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Introduction

The opportunity to donate money is omnipresent. The nonprofit sector in France represents
8,5 billion euros as of 2023 (France Générosités). Most charitable organisations are constantly
looking for donors. As a consequence, solicitations are many, and one has to make several

decisions to donate, or more often to not donate, almost every day.

There is a considerable body of research focused on why people give to charitable
organisations (Bennett and Sargeant, 2005; Bekkers & Wiepking 2010; List 2011).
Comparatively, far fewer papers have tried to understand why people do not give to charity

(Chatzidakis et al. 2016).

One question that has not been explored much in research is the difference between donors
and nondonors. Specifically, the distinction between a potential donor, who could donate

depending on the context, and a nondonor, who will not donate.

In other instances, abstention does not necessarily mean not wanting to act. A simple parallel
is the study of voting systems. When an individual does not vote, it is generally unclear
whether they abstained because of a failure to care or because of a general disapproval of
the voting options. Some jurisdictions have introduced a “none of the above” (NOTA) option.
This NOTA vote can be used to differentiate abstention from disinterest. While this has had
little effect in changing voting systems, such a fine-tuning does not exist for the study of

donations.

Understanding nondonors and the motivations behind nondonations will allow nonprofits to
develop better tools for fundraising, and create a framework to transform nondonors into
potential donors or even regular donors, if they find a cause they feel positive about
supporting.

Our research question is the following:

What are the motivations of nondonors to not participate in charitable giving?




I. Nondonation and donation models

Altruism is generally defined as behaviour that benefits others at a personal cost (Kerr et al.
2004). Its study spans many disciplines. One of the most influential books written on the
subject is Marcel Mauss' 1925 Essai sur le Don. Mauss, a sociologist and anthropologist,
made influential contributions to the study of gift giving, especially challenging, at the time,
the western notion of utilitarianism and altruism.
The central idea of Mauss's theory is that gifts and exchanges in archaic, as he calls them, and
indigenous societies, are not simply free expressions of generosity but instead governed by
implicit social norms and obligations. The act of giving a gift establishes a social bond and
creates an obligation for the recipient to reciprocate in the future. Mauss identified three
inter-related obligations of the gift exchange:

e The obligation to give

e The obligation to receive

e The obligation to reciprocate
This cycle of reciprocity binds groups together. It is a way of creating and maintaining social

ties and hierarchies.

In the hundred years that followed Mauss' publication, many theories and models have
enriched our comprehension of altruism. One can find an explanation for altruistic behaviour
in social biology or evolutionary psychology. Sociology and psychology both have several

frameworks that help frame the motivations for altruism and prosocial behaviour.

a. Macro-level theories

We have chosen three models to explore theoretical reasons an individual might have to not
donate. These theories focus on the macro-level factors. We use many different viewpoints
from several disciplines like sociology, psychology and marketing to enrich our

comprehension of nondonations.



i. Structural functionalism

Structural functionalism is a rather broad theoretical perspective that presents society as a
complex system, composed of interconnected parts that work together to maintain stability
and social order (Lane, 1994; Macionis & Gerber, 2011). It typically focuses on the macro-
level. Under this perspective, altruism can be understood as a necessary process to maintain
social order. Helping others promotes stability and social harmony. Reducing inequalities
and alleviating social pressure furthers the continuity of the system as a whole. Donating
money or resources to charities can help meet the collective needs. Volunteering to
distribute food or to answer the suicide hotline can also be seen as sustaining key structures,

that the individual might feel that society or the state does not maintain enough.

If the system is supposed to be working properly, people may very well not feel the need to
participate in charitable giving. This also might be caused by a crowding-out effect, where
people contribute less when they feel that there already are enough contributions, either by
other actors or by the state (Andreoni & Payne, 2010; Wit & Bekkers, 2016).

Individuals may also believe that social stratification and inequality serve functions in society,
such as motivating people to work hard. Redistributing resources across social classes could
disrupt the stratified order. They may also believe that some causes, like homelessness, are
structural and that their help is not needed.

The functionalist view of society and the market may also discourage individuals from giving,

so as not to disrupt the proper functioning of these institutions.

ii. Conflict theory

Conflict Theory is the sociological study of society through the lens of social tension,
domination, and conflict (Turner, 1975; Collins & Sanderson, 2009). One of the tenets of both
Conflict Theory and Critical Theory (Horkheimer, 1982) is that power is distributed unequally
among social groups and individuals. This asymmetry breeds conflict and requires active
maintenance.

Under this framework, altruism from the privileged classes serves to sustain social power and

domination. It can be used as a tool to further their economic self-interest, such as using high-



profile philanthropy to reap economic benefits like tax deductions. It can also increase public
recognition as well as create a positive public image for the donor. Critical Theory posits that
altruism can be seen as a construction by the dominating classes to dictate the terms of
assistance to the deserving poorer classes. In doing so they are supporting the dominant
cultural narrative of capitalism and individualism.

An individual might be motivated to not partake in charitable giving to keep their disposable
income. They could also be suspicious of corporate philanthropy, while also suspecting rich

donors to benefit from donations via tax incentives.

iii. Norm of reciprocity

The Norm of Reciprocity (Gouldner, 1960) is another well-known model. Altruism has deep
societal roots that manifest in culturally ingrained norms. These norms favour cooperative
and altruistic behaviour. People are more likely to engage in prosocial acts if they know that
others will reciprocate in the future. For example, sharing notes or tutoring other students
operates on the reciprocal norm that such favours will be returned when need be. Donating
blood operates mostly on the understanding that if the donor came to need blood in the

future, they could reciprocally get some through the blood donation system.

The norm of reciprocity has some explaining power when donations can be reciprocated.
However, it is unclear that an individual should behave prosocially when they know they will
not benefit from reciprocal altruism. Tipping at a restaurant is such a situation. The norm of
reciprocity can be extended as a universal understanding that people should be rewarded
for the services rendered. It is not too dissimilar from the karmic notion of reciprocity (White
et al. 2018). Some individuals might not believe in karma, or feel that they deserve the
services they benefit from, and abstain from altruistic behaviour.

People also might desire a reciprocal exchange. If an individual feels that giving money
would create an imbalance of debt that cannot be easily reciprocated, they may choose not
to give to maintain the balance. The notion of reciprocity relies on trust. When it is unclear
that one party can trust the other to be able or willing to reciprocate in the future, not giving

may be a more favourable option.



Structural functionalism

Conflict theory

Norm of reciprocity

Brief

definition

Society is a complex system,
made of interconnected parts
that work together to maintain

social order and stability.

Study of society as defined by conflict
and social tension. Power is distributed

unequally among social groups.

Social psychological principle
stating that people generally feel
obligated to reciprocate favours,

gifts or other positive gestures.

Main authors

Emile Durkheim, Talcott Parsons

Randall Collins, Max Horkheimer

Alvin W. Gouldner

View of Altruism serves to maintain social o . o Altruism stems from culturally
Altruism is used to reinforce domination. ) '
altruism order. ingrained norms.
.. Helping others to promote Helping others to maintain social power | Helping others because the social
I\/lotlvatlons ping P ping P PIng

for donation

stability and social harmony,

reduce inequalities.

and privilege, to obscure the root causes

of systemic inequality.

norms infer that we will be helped in

the future.

Motivations
for

nondonations

Belief that the system works as

intended.

Being suspicious of the current cultural

interpretation of altruistic behaviour.

Being unsure that the beneficiaries
of altruism will be able to
reciprocate. Feeling like one
deserves to benefit from prosocial

behaviour.

Examples

Donating time, money or food to
local charities or organisation
helps meet the collective needs.
Philanthropic donations to
hospitals, universities or cultural
institutions as a way of funding
and sustaining the key structures

that benefit society.

Individuals or corporation engaging in
high profile philanthropy to reap benefits
like tax deductions or public relations

gains.

Donating blood is mostly done with
the understanding that if one ever
needs blood in the future, they can
receive it from the blood donation
system that relies on reciprocal
giving. Holding the door is also
done with the implicit expectation

that others will reciprocate.

Key concepts

Social function, value consensus,

institutional altruism

Class struggle, power dynamics,

domination

Social norms, values, reciprocity

Strengths
and

limitations

Strength: accounts for
institutionalized forms of
altruism, explains altruism as a

vital process for social order.

Limitation: may overlook social
conflicts, may downplay
individual agency in determining

altruistic motivations.

Strength: analyses how elite altruism can
reinforce power imbalances and
domination. Highlights the value for
mutual aid emerging from collective

struggles as authentic altruism.

Limitation: may overlook genuine
altruistic motivation from privilege group.
May lack explaining power for altruistic

acts between non-stratified groups.

Strength: explains altruism from
culture and provides a self-
perpetuating model of exchange

within groups.

Limitation: may overlook altruism
driven by motivations like empathy,
has less explaining power for
altruism towards outgroups where

reciprocity is less likely.
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Table 1: comparative analysis of macro level theories.




b. Micro-level analysis

4 models can be used to explore the micro-level reasons people might have not to give.

These are different from the societal forces, and focus more on the individual.

i. Social Exchange Theory

Social Exchange Theory, abbreviated as SET, posits that individuals generally desire to
maximise benefits and minimise costs. This can explain their choice of social interactions
(Thibaut and Kelley, 1959; Homans, 1961). According to SET, people help others because
they get something out of it. There are certainly many real-life examples where a simple cost-
benefit analysis justifies altruistic behaviour. Donating to receive public recognition and
enhance one’s reputation could fit the narrative. College students or court-convicted
individuals performing assigned unpaid community service would be another example.

In some cases, these behaviours can be interpreted as competitive altruism. Competitive
altruism occurs when individuals compete to act altruistically to gain status, reputation and
access to cooperative relationships (Hardy and Vugt, 2006; Barclay and Willer, 2007).

The motivation to not donate can be quite straightforward. It makes perfect financial sense to
want to keep one’s disposable income rather than give it away. Individuals also might not
derive a clear benefit from investing time, energy and resources into prosocial behaviour.
While social exchange theory offers a simple model to explain most behaviours, it fails to take

into account actions driven mostly by emotions, like empathy.

ii. Empathy Altruism

Empathy is the ability to share the feelings of others, to understand their affective
experiences and to apprehend their state of mind (Hogan, 1969; Bernhardt & Singer, 2012;
Singer et Klimecki, 2014). The Empathy-Altruism hypothesis stipulates that people help
others out of empathy and generally without regard for their own benefit (Batson et al. 1991).
Research has found that when individuals feel empathy for someone, they are much more

likely to help them. If empathy is absent, a cost-benefit analysis can predict altruistic
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behaviour (Batson et al. 1981). This suggests that social exchange theory and the empathy-

altruism hypothesis might be complementary.

Under this framework, a lack of empathy would lead to a failure to donate. The lack of
empathy can be trait-based, meaning that the individual feels lowered empathy in general, or
contextual, meaning that the specific situation does not elicit empathy for them.

A nondonor might be lacking empathy. The lack of emotional connection will therefore
reduce the motivation to engage in altruistic behaviour. Inversely, a nondonor might
experience emotional or compassion fatigue and withdraw from prosocial activities as a self-

protective mechanism.
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Social Exchange Theory

Empathy-altruism Hypothesis

Brief definition

Explains social interactions and relationships in
terms of costs and rewards. Individuals are
motivated to increase their upside and reduce or

limit their downside.

Proposes that empathic concern produced by
observing another person's distress or need elicits

altruistic motivation to help that person.

Main authors

Peter Blau, George Homans

Daniel Batson

View of altruism

Altruism is the result of a cost-benefit analysis.

Altruism stems from feelings of empathy.

Motivations for

donation

Helping others with the expectations of returns or
benefits, either tangible (reciprocal help) or
intangible (approval, guilt avoidance or

reduction).

Feeling empathy for others triggers altruistic
motivation stemming from a concern for that person's

welfare rather than self-interest.

Motivations for

nondonations

Not deriving a clear benefit from giving away

resources such as time and money.

Not feeling empathy and failing to create an
emotional connection. Being burned-out from

compassion fatigue.

Examples

Volunteering for resume building, helping
coworkers for reciprocal benefits, environmental
activism, such as joining a cleanup effort to

improve their living condition or property value.

Donating to disaster relief efforts after seeing images
or accounts of victims. Adopting a rescue animal after

learning of its neglected living conditions.

Key concepts

Cost-benefit analysis

Empathy, empathy-altruism

Strengths and

limitations

Strength: provides a rational choice explanation

for behaviour.

Limitation: may overlook genuinely selfless

motivations of acts that involve major sacrifices.

Strength: identifies a key predictor of altruistic
behaviour, backed by experimental evidence

indicating empathic states.

Limitation: lacks explaining power when altruism is
not motivated by empathy, may blur the line between

feeling empathy and actually taking altruistic action.

13

Table 2: comparative analysis of SET and Empathy-Altruism.




iii. Symbolic interactionism

Symbolic interactionism is a sociological branch that focuses on the construction of subjective
meaning by individuals (Dennis & Martin, 2005; Carter & Fuller, 2016). It proposes a system
to think about how people might comprehend and derive value from the interpretation of
their behaviours, their interactions, and other symbols. Under this perspective, altruism and
prosocial behaviour is fundamentally subjective. Helping others might be motivated by the
construction of a positive self-identity, or taking on a role that is valued because of the shared

view, or symbol, of altruism.

The meaning of giving money away can be interpreted along different lines. The first factor is
certainly the meaning of money itself. If an individual sees it as a scarce resource that is

difficult to obtain, they may be less inclined to give it away.

An individual’s decision will also be influenced by their perception of the social norms and
expectations of their social environment. If donating money is not a prevalent practice, or is
frowned upon, they may be less likely to engage in it. People also have a perceived identity. If
making a donation is seen as contradictory to their self-concept (e.g. being frugal), they may
resist to maintain their own image. The act of giving money can also clash with their own
values in some circumstances. They might feel like charity breeds dependence and strips

people of their inner will to thrive by themselves.

People also interpret situations in a subjective manner. If they perceive the situation as
undeserving, illegitimate or manipulative, they may be less inclined to give. Finally, an
individual may be influenced by their own past experiences with giving and not giving

money. Negative experiences and interpretations may discourage future giving.

iv. Sociobiology

Sociobiology is the systematic study of the biological basis for social behaviour. It offers
frameworks to explain behaviours such as cooperation, reproduction, altruism or conflict

from an evolutionary perspective. The central idea of sociobiology is that many social

14



behaviours have a genetic or biological basis and are/were shaped by natural selection to
increase genetic fitness and reproductive success. This model provides a good explanation
for kin altruism, which is defined as altruistic behaviour directed towards genetic relatives
(Eberhard, 1975). Sacrificing one’s resources, or reducing one’s own fitness, could be
beneficial if the recipient is a parent with common genes and with high survival value. In the
case of reciprocal altruism, which is directed at unrelated relatives, like neighbours or co-
workers, sociobiology can make sense of altruism by valuing interaction and cooperation as

stand-ins for common genes (Becker, 1976).

Sociobiology outlines some motivations for nondonation. Because people are more likely to
engage in prosocial behaviour that benefits their kin, individuals may prefer to not help
outgroups or strangers. Similarly to what the norm of reciprocity states, if there is no
expectation or possibility of future reciprocation, individuals may be less inclined to give.
Individuals may also act on a resource preservation strategy, and decide to not give so as to

keep their resources for their own future needs.
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Evolutionary psychology /
sociobiology

Symbolic Interactionism

Brief definition

Study of biological basis for social behaviour, like
cooperation, altruism or conflict.

Individuals assign subjective meaning
to objects, events and behaviours.

Main authors

William D Hamilton, Robert Trivers

George Mead

View of altruism

Altruism promotes one's genetic survival.

Altruism is constructed and valued
through interactions.

Motivations for
donation

Kin selection (helping genetic relatives) or
reciprocal altruism (helping others with the
expectation of future reciprocation).

