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INTRODUCTION 

A Yariet) of factors have gradually contributed to a possible greater role for marketing in non­
profit organisations to offset the decrease in income experienced by many of these organisations. 
These factors are as follows (Terblanche 1999): 

• 
• 
• 

Increased privatisation of some of the activities of the state; 

Decreased support from traditional sources of support; 

Increased competiti?n amol?-g non-profit org~nisations; 

• Increase in the number 0~ non-profit organhati9iis; 

• Absence of tax incentives;_=-~- - --- _ -_-: ___ ~_: - - : - _ _ -_ -:: . 

• 

-

Another factor that could be ~dded to this Jist is the potential contributions to non-profit 
organisations that are now beinK spent 01i Nati9nal Lottery tickets. Although the National Lottery 
was established, inter alia, to -~pooi and--distribute ~oney for welfare causes, many non-profit 
organisations ~tang to lose,lhe tras.fitiop~l -_c9nttibJiti_ons ~made to the1J1-by members of the public. 
Much of the money that_is spent o_n NatiorialJ;_ottery tickets 'Yould have been donated to non-profit 

- organisations. In-2r_incipl~ a fe~ non-pfofit -organisations may qenefit-from _the National Lottery; 
but a large number will iniss out on th't{contributions -or do_ncirs who ·spenl the extent of their 
former donatio_n on -Nationl!l t.o!f~~y-tic!_<:ets anq feel that ~1!_ex_ l!_re still contributing ~o non-proyt 
organisations (Baguley 1996: 127-). - --

The marketing literature of the ·past decade is -~atur<cljeg with ~trategies _and t~ctics •with_ wliich 
organisations could enhance and_ increase the duration ·of their ipteraction with customers: The 
concept of relationship marketin-g was born out 6f this need -for longer-term interaction with 
customers. The emphasis in relationship marketing is on the establishment and· -maintenance of 
long-term relationships to ensure loyalty to the organisation. -The_ unique characteristics -of non- -
profit organisations make such organisations fertile ground for the appl_ication of relationship 
marketing principles (McCort 1994:54-55). Relationship marketing offers benefits such as --the 

- -

fostering of a long-term committed relationship between donors and a non-profit organisation,· the 
building of donor confidence and a sense of ownership to donors in _the mission. Some of the 
principles underlying relationship marketing are especially meaningful for the retention of donors 
and volunteer workers. - - - -

OB:JECTIVES AND STRUCTURE OF THE ARTICLE 
The primary objective of this article is to explain the possibilities fpr the application of the co~cept 
of relationship marketing by non-profit organisations. This new approach o_r ~rie_!:ltation _ to_ 
marketing offers various benefits to non-profit organisations, especially in their e~de-avours ~o 
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acquire resources. Secondary objectives arc to identify areas and activities which non-profit 
organisations can investigate and exploit for their own benefit as part of a relationship marketing 
strategy. 

The first section of this article deals with the concept of relationship marketing as found and 
applied in the business world. The next section deals with the diversity of relationships and 
stakeholder groups involved in relationship marketing. An account of the components of 
relationship marketing and their relevance for non-profit organisations then follows. The article 
ends off with some suggestions for the application of relationship marketing. in non-profit 
organisations as well as some conclusions. 

A BRIEF OVERVIEW OF THE CONCEPT OF RELATIONSHIP MARKETING 
AS FOUND AND APPLIED IN THE BUSINESS WORLD 

Marketing has become progressively more concerned with the development and maintenance of 
mutually satisfying long-term relationships with customers. Relationship marketing focuses on 
developing and maintaining a continuous relationship between buyers and sellers (that means not 
just getting, but also keeping customers) and other parties in the marketplace, so that the objectives 
of the parties involved are met. These relationships are frequently, but not necessarily always, long 
term as well as dynamic (Boedeker 1996: 106-107). Relationship marketing covers a wide range of 
different parties in_volved with a firm, some internal and other external to the firm. It is therefore 
necessary for business organisations to shift their focus away from the individual transaction and 
rather focus on the building of relationships. A successful enduring relationship with a customer 
cannot be easily imitated by competitors and hence offers a unique and sustained competitive 
advantage. The major-differences ·between transaction marketing and relationship marketing are 
spelled out in Table l. 

