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What is Philanthropic Psychology?

oPhilanthropy (Greek Root: Phil-anthropy)

oLove of humankind

oPsychology (Greek Root: Psyche – logos) 

oStudy/research of psyche/soul (e.g. our sense of who we are or its 
expression)

oPhilanthropic psychology: 

oThe study of how people love

oThis includes how we love ourselves and how we love others



What we’re going to talk about

• Why we did it

• The difference it made

• Our 36-month collaboration

• What we found at the BC SPCA

• Love, identity and well-being

• Erin will introduce BC SPCA examples

• Jen will introduce examples from around the world



Why we embarked on the project:

• Science-based organization and internal credibility

• Long-term planning

• Evolution of animal welfare as a social justice issue

• One of our core values as an organization is to collaborate to amplify our 

impact



• Donor base:  36.2%

• Monthly/recurring:  34.3%

• Existing donor retention stable

• New donor acquisition 32.7% 

• New donor retention 18.1%

  (DM, midlevel, digital & monthly)

Fundraising Results*

* 2024 benchmarked to 2018 results



The 36-month Collaboration Map 

Field a survey

(Month 3)

(Month 2)

Field a 2nd survey

(Month 36)

Communications Audit

(Month 1)
Field 3 Field Experiments

(Month 6-24)

(Month 5) (Month 24) (Month 36)

Integrate learning into communications



The Evidence-Base of This Research
Psychological motivation Empathetic Distress Condition Empathetic Anger Condition

Total increase

→

11% 90% 72% 49% 127% Total 

increase

→

10% 99% 78% 38% 120%

Current score 

on motivation

Intention to 

continue 

donating

Intention 

to increase 

donation

Intention to 

leave a 

legacy

Intention to 

become/ remain 

monthly donor

Intention to 

fundraise from 

friends/family

Current 

score on 

motivation

Intention to 

continue 

donating

Intention to 

increase 

donation

Intention to 

leave a 

legacy

Intention to 

become/ 

remain monthly 

donor

Intention to 

fundraise from 

friends/family

Purpose of Life 5.32 5.33

Communal strength 5.27 2.8% 18.2% 21.2% 11.2% 24.6% 5.29 3.5% 20.8% 22.1% 22.9% 20.3%

Empathetic distress 6.76 6.78 2.3% 1.1%

Empathetic anger 6.69# 1.0% 31.4% 6.76#

Moral charging 5.81 2.1% 5.85 2.0% 8.4% 5.8% 5.3%

Elevation 5.50 10.7% 5.53 11.5%

Emotional compassion 5.48 5.49 9.3%

Victorious hope 5.02 20.5% 15.3% 28.8% 5.01 16.3% 26.8% 34.1%

Contentedness 4.89 4.93

Love 6.08 2.3% 8.2% 5.6% 6.10 2.0% 3.3%

Caring 5.79 5.78 4.4%

Authority 4.79 6.3% 4.91

Trust BC SPCA 5.87 2.5% 5.88

Trust CEO 5.47 5.42

Trust Protection officer 5.45 5.46

Connectedness BC SPCA 5.39 7.8% 9.9% 12.0% 5.42 2.4% 7.5% 9.7% 5.0%

Connectedness CEO 4.01 4.06

Connectedness Protection 
Officer

3.94 20.1% 25.8% 3.99 24.5% 27.3%

Ingroup identification 5.68 9.0% 9.7% 6.0% 25.0% 5.69 7.4% 19.0%

Organizational identity 
importance

5.69 10.6% 5.70 11.6% 7.7%

Organizational identity esteem 5.96 6.01



Identity
(Who are your donors?)

Love
(How do they love?)

Psychological Wellbeing
(How can we help them feel best about giving: 

Connectedness, competence and autonomy?)

What are the key concepts of PhilPsych? 



Identity

(Who are your donors?)



Identity Congruence

Person BC SPCA 

Supporter



Why is identity important?



We grow love by nurturing 

people’s identities.

What we are doing



What are animal lovers’ best selves?







0.2% of  all campaign 

impressions

63.0% of  all campaign 

impressions



0.3% of  all campaign 

reach

37.9% of  all campaign 

reach



0.3% of  all campaign 

impressions

23.9% of  all campaign 

impressions



0.6% of  all campaign 

reach

41.4% of  all campaign 

reach





Love

(How do they love?)



Compassionate love Companionate love





Compassionate and Companionate Love



What love do you like to grow?



Condition 1: 

Donor Agency + 

Compassionate

Condition 2: 

Beneficiary Agency + 

Compassionate

Condition 3: 

Donor Agency + 

Companionate

Condition 4: 

Beneficiary Agency + 

Companionate

Subject Line Your strong love is…
Your  and a mother's 

dream… 
Your strong love is…

Your  and a mother's 

dream…

Body
Thanks to you, Hamda 

persevered. 

Hamda persevered, 

thanks to you.

Thanks to you, Hamda 

persevered.

Hamda persevered, 

thanks to you. 

Body

Thanks to you, she no 

longer feels like a 

refugee at the mercy of 

events. 

While her life is different 

from yours, she now has 

the opportunity to feel 

powerful, courageous, 

and in control of her 

destiny.  