Helping others to derive a positive self-
identity and to take on a role that
carries a symbolic meaning.

Motivations for
nondonations

Wanting to preserve resources, not wanting to
extend altruism to outgroups or strangers.

Interpreting the act of giving money as
foreign to their value system.

Examples

Ostentatious altruism, or public displays of
altruism might be done with the understanding
that they promote one's attractiveness and mating
value. Taking care of a relative also furthers one's
genes survival.

Volunteering to reinforce one's identity
as a "helper". Becoming an organ
donor after relatives construct it as an
admirable behaviour.

Key concepts

Kin altruism, reciprocal altruism

Shared symbols, meaning, interactions

Strengths and
limitations

Strength: explanation based on the biological
factors that govern human development.

Limitation: may overlook social and cultural
influences.

Strength: explains how altruism stems
from socially constructed meanings
and role identities.

Limitation: may lack explaining power
for macro-level or institutionalised
forms of altruism.

Table 3: comparative analysis of sociobiology and symbolic interactionsim.

The micro-level analysis outlines four factors that can explain nondonations. Social Exchange

Theory posits that individuals might want to keep their resources if they don't retrieve a

sufficient benefit from giving them away. The Empathy-Altruism hypothesis puts forward that

a lack of empathy will result in a failure to act prosocially.

c. Types of nondonations and donations

There are many different types of donations. As such, there are probably different types of

nondonation, depending on the resources that can be given. In order to understand the

types of nondonation, it is useful to get a sense of the types of donations.

Prosocial behaviour, helping another at one’s own expense, can be interpreted as giving

money, time, expertise or other resources. Donating to charities or individuals, or providing
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help to others are common instances. Some practices are rarer and depend heavily on the
context, the individual and the recipient of the donation. We have selected three types of
donations, philanthropy, blood donation and tipping. All three are certainly among the more

common forms of donations, and thus have a large corpus of research available.

i. Philanthropy

Philanthropy is private giving by individuals, corporations or foundations (Barman, 2017).
Philanthropy is very dependent on the culture and the economic incentives in place. It is
estimated that US charities received $499,33 billion in 2022, while France’s nonprofits
received only €8,5 billion over the same period, according to selected data from France
Générosités. The difference is large, even when taking into account the relative size of the
two countries. The table below splits the total donations between individuals, corporations
and bequests, in the US and in France. The values are expressed in euros, based on the
exchange rate for the 1st of January 2022. Foundations in the US gave $105 billion, or €92,5
billion in 2022. Due to differences in fiscal law, we were not able to obtain the data from

foundations based in France.

United States | France US per France per
capita capita
Individuals 280,515 billion € | 3,686 billion € 842,39 € 11,07 €
Beq uests 40,093 billion € 1,353 billion € 120,40 € 4,06 €
Corporations 25,920 billion € 3,500 billion € 77,84 € 10,51 €
Total 346,530 billion € | 8,539 billion € 1 040,63 € 25,64 €

Table 4: market data about philanthropy in the US and in France.
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The above data suggest that there are strong cultural and contextual macro-factors at play in
philanthropy.

Financial donations can be done via a number of different channels. Money can be donated
directly to organisations or people in need. It can also be donated to companies via Cause
Related Marketing, or rounding up a transaction at checkout. A nondonor can be global, and
refuse to give via any channel. There may also be channel-specific nondonors, who would
maybe donate in some situations but systematically refuse in others. An example would be
buying products promoted via Cause Related Marketing, but categorically not giving money

to homeless individuals.

ii. Donating blood

Donating blood is another common example of prosocial behaviour. The World Health
Organization aggregates data about the state of blood donations worldwide. This is a major
health priority. Donating blood is a behaviour deeply influenced by culture, context and
national legislation.

Blood donors are usually divided into 3 types: voluntary unpaid, family/replacement and
paid. They can easily be mapped onto the types of altruistic, or non-altruistic behaviour.
Voluntary unpaid donors are people who donate blood of their own free will and receive no
payment or compensation for it. This is akin to pure altruism or reciprocal altruism.
Family/replacement donors are individuals who give blood when it is required by a member
of their family or community who would receive the blood, akin to kin altruism. Paid donors

receive money or some other form of payment in exchange for giving their blood.

Data collected up to 2018 from the WHO Global Database on Blood Safety indicates that Out
of the 194 member states of the WHO, 64 countries collect more than 99% of their blood
supply from voluntary unpaid donors. High-income countries are overrepresented in the
blood, collecting 40% of the total yearly supply, while being home to 16% of the world
population.

When it comes to nondonors, some studies have looked at the reasons for non-participating

in blood collection. Nondonation appears to be a result of fear of the unknown, apathy or the
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belief in medical disqualification (Oborne and Bradley, 1975; Leibrecht et al. 1976). Another
study by Burnett (1981), published in the Journal of Consumer Research, looked at the
psychometric and demographic characteristics of blood donors. The author outlined that
donors “tend to be male, married with children, have rare blood types and low self-esteem,
to be low risk takers, very concerned with health, better educated, religious, and quite
conservative.” It makes sense that blood donors would tend to have rarer blood types. The
sex also might have a relation to blood collection, because of the medical requirements to

give being different for men and women.

Sociodemographic factors like education and marital status, and psychometric factors like
self-esteem, risk-taking, political leaning, religiosity and being health conscious are potential

determinants of donor and nondonor behaviour.

iii. Tipping

Tipping is supposed to be a reward or incentive for good service. It is however far from a
purely transactional behaviour. Tipping is optional, by definition, but also very incentivised
through culture and social norms. It is related to and influenced by many factors, like social
norms, culture, patronage frequency, social approval or service quality (Lynn et al. 1993).

It can be a display of power or status and a sign of interpersonal attraction (Lynn and Graves,
1996). In some countries, and for some professions, tipping is the main form of
compensation, increasing the pressure to give for the patrons.

Tipping can be an altruistic behaviour. Lynn (2015) suggests that altruistic people tip more.
Research has identified many clever ways to increase tipping, not always related to altruism.
For example, simply drawing a smiling face on the back of the check increases tipping (Rind

and Bordia, 1995; 1996).

In their 2002 paper, Sweetening the Till: The Use of Candy to Increase Restaurant Tipping,
Strohmetz et al. find that giving a small piece of chocolate to customers increases tips. Two
pieces of candy increase the tip even more. Having the server give one piece of candy,
pretend to leave the table, come back and “spontaneously” offer a second piece of candy

increases the tip even more, even though the final given amount of candy would be the
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same. This indicates that the apparent generosity of the server is being rewarded, hinting at
the strong reciprocal nature of tipping.
Attractive servers earn a lot more in tips than unattractive servers (Parrett, 2015). Hinting at

the hope that tipping will, in turn, also be reciprocated.

Aggregated data about the donation market is hard to come by. This is because the
nonprofit sector is very segmented. Organisations rarely release public data about their
donors, and the market as a whole is quite opaque.

Such data could be very helpful to identify the elements that influence donation and

nondonation behaviour.

Fortunately, tipping is quite similar to donating money and has been adopted by some major
corporations to incentivize workers, such as Lyft or Uber.

Some research has been conducted internally about the effects of tipping on workers’
compensation and on the predictors of tipping. The companies have publicised some of it,

which gives better insight about tipping in the broader population.

It is generally accepted that a tip is a reward for good service. This is especially true when the
tip is made privately after the transaction has ended. In the case of ride sharing, tipping is
only possible after the trip has ended and both parties. At this point, the rider and the driver
are no longer together. This relieves the social pressure that might explain tipping behaviour
face to face. In this scenario, one might assume that service quality will be the deciding factor

for tipping.

One study in particular (Chandar et al. 2019) has looked at the “drivers of tipping behaviour”.
For a given ride, many factors might account for a tip being made. Average speed,
punctuality, gender of the rider and the driver, age, driver and rider ratings, number of rides
are all possible candidates to predict tipping. However, it has been found that the best
explanation is not driver-side but rider-side, mainly, does the rider usually tip, or not.

The authors report that the variation due to the rider effect is three times larger than other

sources of variation.
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Across the 40 million trips and the many individuals observed, 15% of trips are tipped. That
behaviour is very much not homogeneous. 60% of people never tip. 39% of riders sometimes
do, while 1% always do. This strongly suggests that, while prosocial behaviour and donations
can be incentivized, the majority of the population is impervious to such solicitations. In the
case of ride sharing, efforts to increase tipping might only have an impact on 39% of the

riders.

d. Discussion

We don't know how similar the distribution is for more standard altruistic donations.
However, it seems like the split between absolute tippers, potential tippers and non-tippers

can be mapped with some accuracy to absolute donors, potential donors and nondonors.

One report, by the Charities Aid Foundation, a UK based nonprofit, found that about 50% of
individuals donate money every year, with that proportion increasing with age. In those 50%
of donors, 28% were regular donors, with the rest giving occasionally or rarely. In total, the
regular donor cohort represents 14% of the global population. The occasional donors
represent 36%. This is in line with previous estimates that 15% of people give regularly

(Bryant et al. 2003; Bekkers, 2005a).

Some papers have proposed another segmentation method. Durango-Cohen et al. (2013)
have found that donation behaviour can be of three types. “Low variance” donors give often
and the same amount. “Transient” donors typically give just once and then churn, while “high
variance” donors' behaviour is harder to predict frequency wise. The latter might be the most
susceptible to solicitation. The data compiled by the authors indicates that regular donors are
a minority, representing 16% of donors. High variance donors make up 27%, while the

remaining 57% is made up of transient donors.

Understanding that most of the variance is carried by the individual rather than by the context
allows us to focus our efforts. However, some individuals may very well be regular donors for
some causes, and absolute nondonors for other causes. To go further, we will explore how

we can characterise nondonors.
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Il. Characteristics of donors and nondonors

We will focus on three distinct fields to characterise individuals: cognitive biology,
psychology and socio-economic status. In many cases, a large body of research has been
trying to identify the characteristics of individuals who don’t behave in a prosocial manner. In
other cases, we will need to look at the characteristics of altruistic people to make

assumptions about nondonors.

a. Cognitive biology

Cognitive biology is the systematic study of the impact of biology on cognition. We are

specifically going to focus on the biology of the brain and its impact on prosocial behaviour.

i. Psychopathy and non-altruistic behaviour

The study of psychopathy provides a practical first base to study altruistic behaviour. (Marsh
et al. 2013). Psychopathy is usually characterised by lack of empathy, lowered emotional
responses and a heightened tendency for antisocial behaviour (Anderson & Kiehl, 2014; Blair
& Mitchell, 2009). Other traits might include emotional detachment, absence of guilt,
arrogance, egocentricity and tendencies for predation (Hare & Neumann, 2009). These traits
translate, quite unsurprisingly, in tendencies to engage less in costly helping of others (Sakai
etal. 2019). Other studies of donations have noted that individuals who score higher in dark
personality traits tend to partake less in charitable giving, but value public recognition a lot

more when they do (Bonfa-Araujo et al. 2023).

Psychopathy has been studied extensively and is generally considered to be well
understood. It is a developmental disorder, meaning that it originates in childhood, with
strong genetic components. Its onset can generally be traced back to childhood or
adolescence. It is generally admitted that the prevalence of psychopathy in adults ranges

between 0,6% and 1% (Coid et al. 2009).
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Several tools exist to aid the diagnosis of psychopathy. They are often scales. Upon reaching
a certain threshold, a trained professional would be able to make an official diagnosis about

a subject.

The Psychopathy Checklist - Revised, also known as PCL-R (Hare et al. 2000) is a three-factor
model, revised from originally two factors. It was designed to be completed during a
structured interview by a professional. External information on the subject could be
incorporated as needed. This model has been challenged and updated to better reflect the
complexity of the disorder (Cooke and Michie, 2001).

The Psychopathy Personality Inventory, or PPI-Revised (Lilienfeld et al. 1996) is a self-report
scale. Itis used to measure three factors: Fearless-Dominance, Impulsive Antisociality and
Coldheartedness, with the first two factors being mostly orthogonal and the third being
dependent on the other two.

The Triarchic Psychopathy Measure, shortened as TriPM (Patrick et al. 2009), is another self-
report instrument. It uses three factors: Disinhibition, Boldness and Meanness.

The scales typically have specific use cases.
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Psychopathy Psychopathy Triarchic

Checklist - Personality Inventory Psychopathy

Revised Measure
Shortened as PCL-R PPI-R TriPM

(lifestyle/antisocial

traits)

Nonplanfulness, Social
Influence, Fearlessness, Stress
Immunity, and
Coldheartedness.

3 factors: Fearless dominance,
Self-centred impulsivity,

Coldheartedness

Created by Robert Hare, 1991 Scott Lilienfeld and Andrews, Patrick, Fowles,
1996 Krueger, 2009

Self -report No Yes No

Number of items 20 154 58

Number of factors 2: Factor 1 8 traits: Machiavellian 3: Boldness,
(interpersonal/affectiv | Egocentricity, Rebellious Meanness,
e traits) Nonconformity, Blame Disinhibition
Factor 2 Externalization, Carefree

Use cases

Forensic and

correctional facilities

Research and community

samples

Institutional and

community settings

Table 5: comparative analysis of psychopathy diagnosis scales.

A large body of research focuses on the causes and physical manifestations of psychopathy.

Abnormalities in the activation of the amygdala (Blair, 2013; Moul et al. 2012; Marsh et al.

2014), or disruption in the interaction between the amygdala and other brain areas, like the

prefrontal cortex and the neocortex (Contreras-Rodriguez et al. 2014) are characteristic of

psychopathy and antisocial behaviour.
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This shows that there are physical determinants to non-altruistic behaviour, in the extreme
case of psychopathy. A logical next step will be to explore if such physical predictors exist for

the opposite behaviours: extraordinary altruism (Marsh et al. 2013).

ii. Extraordinary altruism

A lesser amount of research has been conducted about extraordinary altruism as has been
about psychopathy. We know, however, that extraordinary altruists exhibit neural
characteristics similar to psychopaths (Marsh et al. 2014). Biologically speaking, altruism
exists on a continuum, where the two extremes of the distribution are extreme altruists and

psychopaths.

Extraordinary altruists exhibit a range of behaviours and traits that are diametrically opposed
to psychopaths. They are characterised by selfless actions, such as risking their lives to save
others, or making anonymous organ donations while alive (Rand & Epstein, 2014; Carney
2017). While it is clearly established that extraordinary altruists behave more selflessly and
are overrepresented in body and organ donations, no research has been conducted to study

their propensity to engage in philanthropy.

Extraordinary altruists tend to process others’ pain and distress as their own, and thus react
more strongly to it (Brethel-Haurwitz et al. 2018). Generally speaking, they exhibit reduced
social discounting (Vekaria et al. 2017). Social discounting refers to the tendency of an
individual to ascribe less value to an outcome that happens to a socially distant relative. The
greater the social distance, the greater the discounting. This seems to suggest that
extraordinary altruists would be susceptible to engage in a large array of prosocial

behaviours.
A better understanding of extreme altruism helps further our understanding of what ordinary

altruism is and how it functions (Marsh, 2016). There are neurobiological determinants that

describe the extreme ends of the altruism spectrum. It has some predictive power for the
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edge cases. Another perspective offered by neurobiology is the exploration of the

differences in donation behaviour between men and women.

iii. Gender and empathy

There seems to be notable and debated differences between men and women when it
comes to charitable behaviour. A lot of research has focused on the reported feelings of
empathy, citing sizable differences between both genders. More recently, work has been

done on the more complex pro-social behaviours.

A large body of research puts forward the idea that women test higher for empathy. This
difference appears to be quite large for self-report scales (Eisenberg & Lennon, 1983).
However, the authors reported observing no difference between the genders when the
measures were either physiological or “unobtrusive observations of nonverbal reactions to
another’'s emotional state”.

These findings have been corroborated by a number of other studies using different
measures of empathy. Women also score significantly higher than men using the Empathy

Quotient (Baron-Cohen & Wheelwright, 2004).

