be put into perspective. For example, fundraising
messages such as “81% children still need to be saved” (see Appendix D) do not mean anything
since no broader context is provided. The percentage can equally imply that 8 out of 10 children
still need to be saved or that 8,000 out of 10,000 children need support. Similarly, large numbers
such as 100 millions out of 300 million people makes donors feel that his or her singular
contributions won’t help whatsoever. Studies show that there is a boomerang effect in regard
to negative messages combined with statistics of large numerators and denominators (Chang,
2007, p.51-65; O’Keefe & Jensen, 2007, p.623-644). Such combination is in fact overwhelming
for the donor since he/she thinks that the donation will not have any impact in solving the issue.
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3. Policy Formulation
3.1 Setting the scene
Throughout the years, the nature of philanthropy and fundraising has changed rapidly. As
scrutiny increased and governmental regulations have gradually become stricter and
competition among fundraisers has intensified. Today, donors find themselves in the midst of
a highly competitive fundraising climate, which enables them to become more sophisticated in
their interests and choices. Fundraisers, on the reverse, find themselves in a difficult position.
They do not only need to balance donor preferences with financial and community performance
but they also, and most importantly, need to be beyond reproach in regard to transparency and
accountability (Grace, 2011). In order to address these existing paradoxes, fundraisers need to
rethink their way of doing charity. The following policy therefore provides fundraisers with a
new fundraising framework and useful set of guidelines. The foundation of this policy is based
on a core vision, mission and objectives as well as five fundamental principles fundraisers
should respect and integrate when designing and implementing fundraising practices.
Vision - Empower fundraisers in creating effective fundraising campaigns in regard to today’s
economic and social environment, which would enable them to best serve donors and
beneficiaries on the long-term.
Mission - Provide fundraisers with a set of guidelines to address the existing paradoxes of
traditional fundraising strategies. These guidelines should help fundraisers convincing the
public that the cause of their charity is valid, urgent and serious enough to necessite funding.
Objectives - Give fundraisers new strategic directions to maximize funding, while
simultaneously increasing the fundraiser’s donor base, improve donors’ engagement, and
empower beneficiaries on the long-term.
Principles of the policy
This policy relies on five fundamental principles being: transparency, honesty, integrity,
empathy and respect. Fundraisers should fully be transparent in the eyes of the public opinion
so as to show donors how the NGO is spending the donations and that the organization has no
hidden agenda. Transparency should enhance donors and beneficiary’ trust toward the NGO.
The organization should at all times be honest toward its stakeholders so as to ensure trust and
reliability from both donors and beneficiaries. Being honest would contribute to the
organization’s desirable image since donors would know that the NGO is fair, doesn’t lie, cheat
or commits any crimes.
Integrity reinforces the image of the NGO as a moral and loyal organisation that is at all time
consistent to its principles, beliefs and actions.
The principle of empathy emphasises the ability of the NGO to truly care about its beneficiaries
and feel what they may be experiencing.
Respect is the last fundamental principle. It is crucial that the NGO shows respect for
beneficiaries so as to hold them in high regard rather than despising them. By truly and
faithfully respecting beneficiaries the NGO will simultaneously get respect from both its staff
and donors.
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3.2 Standards of practice
In order to address the various strategic, ethical and societal dilemmas described extensively
in Section 1 and 2 of this policy paper, fundraisers are now provided with four standards of
practice. The following standards aim at strengthening the effectiveness and efficiency of any
fundraising strategy alongside today’s social and economic landscape. The four strategies also
aim at decreasing, if not eliminating, the different fundraising issues described in Table 1 of
Appendix E.
3.2.1 Effectively combine different communication strategies
As extensively elaborated on the previous parts, paradoxes arise within disaster, hope and
impact strategy. This first standard of practice therefore advises fundraisers to combine two to
three of the communication strategies so as to reduce or even eliminate the negativity of each
sub-paradox. The primary advantage of such strategy would be to balance the flow of positive
and negative emotions within the donor. This latter would likely foster the use of rational
decision-making processes so as to prevent biased decisions made on emotional impulses. This
strategy would also rally and merge the different pools of donors that are based on emotional
preferences so as to create a unified and engaged base of donors.
Guidelines:
1. Fundraisers should respect the five fundamental principles when combining different
communication strategies
Fundraisers should take into account the ethics of fundraising messages and should focus on