TABLE 1 
DIFFERENCES BETWEEN TRANSACTION MARKETING AND RELATIONSHIP 

MARKETING 

TRANSACTION MARKETING RELATIONSHIP MARKETING 

Focus on single sale Focus on customer retention 

Orientation on product features Orientation on product benefits 

Short time-scale Long time-scale 

Little emphasis on customer service High customer service emphasis 

Limited customer commitment High customer commitment 

Moderate customer contact High customer contact 

Quality is primarily a concern of production Quality is the concern of all 

Stand-alone product Add value to a product 
(Silver & Laine 1996:228; Payne 1993 :32) 

A definition of relationship marketing that includes all the viewpoints of various authors is that 
relationship marketing includes all the activities necessary to identify, establish, maintain and 
enhance profitable relationships with internal and external customers and other stakeholders, so 
that the objectives of all parties involved are met through mutual exchanges and the making, 
enabling and keeping of promises. 

The growth in relationship marketing can be ascribed to the potential long-term financial benefits 
it offers. In terms of economics, relationship marketing is based on ~o economic arguments. The 
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first nrgunwnt states that it is more expensive to win a new customer than it is to retain an existing 
'USl\)mcr. The second argument states that the longer the relationship between a_ finp and a 
customer lnsts, the more profitable the relationship becomes for the firm. Traditionally marketing -
hns fo -used on the creation of more and more customers, with less emphasis on the retention of 
existing customers. Relationship marketing focuses on the retention of existing customers. It has -
been common knowledge for a long time that it is between five to ten times more expensive to win 
n new customer than it is to retain an existing one (Rosenberg & Czepiel 1984:45-51 ). Although 
the ost of retaining a customer will differ between industries, the message is simple: recruiting 
ne,:v customers can be extremely expensive. 

The second argument mentioned above, namely increased profits from lorig-term relationships, has 
led. to the development of the term: the "lifetime value" of a customer. The sales value and t4e 
profit earned from a single sale are the focus of a transaction-orientated view of the customer. In 
contrast, a relationship-orientated view of the consumer take into account the income and profit to 
be earned during a long-term relationship with a customer. Studies undertaken to determine the 
effect of retaining customers over a fong period indicate that firms should endeavour to improve 
their customer-retention performance (Reichheld & Sasser(Jr) 1990: 105-111 ). 

-

The long-term objective of _relationship marketing is thus to increase customer loyalty. A loyal 
customer does -not only inean direct pI'qfits-for a _organisi!tion; -a loyal customer also acts as a 
spokesperson and advocate for an organisation. Figure 1 illustrates -the relationship marketing 
ladder of customer loyalty. ·_ 

· • " _ FIGURE 1 
TH)!: RELATIONSHiP MARKETING LADDER OF CUSTOMER LOY AL TY 

(Payne, 1993:33) 

Client 

Customer · 

Prospect 

New clients or customers are, of course, also very · important to the future of _any business. A 
balance is therefore needed between the efforts di!ected towar_d existing and new customers. The 
relationship marketing ladder of customer loyalty in Figure 1 also illustrates this point. 

THE EXTENT AND DIVERSITY OF RELATIONSHIPS IN RELATIONSHIP 
MARKETING 
Relationships between customers and suppliers are the ground for all marketing (Gummeson 
1999:6). Much of everyday marketing takes place via an impersonal e_xchange through mc.!SS 
promotion and mass 'distribution where the manufacturer and/or the retailer may even be totally 
anonymous to the consumer, who in turn is just a statistic. In contrast, the prime focus of -
relationship marketing is on the individual or the individual organisat_ion. This approach is also 
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k,,own ns onc-hHmc mnrkcting (Peters 1992: .I 7). In relationship marketing the focus is also on 
lih~-mitHkd people, cnlkd nllinity groups. The group members share a common interest, namely 
that they" nnt n n:lntionship with n supplier, its products and/or services and even with each other. 
Golfers. cnvin,nmcntnlists and computer enthusiasts are examples in this respect. These groups in 
tum form Cl,mnnmitics (Gmnmcson 1999:6). 

