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The market for charitable donations has its own functional systems. Well-known charities  

prevail by seeking donations and the competition can be intense. In this study we examine the  

factors affecting consumers’ concerns about charitable donations and willingness to continue  

to support charities. Based on the results of this study, television and newspapers/magazines  

are major sources whence consumers gather charity information. The reputations of charities  

and the types of recipients are critical in gaining donors’ trust to continue to support the  

organizations. How well the charities are managed financially is less of a concern. Donation  

intentions can be increased if more relevant information is available to potential donors. 

Keywords: social concerns, charitable donations, willingness to support, information sources.  

Social services provided by charities have long been an essential function of 

societies. The existence of charities complements the deficiencies of bureaucratic  

welfare systems. Well-known charities prevail by seeking donations, and utilize  

marketing strategies to maintain the images of the organizations. Relatively  

small-scale charities often have difficulty in gathering sufficient financial  

support. In the market of charitable donations, competition is intense.  

The motivations for donating to charities are diversified (Hibbert & Horne,  

1997). Helping out with the poor and needy people is obvious. Some people 
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190 SOCIAL CONCERNS AND CHARITABLE DONATIONS 

believe that having the ability to donate to charities is a mark of good citizenship.  

Individuals who have received assistance personally from charitable organ-

izations may have the desire to provide feedback to the charities. The fact that 

charitable donations earn tax refunds can be an incentive. Furthermore, certain 

people seem to have the need to achieve spiritual peace by donating to charities 

(Amos, 1982; Dawson, 1988). Previous researchers state that demographic, 

socioeconomic, and psychographic characteristics have certain impacts on 

charitable donations (Jones & Posnett, 1991; Kitchen & Dalton, 1990). 

Schlegelmilch, Love, and Diamantopoulos (1997) mention that different donor 

profiles can be used to categorize donations to charities.  

In order to reach donors and potential contributors, charities provide various  

kinds of information to explain the importance of charitable activities and the  

need to ease the financial problems of the organizations. Marketing strategies  

have been utilized by charities to increase consumers’ awareness of the  

organizations and to stimulate the intentions of providing financial support  

(Hankinson, 2001). In charities, a certain percentage of marketing budgets is  

allocated to fundraising activities. The positive influences of marketing on  

charitable donations have been verified by researchers such as Guy and Patton 

(1989) and Kotler and Andreasen (1991). Schlegelmilch et al. (1997) indicate 

that a better understanding of donors’ characteristics enables the designing of more 

efficient strategies for fundraising activities. Jüttner and Wehrli (1994) mention 

that marketing strategies affect the commitments and the long-term relationships of 

customers. Välikangas and Lehtinen (1994) indicate that strategies may increase 

competitive advantages for services marketing.  

Since numerous domestic and international charitable organizations provide  

humane or benevolent assistance, donors have abundant choices when  

considering charitable donations in Taiwan. In this study we examine the factors  

affecting consumers’ willingness to donate and their intentions to continue to  

support charities in Taiwan. The results gained in this study not only provide 

further insights into the market of charitable donations, but also benefit local 

and international charities by assisting them in forming strategies to stimulate  

donation intentions.  

Consumers acquire information to support decision making, reduce the risks of  

unsatisfactory purchases, or accumulate knowledge of certain products or  

services. Numerous researchers point out that consumers rely on experiences of  

information searching to understand, evaluate, and form attitudes toward  

products or services prior to purchases (Bettman, 1979; Blackwell, Miniard, &  

Engel, 2001; Howard, 1989; Mowen, 1995). Nelson (1970) mentions that the  

most obvious approach available to consumers in obtaining information is  

through searching behavior. Firms have the option of providing information for 
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certain purposes and avoiding some debatable issues which could lead to 

negative attitudes or images.  

Schmidt and Spreng (1996) believe that consumers’ motivations and perceived  

ability to search are the factors which directly influence searching behavior.  

Since charities cannot make profits from donors (Bruce, 1995), charitable 

organizations often provide information to emphasize the images of the  

organizations, the value and importance of the charitable activities, or the need for  

financial support from donors. Specific pieces of information are selected by  

charities to represent particular features or attributes of the organizations.  

Individuals integrate separate pieces of available information into the overall  

preferences (Degeratu, Rangaswamy, & Wu, 2000). Understanding consumers’  

searching behavior can be valuable for charities in communicating with donors  

or potential contributors.  

 

METHOD 
 

SAMPLE  

Questionnaires were designed based on the literature and discussions of  

professionals and practitioners. A trial survey was conducted prior to the formal  

survey, and the questionnaires were modified based on the suggestions of  

professionals, practitioners, and respondents to the trial survey. The formal  

survey was conducted by trained surveyors in the metropolitan area of Taipei,  

from July 30 to August 2, 2003. Stratified sampling was applied in this study based 

on the age distribution of the population in Taipei older than 20 by the end of 2002. 