Some hypotheses have been proposed to explain the differences between genders. There
are biological components. Gender, sexual preferences and prenatal hormone exposure
have been shown to have an impact on empathy (Christov-Moore et al. 2014). Brain circuitry
is also the source of some variability. Empathy and emotional contagion have been observed
to be much stronger in women than men. This is in part because of the increased use of
mirror neurons when performing self-related processing tasks in women compared to men
(Schulte-Ruther et al. 2008). Self-related processing is defined as processing where an
individual evaluates a concept in relation to their sense of self (Northoff et al. 2006).

Overall, women also show stronger neural activation in emotion-related areas, while men

activate more cognitive-related areas, when solving emotional tasks (Derntl et al. 2010).

26



It also seems that this difference in empathy leads to a difference in sensitivity to advertising
messages. Women respond more favourably to messages involving a “help-others”,
empathetic approach, while men respond better to a “help-self”, utilitarian appeal. It is
proposed that a difference in worldview and values has good explaining power for the

differences.

In keeping with the predictive factors of neurobiology and the empathy-altruism hypothesis,
a higher reported empathy should translate into higher prosocial behaviour and higher

donations. Men would probably tend to be nondonors more often than women.

iv. Gender and prosocial behaviour

While the preference for empathy in women over men seems to be clearly established, there
is still some debate between the differences in gender when it comes to the observation of

altruistic behaviour.

In the case of philanthropy, some authors have put forward that women not only give more
often than men, they also give larger amounts (Piper and Schnepf, 2008). Many papers agree
and find specific instances of women giving more, such as in the workplace (Leslie et al.

2013).

However, a large body of research indicates that when it comes to prosocial behaviours as a
whole might be more complicated. Altruistic behaviour is the result of many factors, internal
or external. Empathy is evidently one of the predictors. Social pressure, the need to conform
to social norms, has also been identified as a potential strong candidate to explain the
difference between women and men.

The study of prosocial behaviour is facilitated by the participation of willing subjects in
economic laboratories. However, many authors have written on the clear preference for

unselfish behaviour in the lab and the need to differentiate it from the field (Andreoni and

Miller, 2002; Iriberri & Rey-Biel, 2013, Chandar et al. 2019).
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Experiments on altruism in labs are often done using the dictator game, either in its original
form or with some adjustments. There are two players, a “dictator” and a “recipient”. The
dictator is given a sum of money and must decide how much, if any, to give to the generally
anonymous recipient. The recipient typically has no opportunity to reciprocate or retaliate. In
its purest form, following basic economic logic, every player should maximise their value
every time and always keep all the money when given a choice. This setup and variations
allow to study what parameters cause the players to choose selfishness over altruism or vice

versa.

There does not seem to be a clear consensus about whether men or women are more
altruistic when playing the dictator game. Bolton and Katok (1995) found no evidence of
differences between genders, while Eckel and Grossman (1998) found that women shared
twice as much, on average. Other studies indicate that the results might depend on the
context. Andreoni and Vesterlund (2001) suggest that men might be more altruistic when it is

cheap to be so, and that women are more prosocial when altruism is expensive.

Data about the field is no more clear-cut. Two studies about blood donation found that
women are sometimes overrepresented (Misje et al. 2010) and sometimes underrepresented

(Bani and Giussani, 2010), relative to men.

One set of studies focused on the separation of altruism and social pressure. DellaVigna, List,
Malmendier and Rao (2013) conducted a field experiment where US-based individuals would
be solicited door to door to make donations for a local children’s hospital or an out-of-state
nonprofit. They tested two treatments, taking the form of flyers placed in advance on
doorknobs of some households. In one variation, the flyer simply indicated the exact time of
the solicitation the next day. In the other, the flyer included a “do not disturb” box, inviting
individuals to opt-out altogether and not be solicited.

The authors report that the flyer reduced the probability of people opening the door for the
fundraisers by 10%. If the flyer included a “do not disturb” box, the probability was reduced
by 25%. Most of the reduction concerned households making small donations, equal to the
median donation of $10 or less, hinting at the fact that social pressure was responsible for

some altruistic behaviour.
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The authors also split the data concerning the frequency of giving by gender of the
respondent to the solicitors. They found that the opt-out flyer almost halved the rate at which
women gave, from between 3% to 3,5% in the control and simple flyer treatment, to just

above 1,5% in the “"do not disturb” treatment.

Frequency of Giving: Male vs Female

4,00%
3,50%
3,00%
2,50%
2,00%
1,50%
1,00%
0,50%
0,00%
Baseline (N=3076) Flyer (N=3348) Flyer with Opt Out
(N=1034)

H Male giver M Female Giver

Figure 1: rates of donation by gender and by experimental cell, DellaVigna et al. 2013.

This seems to indicate that women are more often on the margin of participation. They can
be more swayed by social pressure than men, and thus would probably be potential donors

more often. In the absence of social pressure, men tip more often and larger tips than women

(Chandar et al. 2019).

The larger picture for gender is quite inconclusive. It is clearly established that women feel
more empathy, and give more and more often in classical settings. When factoring in social
pressure, women give less. A nondonor is someone who does not partake in charitable
giving. It makes sense that an absolute nondonor, who does not donate, even when solicited,
and a potential nondonor, who, knowing they can be easily swayed, evades solicitation,
would be different types of nondonors. Their non-action can only be measured when

solicited. To go further, we will study the psychology of prosocial behaviour.
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b. Psychology

There has been a lot of research about the psychology of altruistic behaviour. Many tools

have been developed and used to try to measure altruism or the lack thereof.

i. Big Five and personality models

The main scale used to measure personality is the Big Five Inventory - BFI, or simply the Big
Five (John et al. 1991). It is a psychological traits model that factors personality into five
dimensions: Openness, Conscientiousness, Extraversion, Agreeableness and Neuroticism.

Each of these dimensions is normally distributed.

The following is a very brief description of the five factors.

Openness to experience includes traits such as intellectual curiosity, imagination, creativity or
unconventionality (Kaufman, 2013). Conscientiousness refers to the ability to self-discipline,
to regulate and to control impulses. Extraversion includes feeling energised by social contact
and overall sensitivity to positive emotions. Agreeableness is the general tendency for
prosocial behaviour and to strive to get along with others. Neuroticism refers to the sensitivity

to negative emotions, like anger, stress or depression.

A psychological trait is a basic disposition that gives rise to habits, behaviours, attitudes or
other characteristic adaptation (McCrae et al. 2001).

Traits hardly change in the short term. They can sometimes be modified by external stimulus
or training. Some traits also tend to evolve predictably with age. This is far from universal. For
example, trait hypnotisability appears to not be modifiable or trainable, and also does not
change throughout life (Perry, 1977; Piccione et al. 1989). The traits that make up the Big Five
are also quite stable, with little change observed over a four-year period and intra-individual

changes being unrelated to negative external stimuli (Cobb-Clark & Schurer, 2012).
The Big Five Inventory is widely used in many fields, including marketing, and appears to be

a good predictor of individual behaviour (Fleeson & Gallaher, 2009). Many studies have tried

to outline a link between the BFI and altruism or empathy.
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One study (Oda et al. 2014) found conscientiousness to be positively linked to altruistic
behaviour towards family members; agreeableness to be linked to altruism towards friends
and acquaintances and openness to be linked to altruism towards strangers. Only
extraversion was linked to altruism towards all three types of recipients. Another research
paper (Melchers et al. 2016) has found that agreeableness and conscientiousness were key
predictors of empathy, measured by the Empathy Quotient or the Interpersonal Reactivity
Index.

Other personality scales, like the HEXACO model, or the Supernumerary Personality
Inventory (Paunonen, 2015), have not produced any new strong predictor of empathy or
altruistic behaviour (Oda & Matsumoto-Oda, 2022; Dargan & Schermer 2022, Kowalski et al.
2021).

If we assume that a nondonor is the opposite of a donor, they would logically tend to score

lower on extraversion, agreeableness and empathy. No study has directly studied this link.

ii. Trait-altruism and measuring prosocial behaviour

While the relation between the Big Five and altruism is not clear cut, there is a lot of extant
research focused on the altruism trait.

The most common measure for altruism is a self-report scale. The first one was developed by
Rushton et al. in 1981. It is composed of 20 statements. The subject simply has to indicate the
frequency with which they have performed or would perform selected actions, from “never”
to “very often”. The answers give one to five points, with higher scores being awarded to
higher frequency of prosocial behaviour. Very often” gives five points, being the maximum.
“Never” gives only one. The maximum score is 100, the lowest, only 20. Averages usually
range from 50 to 60, with little differences between men and women (Rushton et al. 1981).
Based on this measure, it appears that altruism is its own psychological trait (Rushton et al.
1981). The tool has been refined, specifically to incorporate distinctions based on the
recipient of the altruistic behaviour, into the Self-Report Altruism Scale Distinguished by the
Recipient, SRAS-DR (Oda et al, 2013).
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Never | Once | More than | Often Very

once often

5. I have given money to a stranger who

needed it (or asked me for it).

7.1 have done volunteer work for a

charity.

13. I have pointed out a clerk’s error (in
a bank, at the supermarket) in

undercharging me for an item.

18. | have offered to help a
handicapped or elderly stranger across

a street.

19. 1 have offered my seat on a bus or

train to a stranger who was standing.

Table 6: Sample items from the Altruism Scale, Oda et al, 2013.
Instructions: tick the category on the right that conforms to the frequency with which you

have carried out the following acts.

The lower the final score, the lower the tendency to behave prosocially. As such, we should

expect nondonors to self-report lower on the scale.

Altruistic behaviour might also be predicted by measuring related traits. Trait empathy has
long been considered as a potential determinant of altruism.

The empathy-altruism model states that empathy is a good predictor of altruistic behaviour
(Batson, 1986c). Oneness, a construct similar to empathy, has been proposed to have better
predictive power (Cialdini, 1997). Oneness refers to the overlap between perception of the
self and others. This has not gathered much steam; we are instead going to use the more

recent definitions of empathy.
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It has more recently been defined as the ability to share the feelings of others; to rejoice
vicariously and to empathise with someone’s pain (Singer & Klimecki, 2014). Recent findings
have established that empathy is a valid predictor of altruistic behaviour, and that it has

significant predictive power (Klimecki et al. 2016; Bethlehem et al. 2017).

Measuring empathy has been the focus of many research papers. A number of tools have
been specifically designed for this purpose. Two seem to have gathered the majority of the
attention, both of the general public and of the researchers working on the subject.

The Empathy Quotient - EQ measures empathy along three factors: cognitive empathy,
emotional reactivity and social skills (Lawrence et al. 2004). The Interpersonal Reactivity Index
- IRI (Davis, 1983) uses four factors to measure four distinct empathy dimensions. Both scales
can be self-administered. Empathy has been consistently linked to prosocial and cooperative
behaviour, either as a general concept (Eisenberg & Fabes 1990, Roberts & Strayer 1996) or
even in daily occurrences of altruistic acts (Morelli et al. 2014). It should be noted that the
strength of the relations is influenced by the method of assessing empathy (Eisenberg &
Miller 1987).

Similarly to how we would expect nondonors to report lower scores of altruism, they would
probably report lower scores of empathy. It is important to note that trait altruism and trait
empathy are aggregate measures of several types of behaviours. To get a more precise view,

we will focus on the relation between a nondonor and specific causes.

iii. Reasons to and not to donate

While few research papers have explored the reasons as to why someone does not
participate in charitable giving, some professional studies and surveys have been conducted.
The 2023 edition of the “Observatoire du Don en Confiance”, published in France, lists some

reasons given by individuals as to why they don't give to nonprofits.
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Reasons cited to not give to nonprofits

Lack of trust concerning the use of funds I 32% 67%
Lack of disposable income I 27% 56%
N i idari 34%
ot feeling a sense of solidarity about the cause 0%
Lack of knowledge 9% 30%
Not seeing the use - 7% 25%
Not knowing which cause to choose o % 21%
ing li i 22%
Feeling like they contribute through taxes o 5%
Feeling lik i ; : 17%
eeling like they help with other daily actions B 3%
Other I %22

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Global M®First reason cited

Figure 2: reasons cited to not give to nonprofits, Observatoire du don en Confiance, 2023.

These reasons make intuitive sense. The majority of individuals cite a lack of trust concerning
the use of funds, followed by a lack of disposable income. However, all the reasons cited, but
one, suppose that the individual actually wants to give money to a nonprofit, and that they
would if they could. While this is possible, extant research has shown that the majority of
individuals do not want to partake in charitable giving, such as tipping or philanthropy
(Chandar et al. 2019; DellaVigna et al. 2012). It seems like most people do not give, even
though they can, because they have no desire to do so. Nondonors are simply not motivated.
The literature on motivation has produced several scales to measure motivation towards a

given pursuit.
The “"Echelle de Motivation en Education” (Vallerand et al., 1989), translated in the Academic

Motivation Scale (AMS) (Vallerand et al. 1992) is used to measure motivation in students. The

scale typically divides motivation between internal, internal and amotivation. Amotivated
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individuals experience feelings of incompetence and expect outcomes to be uncontrollable.
They are neither intrinsically nor extrinsically motivated and do not see a point to their own
actions.

While there is no measure of motivation towards charitable giving, the AMS has been
modified to fit other types of behaviours. The Sport Motivation Scale (SMS, Pelletier, 1995)
measures individuals’ motivations to exercise. The Motivation Towards the Environment Scale
(MTES, Pelletier, 1998) measures people’s motivation for environmental behaviours.

The creation of a scale to measure the level and the type of motivation, or absence thereof,
towards charitable giving would be useful to better understand nondonors and how to

potentially reach them.

iv. Donor or nondonor identity

If the nonprofit operates in a controversial field, individuals might also not give because they
dislike or don't feel comfortable supporting the cause. This is rarely going to be a problem
for the larger and more popular charities, but can prove thorny for many other cases. In 2007,
Eveland and Crutchfield studied the impact of social stigma on donation behaviour to
organisations serving persons with HIV/AIDS, or PWA for short. They found that the sexual
orientation and history of drug use in the potential beneficiary causes the potential donor to
feel less situational empathy and thus to withhold donations.

The authors suggest that in some situations, people might not be very open as to their reason
for not giving, and that nonprofits should “better learn how to find the personality types that

are more compassionate and target them”.

Since then, little research has focused on the relation between an individual donor and the
causes they support. Even less research has explored the relation between nondonors and
potential charitable causes. Most people don’t donate, and the few that do only support a
single cause or a small subset of causes. Studying the relation between a nondonor and the
causes they don't support would be an arduous task. Instead, it would be useful to
understand what makes a nondonor, who has never donated in the past, start to give money

to a specific nonprofit.
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b. Sociodemographic factors for nondonation

Sociodemographic factors are widely used in marketing to target potential donors. It makes
logical sense that when trying to get individuals to give money, it can be preferable to target
higher-income individuals. Demographic data is usually widely available, making it easy to

study.

i. Income level

The relationship between donor income and giving behaviour can be quite unintuitive. A
logical assumption would be that individuals who enjoy less disposable income would be
less prone to make financial donations. They might also be less available to donate time or to
volunteer, because of the constraints imposed by lower revenues. Disregarding the
emotional and psychological factors, one might expect nondonors to be mostly in the

bottom quartiles of the revenue distributions.

The Carnegie Hero Award is a civilian award for heroic acts. It is typically given to people who
have braved grave physical danger to save others' lives. A 1996 study of its 676 recipients
from 1989 to 1995 concluded that individuals from lower economic groups were
overrepresented, relative to their share of the general population (Johnson, 1996). Men are
more likely to attempt to rescue others. The stereotypical rescuer is a low-status male (Lyons,
2006). This behaviour is different from simply donating money to a nonprofit, but the findings

have been generalised.