closing the gap of social injustice, while prioritizing the dignity of the beneficiary. Considerable
attention should be made on the use of disaster framing, which out of the three communication
strategies (disaster, impact and hope) could be perceived as being more easily unethical,
through the use of exaggerated sensational images (Vossen, 2017). Thus, this can easily be not
in line with respect, integrity and empathy. Donors might fear emotional manipulation by
fundraisers (CDE, 2017). For this reason, impact can be particularly useful to enhance the
integrity, transparency and honesty of fundraisers, through the presentation of statistical
evidence (Das et al., 2008).
2. Fundraisers should combine and integrate donor-oriented mechanisms when
designing and formulating their campaign messages
A framework that can be used to explain motives behind charitable giving, is the framework
developed by Bekkers and Wiepking (2011). Within this model, eight mechanisms are defined
to drive donating behaviours of individuals (see Appendix F). The mechanisms are most
applicable when combining different communication appeal and it should be noted that using
multiple mechanisms simultaneously are to be the most effective. Awareness of the need can
be enhanced within donors through using negative framing. Donors are likely to sense the
urgency of the cause and receive an explicit call-to-action. Through combining negative
framing with hope, psychological benefits for donors can be triggered. Donor’s efficacy can be
fulfilled through the presentation of feedback, or statistical evidence (Merchant et al., 2010).
3. The fundraising campaign should leave the donor feeling better about his or her
support to the charity projects
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Fundraisers have the responsibility to make fundraising and donating as joyful as possible,
without manipulating the donor’s emotions. Being a donor should be pleasurable, meaningful
and ultimately leading to fulfilment. Purely negative emotions as an end-state, such as pity,
guilt, anger or sadness should therefore be avoided at all cost (CDE, 2017). However, this does
not necessarily mean that negative emotions cannot be used; it is proven that starting with
negativity but leaving the donor in a positive end-state is highly effective in regard to both the
donor’s psychological benefits and fundraising effectiveness (Merchant et al., 2010).
4. The campaign should primarily promote storytelling to best engage donors
Storytelling is an important mechanism in understanding relationships and reality, and it helps
convey messages more effectively than the sole usage of statistical evidence (Merchant et al.,
2010). What distinguishes stories from experiences, is that stories are simplified and relatable,
and easily give a glimpse within the lives of others. Stories have the potential to inspire and
bring people together through offering a common perspective, which could therefore be a
highly effective tool in fundraising (Clarke, 2009). Effective storytelling starts with drawing
attention to the beneficiary, where the problem and need are clearly defined. Giving donors the
feeling they could play an active role in the story of beneficiaries is the first step towards donor
engagement (Merchant et al., 2010). It is recommended to create a story around one or a few
beneficiaries, as larger numbers could make the story less relatable. After presenting the issue,
the story should continue with a clear call-to-action where donors are presented with an
opportunity to change the situation they witness (Clarke, 2009). Lastly, to increase the
likelihood of support, the story should conclude with the impact that has been made or the goals
that have been achieved (Woodside, Sood & Miller, 2008).
5. Fundraisers should combine different framing (i.e. positive, negative, rational) so as
to actively trigger different emotions within donors
5.1 Donors’ psychological states should be challenged by using disaster framing
An effective manner to create donor engagement is through triggering different emotions.
According to Woodside et al. (2008) confronting donors with negative images (i.e. disaster)
can be suitable for drawing immediate attention to the fundraiser’s cause. The confrontation
triggers emotions such as anger, disgust, guilt and sadness, etc. which in turn leads to a sense
of urgency. Negative emotions provoke empathetic reactions that could turn into the donor’s
decision to help (Cialdini, 1987).
5.2 Hope should complement and restore these negative states
The phase that directly follows after negativity (i.e. disaster) brings along countless
opportunities for fundraisers. The previously depicted negativity causes a disbalance within the
individual, that this latter wants to immediately resolve. As people wish to maintain their
positive states, it is shown that they are willing to undertake action to repair their moods. Being
presented with an opportunity to return to positivity actually influences their intentions and
behaviours in a way that could benefit the fundraiser. Presenting hope after disaster is therefore
highly effective (Merchant et al., 2010).
5.3 In the final phase of a fundraising campaign, donors should be provided with feedback
The final phase is what Woodside et al. (2008, p. 107) refer to as the “lesson learned” phase,
where donors are provided with feedback (i.e. impact). Here, fundraisers should present the
positive outcomes that donations have led to so as to give donors an insight of the impact they