The focus of relationship marketing, however, goes much further than internal and external 
customers. Morgan and Hunt ( 1994) identified ten relationships that exist between a firm and its 
, takcholders. Gummeson (1999) went even further and stated that thirty relationships exist 
betwc-en an organisation, the market and society. Gummeson (1999:20-23) groups the thirty 
relationships into the following four types: • 

• Classic market relationships. These relationships are the supplier-customer dyad, the triad of 
supplier-customer-competitor and the physical distribution network; 

• Special market relationships. These are the classic relationships, such as the interaction in the 
service encounter or the customer as member of a loyalty programme; 

• Mega relationships. These exist "above" the first two market relationship types. They provide a 
platfonn for market relationships and concern the economy and society in general. Examples in 
this regard include mega marketing (lobbying, public opinion and political power), mega alliances 
and social relationships; 

• Nano relationships. They are_ founci ''below" the market relationships and are relationships inside 
an organisation such as those between internal customers and internal markets. 

The stakeholder groups with whom a non-profit organisation which provides social services can 
have relationships are dealt with in the next section. 

STAKEHOLDER GROUPS OF A NON-PROFIT ORGANISATION THAT 
PROVIDES SOCIAL SERVICES 

It is necessary to identify and have_ a clear picture of all the typical stakeholder groups with whom 
a non-profit organisation cari have relationships. Figure 2 is a schematic presentation of the typical 
stakeholder groups with whom a rion-,profit organisation that provides social services can have 
relationships. The two-way arrows in Figure _2 illustrate the interaction between a non-profit 
organisation and typical stakeholder groups. 

The relationships between a non-profit organisation that provides social services and its 
stakeholders, as illustrated in Figure 2, can also be grouped in accordance with the work of 
Gummeson (1999:20-23). 
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FIGURE 2 
TYPICAL STAKEHOLDER GROUPS OF A NON-PROFIT ORGANISATION 

PROVIDING SOCIAL SERVICES 

• 

DONORS 

SUPPLIERS 

BENEFICIARIES 

GENERAL PUBLIC 

• CAUSE RELATED 
PARTNERS 

LEGISLATORS 

- ..::.. - - ~-:: _ -

FAMILIES/FRI ENDS OF 
BENEFICIARIES 

NON:PROFIT 
ORGANISATION 

_: COMPETING ~ON-
, 7 -_::.-_:_-?RO_EIT ORG'S 

-=-_-·-:: 

The classic marketrelatiori~hips include relationships withllie -foll~wing: 

- Donors __ _ 
-

.,_ - Cause-r elated-partil~rs -~ -, < .-
- Volunteers .:.:.. 

- Beneficiaries 

·Suppliers 

- Competing non-profit organisations; 

• Special market relationships include the following relationships: 

- Families/friends/colleagues of beneficiaries; 

• Mega relationships would include relationships with stakeholders s,uch as: 

- General public 

Legislators 

Public media 

Pressure groups 

- Interaction groups; 

• Nano relationships refor to the relationships with stakeholders such as: -

VOLUNTEERS 

INTERNAL 
MARKETS 

PUBLIC MEDIA-

INTERNAL 
- CUSTOMERS 

PRESSURE 
GROUPS 

--INTERACTION 
GROUPS 
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- Internal markets 

- Internal customers. 

THE COMPONENTS OF RELATIONSHIP MARKETING AND THE 
RELEVANCE OF RELATIONSHIP MARKETING FOR NON-PROFIT 
ORGANISATIONS 
The components of relationship marketing, which will ensure that the promises made are fulfilled 
mutually, are identified as concern, commitment, trust and satisfaction (Morgan & Hunt I 994:20-
38: Gruen 1995:447-469). 

Relationship marketing's very essence is concern for the welfare of customers. Relationship 
marketers strive to meet or exceed customer expectations so that customers can experience 
satisfaction or even delight. The starting point for this is to understand the expectations of 
customers very well. The relationship commitment is seen as the foundation of relationship 
marketing. Relationship commitment is defined as an exchange partner believing that an ongoing 
relationship with another is so important as to warrant maximum effort to maintain it; that is, the 
committed party believes the relationship is worth working on to ensure that it endures 
indefinitely. Parties identify commitment among exchange partners as the key to achieving 
valuable outcomes for themselves, and they endeavour to develop and maintain this valuable 
attribute in their relationships. 