Poorer households also happen to donate more, in terms of income percentage.
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Total annual household income in $ | Donation as % of household income

under 20000 12%
20001-40000 5%
40001-60000 3%
60001-75000 3%
75001-100000 2%
100001-130000 3%

>130000 2%

Table 7: percentage of donated income by household income ranges. The Center on
Philanthropy Panel Study (COPPS) Module of the Panel Study of Income Dynamics (PSID), The
Market from Charitable Giving, List (2011).

The distribution of donation in terms of income percentage has been described as U-shaped
(List, 2011). The rate of donation peaks at 12% for poorer households. It decreases rapidly as
income increases. As income rises, the rate slightly increases back up, from 2% to 3%.

Even though poorer individuals give much more, as a proportion of their income, most of the
money donated comes from the richer households. In 1995, 40% of the total charitable
donations were made by only 4% of the families (Havens & Schervish, 1999). This is to be
expected and targeting richer households has been a standard fundraising best practice for
some years. Because income follows a power law (Dragulescu & Yakovenko 2001), the
combined 4% richer households may have similar wealth to the combined remaining 96%.
Fewer richer households contribute, and they make smaller contributions, relative to their

total income, but their help is still substantial for the nonprofit economy.
Income also has an impact on what causes people choose to donate to. Lower-class

individuals are more prone to support urgent causes, like disaster relief or alleviating hunger.

The opposite is observed in higher-class individuals, who are more prone to donate to non-
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urgent causes, typically like culture. It is believed that donation preferences are shaped by
people’s experience with scarcity, resulting in differences across social classes (Vieites et al.

2022).

Following these findings, nondonors are more likely going to be found in the higher income
brackets. One question that has not been studied is the evolution of a nondonor, as their
revenue increases. While fewer people give as income increases, it becomes more financially
comfortable to do so, individuals who decided to not partake in charitable giving due to a

lack of disposable income might be able to do so now.

ii. Social environment and non-altruistic behaviour

Behaving altruistically is influenced by the neighbourhood in which people live. More
specifically so, by the socio-economic characteristics of an area. This typically is measured by
income deprivation, the proportion of the population living in an area and experiencing
deprivation due to low income. It can also include the crime rate, the ethnic makeup, or the
population density of a given neighbourhood.

Milgram, Mann and Harter created the lost letter technique in 1965. The method includes
dropping letters, enclosed in stamped but not yet posted envelopes in the streets. By varying
the name of the addressee, authors of the study could measure community orientation
towards a given cause.

In their original study, the authors decided on four addresses. “Medical Research Associates”,
“Friend of the Communist Party”, “Friends of the Nazi Party”, and a personal address for a
personal letter. They scattered 25 letters for each address at four possible locations, in the

street, in telephone booths, in front of shops and under automobile windshield wipers. In the

last variation, “found near car” would be written in pencil on the envelope.

In later studies, based on the same technique, socio-demographic and economic data was
introduced. Controlling for the characteristics of the neighbourhood produces a measure of
the level of prosocial behaviour per neighbourhood (Holland et al. 2012). There appears to
be a significant relationship between income deprivation and the return rate of the letters.

Richer areas, in the first and second quartile saw the letter being returned at a rate of 80%. In
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the poorer areas, third and fourth quartile, the response rate was closer to 35%. The results
suggest that individuals living in poor neighbourhoods are less prone to behaving
altruistically. The authors underline several potential reasons for that. The crime rate is very
correlated to income deprivation (r=0.90). As a result, social cohesion might be lowered.
Individuals could choose not to invest in prosocial behaviour due to their environmental

situation.

This indicates that the socio-demographic characteristics of the environment have an impact
on people’s tendencies to act altruistically. Specifically, the poorer the neighbourhood, the
less individuals act prosocially. This has also been observed for organ donations, with areas
less deprived socioeconomically having a higher organ donor registration rate (Wadhwani et
al. 2020). At the same time, poorer households give more often than richer ones (List 2011).
More research will be needed to reconcile the increase in donations and the decrease in

prosocial behaviour.

d. Discussion

Nondonor behaviour depends on several factors. It seems like the context has less predictive
power than the intrinsic characteristics of a given individual. Whether someone typically
partakes in charitable giving or not is hard to determine, because nonprofits are many. A
person that donates to some causes, or even a single cause, can still be considered as an

absolute nondonor for all the other causes they don't contribute to.

Assuming that a nondonor is the opposite of a donor, nondonors would tend to report lower
scores of altruism and empathy. Their big five index might report lower scores of
extraversion, agreeableness and conscientiousness. A nondonor might also not be neither

intrinsically nor extrinsically motivated by charitable giving.

The assumption that a nondonor is the opposite of a donor can be simplistic. While
nondonation is, by definition, the opposite of a donation, antisocial behaviour has different
precursors than altruism (Krueger et al. 2001). As such, reasons to give and reasons not to

give are distinct (Chatzidakis, 2016) and should be addressed distinctly.
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Professional marketers intuitively understand that donations need to be positively
incentivised. However, as we have outlined, it is crucial to select individuals who are actually

motivated to give, and to reduce the obstacles they might have towards donating.

IIl. The marketing for donations and nondonations

a. Types of financial donations

Donations can be made via many different channels. The nonprofit sector has embraced
omni-channel marketing to improve the customer journey in hopes that more avenues to
donate will result in more donations (Verhoef et al. 2015, Barwitz & Maas, 2022). A nondonor
now has more opportunities than ever to make a donation. Some systems, like checkout
donations, are seamlessly integrated and bring minimal changes to the customer journey. To
not donate would require refusing most solicitations.

We have divided the types of financial donations based on whether or not they rely on an

external company product to function.

i. Donation via a for profit company

A very common technique is asking for donations at checkout. This closely resembles tipping,
with the only difference being the recipient of the tip. Considering only campaigns that broke
the 1 million dollar mark, 749M$ were given last year in the US via this system (Meet
America’s Charity Checkout Champions 2023 report, Engage for Good). This practice is quite
widespread over the globe, and typically allows for collecting donations of up to a few
dollars. Over the last 10 years, another very similar technique has gained attention: rounding-
up at checkout. There are two differences between both practices. The first being the amount
given. When the checkout amount is rounded-up, the maximum donation is .99 cents, much
lower than a regular donation. The second difference relates to tax deductions, which are
available in some countries when a charitable donation is made. While the donation of a few
dollars does not represent a huge monetary incentive in case of a tax relief, it is still a

possibility. In the case of the rounding-up donations, such a rebate is not allowed by most
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companies, because emitting the necessary paperwork would prove too costly compared to

the amount given.

In an effort to make donations possible on more and more channels, online payment
companies and social networks have rolled out products to help nonprofits. Paypal and
Apple Pay are widely used, helping collect more money combined than credit cards in
France for 2022, according to the report “Modes de paiement du don en ligne” by France
générosités, 2023. Credit cards and online payment processors fulfil very similar roles in the
customer/donor journey. A user wanting to make a donation online would typically have to
choose between both options. Meta has also been quite public about the results of their
efforts to help individuals and organisations set up fundraisings. A nonprofit can join the
platform and get verified to enable individuals to create fundraising campaigns. The
functionality was beta tested in 2015, launched in 2017 on Facebook and later deployed to
Instagram. Meta announced that more than 8 billion dollars had been given since the global
launch (Meta, giving together, 2021). This functionality will sunset in July 2024 for the

European Economic Area.

Cause-Related Marketing, or CRM is a marketing tool based on the association of a nonprofit
organisation and a for profit company. This joint venture allows companies to benefit from
the goodwill of the nonprofit and with it, good public relations. Charitable organisations
benefit from the money raised by the collaboration (Varadarajan & Menon, 1988; Gourville et
al. 2004). Donations are usually linked to the purchase of a product. Customer response to
CRM depends heavily on the perceived fit between the cause and the company (Melero &
Montaner, 2016). This is a potentially risky strategy. Customers might believe that the
corporation is only after the financial and reputational benefits and cares little about helping
the nonprofit. If this happens, customers’ image of the company and relationship with it will

logically be negatively impacted (Hui & Wenan, 2022).

Donations that go through a for profit organisation are often beneficial for both parties. The
charity usually gets increased donations, or a new revenue stream, while the company gets
positive public relation content. Some customers may prefer donating directly to a charity, to

a cause or to someone in need, potentially due to a distrust of the for-profit system.
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ii. Direct donations to nonprofits or people

The majority of individuals are probably familiar with face-to face fundraising. It might
happen in the street or door-to-door. Fundraisers might be volunteers, employees of the
nonprofit, or quite commonly, private contractors hired by the charity. Because of the higher
costs of this method, fundraisers are specifically trying to collect recurring donations. To do
so, donors have to give them their bank details as well as sign a direct debit authorisation.
This seems rather complicated compared to simply asking for change, but for good reason.
Regular donors contribute a lot more than occasional ones, even when factoring in the high
churn associated with this fundraising technique. However annoying it may seem for the
individual passerby, face-to-face fundraising is very common in most large cities, indicating

that it is quite profitable.

Some countries and companies also allow organisations to collect payment through SMS.
This is the case in France, where the af2m has laid out a technical framework for
monetisation. Short numbers, composed of 5 digits, can be created and assigned a price.
When a user texts such a number, a payment is made and the user is billed the associated
amount on their phone bill. This is a very practical method for solicitation, especially when the
user cannot easily be directed to go to a website, such as when they are watching TV. This is
not exactly a very popular method of giving, with only 380000 such SMS being sent in 2022,
for a raised amount of 1,9 million euros, out of the 3 billion euros given in total the same year

in France.

Tipping, as discussed earlier, is another form of direct donation. We have not been able to
locate satisfying data about cash donations that happen directly face to face or in the street.
Money given to panhandlers, people who solicit money from passersby, is very hard to track

(Bose & Hwang, 2002).

42



b. Reducing nondonations

The purpose of understanding nondonors is to find a way to connect them to a cause they
would feel positively about supporting. In order to do so, we have looked at the
characteristics of potential donors and absolute nondonors. It seems that the main challenge

for fundraisers will be to effectively target potential donors and to avoid nondonors.

i. Targeting donors

Differentiating potential donors and nondonors is difficult. Little research has focused on a
similar global indicator that can be measured in the case of donations. Marketing research
has identified purchase intent (Jamieson & Bass, 1989; Morwitz et al. 1993) as a good
predictor of purchase behaviour. Willingness to pay has also been shown to be related to
subsequent purchases (Han & Windsor, 2011), and some research seems to indicate that it is
a useful measure for donation behaviour (Koschate-Fischer et al. 2012). The concept of

willingness to give has been identified but much remains to be explored (Liu & Aaker, 2008).

Because willingness to give, defined as the tendency to partake in donation behaviour, is
mostly intrinsic, most professional fundraisers target people who are likely to have donated in
the past. They can be past donors to the same organisation, or donors to another nonprofit.
Past donors have been shown to give more and more often (Landry et al. 2008).

If such data about potential donors is unavailable, it seems like the best bet will be to target
individuals who report higher altruism scores. This data is also very hard to come by, as it is

private, and there is no simple proxy to measure it.

Other targeting criteria might be easier to use. Political affiliation has been shown to have an
impact on the causes people support, with liberal donors being more generous towards
causes framed in a larger social context, and conservative donors responding more to
appeals that blame individual failings (Lee et al. 2020). Political affiliation is a targeting

criterion that can easily be used on Meta Advertising.
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Until research identifies a practical framework to convert nondonors into donors, nondonors
should be avoided. Krebs, citing Hartshorne and May in 1978, indicates that “just about
everyone will help in some situations; just about nobody will help in other contexts; and the
same people who help in some situations will not help in others”. There is a chance that

finding a cause that resonates with a nondonor will transform them into a potential donor.

ii. Eliciting contextual empathy

Empathy has been described as either situational or dispositional (Eisenberg et al 1994; Fultz
et al., 1986). Dispositional empathy refers to the trait-like tendency to feel and share others'’
feelings while situational, or contextual empathy refers to the amount of empathy someone
might feel in a particular instance (Fultz et al., 1986). Both types of empathy have been linked
to altruistic behaviour (Eisenberg & Miller, 1987).

There are many ways to influence empathy. One meta-analysis (Shariff et al. 2016) found that
religious priming was a reliable way of eliciting prosocial behaviour. However, the findings
did not translate to non-religious individuals. Being exposed to altruism quotes similarly has a
large impact on tipping behaviour (Jacob et al. 2013). However, it is not clear whether this
intervention has an impact on absolute nondonors, or if it simply increases the frequency of

giving of occasional donors.

Altruistic tendencies appear to be trainable. One study found that two-week compassion
training was linked to altered activation in brain regions implicated in social cognition as well
as increased altruistic behaviour (Weng et al. 2013). While this is promising, it is hardly a
process that can be used or scaled for fundraising purposes.

It is also important to mention that altruism appears to increase with age, with “older adults
showing significantly greater altruism than younger adults”, according to a meta-analysis of
16 studies by Sparrow et al. in 2021. This has direct consequences for fundraisers. All things
equal, one might be better off targeting older individuals for philanthropy rather than

younger adults.
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Future research could explore the relation between willingness to give, contextual empathy
and the available causes. Some nondonors might be more open to participating in charitable
giving if they are presented with a sensible solicitation about a cause they care about. In
keeping with this question of converting nondonors, we will look at the recent research on

how to incentivise donations.

c. Incentivising donations

A lot of research has focused on how to improve charitable solicitations. While there is no
one-size-fits-all recipe, some recent techniques are widely accepted and easy to implement.
A very rich literature exists about the best practices (Bekkers & Wiepking, 2011). We will focus

on research that came after this article.

i. Creating an effective message

Crafting a good advertising message has been the focus of many researchers and
copywriters. Eliciting emotions is key. It appears that people in negative states donate more
money relative to other emotional states, and tend to favour causes that alleviate current
rather than future suffering (Huang et al. 2021). However, not all negative emotions are
effective, feeling disgusted by an external stimulus appears to lower empathy and
subsequently decrease donations (Chan & Septianto, 2022).

At the same time, some positive emotions have been shown to increase donations, hinting
that the cause and subtleties in the message lend themselves to several effective emotional
appeals.

Eliciting sympathy increases donations on present and past donors (Sudhir et al. 2016).
Cockrill and Parsonage (2016) have identified that surprise, interest and compassion are key

factors of effective shock advertising for charities.

Some research has also focused on what functions best as a charitable advertising creative.
Donors tend to donate more when the ad shows beneficiaries engaged in physical self-help
than to ads portraying people engaged in non-physical self-help or no self-help at all (Perez

etal. 2023). It also seems like donors react poorly to images of cold objects (Choi et al. 2016).
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The leading theory is that exposure to visually cold stimuli leads to feelings of physical
coldness, which lead in turn to feelings of loneliness. Such images perform worse than

neutral or warm images.

A lot of research has been published about the role of status and charitable giving. This can
also be used to create an effective ad appeal. People tend to give more when a high-status
individual has been cited as a donor in a campaign (Kumru & Vesterlund, 2010). Social proof
and social integration theory both offer explaining mechanisms for this effect. However,
people also tend to give more when they observe lower class people give (Cha et al. 2020).
This is also seemingly explained by social proof, and by the notion that lower class people

can serve as a source of self-reflection and cause prosocial action.

Finally, name similarity has been identified as an effective tactic to increase donations. A
study conducted via Donorschoose.org documented that donors give more and more often
when a teacher shares their last name (Munz et al. 2020). This is probably harder to replicate,
because most nonprofits do not have a large database of potential beneficiaries to match the

names of potential donors.

In addition to constructing the advertisement, the structure of the donation system has a

substantial impact on the donors’ willingness to give.

ii. Structure of the donation system

The structure of the donation system refers to the incentives put in place to encourage
donors. These are different from simple copywriting or advertising design, and usually

cannot be as easily changed.