16

have made. Positive emotions followed by feedback mechanism could enhance future donation
intentions (Merchant et al., 2010).
5.4 Overall, fundraisers are advised to favour negative emotions in the start of the campaign
and promote hope and/ or impact strategy in the end of the campaign
6. Fundraisers should promote optimal combinations of strategies
Anecdotal evidence is slightly more effective than statistical evidence when it comes to
influencing potential donors (Das, Kerkhof, & Kuiper, 2008). Furthermore, a vivid
representation of the message will strengthen the influence on the donors if it is congruent with
the framing of the message. These effects are especially noticeable when both the representation
and the message is presented negatively (Chang & Lee, 2010). Research suggests that effective
fundraising messages should combine abstract and statistical information for a negative framed
message. Regarding positive framed messages one would prefer anecdotal evidence over
statistical evidence (Das, Kerkhof, & Kuiper, 2008). In addition, research has found that when
the statistics in the message are presented in terms of small numbers, this facilitates the effect
of combining the negatively framed message and a negative case story. Small numbers are for
example 1 or 3 people. Conversely, statistics presented with large numbers has a positive effect
for influencing donors if one combines a positively framed message with a positive case story
(Chang & Lee, 2010). An example of a large number is 100 million of 300 million people.
3.2.2 Promote new positive emotions
In order to accomplish the underlying mission and the first two objectives of this policy, the
use of new positive emotions is introduced.
Humour and surprise offer a new successful way to convey the fundraising message to the
potential donor, because the underlying psychological reactions complement and combine the
positive characteristics from previous communication strategies.
First, several studies prove that humorous appeal in the communication enhances the attention
of the viewer (Gulas & Weinberger, 2006, p.112; Eisend 2009, p.198), because the pleasant
emotions are an incentive to pay higher attention (Zillmann et al., 1980, p.171). Moreover, due
to the fact that funny messages are more likely to be forwarded and shared (Guadagno et al.
2013, p.2318), the reach of funny fundraising methods is relatively higher. Moreover, humorous
transmission of messages is easier recalled and remembered, because it “may facilitate
encoding by attracting more processing resources” (Carlson, 2011, p.33; Krishnan &
Chakravarti, 2003,p. 242). A high rating of perceived humour increases the fact even further
(Schmidt & Williams, 2001, p.310).
Implementing surprise in fundraising campaigns has similar effects on the donor. Surprise
is based on the "stimulus-schema" incongruity, which describes the deviations from beliefs,
attitudes and behaviour (Alden, Mukherjee & Hoyer, 2000, p.2). The norm violation may
facilitate to break through the communication overload, because the surprise-attention
hypothesis states that a human being is highly sensitive to these deviations from expectancies
(Horstman, 2002, p.504; Dahl, Frankenberger & Manchandam 2003, 269). It immediately
engages involuntarily attention in order to assess the stimuli. This conscious and deeper
cognitive processing favours the recall and memory of the situation as well as the behavioural
engagement. (Meyer, Niepel, Rudolph, and Schü̈ tzwohl, 1991, p.309; Heckler & Childers,
1992, p.489; Dahl, Frankenberger & Manchandam 2003, p.276-278).
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Second, humour is the psychological state of positive emotions, amusement and laughter
(Martin, 2007, p.8). Hence, it is not surprising that humorous appeals strongly increase the
likeability of a communication campaign (Weinberger & Gulas, 1992, p.57). This evoked
sympathy can even exceed the one of disaster and positive appeals (Schiro, 2016, p.107).
The effect of humour on persuasiveness is controversial due to the possible distraction
(Zillmann et al., 1980, p.178), however, it is worth-mentioning that if the viewer is not
distracted from the message the viewer tends to be stronger persuaded by a campaign, which
he likes (Eisend 2009, 198ff; Cialdini 2001, p.74). In that context, the behavioural intention
increases based on the humorous appeal, likability and successful problem perception and
persuasion (Duncan & Nelson, 1984, p.38).
Guidelines:
1. Fundraisers and organisations should adapt communication appeals to the underlying
circumstances
The perception of humour and surprise can differ widely due to cultural and social influences
(Martin, 2007, p.3; Alden, Mukherjee & Hoyer, 2000, p.2; Veatch, 1998, p.167-169). Hence,
regarding the surprise appeal fundraisers need to use relevant and for the donor unexpected, but
familiar situations, in order to create an incongruity (Heckler & Childers, 1992, p.49; Alden,
Mukherjee & Hoyer, 2000, p.3; Anderson, 1983, p.266). Whereas the humorous appeal has to
be carefully chosen and context-related, in order to avoid the decrease of likeability towards the
campaign (Schiro, 2016, p.107; Cline & Kellaris, 2007, p.64).
2. The promotion of new positive emotions has to be in line with the fundamental values
empathy, respect and integrity.
It is crucial to not cross the line of appropriateness and ethics so that the organisation should
use innocent appeals. Humour types (Buijzen & Valenburg, 2004, p.162) should not only be
benign but also donor-oriented, because humorous presentation of poor people in need is not
acceptable, but offensive and inappropriate. Hence, the viewer does not feel amusement
(McGraw & Warren, 2010, p.1147; Veatch, 1998, p.212; Warren & McGraw 2015, p.7106).
Furthermore, big surprises contain large tensions which may be perceived as not benign.
(Schiro, 2016, p.23) Fundamentally, the perceiver has to feel safe and not threatened to
experience humour and surprise (Rothbart, 1973, p.249).
3. Fundraisers have to ensure the conveyance of the true message and avoid
trivialization.
The correct perception of the fundraising campaign is most important. Especially, humour is a
strong emotion, which may present serious situations as harmless and acceptable (Schwarz,
2001, p.168; Schwarz, Bless & Bohner, 1991, p.192). This can even exceed the trivialization
of the hope strategy (Schiro, 2016, p.108). In order to avoid people to miss the underlying
information and importance (McGraw, Schiro & Fernbach, 2015, p.198), fundraisers have to
successfully balance between humour and seriousness.
4. Fundraisers should focus on moving images and innovative communication channels
The emotions humour and surprise have the greatest effect regarding attention and recall when
they are delivered in action media. The visual presentation in print media is limited and a higher
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involvement of the reader is needed (Gulas & Weinberger 2006, p.61). Moreover, through