Trust exists when parties have confidence in the reliability and integrity of their exchange partners. 
Trust is also a major determinant of relationship commitment. Satisfaction, on the other hand, is a 
prerequisite for a lasting relationship. 

Essentially relationship marketing has two major implications. The first implication is that the 
nature of the interrelations with the customer is changing. There is a move away from the 
traditional transaction focus to a relationship focus with the aim to develop and maintain long-term 
customer retention. The second major implication is that marketing activities are not limited to the 
marketing department only; marketing impacts on a wide range of stakeholders. Aparf from its 
commitment to its customers, the firm also has to concentrate on the development, maintenance 
and enhancing of relationships with other stakeholders. Typical stakeholders that have become 
increasingly important to the marketing function are employees, suppliers and other persons and 
organisations that make it possible for the firm to market its products and/or services. Various 
distinct forms of relationships that a firm has with internal and external stakeholders can be 
identified. These relationships have been dealt with in the preceding section of this article. 

There can be no doubt that the economic arguments underlying the application of relationship 
marketing in the business domain are also applicable to non-profit organisations. In the first 
instance it is certainly more expensive to win a new donor or volunteer than it is to retain an 
existing one. As far as the second argument goes, it can be stated that the longer the relationship 
between a non-profit organisation and the donor/volunteer lasts, the less cost, energy, supervision, 
etc. are required to convince the donor/volunteer to make a contribution. In respect of volunteers, a · 
long-term relationship leads to less training and time necessary to familiarise the volunteer with 
the non-profit organisation's mission, objectives, policies and procedures. Kotler and Andreasen 
( 1996:282) sum this up by stating that " .... with any marketing task, it is usually much easier to 
market to present customers (volunteers) than to new customers (volunteers)." As far as donors are 
concerned, it is clear why a longer-term relationship is favourable to a non-profit organisation. It 
has been reported that the more money people give, and the more frequently they do so, the more 
they arc likely to give if appealed to (Schlegelmilch, Diamantopoulos & Love 19_97J4t It has also 
been found that donor development is inherently more profitable than ~onor recruitment and, 
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although there arc no clear mks in this respect, it is likely that in an established non-profit 
organisation the rntio between donor recruitment and donor development will 80:20 in favour of 
~ -

donor de, dopmcnt (Sargeant t 999: t 30). 

APPLICATION OF RELATIONSHIP MARKETING TO NON-PROFIT 
ORGANISATIONS 
In n normal profit-driven business, the success of the process of resource attraction is clearly 
linked to the success of resource allocation (Birks & Southan 1991: 15-20). This is not the situation 
\\ ith non-profit organisations. From another perspective it can be stated that in the case of a non­
profit organisation the product or service can be entirely separate or partly connected to the flow of 
income (Cousin 1990: 15-30). The direct exchange which is a characteristic of marketing in the 
commercial world is absent in the marketing of a non-profit organisation. The challenge for a non­
profit organisation is thus to convert the process of resource allocation into meaningful and 
tangible evidence to the stakeholder groups that provide the non-profit organisation with 
resources. At this point it is deemed necessary to make it clear that not all non-profit organisations 
have been reluctant or resistant to the application of marketing principles in their activities. In fact, 
there are numerous examples of non-profit organisations t~at have been excellent in meeting the 
individual needs of their constituencies for years (Reed 1996:6; Massey 1995:35-38). 

SUGGESTIONS FOR-THE APPLICATION OF RELATIONSHIP MARKETING 
IN NON-PROFIT ORGANISATIONS 

It was indicatea earlier !hat -non-profit ·organisations not only have a number of different 
stakeholqer groups wi_th whom relationships should be formed, but these stakeholder groups are 
also very ciiverse. Fgr the purposes of this article the stakeholder groups are divided into three 
groups. These groups·are do-nors, volunteers and other stakeholders. 