A large-scale study has focused on the benefits of donor word of mouth after a donation has
been made (Silver & Small, 2023). The cheap and simple intervention consisted in modifying
the thank you email, that donors receive after donating, to include a solicitation to consider

sharing their donation on social networks. This logically increased the signup of new donors.

46



The authors estimate that the intervention would earn the nonprofit an extra $130'000 per
year. This would be roughly equal to an increase of 0,1% in their total income.

Another study has focused on the impact of word of mouth (Yang & Hsee, 2022). However,
the authors note that individuals may feel uneasy about publicising their contribution. This is
because donors may fear that their motives be considered impure rather than purely
altruistic. Campaigns that include obligatory publicity as a feature recruit more donors and

more donations.

The use of defaults has also been thoroughly studied. Suggesting the amount to give
increases donations (Edwards & List, 2013; Moon & VanEpps, 2023). Using defaults works
better than citing a global target amount (Park & Yoon, 2022).

Research has also determined that matching donations is effective. However, there is a limit

to the effect. Larger match ratios, like 3:1 and 2:1 have no additional impact over smaller

ratios like 1:1 (Karlan & List 2006).
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Discussion

Donating to charitable organisations appears to be a niche behaviour. While virtually
everyone knows that there are many nonprofits out there that need donations to function, it

seems like most people do not want to participate in it (Landry et al. 2008).

Research has shown that not donating is a default and that the context of the solicitation has
only a limited impact (Chandar et al. 2019). The main predictors for donations are donor-

side, or rather, nondonor-side.

Many theoretical models have identified active motivations to give, and some pose
interesting questions concerning the motivations to not give. Social-Exchange Theory offers a
simple explanation: individuals are going to part with their resources or their money when
they make it up elsewhere, either from heightened reputation or a positive emotional feeling,
like the warm glow effect. The Empathy-Altruism Hypothesis suggests that empathy is a valid
predictor of altruistic behaviour. The two models generally work well together. They posit
that a nondonor does not give because they don't feel empathy towards the cause and they

don't see how they would benefit from donating.

Other models enrich our understanding of motivations to not donate. Sociobiology indicates
that people might avoid donating to strangers or outgroups. Structural functionalism posits
that nondonors may believe that society works well as is, and that their donation does not
matter. The Norm of Reciprocity states that nondonors might not donate if they feel that their
donation will not be reciprocated. Symbolic interactionism posits that nondonors will not give

if they don't ascribe meaning to the act of donating money.

The potential motivations for not donating are many. Fortunately, many papers point to the

importance of targeting for an effective fundraising campaign.

Focusing on the individual characteristics, cognitive biology has some predictive power to
identify the extremes of prosocial behaviour, in the forms of psychopathy and extreme
altruism (Marsh, 2013, 2014). It also appears that women might feel more empathy, but the

extent to which they are more altruistic than men is still contentious. Psychology offers some
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practical tools, like the Big Five Index of personality, and several scales to measure altruism
and empathy. Nondonors most likely have lower scores on those scales. Unfortunately, the
scales are mostly self-report and there is still no practical, easy and cheap way to determine if
somebody has a good potential for altruistic action.

Sociodemographic data can also be used, but, perhaps counter to intuition, donation
behaviour is inversely correlated to income, with higher class individuals contributing less
often than lower class ones (List, 2011). This is very practical, because sociodemographic
data is very easy to come by. Targeting people based on postcodes has been done for a few
decades. However, lower income households have less disposable income to give, making
their targeting not necessarily the most effective. Avoiding nondonors is still not an easy task.
The best bet for marketers will be to either retarget active or past donors, or to target donors

of other nonprofits. Both can easily be done with the current tools available for targeting.

A lot of research has focused on the most effective ways to craft an ad. This is promising, but
as we have outlined, nondonors are typically not very influenced by the context at any given
time. There is still a lot to learn about nondonors to mitigate their effect on the nonprofit

sector, and to, maybe, transform them into donors.

Before being a donor, an individual is inevitably a nondonor. The inflexion point probably has
some significance for them that justifies the change in behaviour. Study this shift in
perspective, research could learn a lot about the motivations and the context that transforms

nondonors them into an active donor, possibly extracting some valuable insight.

Amotivation appears to be a promising concept in explaining why people might fail to
donate. Self-determination Theory (SDT, Ryan & Deci, 2000) has been applied to academic
and environmental behaviours with interesting findings. Future research could extend SDT to
include altruistic behaviour in general and the propensity to donate to charitable

organisations in particular.

49



Bibliography
Anderson, N. E., & Kiehl, K. A. (2014). Psychopathy: Developmental perspectives and their

implications for treatment. Restorative Neurology and Neuroscience, 32(1), 103-117.

https://doi.org/10.3233/RNN-139001

Andreoni, J., & Miller, J. (2002). Giving According to GARP: An Experimental Test of the
Consistency of Preferences for Altruism. Econometrica, 70(2), 737-753.

https://doi.org/10.1111/1468-0262.00302

Andreoni, J., & Payne, A. (2010). Is Crowding Out Due Entirely to Fundraising? Evidence from a

Panel of Charities. ERN: Altruism (Topic). https://doi.org/10.1016/J.JPUBEC0O.2010.11.011

Andreoni, J., & Vesterlund, L. (2001). Which is the Fair Sex? Gender Differences in Altruism.

https://doi.org/10.1162/003355301556419

Ansari, S., Nanni, A. J., Pachamanova, D. A., & Kopcso, D. P. (2008). Using Simulation to Model
Customer Behavior in the Context of Customer Lifetime Value Estimation. INFORMS

Transactions on Education, 9(1), 1-9. https://doi.org/10.1287/ited.1080.0014

Balegh, S., Marcus, N., Dubuc, S., Godin, G., France, C. R., & Ditto, B. (2016). Increasing
nondonors’ intention to give blood: Addressing common barriers. Transfusion, 56(2), 433-

439. https://doi.org/10.1111/trf.13386

Bani, M., & Giussani, B. (2010). Gender differences in giving blood: A review of the literature.
Blood Transfusion = Trasfusione Del Sangue, 8(4), 278-287.

https://doi.org/10.2450/2010.0156-09

Barclay, P., & Willer, R. (2007). Partner choice creates competitive altruism in humans. Proceedings
of the Royal Society B: Biological Sciences, 274, 749-753.

https://doi.org/10.1098/rspb.2006.0209

50


https://doi.org/10.3233/RNN-139001
https://doi.org/10.1111/1468-0262.00302
https://doi.org/10.1016/J.JPUBECO.2010.11.011
https://doi.org/10.1162/003355301556419
https://doi.org/10.1287/ited.1080.0014
https://doi.org/10.1111/trf.13386
https://doi.org/10.2450/2010.0156-09
https://doi.org/10.1098/rspb.2006.0209

Barman, E. (2017). The Social Bases of Philanthropy. Annual Review of Sociology, 43(Volume 43,

2017), 271-290. https://doi.org/10.1146/annurev-soc-060116-053524

Baron-Cohen, S., & Wheelwright, S. (2004). The Empathy Quotient: An Investigation of Adults with
Asperger Syndrome or High Functioning Autism, and Normal Sex Differences. Journal of
Autism and Developmental Disorders, 34(2), 163-175.

https://doi.org/10.1023/B:JADD.0000022607.19833.00

Barwitz, N., & Maas, P. (2018). Understanding the Omnichannel Customer Journey: Determinants
of Interaction Choice. Journal of Interactive Marketing, 43(1), 116-133.

https://doi.org/10.1016/j.intmar.2018.02.001

Batson, C. D., Batson, J. G., Griffitt, C. A, Barrientos, S., Brandt, J. R., Sprengelmeyer, P., & Bayly,

M. J. (1989). Negative-state relief and the empathy—Altruism hypothesis. Journal of

Personality and Social Psychology, 56(6), 922-933. https://doi.org/10.1037/0022-

3514.56.6.922

Batson, C. D., Batson, J. G., Slingsby, J. K., Harrell, K. L., Peekna, H. M., & Todd, R. M. (1991).
Empathic joy and the empathy-altruism hypothesis. Journal of Personality and Social

Psychology, 61(3), 413-426. https://doi.org/10.1037/0022-3514.61.3.413

Batson, C. D., Bolen, M. H., Cross, J. A., & Neuringer-Benefiel, H. E. (1986). Where is the altruism in
the altruistic personality? Journal of Personality and Social Psychology, 50(1), 212-220.

https://doi.orag/10.1037/0022-3514.50.1.212

Batson, C. D., Duncan, B. D., Ackerman, P., Buckley, T., & Birch, K. (1981). Is empathic emotion a
source of altruistic motivation? Journal of Personality and Social Psychology, 40(2), 290-302.

https://doi.org/10.1037/0022-3514.40.2.290

Becker, G. S. (1976). Altruism, Egoism, and Genetic Fitness: Economics and Sociobiology. Journal

of Economic Literature, 14(3), 817-826.

51


https://doi.org/10.1146/annurev-soc-060116-053524
https://doi.org/10.1023/B:JADD.0000022607.19833.00
https://doi.org/10.1016/j.intmar.2018.02.001
https://doi.org/10.1037/0022-3514.56.6.922
https://doi.org/10.1037/0022-3514.56.6.922
https://doi.org/10.1037/0022-3514.61.3.413
https://doi.org/10.1037/0022-3514.50.1.212
https://doi.org/10.1037/0022-3514.40.2.290

Bednall, T., & Bove, L. (2011). Donating blood: A meta-analytic review of self-reported motivators
and deterrents. Transfusion Medicine Reviews, 25 4, 317-334.

https://doi.org/10.1016/j.tmrv.2011.04.005

Bekkers, R. (2005, November 17). Charity begins at home How socialization experiences influence

giving and volunteering. https://www.semanticscholar.org/paper/Charity-begins-at-home-

How-socialization-influence-Bekkers/312e6c94cced07820cf0bddc8cb73ec75eabe225

Bekkers, R., & Wiepking, P. (2011). A Literature Review of Empirical Studies of Philanthropy: Eight
Mechanisms That Drive Charitable Giving. Nonprofit and Voluntary Sector Quarterly, 40(5),

924-973. https://doi.org/10.1177/0899764010380927

Bennett, R., & Sargeant, A. (2005). The nonprofit marketing landscape: Guest editors’ introduction
to a special section. Journal of Business Research, 58(6), 797-805.
Berger, P., & Nasr, N. (1998). Customer lifetime value: Marketing models and applications. Journal

of Interactive Marketing, 12, 17-30. https://doi.org/10.1002/(SICI)1520-

6653(199824)12:1<17::AID-DIR3>3.0.CO;2-K

Bernhardt, B. C., & Singer, T. (2012). The Neural Basis of Empathy. Annual Review of

Neuroscience, 35(Volume 35, 2012), 1-23. https://doi.org/10.1146/annurev-neuro-062111-

150536

Bethlehem, R. A. I, Allison, C., van Andel, E. M., Coles, A. ., Neil, K., & Baron-Cohen, S. (2017).
Does empathy predict altruism in the wild? Social Neuroscience, 12(6), 743-750.

https://doi.org/10.1080/17470919.2016.1249944

Blair, R. J. R., & Mitchell, D. G. V. (2009). Psychopathy, attention and emotion. Psychological

Medicine, 39(4), 543-555. https://doi.org/10.1017/50033291708003991

52


https://doi.org/10.1016/j.tmrv.2011.04.005
https://www.semanticscholar.org/paper/Charity-begins-at-home-How-socialization-influence-Bekkers/312e6c94cced07820cf0bddc8c673ec75eabe225
https://www.semanticscholar.org/paper/Charity-begins-at-home-How-socialization-influence-Bekkers/312e6c94cced07820cf0bddc8c673ec75eabe225
https://doi.org/10.1177/0899764010380927
https://doi.org/10.1002/(SICI)1520-6653(199824)12:1%3c17::AID-DIR3%3e3.0.CO;2-K
https://doi.org/10.1002/(SICI)1520-6653(199824)12:1%3c17::AID-DIR3%3e3.0.CO;2-K
https://doi.org/10.1146/annurev-neuro-062111-150536
https://doi.org/10.1146/annurev-neuro-062111-150536
https://doi.org/10.1080/17470919.2016.1249944
https://doi.org/10.1017/S0033291708003991

Blanco, M., Engelmann, D., & Normann, H. T. (2011). A within-subject analysis of other-regarding
preferences. Games and Economic Behavior, 72(2), 321-338.

https://doi.org/10.1016/j.9eb.2010.09.008

Blau, P. M. (1960). A Theory of Social Integration. American Journal of Sociology, 65(6), 545-556.

Blood safety and availability. (n.d.). Retrieved 22 April 2024, from https://www.who.int/news-

room/fact-sheets/detail/blood-safety-and-availability

Bolton, G., & Katok, E. (1995). An experimental test for gender differences in beneficent behavior.
Economics Letters, 48(3-4), 287-292.

Bonfa-Araujo, B., Simpson, B., & Schermer, J. A. (2023). The dark side of giving: Examining the
relationship between the Dark Tetrad and charitable behavior. Personality and Individual

Differences, 208, 112188. https://doi.org/10.1016/j.paid.2023.112188

Bose, R., & Hwang, S. W. (2002). Income and spending patterns among panhandlers. CMAJ:
Canadian Medical Association Journal, 167(5), 477-479.

Brethel-Haurwitz, K. M., Cardinale, E. M., Vekaria, K. M., Robertson, E. L., Walitt, B., VanMeter, J.
W., & Marsh, A. A. (2018). Extraordinary Altruists Exhibit Enhanced Self-Other Overlap in
Neural Responses to Distress. Psychological Science, 29(10), 1631-1641.

https://doi.org/10.1177/09567976187795%0

Brunel, F., & Nelson, M. (2000). Explaining Gendered Responses to “Help-Self” and “Help-Others”
Charity Ad Appeals: The Mediating Role of World-Views. Journal of Advertising, 29, 15-28.

https://doi.org/10.1080/00913367.2000.10673614

Bryant, W., Jeon-Slaughter, H., Kang, H., & Tax, A. (2003). Participation in Philanthropic Activities:
Donating Money and Time. Journal of Consumer Policy, 26, 43-73.

https://doi.org/10.1023/A:1022626529603

53


https://doi.org/10.1016/j.geb.2010.09.008
https://www.who.int/news-room/fact-sheets/detail/blood-safety-and-availability
https://www.who.int/news-room/fact-sheets/detail/blood-safety-and-availability
https://doi.org/10.1016/j.paid.2023.112188
https://doi.org/10.1177/0956797618779590
https://doi.org/10.1080/00913367.2000.10673614
https://doi.org/10.1023/A:1022626529603

Burnett, J. J. (1981). Psychographic and Demographic Characteristics of Blood Donors. Journal of

Consumer Research, 8(1), 62-66. https://doi.org/10.1086/208841

Carney, E. F. (2017). The psychology of extraordinary altruism. Nature Reviews Nephrology, 13(7),

383-383. https://doi.org/10.1038/nrneph.2017.64

Carter, M. J., & Fuller, C. E. (2016). Symbols, meaning, and action: The past, present, and future of
symbolic interactionism. Current Sociology, 64, 931-961.

https://doi.org/10.1177/00113921166383%96

Cha, M.-K., Yi, Y., & Lee, J. (2020). When people low in social class become a persuasive source of
communication: Social class of other donors and charitable donations. Journal of Business
Research, 112, 45-55.

Chan, E. Y., & Septianto, F. (2022). Disgust predicts charitable giving: The role of empathy. Journal
of Business Research, 142, 946-956.

