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Abstract

The contracting donor pool has made donor-acquisition activity particularly
problematic in recent times. Charities have thus switched their attention to how
to retain their donors. It has been argued that the tools and techniques of
relationship marketing might be very suitable for this goal. So, this study
explored the applying content and extent of relationship marketing strategies
among the social welfare charitable foundations (SWCF). Then how organization
characteristics and decision makers’ traits influence the application of
relationship marketing was verified. This study extracted 7 factors with
powerful influence. Meanwhile, the findings showed that SWCFs’ main
applications were based on internal operations and public relationship efforts
rather than understanding and analyzing the needs of donors. As a result, the
study concluded that SWCFs were generally lack of marketing concepts, and had
low market orientation which led to the low extent of relationship marketing
strategies. Finally, we provide six points to make SWCFs exercising relationship

marketing more perfectly and efficiently.

Keywords: Relationship marketing, Non-profit organization, Donors
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