Donors 
Donors have -different motives for giving and it is necessary that a non-profit organisation 
understands this. If this is understood; the non-profit organisation can take actions that satisfy the 
needs of their donors. One of the issues that has been found to be very important to donors is the 
impact that their contributions have on the needs of the beneficiaries of the non-profit organisation 
(Hobson & Malec 1996:79-81 ). Non-profit .organisations should continuously aim to satisfy their 
donors by repeatedly assessing the extent to which donors are satisfied with the non-profit 
organisation, 'its mission and its goals and objectives, and letting the donors know that their 
concerns are being addressed by the non-profit organisation (Vavra 1992). 

Donors should be kept informed of how the non-profit organisation is performing. It is important 
to inform donors how their money has been utilised. The evidence suggests that donors who 
perceive a non-profit organisation as effective and efficient are more likely to donate to _them 
(Harvey 1990; Schlegelmilch 1988). Edmundson (1986:49) found that a life-long relationship 
begins when the donor feels a personal link with the non-profit organisation-and suggests that 
younger and more recent donors should be given access to as much information as possible about 
the non-profit organisation and the solutions it offers for the problems it tackles. -

Current volunteers are also one of the best sources of extra donations. This means thaf the non­
profit organisation should endeavour to increase the level of involvement between _the non-profit 
organisation and the volunteer. Volunteers are more likely to be donors than non-volunteers, so 
attracting younger individuals into volunteering would certainly increase the likelihood of their 

, becoming donors. The management of a non-profit organisation should not view volunteer time as 
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a compensation for donating money; non-profit organisations may even be able to solicit donations 
from their own volunteers and possibly also ex-volunteers (Schlegelmilch et al. 1997:24-25); 

Although there arc mnny ways to think about the process of how to develop the relationship with 
donor$. one of the well-known examples in this respect is the classic donor pyramid, which 
illustrates some fairly standard, common-sense ideas about the relationship between different types 
of finnncial contributions and different levels of donor commitment. The donor pyramid is based 
on the assumption that, for the most part, the degree of a donor's commitment and loyalty is likely 
to be in direct propmtion to the size of her or his contribution; the more committed you are to a 
particular cause, the more you are likely to contribute to it. Conversely, the number of supporters 
contributing at a particular level is likely to vary in inverse proportion to the size of their 
contribution. An organisation will probably attract a large number of supporters prepared to make 
a fairly limited, occasional contribution; fewer will be ~illing or able to make more regular 
contributions and commitments and only a handful will be in a position to make a really 
substantial contribution ("Donors, supporters and customers" 2000:62-63). The donor pyramid and 
its components are illustrated in Figure 3. 

FIGURE3 
THE DONOR PYRAMID 

_ !3i~ gifts -

_· -__ .. -, 3 

• Committed donors 

4 
·- ~- Occasional donors and subscnbers 

5 
Responders 

6 
Enquiries 

("Donors, supporters and customers" 2000:63) 

From a relationship marketing viewpoint, the ideal is to maintain donors at le~el 3-or, preferably, 
move them to levels I or 2. 

Different donors have different needs and one of the variables that c~m be used to assist in donor 
development is the so-called catch-all "nature of the relationship that is required" (Sargeant 
1999: 138). Whilst some donors may be looking for only personal forms _ of contact with the non­
profit organisation, others will be content to receive regular newsletters, telephone calls or 
mailshots. Jn this respect it is suggested that a non-profit organisation asks a donor what form of 
relationship the donor wishes to have with the non-profit organisation. • • 

-
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To develop loyalty amongst donors, it is imperative to maintain a meaningful-dialogue }Vith goncirs 
over time. Donors (particularly high-value donors) need to feel that they are appreciatea and -tli_at ~ 
their "efforts" on the non-profit organisation 's behalf have actually had an impact. 1:'(oreov_er th~yi : 
expect that the non-profit organisation will recall their past deeds and understa!]-d ~ -little -a6_o_~t­
them as individuals. Thus 1norc successful fundrai sers use every opportunity thei can to develop 
and extend a dialogue with their donors (Sargeant l 999: 141 ). -

Apart from what has been said so far, there are a variety of other ways in which donors can -~e 
given recognition or rewarded for their contributions. The following are possibiliti~s in this -regard 
(Warwick 1993 :58-59; Sargeant 1999:141-142): -

• Thank donors as soon as possible for their contributions. 