Chandar, B., Gneezy, U., List, J. A., & Muir, |. (2019). The Drivers of Social Preferences: Evidence
from a Nationwide Tipping Field Experiment (SSRN Scholarly Paper 3473381).

https://doi.org/10.2139/ssrn.3473381

Chatzidakis, A., Hibbert, S., & Winklhofer, H. (2016). Are consumers’ reasons for and against
behaviour distinct? European Journal of Marketing, 50(1/2), 124-144.

https://doi.org/10.1108/EJM-10-2013-0601

Choi, J. (David), Rangan, P., & Singh, S. N. (2016). Do Cold Images Cause Cold-Heartedness? The
Impact of Visual Stimuli on the Effectiveness of Negative Emotional Charity Appeals. Journal

of Advertising, 45(4), 417-426. https://doi.org/10.1080/00913367.2016.1185982

Christov-Moore, L., Simpson, E., Coudé, G., Grigaityte, K., lacoboni, M., & Ferrari, P. (2014).
Empathy: Gender effects in brain and behavior. Neuroscience & Biobehavioral Reviews, 46,

604-627. https://doi.org/10.1016/j.neubiorev.2014.09.001

54


https://doi.org/10.1086/208841
https://doi.org/10.1038/nrneph.2017.64
https://doi.org/10.1177/0011392116638396
https://doi.org/10.2139/ssrn.3473381
https://doi.org/10.1108/EJM-10-2013-0601
https://doi.org/10.1080/00913367.2016.1185982
https://doi.org/10.1016/j.neubiorev.2014.09.001

Cialdini, R. B., Brown, S. L., Lewis, B. P, Luce, C., & Neuberg, S. L. (1997). Reinterpreting the
empathy-altruism relationship: When one into one equals oneness. Journal of Personality and

Social Psychology, 73(3), 481-494. https://doi.org/10.1037/0022-3514.73.3.481

Cialdini, R. B., Darby, B. L., & Vincent, J. E. (1973). Transgression and altruism: A case for
hedonism. Journal of Experimental Social Psychology, 9(6), 502-516.

https://doi.org/10.1016/0022-1031(73)20031-0

Cialdini, R., Darby, B. L., & Vincent, J. E. (1973). Transgression and Altruism: A Case for Hedonism.

Journal of Experimental Social Psychology, 9, 502-516. https://doi.org/10.1016/0022-

1031(73)920031-0

Cobb-Clark, D. A., & Schurer, S. (2012). The stability of big-five personality traits. Economics

Letters, 115(1), 11-15. https://doi.ora/10.1016/j.econlet.2011.11.015

Cockrill, A., & Parsonage, |. (2016). Shocking People Into Action: Does It Still Work?: An Empirical
Analysis of Emotional Appeals In Charity Advertising. Journal of Advertising Research, 56(4),

401-413. https://doi.org/10.2501/JAR-2016-045

Coid, J., Yang, M., Ullrich, S., Roberts, A., & Hare, R. D. (2009). Prevalence and correlates of
psychopathic traits in the household population of Great Britain. International Journal of Law

and Psychiatry, 32(2), 65-73. https://doi.org/10.1016/j.ijlp.2009.01.002

Collins, R., & Sanderson, S. K. (n.d.). Conflict Sociology: A Sociological Classic Updated. Routledge

& CRC Press. Retrieved 18 May 2024, from https://www.routledge.com/Conflict-Sociology-A-

Sociological-Classic-Updated/Collins-Sanderson/p/book/9781524516016

Contreras-Rodriguez, O., Pujol, J., Batalla, I., Harrison, B. J., Bosque, J., Ibern-Regas, |., Hernandez-
Ribas, R., Soriano-Mas, C., Deus, J., Lépez-Sola, M., Pifarré, J., Menchén, J. M., & Cardoner, N.
(2014). Disrupted neural processing of emotional faces in psychopathy. Social Cognitive and

Affective Neuroscience, 9(4), 505-512. https://doi.org/10.1093/scan/nst014

55


https://doi.org/10.1037/0022-3514.73.3.481
https://doi.org/10.1016/0022-1031(73)90031-0
https://doi.org/10.1016/0022-1031(73)90031-0
https://doi.org/10.1016/0022-1031(73)90031-0
https://doi.org/10.1016/j.econlet.2011.11.015
https://doi.org/10.2501/JAR-2016-045
https://doi.org/10.1016/j.ijlp.2009.01.002
https://www.routledge.com/Conflict-Sociology-A-Sociological-Classic-Updated/Collins-Sanderson/p/book/9781594516016
https://www.routledge.com/Conflict-Sociology-A-Sociological-Classic-Updated/Collins-Sanderson/p/book/9781594516016
https://doi.org/10.1093/scan/nst014

Cooke, D. J., & Michie, C. (2001). Refining the construct of psychopathy: Towards a hierarchical

model. Psychological Assessment, 13(2), 171-188. https://doi.org/10.1037/1040-

3590.13.2.171

Curry, O., Rowland, L., Lissa, C. J., Zlotowitz, S., McAlaney, J., & Whitehouse, H. (2018). Happy to
help? A systematic review and meta-analysis of the effects of performing acts of kindness on

the well-being of the actor. Journal of Experimental Social Psychology, 76, 320-329.

https://doi.org/10.1016/J.JESP.2018.02.014

Dargan, S., & Schermer, J. A. (2022). Predicting altruism with personality “beyond” the Big Five.
Personality and Individual Differences, 185, 111258.

https://doi.org/10.1016/j.paid.2021.111258

Davis, M. H. (1983). Measuring individual differences in empathy: Evidence for a multidimensional
approach. Journal of Personality and Social Psychology, 44(1), 113-126.

https://doi.org/10.1037/0022-3514.44.1.113

Deci, E. L., & Ryan, R. M. (1985). Intrinsic Motivation and Self-Determination in Human Behavior.

Springer US. https://doi.org/10.1007/978-1-4899-2271-7

DellaVigna, S., List, J. A., & Malmendier, U. (2012). Testing for Altruism and Social Pressure in
Charitable Giving. The Quarterly Journal of Economics, 127(1), 1-56.

DellaVigna, S., List, J. A., Malmendier, U., & Rao, G. (2013). The Importance of Being Marginal:
Gender Differences in Generosity. American Economic Review, 103(3), 586-590.

https://doi.org/10.1257/aer.103.3.586

Dennis, A., & Martin, P. J. (2005). Symbolic interactionism and the concept of power. The British

Journal of Sociology, 56 2, 191-213. https://doi.org/10.1111/J.1468-4446.2005.00055.X

Derntl, B., Finkelmeyer, A., Eickhoff, S., Kellermann, T., Falkenberg, D. I., Schneider, F., & Habel, U.

(2010). Multidimensional assessment of empathic abilities: Neural correlates and gender

56


https://doi.org/10.1037/1040-3590.13.2.171
https://doi.org/10.1037/1040-3590.13.2.171
https://doi.org/10.1016/J.JESP.2018.02.014
https://doi.org/10.1016/j.paid.2021.111258
https://doi.org/10.1037/0022-3514.44.1.113
https://doi.org/10.1007/978-1-4899-2271-7
https://doi.org/10.1257/aer.103.3.586
https://doi.org/10.1111/J.1468-4446.2005.00055.X

differences. Psychoneuroendocrinology, 35, 67-82.

https://doi.org/10.1016/j.psyneuen.2002.10.006

Dietz, T., Kalof, L., & Stern, P. (2002). Gender, values, and environmentalism. Social Science

Quarterly, 83, 353-364. https://doi.org/10.1111/1540-6237.00088

Dragulescu, A., & Yakovenko, V. (2001). Exponential and power-law probability distributions of
wealth and income in the United Kingdom and the United States. Physica A-Statistical

Mechanics and Its Applications, 299, 213-221. https://doi.org/10.1016/S0378-

4371(01)00298-9

Durango-Cohen, P. L., Durango-Cohen, E. J., & Torres, R. L. (2013). A Bernoulli-Gaussian mixture
model of donation likelihood and monetary value: An application to alumni segmentation in
a university setting. Computers & Industrial Engineering, 66(4), 1085-1095.

https://doi.org/10.1016/j.cie.2013.08.007

Eberhard. (1975). The Evolution of Social Behavior by Kin Selection. The Quarterly Review of

Biology, 50(1), 1-33. https://doi.org/10.1086/408298

Eckel, C. C., & Grossman, P. J. (1998). Are Women Less Selfish Than Men?: Evidence From
Dictator Experiments. The Economic Journal, 108(448), 726-735.

https://doi.org/10.1111/1468-0297.00311

Edwards, J. T., & List, J. A. (n.d.). Toward an understanding of why suggestions work in charitable
fundraising: Theory and evidence from a natural field experiment.

Eisenberg, N., & Fabes, R. A. (1990). Empathy: Conceptualization, measurement, and relation to
prosocial behavior. Motivation and Emotion, 14(2), 131-149.

https://doi.org/10.1007/BF00991640

Eisenberg, N., Fabes, R. A., Murphy, B., Karbon, M., Maszk, P., Smith, M., O'Boyle, C., & Suh, K.

(1994). The relations of emotionality and regulation to dispositional and situational empathy-

57


https://doi.org/10.1016/j.psyneuen.2009.10.006
https://doi.org/10.1111/1540-6237.00088
https://doi.org/10.1016/S0378-4371(01)00298-9
https://doi.org/10.1016/S0378-4371(01)00298-9
https://doi.org/10.1016/j.cie.2013.08.007
https://doi.org/10.1086/408298
https://doi.org/10.1111/1468-0297.00311
https://doi.org/10.1007/BF00991640

related responding. Journal of Personality and Social Psychology, 66(4), 776-797.

https://doi.org/10.1037/0022-3514.66.4.776

Eisenberg, N., & Lennon, R. (1983). Sex Differences in Empathy and Related Capacities.

Psychological Bulletin, 94, 100-131. https://doi.org/10.1037/0033-2909.94.1.100

Eisenberg, N., & Miller, P. (1987). The relation of empathy to prosocial and related behaviors.

Psychological Bulletin, 101 1, 91-119. https://doi.org/10.1037/0033-2909.101.1.91

Etude 2023 sur les dons déclarés 2022 - Recherches & Solidarités. (n.d.). France générosités.

Retrieved 20 April 2024, from https://www.francegenerosites.org/ressources/etude-2023-

sur-les-dons-declares-2022-recherches-solidarites/

Eveland, V. B., & Crutchfield, T. N. (2007). Understanding why people do not give: Strategic

funding concerns for AIDS-related nonprofits. International Journal of Nonprofit and

Voluntary Sector Marketing, 12(1), 1-12. https://doi.org/10.1002/nvsm.7
Fehr, E., & Fischbacher, U. (2003). The nature of human altruism. Nature, 425(6960), 785-791.

https://doi.orag/10.1038/nature02043

Fehr, E., & Gachter, S. (2002). Altruistic punishment in humans. Nature, 415, 137-140.

https://doi.org/10.1038/415137a

Fleeson, W., & Gallagher, P. (2009). The implications of Big Five standing for the distribution of
trait manifestation in behavior: Fifteen experience-sampling studies and a meta-analysis.
Journal of Personality and Social Psychology, 97(6), 1097-1114.

https://doi.org/10.1037/a0016786

Forbes, G. B., & Gromoll, H. F. (1971). The Lost Letter Technique as a Measure of Social Variables:

Some Exploratory Findings. Social Forces, 50(1), 113-115. https://doi.org/10.2307/3006055

58


https://doi.org/10.1037/0022-3514.66.4.776
https://doi.org/10.1037/0033-2909.94.1.100
https://doi.org/10.1037/0033-2909.101.1.91
https://www.francegenerosites.org/ressources/etude-2023-sur-les-dons-declares-2022-recherches-solidarites/
https://www.francegenerosites.org/ressources/etude-2023-sur-les-dons-declares-2022-recherches-solidarites/
https://doi.org/10.1002/nvsm.7
https://doi.org/10.1038/nature02043
https://doi.org/10.1038/415137a
https://doi.org/10.1037/a0016786
https://doi.org/10.2307/3006055

Frey, B.S., & Meier, S. (2004). Social Comparisons and Pro-social Behavior: Testing ‘Conditional
Cooperation’ in a Field Experiment. American Economic Review, 94(5), 1717-1722.

https://doi.org/10.1257/0002828043052187

Fultz, J., Batson, C. D., Fortenbach, V. A., McCarthy, P. M., & Varney, L. L. (1986). Social evaluation
and the empathy-altruism hypothesis. Journal of Personality and Social Psychology, 50(4),

761-769. https://doi.org/10.1037/0022-3514.50.4.761

Gardner, W. L., & Cacioppo, J. (1995). Multi-gallon blood donors: Why do they give? Transfusion,

35. https://doi.org/10.1046/J.1537-2995.1995.351096026358.X

Giving Together | Meta. (n.d.). Retrieved 20 April 2024, from https://about.meta.com/giving-

together

Gouldner, A. W. (1960). The Norm of Reciprocity: A Preliminary Statement. American Sociological

Review, 25(2), 161-178. https://doi.org/10.2307/2092623

Gourville, J. T., Rangan, V., DaSilva, A. T., Feldman, M., Grossman, A., Langer, A,, Letts, C. W., &
Moore, M. (2004). Valuing the Cause Marketing Relationship. California Management Review,

47, 38-57. https://doi.org/10.2307/41166286

Hajek, A., & Konig, H.-H. (2022). Level and correlates of empathy and altruism during the Covid-19
pandemic. Evidence from a representative survey in Germany. PLoS ONE, 17(3), e0265544.

https://doi.org/10.1371/journal.pone.0265544

Han, B., & Windsor, J. C.(2011). User's Willingness to Pay on Social Network Sites. Journal of
Computer Information Systems, 51, 31-40.

https://doi.org/10.1080/08874417.2011.11645499

Hardy, C. L., & Vugt, M. van. (2006). Nice Guys Finish First: The Competitive Altruism Hypothesis.
Personality and Social Psychology Bulletin, 32, 1402-1413.

https://doi.org/10.1177/0146167206291006

59


https://doi.org/10.1257/0002828043052187
https://doi.org/10.1037/0022-3514.50.4.761
https://doi.org/10.1046/J.1537-2995.1995.351096026358.X
https://about.meta.com/giving-together
https://about.meta.com/giving-together
https://doi.org/10.2307/2092623
https://doi.org/10.2307/41166286
https://doi.org/10.1371/journal.pone.0265544
https://doi.org/10.1080/08874417.2011.11645499
https://doi.org/10.1177/0146167206291006

Hare, R. D., Clark, D., Grann, M., & Thornton, D. (2000). Psychopathy and the predictive validity of
the PCL-R: An international perspective. Behavioral Sciences & the Law, 18(5), 623-645.

https://doi.org/10.1002/1099-0798(200010)18:5<623::AID-BSL409>3.0.CO;2-W

Hare, R. D., & Neumann, C. S. (2009). Psychopathy: Assessment and Forensic Implications. The
Canadian Journal of Psychiatry, 54(12), 791-802.

https://doi.org/10.1177/070674370905401202

Hartshorne, H., May, M. A, & Shuttleworth, F. K. (1930). Studies in the nature of character, Vol. 3:
Studies in the organization of character (pp. xvi, 503). MacMillan Co.

https://doi.org/10.1037/13357-000

Havens, J. J., & Schervish, P. G. (1999). Millionaires and the millennium: New estimates of the
forthcoming wealth transfer and the prospects for a golden age of philanthropy.

http://dlib.bc.edu/islandora/object/bc-ir: 104110

Hogan, R. (1969). Development of an empathy scale. Journal of Consulting and Clinical

Psychology, 33(3), 307-316. https://doi.org/10.1037/h0027580

Holland, J., Silva, A. S., & Mace, R. (2012). Lost Letter Measure of Variation in Altruistic Behaviour in

20 Neighbourhoods. PLoS ONE, 7(8), e43294. https://doi.org/10.1371/journal.pone.0043294

Homans, G. C. (1961). Social behavior: Its elementary forms (p. 404). Harcourt, Brace.

Horkheimer, M. (1982). Critical Theory Selected Essays /Max Horkheimer ; Translated by Matthew
J. O’connell and Others. -. -. Continuum Pub. Corp.,, C1972 1982.