online communication channels the sharing of content is easy and fast, because people want
others to experience the same feeling (Guadagno et al. 2013, p.2318). According to Berger and
Milkman (2012, p.201) positive emotions are more likely to go viral on social media.
Concluding, fundraisers should not forget about innovative communication channels, such as
direct response TV (see Appendix A).
3.2.3 Give beneficiaries the floor
NGOs/ NPOs are heavily advised to give beneficiaries a voice in the process of
campaigning. This latter refers to the extent to which beneficiaries can either take part in the
campaign decision making (i.e. design, management and implementation) and/or be directly
visible in fundraising campaign activities. Not only can this process empower the beneficiary,
increase self-efficacy and embrace his/ her basic human right ‘to be heard’ but it can also, and
most importantly, strengthen and rethink the current relationships between 1) the organization
and its beneficiaries, 2) beneficiaries and donors and 3) between the organization and its donors.
Regarding the first relationship (1), enabling beneficiaries to be heard would enhance trust
between the NGO and its recipients. NGOs often assume that beneficiaries lack expertise and
knowledge so that their judgment may be misinformed or wrong (Twersky, Buchanan &
Threlfall, 2013). Beneficiary perceptions are therefore often ignored despite being a valuable
source of information that can lead to better tailored solutions. This standard of practice would
consequently help NGOs to promote participatory democracy so as to refocus on their
beneficiaries’ needs (as opposed as on the organization’s personal incentives), which may
consequently be expressed in clearer and more persuasive fundraising messages. This standard
of practice also aims to improve the quality (i.e. reliability, validity and usefulness) of current
feedback practices such as surveys and largely staged events, where beneficiary voice still
remains hardly solicited (Mayne & Gee, 2010).
Regarding the beneficiary-donor relationship (2), this standard of practice would enable a
direct and trustworthy feedback interface between the two actors preventing any false and/ or
manipulative campaign images (Vossen, 2017). This strategy would also reduce the current
long-distance and anonymous relationship between donors and beneficiaries. Donors are often
being sold ‘statistical victims’ (i.e. large numbers of anonymous victims) or single anonymous
victim where one can see ‘a’ child with no broader context provided (Hudson et al., 2015).
Besides, Bekkers and Wiepking (2011) show that knowing one or several beneficiaries enhance
charitable donations toward not only those specific victims but also toward other beneficiaries.
Donors feel therefore more concerned by the issue and are more likely to inform other
contributors about the needs of victims.
Last, this strategy would reinforce the connection between NGOs and its donors (3) as well
as improving the effectiveness of the organisation’s fundraising strategy due to a better
credibility and legitimacy of the campaign. Donors’ sense of efficacy would also increase along
with their trust toward the non-profit (Burt, 2014, 14). Last, NGOs are likely to effectively
capture and engage millennials, who only believe what they can see from their own eyes and
what they can feel from their own heart (Morgan, 2015).
Guidelines:
1. Fundraisers should first define the type of beneficiary voice and the level of
beneficiary involvement they want to cooperate with
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Beneficiary voice aims to promote democratic decision making through various level of
involvement. The organization can (Lamb, 2017):
- Inform recipients with balanced and objective information
- Consult beneficiaries to receive their feedback on the campaign
- Involve beneficiaries to ensure that their needs are correctly identified, understood and
integrated into the campaign
- Collaborate with recipients to develop optimal fundraising campaigns, where they are
actively and visibly involved in the implementation process
- Empower beneficiaries through giving them formal powers in designing, managing
and implementing campaigns
2. Fundraisers should inform the organization such as managers and the staff in order to
get institutional support for involving beneficiary voice
The organization may be reluctant to the project so that fundraisers are expected to clearly ‘sell’
the benefits through formal presentations at the headquarter or/ and to invite managers and the
staff to come visit and meet with recipients (Mayne & Gee, 2010).
3. The organization, beneficiaries and donors should mutually respect the five
fundamental principles of the policy while cooperating
Cooperation between the three stakeholders should respect a pre-defined set of rules so as to
avoid the risk of getting lost in the discussion. Beneficiaries and the organization should provide
an oral or written consent in regard to those rules (e.g. participants should not be put under
pressure, both parties should behave according to the five fundamental principles, sanctions to
be taken if disrespect of the rules). Donors are also expected to treat with respect the connection
they are offered with beneficiaries.
4. Local staff and volunteers should establish a trustworthy, respectful, honest and
mutual relationship with beneficiaries before engaging them in campaign activities
Getting beneficiaries to trust the company’s agents is an essential step, which can take days,
weeks or even months. Volunteers and employees should clearly communicate what level of
involvement they expect from beneficiaries so as to avoid any unmet expectations coming from
recipients. No matter the cultural distance between stakeholders, the staff should never force
the process. In case, beneficiaries are not receptive, the staff should meet the person the local
community respects the most such as their tribe leader or head of the family (Polman, 2011).
5. Staff and volunteers should follow a rigorous and valid process of data selection,
collection and analysis when engaging beneficiaries
The selection process should be open (i.e. anyone can participate) or selective (i.e. sample of
beneficiaries to be purposely chosen) in regard to convenience, time and costs involved.
Depending on the campaign communication objectives, topics should have been chosen prior
to the fundraising activities. Local staff should be in charge of involving beneficiaries and a
third external party (e.g. translator) should be present to held accountable beneficiaries and
employees for their actions (i.e. respect of the pre-defined set of rules and principles). In case,
beneficiaries are a part of the campaign decision making, his or her voice should be heard and
not directly overruled by managers. In case, beneficiaries are only visible in the campaign
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through videos, testimonials, etc. the content should not be altered and rigorously reviewed by
both staff and beneficiaries.
6.