• Personalise c01mnunications. Higher-value donors should be send unique personalised letters or 
other materials of the non-profit organisation. The most senior staff member of the non-profit 
organisation should preferably personally also phone high-value donors. -

-

• Send newsletters to donors. Their purpose is to inform ·donors of how their contributions h_ave 
been utilised. Such newsletters also serve as usefl!l reminders of the donor's association with the 
non-profit organisation. 

• Host and invite donors to special events. -Open~ days, --dinners, galas, award presentations and the 
'°_- - _ ann~al general meeting are all sujtable occasions for this purpose. __ 

; -- = Gi"'.e _priilllllII! mateii~ls -~f;gifts-._ S1,1ch- mateiial~0-or gifts provi9e _? _tangible dimens_ion to the 
appt e~iatioft-s:bOW!} b/ tlie_nori~proftti rg; ni_sa~~n: -~ - - -

• Th1mk donors j hrough -a~knowledgements in the non-profit -orgariisatioii's magazine, other 
promotiO~c!l m~t~_rial ~n~ _the -press. - -~ 

• - Give pl~ques_ or-_certi_!i.cilt~~ :bf a_~knowleagement.- Examples in this regard are gold, silver or 
bJ"Onze-plaque_s.; J he~-filgh-val_ue·- d9nc;H:s _could~e pr~serited _wit~ a _{)articular plaque, the colour of 
w_hicli1.s det~rminedby-t6e:extent of their contribution§ . 

. ~: -- . - - • -

Relationship mark:eting i_s--very~relevarit for the management and retentio~ of volunteer workers. A 
volunteer contributes tinie or resources to ~a non.oprofiCorganisation and as such the "'.olunteer has 
demonstrated his/her -commitment to the purpose -of the non-profit organisation. The non-profit 

- organisation then has the obligatio-n to cultivate a_ relationship _with that particular volunteer. 
Another aspect that should be kept in mind is that-_the increasdn the number of organisations that 
attend to social work issues has also led-to increased competition for volunteer_s. Volunteers today 
have much wider qptions availab_le for their time, effort and emo_tions compar~d t~ ~-~eca?e ago. 

- - ~-
First of all it is necessary to create an "ideal" situation for volunteers in the non-profit 
organisation. The volunteers of United Way of America, an American hon-profit organisation_-that_ _. 
specialises in the solving of community problems, proposed -the_· _following _ s~t of ideal 
characteristics for their participation ( United Wai 9f America i°989:21): • -- - - -

• Recognise volunteers as professionals. This implies that volunteers should_ he treated' as 
professionals. A volunteer's expe1iise and -experience should be taken into account when • 
assigning responsibilities or providing training.Jt is also important to point out and incorpo__rate :: _ 
scenarios of what could happen. One must always bear in ·iriind that volunteers must deal wif!i :~~ :- 0- _. -_~.::.: 

wide range of people, attit11des and issues to resolve. It- is furthermore tiseful -to provide rrio_r~; ~--~ • - -

Social Wor~aatskapli~e Wi,;k 2001:3!(1) 

https://v3.camscanner.com/user/download


CamScanner

\0 

, , tl ' n ,, I , ,tit ot ,111isn1 ion·. pdnt ·d ·0111111unicalion materials and 
1 ,~i t ('I '1)1 , i llt ,\11 \I\. '. 

N 'th,' i 111 ·t ,1(th,· ,u 111>1Y,fit 01go11isatio11 on the cmnnwnity. Volunteers felt 
• HI i l -1, th'"' 1\\(\ti ,;II · l\ll\OL' OR ·II as the volunteers themselves. 

, 11 -11 c '-' \ ' <' f "h , I '(ipl ' ,II" h -Ip •d" should be provided and volunteers 
' ,··'ll int(,rn i .,1 HI th' pm 1r ·ss or th· cliff rent campaigns of the non-profit 

I. 1 ,' 1 .,1 fnltilm 'nt. 

1 ','•' : lo 1 •' ;' "nak' th ir t·1 k and ncourage volunteers to get to know each other and 
-:im :pirit.. n "ng all ·ohmteers. Assist volunteers to identify with the cause by making 

l 'in p:ict th"ir volunteer work will have on other people . 