Huang, Q., Li, D., Zhou, C., Xu, Q., Li, P., & Warren, C. M. (2021). Multivariate pattern analysis of
electroencephalography data reveals information predictive of charitable giving.

Neurolmage, 242, 118475.

60


https://doi.org/10.1002/1099-0798(200010)18:5%3c623::AID-BSL409%3e3.0.CO;2-W
https://doi.org/10.1177/070674370905401202
https://doi.org/10.1037/13357-000
http://dlib.bc.edu/islandora/object/bc-ir:104110
https://doi.org/10.1037/h0027580
https://doi.org/10.1371/journal.pone.0043294

Hui, Z., & Wenan, H. (2022). Egoism or Altruism? The Influence of Cause-Related Marketing on
Customers' Extra-Role Behavior. Frontiers in Psychology, 13.

https://doi.org/10.3389/fpsyg.2022.799336

Iriberri, N., & Rey-Biel, P. (2013). Elicited beliefs and social information in modified dictator games:
What do dictators believe other dictators do? Quantitative Economics, 4(3), 515-547.

https://doi.org/10.3982/QE135

Jacob, C., Guéguen, N., Ardiccioni, R., & Sénémeaud, C. (2013). Exposure to altruism quotes and
tipping behavior in a restaurant. International Journal of Hospitality Management, 32, 299-

301. https://doi.org/10.1016/}.ijhm.2012.03.003

Jain, D., & Singh, S. S. (2002). Customer lifetime value research in marketing: A review and future

directions. Journal of Interactive Marketing, 16, 34-46. https://doi.org/10.1002/dir.10032

James, R. N., & Sharpe, D. L. (2007). The Nature and Causes of the U-Shaped Charitable Giving
Profile. Nonprofit and Voluntary Sector Quarterly, 36(2), 218-238.

https://doi.org/10.1177/0899764006295993

Jamieson, L. F., & Bass, F. (1989). Adjusting Stated Intention Measures to Predict Trial Purchase of
New Products: A Comparison of Models and Methods. Journal of Marketing Research, 26,

336-345. https://doi.org/10.1177/002224378902600307

John, O. P, Donahue, E. M., & Kentle, R. L. (1991). Big Five Inventory.

https://doi.org/10.1037/t07550-000

Johnson, R. C. (1996). Attributes of carnegie medalists performing acts of heroism and of the
recipients of these acts. Ethology and Sociobiology, 17(5), 355-362.

https://doi.org/10.1016/50162-3095(26)00059-3

Karlan, D., & List, J. A. (n.d.). Does Price Matter in Charitable Giving? Evidence from a Large-Scale

Natural Field Experiment.

61


https://doi.org/10.3389/fpsyg.2022.799336
https://doi.org/10.3982/QE135
https://doi.org/10.1016/j.ijhm.2012.03.003
https://doi.org/10.1002/dir.10032
https://doi.org/10.1177/0899764006295993
https://doi.org/10.1177/002224378902600307
https://doi.org/10.1037/t07550-000
https://doi.org/10.1016/S0162-3095(96)00059-3

Kaufman, S. B. (2013). Opening up Openness to Experience: A Four-Factor Model and Relations
to Creative Achievement in the Arts and Sciences. The Journal of Creative Behavior, 47(4),

233-255. https://doi.org/10.1002/jocb.33

Kerr, B., Godfrey-Smith, P., & Feldman, M. W. (2004). What is altruism? Trends in Ecology &

Evolution, 19(3), 135-140. https://doi.org/10.1016/j.tree.2003.10.004

Klimecki, O. M., Mayer, S. V., Jusyte, A., Scheeff, J., & Schéonenberg, M. (2016). Empathy promotes
altruistic behavior in economic interactions. Scientific Reports, 6(1), 31961.

https://doi.org/10.1038/srep31961

Koschate-Fischer, N., Stefan, I. V., & Hoyer, W. D. (2012). Willingness to Pay for Cause-Related
Marketing: The Impact of Donation Amount and Moderating Effects. Journal of Marketing

Research, 49, 910-927. https://doi.org/10.1509/imr.10.0511

Kowalski, C. M., Simpson, B., & Schermer, J. A. (2021). Predicting donation behaviour with the
Supernumerary Personality Inventory. Personality and Individual Differences, 168, 110319.

https://doi.org/10.1016/j.paid.2020.110319

Krebs, D. (1978). A cognitive-developmental approach to altruism. Altruism, sympathy, and
helping: Psychological and sociological principles, 141-164. (n.d.).

Krebs, J. R., & Davies, N. B. (Eds.). (1978). Behavioural Ecology: An Evolutionary Approach.
Blackwell Scientific.

Krishna, A.(2011). Can supporting a cause decrease donations and happiness? The cause
marketing paradox. Journal of Consumer Psychology, 21(3), 338-345.

Krueger, R. F., Hicks, B. M., & McGue, M. (2001). Altruism and Antisocial Behavior: Independent

Tendencies, Unique Personality Correlates, Distinct Etiologies. Psychological Science, 12(5),

397-402. https://doi.org/10.1111/1467-9280.00373

62


https://doi.org/10.1002/jocb.33
https://doi.org/10.1016/j.tree.2003.10.004
https://doi.org/10.1038/srep31961
https://doi.org/10.1509/jmr.10.0511
https://doi.org/10.1016/j.paid.2020.110319
https://doi.org/10.1111/1467-9280.00373

Kulow, K., & Kramer, T. (2016). In pursuit of good karma: When charitable appeals to do right go
wrong. Journal of Consumer Research, 43(2), 334-353.
Kumru, C. S., & Vesterlund, L. (2010). The Effect of Status on Charitable. Journal of Public

Economic Theory, 12(4), 709-735. https://doi.org/10.1111/].1467-9779.2010.01471 .x

Landry, C. E., Lange, A., List, J. A., Price, M. K., & Rupp, N. G. (2008). Is a Donor in Hand Better than
Two in the Bush? Evidence from a Natural Field Experiment.
Lane, R. (1994). Structural-Functionalism Reconsidered: A Proposed Research Model.

Comparative Politics, 26(4), 461-477. https://doi.org/10.2307/422026

Lawrence, E. J., Shaw, P., Baker, D., Baron-Cohen, S., & David, A. S. (2004). Measuring empathy:
Reliability and validity of the Empathy Quotient. Psychological Medicine, 34(5), 911-919.

https://doi.org/10.1017/s0033291703001624

Lee, Y., Seo, J. Y., & Yoon, S. (2020). Charity advertising: Congruence between political orientation
and cause of need. International Journal of Advertising, 39(7), 943-962.

https://doi.org/10.1080/02650487.2019.1710972

Leibrecht, B. C., Hogan, J. M., Luz, G. A., & Tobias, K. I. (1976). Donor and Nondonor Motivations.

Transfusion, 16(2), 182-189. https://doi.org/10.1111/j.1537-2995.1976.tb00445 .x

Leslie, L. M., Snyder, M., & Glomb, T. M. (2013). Who gives? Multilevel effects of gender and
ethnicity on workplace charitable giving. The Journal of Applied Psychology, 98 1, 49-62.

https://doi.org/10.1037/a0029943

Lilienfeld, S. O., & Andrews, B. P. (1996). Development and preliminary validation of a self-report
measure of psychopathic personality traits in noncriminal populations. Journal of Personality

Assessment, 66(3), 488-524. https://doi.org/10.1207/s15327752jpab603 3

List, J. A.(2011). The Market for Charitable Giving. Journal of Economic Perspectives, 25(2), 157-

180. https://doi.org/10.1257/jep.25.2.157

63


https://doi.org/10.1111/j.1467-9779.2010.01471.x
https://doi.org/10.2307/422026
https://doi.org/10.1017/s0033291703001624
https://doi.org/10.1080/02650487.2019.1710972
https://doi.org/10.1111/j.1537-2995.1976.tb00445.x
https://doi.org/10.1037/a0029943
https://doi.org/10.1207/s15327752jpa6603_3
https://doi.org/10.1257/jep.25.2.157

Liu, W., & Aaker, J. (2008). The Happiness of Giving: The Time-Ask Effect. Journal of Consumer

Research, 35(3), 543-557. https://doi.org/10.1086/588699

Lynn, M. (2015). Explanations of service gratuities and tipping: Evidence from individual
differences in tipping motivations and tendencies. Journal of Behavioral and Experimental

Economics, 55, 65-71. https://doi.org/10.1016/|.socec.2015.01.002

Lynn, M., & Graves, J. (1996). Tipping: An Incentive/Reward for Service? Journal of Hospitality &

Tourism Research, 20, 1-14. https://doi.org/10.1177/109634809602000102

Lynn, M., Zinkhan, G. M., & Harris, J. (1993). Consumer tipping: A cross-country study. Journal of
Consumer Research, 20(3), 478-488.

Lyons, M. T. (2006). Who are the Heroes? Characteristics of People Who Rescue Others. Journal of
Cultural and Evolutionary Psychology, 3(3-4), 245-254.

https://doi.org/10.1556/jcep.3.2005.3-4.2

Macionis, J. J., & Gerber, L. M. (2011). Sociology (7th Canadian ed). Pearson Prentice Hall.
Manucia, G. K., Baumann, D. J., & Cialdini, R. B. (1984). Mood influences on helping: Direct effects
or side effects? Journal of Personality and Social Psychology, 46(2), 357-364.

https://doi.org/10.1037/0022-3514.46.2.357

Marcu, G., & Bucuta, M. (2015, April 1). Adaptation and validation of Japanese Sel-fReport Altruism
Scale Distinguished by the Recipient (SRAS-DR) on Romanian population.
Marsh, A. A.(2013). What can we learn about emotion by studying psychopathy? Frontiers in

Human Neuroscience, 7. https://doi.org/10.3389/fnhum.2013.00181

Marsh, A. A. (2016a). Extraordinary Altruism: A Cognitive Neuroscience Perspective. In J. D.
Greene, |. Morrison, & M. E. P. Seligman (Eds.), Positive Neuroscience (p. 0). Oxford University

Press. https://doi.org/10.1093/acprof:0s0/9780199977925.003.0010

64


https://doi.org/10.1086/588699
https://doi.org/10.1016/j.socec.2015.01.002
https://doi.org/10.1177/109634809602000102
https://doi.org/10.1556/jcep.3.2005.3-4.2
https://doi.org/10.1037/0022-3514.46.2.357
https://doi.org/10.3389/fnhum.2013.00181
https://doi.org/10.1093/acprof:oso/9780199977925.003.0010

Marsh, A. A. (2016b). Neural, cognitive, and evolutionary foundations of human altruism. Wiley

Interdisciplinary Reviews. Cognitive Science, 7(1), 59-71. https://doi.org/10.1002/wcs.1377

Marsh, A. A., Finger, E. C., Fowler, K. A., Adalio, C. J., Jurkowitz, I. T. N., Schechter, J. C., Pine, D.
S., Decety, J., & Blair, R. J. R. (2013). Empathic responsiveness in amygdala and anterior
cingulate cortex in youths with psychopathic traits. Journal of Child Psychology and

Psychiatry, and Allied Disciplines, 54(8), 900-910. https://doi.org/10.1111/jcpp.12063

Marsh, A. A., Stoycos, S. A., Brethel-Haurwitz, K. M., Robinson, P., VanMeter, J. W., & Cardinale, E.
M. (2014). Neural and cognitive characteristics of extraordinary altruists. Proceedings of the
National Academy of Sciences, 111(42), 15036-15041.

https://doi.org/10.1073/pnas. 1408440111

Mastroianni, A. M., & Gilbert, D. T. (2023). The illusion of moral decline. Nature, 618(7966), 782-

789. https://doi.org/10.1038/s41586-023-06137-x

McCrae, R. R.(2001). Trait Psychology and Culture: Exploring Intercultural Comparisons. Journal

of Personality, 69(6), 819-846. https://doi.org/10.1111/1467-6494.696166

McDowell, W. C., Wilson, R. C., &Kile, C. O. (2016). An examination of retail website design and
conversion rate. Journal of Business Research, 69(11), 4837-4842.

https://doi.org/10.1016/j.jbusres.2016.04.040

Meet America’s Charity Checkout Champions 2023. (n.d.). Retrieved 24 April 2024, from

https://engageforgood.com/meet-americas-charity-checkout-champions-2023/

Melchers, M. C,, Li, M., Haas, B. W., Reuter, M., Bischoff, L., & Montag, C. (2016). Similar Personality
Patterns Are Associated with Empathy in Four Different Countries. Frontiers in Psychology, 7,

290. https://doi.org/10.3389/fpsyg.2016.00290

Melero, I., & Montaner, T. (2016). Cause-related marketing: An experimental study about how the

product type and the perceived fit may influence the consumer response. European Journal

65


https://doi.org/10.1002/wcs.1377
https://doi.org/10.1111/jcpp.12063
https://doi.org/10.1073/pnas.1408440111
https://doi.org/10.1038/s41586-023-06137-x
https://doi.org/10.1111/1467-6494.696166
https://doi.org/10.1016/j.jbusres.2016.04.040
https://engageforgood.com/meet-americas-charity-checkout-champions-2023/
https://doi.org/10.3389/fpsyg.2016.00290

of Management and Business Economics, 25(3), 161-167.

https://doi.org/10.1016/j.redeen.2016.07.001

MILGRAM, S., MANN, L., & HARTER, S. (1965). THE LOST-LETTER TECHNIQUE: A TOOL OF
SOCIAL RESEARCH. Public Opinion Quarterly, 29(3), 437-438.

https://doi.org/10.1086/267344

Misje, A. H., Bosnes, V., & Heier, H. E. (2010). Gender differences in presentation rates, deferrals
and return behaviour among Norwegian blood donors. Vox Sanguinis, 98(3 Pt 1), e241-248.

https://doi.ora/10.1111/].1423-0410.2009.01267.x

Modes de paiement du don en ligne—Etude 2023. (n.d.). France générosités. Retrieved 20 April

2024, from https://www.francegenerosites.org/ressources/etude-modes-de-paiement-du-

don-en-ligne-france-generosites-octobre-2023/

Moon, A., & VanEpps, E. M. (2023). Giving suggestions: Using quantity requests to increase
donations. Journal of Consumer Research, 50(1), 190-210.

Morelli, S. A., Rameson, L. T., & Lieberman, M. D. (2014). The neural components of empathy:
Predicting daily prosocial behavior. Social Cognitive and Affective Neuroscience, 9 1, 39-47.

https://doi.ora/10.1093/scan/nss088

Morwitz, V., Johnson, E. J., & Schmittlein, D. (1993). Does Measuring Intent Change Behavior.

Journal of Consumer Research, 20, 46-61. https://doi.org/10.1086/209332

Moul, C., Killcross, S., & Dadds, M. R. (2012). A model of differential amygdala activation in

psychopathy. Psychological Review, 119(4), 789-806. https://doi.org/10.1037/a0029342

Munz, K. P., Jung, M. H., & Alter, A. L. (2020). Name Similarity Encourages Generosity: A Field

Experiment in Email Personalization. Marketing Science, 39(6), 1071-1091.

https://doi.org/10.1287/mksc.2019.1220

66


https://doi.org/10.1016/j.redeen.2016.07.001
https://doi.org/10.1086/267344
https://doi.org/10.1111/j.1423-0410.2009.01267.x
https://www.francegenerosites.org/ressources/etude-modes-de-paiement-du-don-en-ligne-france-generosites-octobre-2023/
https://www.francegenerosites.org/ressources/etude-modes-de-paiement-du-don-en-ligne-france-generosites-octobre-2023/
https://doi.org/10.1093/scan/nss088
https://doi.org/10.1086/209332
https://doi.org/10.1037/a0029342
https://doi.org/10.1287/mksc.2019.1220

Northoff, G., Heinzel, A., Greck, M. D., Bermpohl, F., Dobrowolny, H., & Panksepp, J. (2006). Self-
referential processing in our brain—A meta-analysis of imaging studies on the self.