Feedback loops from beneficiaries to the organization and from the organization/
donors to beneficiaries should be reliable, trustworthy and useful

Feedbacks from and to the beneficiaries are essential to keep them engaged. Beneficiaries need
to know they are taken seriously and that fundraisers care about their opinion. Fundraisers
should also be open to feedback coming from beneficiaries in case the design and
implementation process needs to be changed (Johnson, 2016).
7. Fundraisers should leverage new technologies and online distribution channels
Social networks, NGO website and live digital tools (e.g. facebook live, snapchat and Instagram
stories) should be the main distribution channels. When, however, working in remote areas (i.e.
no internet access), staff and volunteers should mainly favour videos and recordings to later be
transcript and integrated into broader fundraising campaigns (e.g. TV commercials, advertising
strips).
3.2.4 Sell donors meaningful experiences
In a time of economic crisis and cutbacks from government support, NGOs are increasingly
required to reach out to new donor segments (Jablonski, ns). Today, millennials compose the
largest share of the US population with an expected purchasing power to be larger than the baby
boomers (Paulin et al., 2013). Despite being qualified as the “Generation Me”, millennials are
also one of the most socially conscious group in the market, referred as “Generation We”
(Twenge et al., 2012). However, writing a check in response to charity letters or direct mailing
is not enough anymore. Compared to their parents and grandparents, millennials do not give
less but they do give differently. Because they often live on hefty budget, asking them to donate
directly would only push their interest away. Millennials need to have a purpose to donate, they
need to feel part of a bigger whole where they can both witness and experience the impact of
their contributions. Millennials are therefore more likely to invest their time in charity
experiences to check the veracity of an organization’s mission rather than blindly donate to an
organization’s notoriety. Statistics show that 1 in 4 millennials are more willing to invest in an
experience rather than a product (Fromm, 2015). Young generations do not only engage in
experiences because they believe in the social cause but they also, and most importantly, engage
because experiences create collective bonding and memories between individuals (Fandos,
2016). Through selling authentic and genuine experiences, NGOs can effectively retain their
pool of donors and increase the stream of donations. Selling purpose through meaningful
experiences is empowering donors, which may consequently increase the respect and trust they
have in the organization. Studies show that donors who had a great experience with charitable
giving are more likely to donate again and become a long-term donor (Hawthorne, 2014).
Nevertheless, the primary purpose of this standard is not to convince fundraisers in
designing a ‘once-in-a-while’ donor’s experience as they already do (e.g. charity events,
volunteering) but to help fundraisers creating experiences that are fully integrated in the donor’s
daily life. The objective is to make fundraising activities as compulsive buying is to millennials:
easy, convenient and enjoyable. Fundraisers should eliminate the current effort and pain of
donating, where participating in today’s fundraising activities often requires time, money and
planning as well as often being a direct response to silence the too many solicitations of the
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non-profit. Fundraisers need to shift from the traditional unilateral process of begging donors
for money to an integrated fundraising framework where donors are not the end goal anymore
but the leading element of the process. NGOs are too often focused on the end gift (i.e.
donations) and should therefore move to a donor centred approach (CDE, 2017). Fundraisers
need to create experiences where donors feel intrinsically connected to the fundraising activity
so as to shift donors’ engagement from “clicktivism” to “pro-activism” (Butler, 2011).
This fundraising strategy finally requires partnership and cooperation between all type of
donors and the non-profit organization. This implies that implementing this standard of practice
will not only raise funds from individual contributions but fosters contributions from
corporations, foundation and government. Examples of integrated experiences may be to
generate free donations while donors are shopping online in their free time (TheGivingMachine,
2017) or to monetize the sharing and posting of pictures from a daily blogger on social media
(O’Leary, 2016). Another example would be to engage donors in fitness classes where they can
train and fundraise at the same time (Fromm, 2015) or to also engage donors when they are
grocery shopping (“one pack= one vaccine” campaign from Pampers and UNICEF) (Donovan,
2015).
Guidelines:
1. Fundraisers should sell donors experiences rather than the organization
Organizations often tend to dominate public discussions using a lot of “us” and what “we do”
formulations. However, donors, and especially millennials, are more interested to hear the
causes, beneficiaries and opportunities to help (that are of a higher personal relevance and
value) than the organization’s notoriety. Fundraisers should therefore sell experiences that align
with the donor’s interests so as to foster inspiration rather than persuasion and passion rather
than satisfaction (CDE, 2017, 14).
2. The experience should be simple, convenient and memorable
Simple: The experience should not require any strong cognitive and/or physical effort. Negative
emotions such as anger, sadness, pity and guilt should be left out.
Convenient: Donors should be able to engage in the experience without intense planning and/
or budgeting. The organization should provide donors with multiple channels they can engage
through. Time and money should not be the primary factors of the donor’s decision making
when deciding to participate in the charity experience.
Memorable: The experience should create positive memories (e.g. fun, social, entertaining) and
empathetic identification within the donor. This latter would likely improve the donor’s
cognitive and behavioural engagement and the likelihood of doing the experience again (CDF,
2017, 45).
3. The experience should be flexible and promote autonomous motivation within the
donor
Fundraisers should empower the donor such as giving him or her the opportunity to control and
design the experience (what, when, through which channels) (CDE, 2017, 131). Fundraisers
should not block donor’s capacity to do good so that they should allow some flexibility within
the experience’s set of rules and guidelines. This empowerment should go hand in hand with
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the donor’s autonomous motivation. Donors should feel that they are freely choosing to
participate in the fundraising activity (Paulin et al., 2013, 337).
4. Fundraisers should promote community engagement activities and group-like
experiences
Studies show that donors are more likely to donate when their social and professional
connections show similar involvement. It is therefore critical that the experience build network
and foster a sense of belonging within the donor (Horoszowski, 2017). In case the experience
is solitary in nature, fundraisers should develop cohort and networking groups. Competition
between members can also be an effective tool to raise donations within the network as well as
fostering leadership opportunities for millennials (Janus, 2014).
5. Fundraisers should primarily use online distribution channels such as social media to
engage and communicate with donors
Millennials were born in the most interconnected generation so that they are likely to give the
word to their family and peers through social networks. Through an effective online
communication, fundraisers can transform donors into social media brand evangelists, where
donors do not only sell others the organization’s cause and projects but also engage them to act
upon the cause. Fundraisers should therefore sell the cause through stories, online live tools and
customized websites so as to build an engaged base of donors (Fandos, 2016).
6. Fundraisers should involve donors in designing and sponsoring the fundraising
experience
Fundraisers should leverage cooperation and partnership with donors so as to enhance
democratic decision making in the design of the experience. This latter would not only empower
the donor but also design a tailored experience in agreement with donor’s preferences.
Fundraisers should also develop a partnership- focused strategy with a clear common vision
and objectives between the two partners. Fundraisers are particularly advised to develop
corporate partnerships (CDE, 2017, 53).
7. The experience should generate tangible and/ or intangible benefits for donors,
beneficiaries and the organization
The experience should not only create financial benefits for the organization such as donations
and gifts but also increase the organization’s notoriety and donors’ engagement. Donors should
experience intrinsic benefits such as “warm glow” or the “joy of giving” so as to promote
personal gains within the donor. Benefits to the self are inextricably linked to the good done to
others (Paulin et al., 2013, 336). The experience should finally generate funding to foster
capacity building and improvements of the local community.
8. The experience should generate rigorous, honest and useful feedbacks from donors to
the organization
Fundraisers should invite donors to give their feedback and promote a constructive dialogue
between stakeholders. Feedback would not only help the organization to improve donor’s
experiences but it would also keep donors engaged on the long-term (i.e. donors will feel
considered and heard). Fundraisers are advised to first ask for feedback, process and
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acknowledge the responses and finally get back and thank donors for their inputs (CDE, 2017,
16).
3.3