She no longer feels like a 

refugee at the mercy of 

events. 

While her life is different 

from yours, she now has 

the opportunity to feel 

powerful, courageous, 

and in control of her 

destiny. 

Thanks to you, she no 

longer feels like a refugee 

at the mercy of events. 

Like us, she now has the 

opportunity to feel 

powerful, courageous, 

and in control of her 

destiny. 

She no longer feels like a 

refugee at the mercy of 

events.

Like us, she now has the 

opportunity to feel 

powerful, courageous, 

and in control of her 

destiny.
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* *

16% more than condition 0!

€ 38,970.25 more from donors in conditions 1 and 4 compared to if 

they were in condition 0.



€ 1,276,204

€ 1,480,397

€ 1,717,260

€ 1,992,022

€ 2,310,745

€ 2,680,464

€ 0

€ 1,000,000

€ 2,000,000
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 (6 communications)
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16%

34%

56%

81%

110%

Send six messages over 

eight months with different 

language for conditions 1 

and 4.

Pure 
Thank 

You

Pure 
Thank 

You

Pure 
Thank 

You

Gaza 
Appeal

Annual 
Report

Yemen 
Appeal

Path to Doubling Giving



Psychological Wellbeing
(How can we help them feel best about giving: 

Connectedness, competence and autonomy?)



Competence

Connectedness?

Autonomy?

Love?

Competence

Connectedness 

+CompetenceSaving Lives. Changing Minds. 

Your Love for Animals in Action… 



Your Compassion in Motion… 

When you join Wilberforce 200, your kindness will 

be put straight to work for the animals. 

You’ll have a personal contact at the RSPCA — a 

fellow animal lover like yourself. 

And if there’s an area of the RSPCA’s work or an 

issue that’s especially close to your heart, we’d 

love to help you make a difference for the 

animals you love! 

competence

connectedness

Connectedness 

+autonomy

+Competence



Competence

Autonomy 

Connectedness



How can you put all the learning 
together into a writing checklist?



How we use our learnings
Writing Checklist

Enemy check  The human guardian is not the enemy. I’ve strongly conveyed a shared love of animals.

 The human enemy intentionally abused the animal

 The human enemy financially exploited the animal causing suffering.

Audience persona  I rescue (now)  I save I love (now and forever)

Key emotion  empathetic anger empathetic sadness

Breath in feelings numbers & jargon emotions & rich detail focused on 1-2 key areas

Psychological wellbeing  Uplifts Competence  Uplifts Autonomy

 Uplifts Connectedness

Identity  BC SPCA top 10 moral identifiers used with most instances of YOU

 Copy recognizes that their love for animals is an essential part of who they are

 Donor will finish reading the letter feeling they are a good person regardless of whether they give today or not

You test Used consistently, all through the copy (tied to identity)



‘You’ 
Test                  
   

IsYOU used consistently?:

Represents 3% of copy including:

In all high read* sections

Minimum of once per paragraph

❑ Used in conjunction with every impact

❑ Use moral identifiers with most instances of You

❑ Use top Identities with most instances of “You”/“Your”

❑ In all high read* sections

❑ Use top identities to describe impact/action rather than 

the person directly. ie/ “You kindly rescued this animal” 

rather than “You are kind for rescuing this animal”.

❑ Top Identities should be 5% or more of copy.

'You' without 

identity is 

merely 

transactional! Kind, Caring and 

Compassionate Animal Lover 

Identity



2018 2022



How Often Do You Use YOU?

3.98%

1.51%

2.65%

6.6%

3.63%

4.74%

3.86%

7.26%

3.39%

Newsletters + Reports

Adoption Communications

Social Media

Appeals

Posters + Flyers + Physical Shop Signs

Advice or Non donor comms

Gift in Will

Templates + Thank You Message

Regular Donor Comms

0.0 2.5 5.0 7.5 10.0
You Density (%)

On average 3.5% of 

the words in your 

communications are 

YOU



How Often Do You Use Your Top 20 Identity Words?

1.61%

2.58%

1.94%

3.25%

3.45%

3.35%

1.74%

5.01%

2.35%

Advice or Non donor comms

Posters + Flyers + Physical Shop Signs

Adoption Communications

Social Media

Newsletters + Reports

Templates + Thank You Message

Gift in Will

Appeals

Regular Donor Comms

0.0 2.5 5.0 7.5 10.0
Words in Top 20 (%)

On average 2.5% of 

the words you use 

are identity words.





Thank you for having us!

DR. JEN SHANG 

INSTITUTE FOR SUSTAINABLE PHILANTHROPY

JEN@PHILANTHROPY-INSTITUTE.ORG.UK

ERIN WALKEY AND FARLEY BEAR

SENIOR DIRECTOR PHILANTHROPY, BC SPCA

EWALKEY@SPCA.BC.CA 

Live Q&A with Dr. Jen Shang

18 March 2025

12noon Eastern USA / 5pm UK

Register here or via QR code below: 

mailto:Jen@philanthropy-institute.org.uk
mailto:Ewalkey@spca.bc.ca
https://instituteforsustainablephilanthropy.beaconforms.com/form/b6ed6c39
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