.-.... ~ - ~1 i:' 1c1n d recruitment of volunteers is the beginning of a long-term management task of a 
::-a is tion. namely that of supporting and developing volunteers. Many models have 
• d to e. plain how volunteer involvement in an organisation develops. One such 

L ·11u, a ed in Figure J. describes the life-cycle of a volunteer. The major task here is to try 
that the Yolunteer achieves a successful life-cycle during her/his career with the 

(Ba .,Jeer, Cornforth & Paton 1992:89-90). 

e 1 of the life-cycle i an exploratory stage for volunteers, where they are investigating the 
n of the n n-profit organisation, what they have to offer and whether or not they would be 

t get n '"ith the people with whom they will have to work. It is important at this stage to 
- ·uran ·e and pend time communicating directly with the volunteer, exploring expectations, 

ctt· intic and the level of need for information. Because the volunteer may well have second 
!1ht. du in• Lhi tagc, it is important to reassure, explain and persuade. 

FIGURE4 
LIFE-CYCLE OF A VOLUNTEER 

Analysing* 

Trying STAGE 2 

Commit1iog 

IA<A~ I 

-~ h / n ~ ,A rt;( e •t,d oommitrncnt 

fJLug ;1, !1½5:17-19) 

Improving 

Sharing* 

Blooming ST AGE 3 

Leading* 

~ ... ~g: 2 i " 1 • t;hJp111cnt,:aJ btagc for llw voluutccr. l laving dec ided to remain and become 
·,, 1, 't-d, tJ 1(; "IJl1J1,l.l;-t,f wil l bli i11trod uc1id to 1ww people n11d 11itu11tions which hopefully will bring 
'J h r/1,j ddB 'l.lud qualiti1,i, , cm-1bli11g lier/him lo hulp the non-profit organisation pmsue its 
g(tah, . ·1 he, t will be karni 11g 011 the way, Towards tho ond of the developmental stage the 
vvluntoo, ' <.;.<J11fid1vHoc JUay be 1,ucl1 that they begin to foci undervalued and unappreciated. 
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Because a volunteer needed more intensive support during the exploratory stage, the non-profit 
organisation may leave volunteers to "get on with it" on their own much more at this stage. Even 
though this is a sign of trust and respect, it can also lead to a lack of communication between the 
non-profit organisation and the volunteers. Recognising volunteers' ac~ievements and --listening 
and responding to their personal aspirations for the job they do and the part they play go some way 
to valuing and affirming volunteers' participation. 

Stage 3 is the mature part of the cycle when a volunteer is making a maximum contribution, is 
happy to carry the responsibility for her/his particular task/role and perhaps is ready to advance 
pa1ticipation even further. A volunteer at this stage in the cycle may be ready to share skills and 
experiences with others or to take on a position of leadership in terms of greater visibility or a 
training/support role for others. The non-profit organisation's task is to ensure that it draws on the 
qualities and skills that the volunteer can now give because otherwise the volunteer will begin to 
lose interest and motivation. 

The points of renewed commitment,_ indicated with asterisks in Figure 4, are the prime areas for 
the application of relationship marketing principles to foster bonds between the volunteer and a 
non-profit organisation. 

As indicated in an earlier article (Terblanche· 1999:393-394) and repeated here for the sake of 
convenience, six key issues have been identified that can significantly affect the improvement of 
the quality the _ volunteer worker experiences in a non-profit organisation - these issues are also 
important to the intemal·marketing effort of the non-profit organisation (Schneider 1988): 

• Membership _issue~: Th_ese relate to the benefits that a non-profit organisation can offer to a 
volunteer worker. Volunteer workers typically desire a position that permits self-expression, 

- provides an opportunity for the development of specific abilities and skills, provides a personal 
challeng~ and permits the \risibility of achievements. 

• Socialisation is~ues: Vol~teer 'Yorke~s should experience formal and informal socialisation. The 
formal socialisation process benefits greatly from structured training programmes. 

• Identity issues: It has been found that when a volunteer worker identifies with a non-profit 
organisation, this usually results in improved job satisfaction, improved extra role performance 
and lower turnover. 