Measure of effectiveness

Fundraising campaigns are designed to raise awareness, to persuade potential donors and to
achieve monetary goals (Sargeant, 2001, p.25). In order to ensure efficiency and effectiveness
when implementing the presented standard of practice, NGOs have to implement indicators,
which assess their performance (Sargeant & Shang, 2010, p.237). These Key Performance
Indicators (KPIs) can be defined in terms of different aspects, such as time, donor type,
campaign or communication channels. In regard to the focus of this policy, the most relevant
and critical KPI are presented in the following.
Return on Investment (ROI) and Cost per Dollar raised (CPDR) primarily make fundraising
activities comparable and rateable. The NGO aims to increase the ratio between the net revenue
and expenses (Net ROI) and decrease the ratio between expenses and net revenue (CPDR)
(WealthEngine, 2013, p.4). However, the categorization of activities, the selection of expenses
and the time-related allocation illustrate a challenge for NGOs and varies widely between
sectors (Sargeant & Shang, 2010, 250; Greenfield, 2005, p.61).
Besides the investment-related KPIs, other measurements of success are the donor growth,
the donor retention and reactivation rate as well as the increase or decrease of gifts and the
average size (Cholakis, 2017). Due to the fact that the main communication channels of this
policy are digital, it is worth-mentioning that various indicators exist for this segment, which
enable the NGO to for instance precisely calculate the click-through and conversion rate of
campaigns (Chaffey, Ellis-Chadwick, Mayer & Johnston, 2009, p.458).
Finally, it is important to analyse and benchmark the metrics against the initial goal and
over a time period of three to five years (WealthEngine, 2013, p.20). For instance, in a
relationship-oriented campaign the expenses might be higher in the early stage but the donor
generates solid returns in the long-term (Sargeant, 2001, p.26). Moreover, a holistic approach
is needed, and appropriate measurements have to be individually selected for each NGO.
3.4

Desired Outcome

This policy aims at benefiting three major stakeholders being the organisation, donors and
beneficiaries. In regard to the NGO, the policy is expected to help fundraisers raising funds
more effectively. Moreover, it should also contribute to improve the relationship the NGO has
with its stakeholders through primarily enhancing the organisation’s trust, credibility,
transparency and legitimacy in the eyes of its contributors. Through following the different sets
of guidelines, NGOs are expected to successfully and better match ethics with the
organisation’s vision, beneficiary needs and donors’ expectations. Furthermore, the policy is
expected to enhance the organisation’s donor base and in particular the pool of donors that were
previously being left out.
With regard to donors, the policy should increase public engagement toward charitable
donations as well as donors’ satisfaction. In addition, the different standards of practice are
expected to make the donors more aware of the causes and issues the NGO work and advocate
for. The policy would also successfully help fundraisers communicating as well as engaging
younger donor groups such as the millennials. Similarly, the policy is expected to increase the
cognitive and affective engagement of donors and by this to shift donor behaviour from a
passive/ reactive to a proactive form of engagement in regard to the charity mission and stream
of donations.
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Last, in regard to society, the policy aims at creating an integrated fundraising framework,
where every stakeholder is expected to become an engaged actor toward the common good.
The policy is, therefore, expected to create more balanced relationships between North and
South as well as empowering beneficiaries on the long-run.