Neurolmage, 31, 440-457. https://doi.org/10.1016/j.neurcimage.2005.12.002

Oborne, D. J., & Bradley, S. (1975). Blood donor and nondonor motivation: A transnational
replication. Journal of Applied Psychology, 60(3), 409-410.

https://doi.org/10.1037/h0076590

Oda, R., Dai, M., Niwa, Y., Ihobe, H., Kiyonari, T., Takeda, M., & Kai, H. (2013). [Self-Report Altruism

Scale Distinguished by the Recipient (SRAS-DR): Validity and reliability]. Shinrigaku Kenkyu:

The Japanese Journal of Psychology, 84(1), 28-36. https://doi.org/10.4992/jjpsy.84.28
Oda, R., Machii, W., Takagi, S., Kato, Y., Takeda, M., Kiyonari, T., Fukukawa, Y., & Hiraishi, K. (2014).
Personality and altruism in daily life. Personality and Individual Differences, 56, 206-209.

https://doi.org/10.1016/j.paid.2013.09.017

Oda, R., & Matsumoto-Oda, A. (2022). HEXACO, Dark Triad and altruism in daily life. Personality

and Individual Differences, 185, 111303. https://doi.org/10.1016/j.paid.2021.111303

Park, S., & Yoon, S. O. (2022). The effects of solicitation and target amounts on consumers’
charitable giving decisions. Journal of Business Research, 141, 279-289.

Parrett, M. (2015a). Beauty and the feast: Examining the effect of beauty on earnings using
restaurant tipping data. Journal of Economic Psychology, 49, 34-46.

https://doi.ora/10.1016/J.JOEP.2015.04.002

Parrett, M. (2015b). Beauty and the feast: Examining the effect of beauty on earnings using
restaurant tipping data. Journal of Economic Psychology, 49(C), 34-46.

Patrick, C. J., Fowles, D. C., & Krueger, R. F. (2009). Triarchic conceptualization of psychopathy:
Developmental origins of disinhibition, boldness, and meanness. Development and

Psychopathology, 21(3), 913-938. https://doi.org/10.1017/50954579409000492

67


https://doi.org/10.1016/j.neuroimage.2005.12.002
https://doi.org/10.1037/h0076590
https://doi.org/10.4992/jjpsy.84.28
https://doi.org/10.1016/j.paid.2013.09.017
https://doi.org/10.1016/j.paid.2021.111303
https://doi.org/10.1016/J.JOEP.2015.04.002
https://doi.org/10.1017/S0954579409000492

Paunonen, S. V. (2015). Supernumerary Personality Inventory [dataset].

https://doi.org/10.1037/t11327-000

Pelletier, L. G., Tuson, K. M., Fortier, M. S., Vallerand, R. J., Briére, N. M., & Blais, M. R. (1995).
Toward a New Measure of Intrinsic Motivation, Extrinsic Motivation, and Amotivation in
Sports: The Sport Motivation Scale (SMS). Journal of Sport and Exercise Psychology, 17(1),

35-53. https://doi.org/10.1123/jsep.17.1.35

Pelletier, L. G., Tuson, K. M., Green-Demers, |., Noels, K., & Beaton, A. M. (1998). Why Are You

Doing Things for the Environment? The Motivation Toward the Environment Scale (MTES)1.

Journal of Applied Social Psychology, 28(5), 437-468. https://doi.org/10.1111/].1559-

1816.1998.tb01714.x

Perez, D., Munichor, N., & Buskila, G. (2023). Help yourself: Pictures of donation recipients
engaged in physical self-help enhance donations on crowdfunding platforms. Journal of
Business Research, 161, 113826.

Perry, C.(1977). Is hypnotizability modifiable? International Journal of Clinical and Experimental

Hypnosis, 25(3), 125-146. https://doi.org/10.1080/00207147708415974

Piccione, C., Hilgard, E. R., & Zimbardo, P. G. (1989). On the degree of stability of measured
hypnotizability over a 25-year period. Journal of Personality and Social Psychology, 56(2),

289-295. https://doi.org/10.1037/0022-3514.56.2.289

Piper, G., & Schnepf, S. V. (2008). Gender Differences in Charitable Giving. IZA Institute of Labor

Economics Discussion Paper Series. https://doi.org/10.1111/].0042-7092.2007.00700.x

R. Blair, R. J. (2013). Psychopathy: Cognitive and neural dysfunction. Dialogues in Clinical
Neuroscience, 15(2), 181-190.
Ramon, Y., Matz, S., Farrokhnia, R., & Martens, D. (2021). Explainable Al for Psychological Profiling

from Digital Footprints: A Case Study of Big Five Personality Predictions from Spending Data.

68


https://doi.org/10.1037/t11327-000
https://doi.org/10.1123/jsep.17.1.35
https://doi.org/10.1111/j.1559-1816.1998.tb01714.x
https://doi.org/10.1111/j.1559-1816.1998.tb01714.x
https://doi.org/10.1080/00207147708415974
https://doi.org/10.1037/0022-3514.56.2.289
https://doi.org/10.1111/j.0042-7092.2007.00700.x

Rand, D. G., & Epstein, Z. (2014). Risking Your Life Without a Second Thought: Intuitive Decision-
Making and Extreme Altruism (SSRN Scholarly Paper 2424036).

https://doi.org/10.2139/ssrn.2424036

Rind, B., & Bordia, P. (1995). Effect of server’s ‘thank you’ and personalization on restaurant
tipping. Journal of Applied Social Psychology, 25(9), 745-751.

https://doi.org/10.1111/j.1559-1816.1995.tb01772.x

Rind, B., & Bordia, P. (1996). Effect on Restaurant Tipping of Male and Female Servers Drawing a

Happy, Smiling Face on the Backs of Customers’ Checks. Journal of Applied Social

Psychology, 26(3), 218-225. https://doi.org/10.1111/.1559-1816.1996.tb01847.x
Roberts, W., & Strayer, J. (1996). Empathy, Emotional Expressiveness, and Prosocial Behavior.

Child Development, 67(2), 449-470. https://doi.org/10.2307/1131826

Robinson, S. R, Irmak, C., & Jayachandran, S. (2012). Choice of Cause in Cause-Related

Marketing. Journal of Marketing, 76(4), 126-139. https://doi.org/10.1509/jm.09.0589

Royse, D., & Doochin, K. E. (1995). Multi-gallon blood donors: Who are they? Transfusion, 35(10),

826-831. https://doi.org/10.1046/].1537-2995.1995.351096026363.x

Rushton, J., Chrisjohn, R., & Fekken, G. C. (1981). The altruistic personality and the self-report
altruism scale. Personality and Individual Differences, 2, 293-302.

https://doi.org/10.1016/0191-8869(81)20084-2

Sakai, J. T., Raymond, K. M., McWilliams, S. K., & Mikulich-Gilbertson, S. K. (2019). Testing helping
behavior and its relationship to antisocial personality and psychopathic traits. Psychiatry

Research, 274, 98-104. https://doi.org/10.1016/j.psychres.2019.02.022

Sakakibara, J., Kyriazis, E., & Algie, J. (2019). Poisoning the well: A donation request fatigue
behaviour model. Third Sector Review, 25(2), 115-146.

https://doi.org/10.3316/informit.929362411796166

69


https://doi.org/10.2139/ssrn.2424036
https://doi.org/10.1111/j.1559-1816.1995.tb01772.x
https://doi.org/10.1111/j.1559-1816.1996.tb01847.x
https://doi.org/10.2307/1131826
https://doi.org/10.1509/jm.09.0589
https://doi.org/10.1046/j.1537-2995.1995.351096026363.x
https://doi.org/10.1016/0191-8869(81)90084-2
https://doi.org/10.1016/j.psychres.2019.02.022
https://doi.org/10.3316/informit.929362411796166

Sargeant, A.(2001). Using Donor Lifetime Value to Inform Fundraising Strategy. Nonprofit

Management and Leadership, 12, 25-38. https://doi.org/10.1002/NML.12103

Schulte-Ruther, M., Markowitsch, H., Shah, N., Fink, G., & Piefke, M. (2008). Gender differences in
brain networks supporting empathy. Neurolmage, 42, 393-403.

https://doi.org/10.1016/j.neuroimage.2008.04.180

Shariff, A. F., Willard, A. K., Andersen, T., & Norenzayan, A. (2016). Religious Priming: A Meta-
Analysis With a Focus on Prosociality. Personality and Social Psychology Review, 20(1), 27-48.

https://doi.org/10.1177/1088868314568811

Silver, I., & Small, D. A. (2023). Put Your Mouth Where Your Money Is: A Field Experiment
Encouraging Donors to Share About Charity. Marketing Science.

https://doi.org/10.1287/mksc.2023.1450

Singer, T., & Klimecki, O. M. (2014). Empathy and compassion. Current Biology, 24(18), R875-

R878. https://doi.org/10.1016/j.cub.2014.06.054

Sparrow, E. P., Swirsky, L. T., Kudus, F., & Spaniol, J. (2021). Aging and altruism: A meta-analysis.

Psychology and Aging, 36(1), 49-56. https://doi.org/10.1037/pag0000447

Stern, S. E., & Faber, J. E. (1997). The lost e-mail method: Milgram'’s lost-letter technique in the
age of the Internet. Behavior Research Methods, Instruments, & Computers, 29(2), 260-263.

https://doi.org/10.3758/BF03204823

Strohmetz, D. B., Rind, B., Fisher, R., & Lynn, M. (2002). Sweetening the Till: The Use of Candy to
Increase Restaurant Tipping1. Journal of Applied Social Psychology, 32(2), 300-309.

https://doi.org/10.1111/j.1559-1816.2002.tb00216.x

Sudhir, K., Roy, S., & Cherian, M. (2016). Do Sympathy Biases Induce Charitable Giving? The
Effects of Advertising Content. Marketing Science, 35(6), 849-869.

https://doi.org/10.1287/mksc.2016.0989

70


https://doi.org/10.1002/NML.12103
https://doi.org/10.1016/j.neuroimage.2008.04.180
https://doi.org/10.1177/1088868314568811
https://doi.org/10.1287/mksc.2023.1450
https://doi.org/10.1016/j.cub.2014.06.054
https://doi.org/10.1037/pag0000447
https://doi.org/10.3758/BF03204823
https://doi.org/10.1111/j.1559-1816.2002.tb00216.x
https://doi.org/10.1287/mksc.2016.0989

Thibaut, J. W., & Kelley, H. H. (1959). The social psychology of groups (pp. xiii, 313). John Wiley.
Turner, J. H. (1975). Marx and Simmel Revisited: Reassessing the Foundations of Conflict Theory.

Social Forces, 53(4), 618-627. https://doi.org/10.1093/sf/53.4.618

Vallerand, R. J., Blais, M. R, Briére, N. M., & Pelletier, L. G. (1989). Construction et validation de
I'échelle de motivation en éducation (EME). [Construction and validation of the Motivation
toward Education Scale.]. Canadian Journal of Behavioural Science / Revue Canadienne Des

Sciences Du Comportement, 21(3), 323-349. https://doi.org/10.1037/h0079855

Vallerand, R. J., Pelletier, L. G., Blais, M. R., Briére, N. M., Senécal, C. B., & Valliéres, E. F. (1992).

Academic Motivation Scale [dataset]. https://doi.org/10.1037/t25718-000

Varadarajan, R., & Menon, A. (1988). Cause-Related Marketing: A Coalignment of Marketing

Strategy and Corporate Philanthropy. Journal of Marketing, 52, 58-74.

https://doi.org/10.1177/002224298805200306

Vekaria, K. M., Brethel-Haurwitz, K. M., Cardinale, E. M., Stoycos, S. A., & Marsh, A. A. (2017). Social
discounting and distance perceptions in costly altruism. Nature Human Behaviour, 1(5), 1-7.

https://doi.orag/10.1038/s41562-017-0100

Veldhuizen, I. J. T., Doggen, C. J. M., Atsma, F., & De Kort, W. L. a. M. (2009). Donor profiles:
Demographic factors and their influence on the donor career. Vox Sanguinis, 97(2), 129-138.

https://doi.org/10.1111/j.1423-0410.2009.01201.x

Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2015). From Multi-Channel Retailing to Omni-Channel
Retailing: Introduction to the Special Issue on Multi-Channel Retailing. Journal of Retailing,

91(2), 174-181. https://doi.org/10.1016/j.jretai.2015.02.005

Vesterlund, L. (2003). The informational value of sequential fundraising. Journal of Public

Economics, 87(3), 627-657. https://doi.org/10.1016/50047-2727(01)00187-6

71


https://doi.org/10.1093/sf/53.4.618
https://doi.org/10.1037/h0079855
https://doi.org/10.1037/t25718-000
https://doi.org/10.1177/002224298805200306
https://doi.org/10.1038/s41562-017-0100
https://doi.org/10.1111/j.1423-0410.2009.01201.x
https://doi.org/10.1016/j.jretai.2015.02.005
https://doi.org/10.1016/S0047-2727(01)00187-6

Vey, M. A., & Campbell, J. (2004). In-Role or Extra-Role Organizational Citizenship Behavior:
Which Are We Measuring? Human Performance, 17, 119-135.

https://doi.org/10.1207/515327043HUP1701 6

Vieites, Y., Goldszmidt, R., & Andrade, E. B. (2022). Social Class Shapes Donation Allocation
Preferences. Journal of Consumer Research, 48(5), 775-795.

https://doi.org/10.1093/jcr/ucab033

Waal, F. B. M. de. (2008). Putting the Altruism Back into Altruism: The Evolution of Empathy.
Annual Review of Psychology, 59(Volume 59, 2008), 279-300.

https://doi.org/10.1146/annurev.psych.59.103006.093625

Wadhwani, S., Brokamp, C., Rasnick, E., Bucuvalas, J., Lai, J., & Beck, A. (2020). Neighborhood
socioeconomic deprivation, racial segregation, and organ donation across 5 states. American

Journal of Transplantation, 21, 1206-1214. https://doi.org/10.1111/ajt.16186

Weisberg, J., Te'eni, D., & Russo, L. A. (2011). Past Purchase and Intention to Purchase in E-

Commerce: The Mediation of Social Presence and Trust. Internet Res., 21, 82-96.

https://doi.org/10.1108/10662241111104893

Weng, H. Y., Fox, A. S., Shackman, A. J., Stodola, D. E., Caldwell, J. Z. K., Olson, M. C., Rogers, G.
M., & Davidson, R. J. (2013). Compassion Training Alters Altruism and Neural Responses to
Suffering. Psychological Science, 24(7), 1171-1180.

https://doi.org/10.1177/0956797612469537

White, C. J. M., Norenzayan, A., & Schaller, M. (2018). The Content and Correlates of Belief in
Karma Across Cultures. Personality and Social Psychology Bulletin, 45, 1184-1201.

https://doi.org/10.1177/0146167218808502

72


https://doi.org/10.1207/S15327043HUP1701_6
https://doi.org/10.1093/jcr/ucab033
https://doi.org/10.1146/annurev.psych.59.103006.093625
https://doi.org/10.1111/ajt.16186
https://doi.org/10.1108/10662241111104893
https://doi.org/10.1177/0956797612469537
https://doi.org/10.1177/0146167218808502

Wit, A., & Bekkers, R. (2016). Government Support and Charitable Donations: A Meta-Analysis of
the Crowding-out Hypothesis. Journal of Public Administration Research and Theory, 27, 301-

319. https://doi.org/10.1093/JOPART/MUWO044

Yang, A. X., & Hsee, C. K. (2022). Obligatory Publicity IncreasesCharitable Acts. Journal of
Consumer Research, 48(5), 839-857.
Zhu, Y. (2013). Individual Behavior: In-role and Extra-role. International Journal of Business

Administration, 4(1), 23-27.

73


https://doi.org/10.1093/JOPART/MUW044