• Structural issues: Many volunteer workers provide professional services such as medical, 
counselling or legal services. Where there are too many mles and regulations that must be adhered 
to, these professional people may become dissatisfied and frustrated. A promising solution in thi~ 
regard is to allow the professionals to control themselves with a fellow professional held 
accountable for the work of the particular unit. 

• Interpersonal issues: It is important that non-profit organisations attract, select and -· tiain 
interpersonally oriented volunteer workers. 

• Environmental issues: Volunteer workers must be given the opportunity. to give advice and input. 
Ample opportunity must also be provided for volunteer workers to respond to ideas, to complain 
or to ask questions. Opportunities for follow-up and interaction should be created. 

OTHER STAKEHOLDERS 
-

A typical non-profit organisation that provides social work has numerous other stakehol_ders apart 
from donors and volunteers. A glance at Figure 2 will confirm this. For the sake of lim_iting oneself 
to the essential, only some of the more prominent stakeholders will be dealt with. 
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Non-profit organisations need politicians to campaign for their cause and politicians need non­
profit organisations to gain credibility and enhance their image. A close relationships with a 
certain political group or individual politician can provide a strong marketing edge (Gummeson 
1999: 126). If these "friends" lose power and popularity, however, the intimate relationship can 
backfire. Non-profit organisations should try to be non-political and appeal to everyone, 
iITespective of political beliefs. The skill of maintaining relationships with many political parties 
may be the ground for future support. Lobbying is a powerful tool that pressure groups or 
politicians can use to build relationships on behalf of a cause or a non-profit organisation. The 
systematic and goal directed pursuit of an issue by means of lobbying is referred to as "issues 
management" (Gummeson 1999: 125). There is often a need for non-profit organisations to 
become involved in political decision-making processes at an early stage, because the earlier this 
occurs the better their chances to influence decision making. Examples in this respect would be 
government wishing to introduce new legislation affecting non-profit organisations or government 
wanting to reduce the financial support to non-profit organisations. What is important here is that 
non-profit organisations should realise that they are not equipped to undertake lobbying; they 
should involve politicians, diplomats and pressure groups to do this for them. 

On a more local level, it is paramount that non-profit organisations have sound relationships with 
local authorities. Local authorities today have more power than before. A positive relationship 
with a local authority might not only result in, say, subsidised rates and taxes, lower rentals for 
halls or buildings; it could result in direct financial support for the non-profit organisation. The 
non-profit organisation should invite councillors and senior officials to their open days, annual 
g~neral meetings and any other worthwhile events. The support received from a local authority 
should, whenever possible, be acknowledged in reports, annual statements, etc. 

Relationships with the public media are other important links for a non-profit organisation. 
Successes achieved, fund raising and other events are newsworthy at times and a noa-profi t 
organisation should see to it that such information is passed on to the public media for 
consideration to publish or to broadcast. The formats in which different media require the news 
topics should be established beforehand. 

CONCLUSIONS 
Non-profit organisations have to deal with diverse forms and formats of competition on an 
increasing scale. Various factors such as the increase in worthwhile causes that warrant support, 
cutbacks in government funding and the internationalisation of non-profit organisations are 
responsible for the increased competition for resources. The competition amongst non-profit 
organisations for donors and volunteer workers will undoubtedly increase in the future. 

Relationship marketing has been applied with success in the business world. In relationship 
marketing the focus is on developing and maintaining long-term relationships with all stakeholders 
and a further major implication is that marketing activities are tp.e responsibility of everyone in an 
organisation. The economic arguments underlying the application of relationship marketing in the 
business domain are undoubtedly also applicable to non-profit organisations. It is certainly more 
expensive to win a new donor or volunteer than it is-to retain an existing one and the longer the 
relationship between a non-profit organisation and_ the donor/volunteer lasts, the less cost, energy, 
supervision, etc. are required to convince the donor/volunteer to make a contribution. 

The principles of relationship marketing could therefor~ be applied with great effect to enable non­
profit organisations to manage relationships with its diverse stake~olders and to specifically retain 
their existing donors and volunteer workers. 
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