4. Discussion and conclusion
The challenge of this policy paper lied in presenting fundraisers with new standards of
practice alongside the current fundraising landscape. This policy provides charities with four
set of guidelines to embrace optimal fundraising strategies in agreement with today’s world.
The policy first advises fundraisers to follow five fundamental principles when designing
fundraising campaigns being Transparency, Honesty, Empathy, Respect and Integrity.
Moreover, in order to overcome the disadvantages of designing fundraising messages on the
basis of disaster, hope and impact, NGOs should combine wisely different communication
strategies. More precisely, negatively framed messages should be best combined with numbers
and statistics while personalized, positive stories work best with anecdotal evidence. Based on
the previous argumentation on humour and surprise as well as the controversial impact on the
overall persuasiveness, provoking new positive emotions is a worthwhile strategy to grab
attention and increase the memorability of the fundraising message. However, the potential of
trivialization should be carefully kept in mind. Third, fundraisers should enable beneficiaries
to openly and safely speak up for themselves in order to establish a direct, honest and interactive
interface between them and the donors. Lastly, the fast-paced society and the influences of the
digital age provoke the integration of donating into the personal life and the emphasis on a fun,
convenient and memorable experience. This can be achieved by the establishment of significant
partnerships and corporate cooperation.
All in all, it is important to mention that the introduced guidelines might need some further
adaptation regarding the various socio-economic and environmental circumstances specific to
each NGO. Similarly, further research should be done so as to develop additional set of
guidelines to quantify the effectiveness of the presented policy. Fundraisers and policy makers
are last encouraged to further develop the work of this paper and to continually explore best
practice alternatives in promoting an integrated fundraising framework.
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Appendix
Appendix A: Answers from Mirjam Vossen to our questionnaire sent 26/02/2018
Below are the eleven original questions we sent Mirjam Vossem by mail. Due to some
technical knowledge gap in certain of the questions, Mirjam intentionally ignored to answer
some of them.
1) What first comes to your mind when answering the question “what fundraising
strategy is best to choose between disaster, hope and impact?”
Hope – hope is a positive emotion for engagement. Next to that, showing ‘impact’ is
important to give people hope that their donations make a difference.
2) How could you define the three terms? (especially “impact”: does impact likely
involve the number of people that has been saved, houses that have been built or a
future number; is it the impact regarding the outcome of the fundraising)
Impact follows from NGO-interventions; but it is more than number of lives saved, houses
built, etc. Impact is about how this outcome has changed people’s lives. In general, impact is
how the work of NGOs has helped people to become independent and lead a life without
poverty and injustice .
Hope is an emotion, a positive one, directed towards the future.
Disaster is an attribute to a situation. It is partly subjective. It may be a strong driver of
emotions, such as pity, empathy, sadness, perhaps guilt.
3) Could you roughly estimate the proportion of NGOs using emotion-driven over
statistical strategies? Could you please explain the reasons why?
In the Netherlands and Flanders, only a minority of the campaigns used a ‘disaster’ narrative
– in my research ‘the victim frame’. The typical ‘hungry belly child’ images were very rare in
those countries (you can look up the exact figures in chapter 3 of my phd). People may think
that NGOs overwhelm them with pitiful images, but that is not true. In the UK, things were
different. The victim frame clearly dominated the campaigns in that country.
In The Netherlands and Flanders, most campaigns used other frames, such as ‘progress’ and
‘social justice’, and most used ‘neutral’ images. However, I would not classify those as ‘hope’
campaigns, since the vast majority of them emphasizes the need and definitely did not suggest
that all problems are solved.
So a response to your question about emotion-driven approaches: I saw that virtually all
campaigns were emotion-driven, but in The Netherlands and Flanders most of them did not
simply fall into a ‘disaster’ or ‘hope’ category. ;
Then to respond on your question about statistical strategies: it looks like you think there is a
discrepancy between emotion-driven and statistical strategies. However, I noticed that NGOs
often used statistics in strongly emotion-driven campaigns, such as in ‘Every three minutes a
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child dies….’ Or ‘XXX toys have lost their owner this year because of aids…’ Statistics and
emotions often go together. This was true for ‘disaster’ campaigns that tapped into negative
emotions, as well as more positive ‘hope’ campaigns: some of these also use figures to
underscore achievements – but still try to tap into peoples’ emotions.
So another answer is that you cannot simply distinguish between ‘emotion-driven’ or
‘statistical’ strategies. By the way: I have not counted the number of ads that used statistics.
4) Do you see some underlying paradoxes when choosing one strategy over the other
one? What could be the main elements confronting within each strategy (e.g. ethical
issue, satisfying donors’ priorities, satisfying public opinion, etc)?
5) Can you list at least five critical decision factors (in order of priority) when developing
a fundraising marketing campaign?
6) What about media coverage? What is the relationship between the media and NGO
fundraising campaigns? Is there any rivalry? Is media coverage likely to foster or
hinder the effectiveness of a fundraising campaign?
NGOs are impacted by the media in two ways. First, their work partly depends on media
coverage. This is especially true for emergency relief actions: there is no point starting one as
long as they issue is not covered by the media. The public needs to be aware of the issue,
otherwise they will not feel any urgency to donate. So NGOs generally try to inform the
media through press releases etc, hoping that they will pay attention, which in turn
strengthens their own call for support. In conclusion, media coverage may greatly foster the
success of (emergency) campaigns, but lack of media coverage may strongly hinder it.
Second, NGOs are impacted by media coverage about themselves. Think about the recent
Oxfam scandal, which greatly undermined their credibility. Alternatively, more favourable
media coverage of their work may contribute to a more positive view on what they do.
The media can also be influenced by NGOs. This is the case when they use NGOs as a source
in their stories. They tap into NGO’s knowledge about a local situation and sometimes use its
local network in developing countries. However, in my research I found that the majority of
the stories on poverty in developing countries did NOT include the perspective of NGOs or
development cooperation.
7) What should NGO sell in the future? (e.g. humour, real-time videos of what happens
on the ground)
8) Should NGOs completely give up traditional emotional marketing campaigns?
I assume that you refer especially to the disaster campaigns, that tap into emotions such as
pity, empathy, compassion. If possible, NGOs should try to engage their audience with other
narratives.
However, I don’t think NGOs need to give up these campaigns completely. Such campaigns
have a strong force to mobilise public support, especially after disasters. However, I think
NGOs should do more to mitigate the potential side effects of such campaigns on the longer
term. Those campaigns with a ‘pitiful victim frame’ reinforce the notion of the ‘poor,
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backward, helpless’ South, where people cannot subsist without the help of ‘white saviours’.
That distorts people’s worldview.
I think that NGOs need to balance it with other messages. For example messages that show
how people in the South actively work towards improvement, or messages that tell the
audience what has been achieved (with their support). Such messages should not be hidden in
the annual report (as is often the case now), but be broadcast or published for the same
audience as the ‘disaster’ fundraising messages.
9) Is there any urgent need for NGOs to change the way they raise money especially
regarding the new target of donors (i.e. millenials, digital age)?
I think NGOs need to change the way they communicate – to avoid the longer term side
effects, as I explained above. The problem, however, is that there is no urgent need for them
to do this. On the short term, tapping into ‘negative’ emotions works for fundraising – or at
least this is what they have come to believe. If they change their strategy, they risk losing
money at the short term – and they don’t know for sure what the longer term effects on donor
engagement will be.
10) What about partnering for fundraising? Shouldn’t NGOs fighting for the same cause
work better together in promoting their vision and achieving their goals as illustrated
by the common saying “Alone we go fast, together we go far”?
11) Should there be any initiatives for donors to create fundraising campaigns they would
like to see (as similar as co-created product)? (donors therefore becoming a pro-active
stakeholder rather than passive agent)
Appendix B: Disaster-oriented campaign from UNICEF

Source: UNICEF - South Africa, 2018
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Appendix C: Hope-oriented campaign of World Food Program

Source: World Food Programme, 2015

Appendix D: Impact strategy campaigns

Source: Save The Children, 2013
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Appendix E: Relationship table between the four standards of practice and the issues each
of the standards addresses
Standard of practice
A. Combine different communication
strategies

B. Add new positive emotions

C. Give beneficiaries a voice

D. Sell donors day-to-day experiences

Solved Issues
- Exclusion of donor groups (strategic
choice)
- Internal alignment
- Appearance of legitimacy
- Competitive differentiation
- Internal alignment
- Ethical dilemmas
- Compassion fatigue
- Competitive differentiation
- Colonial discourse
- Internal alignment
- Ethical dilemmas
- Democratic governance
- Appearance of legitimacy
- Donor engagement
- Colonial discourse
- Internal alignment
- Ethical dilemmas
- Democratic governance
- Appearance of legitimacy
- Donor engagement
- Colonial discourse

Appendix F: Donor-oriented mechanisms to be thoroughly considered by fundraisers
when implementing the first standard of practice “Effectively combine different
communication strategy”
A framework that can be used to explain motives behind charitable giving, is the framework of
Bekkers and Wiepking (2011). Within this model, eight mechanisms are defined that drive
donating behaviours of individuals, which give a psychological explanation of the
recommended standards of practice within this policy paper.
The researchers start by describing the awareness of the need. The more individuals perceive
the need as pressing, the more likely they are to donate. This awareness mostly is created by
showing exaggerating images, facilitated by fundraisers and the media. The second mechanism
is solicitation, where individuals are solicited through various channels to donate.
Approximately 85% of all fundraising occurs after solicitation, but attention should be paid to
the ways this process takes place. The amount of opportunities the donate positively influences
giving, whereas overburdening donors with messages will lead to fatigue. Hereafter follows
costs and benefits of donating. A distinction is made between the tangible costs that an
individual perceives, where it shows that on average donations do not rise when fundraisers ask
for higher donations. However, individuals might give more as long as they do not perceive the
amount that is asked for as excessive. Asking for more through direct mail works better with
irregular donors than with regular donors. Benefits are associated with the benefits donors
perceive when making a donation. This can be done through the inclusion of a gift to the donor,
or giving exclusive privileges when making a donation. However, focusing too much on the
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exchange and the proposed benefits may reduce intrinsic motivation. A fourth mechanism is
altruism: the care for an organisation’s output and the willingness to contribute to this. Having
an altruistic self-image makes donating more likely and simultaneously by donating an
individual develops a more altruistic self-image. A fifth is reputation, where social
consequences are mentioned and where it possibly harms an individual’s reputation when he or
she decides not to give. People prefer to have their choices heard by others, which makes
solicitation in real life more effective than over the phone. Visibility of donating, such as
wearing a pink ribbon or wristbands, greatly increases donations. Looking donors in the eye
when collecting is also more effective. Besides social benefits, psychological benefits occur.
Donors perceive a sense of joy or a warm glow when donating, which might occur through the
reduction of guilt, compliance with moral norms or enhancement of their self-image. Positive
moods affect donations positively. Through the seventh mechanism, an individual’s values
determine what is considered to be an ideal world and thus the cause that corresponds most to
these values. Finally, efficacy refers to the perception of donors about the extent to which their
donations can make a difference. This is closely linked to how fundraising costs and
campaigning is perceived, and to financial transparency (Bekkers & Wiepking, 2011).
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