The survey was conducted at the main train station, memorial parks, and a large 

department store in Taipei to ensure a diversity of respondents. The purpose of the 

survey was thoroughly explained to the individuals who were willing to participate. 

Respondents needed approximately 20 minutes to answer all the questions in the 

questionnaires. If for any reason respondents terminated the survey before finishing 

all the questions, the questionnaires were discarded.  

Respondents were asked for personal experiences with charities, personal 

history of donations, charity information-searching behavior, personal percept-

ions of relevant charity characteristics, and how their donation intentions are affected 

by certain activities of charities. The total valid sample was 246 out of 259 

questionnaires. The samples that were classified as invalid were mainly due to 

incomplete answers. Since only a small percentage of the sample was not utilized in 

the analysis, bias should not cause undue concern. The comparison of age distribution 

of the sample and the population are shown in Table 1.  
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TABLE 1 

AGE DISTRIBUTIONS OF THE POPULATION AND THE SAMPLE (PERSON) 

Age ranges Population in Taipeia Valid samples 

(end of 2002) 

20~29 399,005 (20.28%) 49 (19.92%) 

30~39 437,880 (22.25%) 55 (22.36%) 

40~49 463,388 (23.55%) 59 (23.98%) 

50~65 396,702 (20.16%) 50 (20.33%) 

Over 65 270,848 (13.76%) 33 (13.41%) 

Total 1,967,823 (100.00%) 246 (100.00%) 

Note: a Source: Department of Budget, Accounting and Statistics, Taipei City Government.  

 

 

The percentage of males in the sample was 54.88, slightly more than the  

percentage of females. The average age of the respondents was 44. About 5% of 

the respondents had an educational level of elementary school, 8% of junior high 

school, 22% of senior high school, 53% of college, and 12% of graduate school. 

The average monthly income was US $1,214.  
 

ANALYSIS  

Descriptive statistics, factor analysis, and a probit model were utilized in this  

study to explain participation in charitable activities, donations, information- 

searching patterns, and activities and certain factors influencing willingness to  

donate and intentions to continue support charities. Factor analysis was used to  

extract the dimensions of consumers’ perceptions of donation-related charac- 

teristics. The probit model was applied to reveal how the dimensions from the  

factor analysis affected the intention to continue to make donations in addition to  

other variables.  

Factor analysis is a technique used to generate new underlying variables that 

contain most of the information included in the original variables (Johnson, 1998). 

The extracted dimensions or factors are uncorrelated, while the variables within each  

factor are highly correlated. The basic objective of the factor analysis is to form  

underlying variables that occupy fewer dimensions and that can be utilized in  

subsequent analyses.  

The probit model is used to examine the choice behavior of individuals when 

two alternatives are available and one has to be chosen (Judge, Hill, Griffiths,  

Lütkepohl, & Lee, 1988). In this study, a random variable yi represented the binary  

choice of willingness to continue to donate of the ith individual that takes the  

value of one if the respondents have the desire to provide monetary support to  

charities and of zero if they do not. The probit model was applied in this study to 
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analyze the factors affecting possibilities of continuous donation intentions. With 

standard normal random variable z, the probability density function is 

 

f(z) = 

 

The probit model is 

()= [ £  ]= 

 

- 

p 
 
 
 

- 

-¥  p  

The probability p that y takes the value 1 is  

 

= = £b +b =  b +b 

where βi’s are the parameter estimates of the probit model. The estimation of the 

probit model is to maximum the log likelihood function using the Newton-

Raphson algorithm.  

RESULTS 
 

Participation in charitable activities and the donation behavior of respond-

ents are indicated in Table 2. About half of the respondents had attended charitable 

activities at least once a year, but only a quarter of the respondents held memberships 

of charities. The majority of donations were in the form of cash, which is the most 

needed and preferred donation of charities. While donating money to charitable 

organizations, respondents like to hand it over to fundraisers directly (50.96%) or use 

bank transfers (51.92%). Collection boxes do influence some people to drop in 

money. However, the Internet is not a very efficient way to gather donations. For 

those respondents who plan to donate on a continuing basis, about half choose to 

support the same charities. The opinions of respondents who have tendencies to 

donate to different charities reveal that they sometimes feel the charities they have not 

been supporting seem to need money. The average donating times are 6.6 per year, 

roughly once in every two months. The average amount donated is US $368 per year.  

A principal components analysis was utilized in this study to determine the  

proper number of dimensions needed in the factor analysis. The maximum  

likelihood method with varimax rotation was applied in the factor analysis to  

extract the underlying variables to explain the concerns of consumers’ regarding  

charity donations. The first dimension based on the results of the factor analysis  

includes psychological, religious, and tax considerations and is termed  

motivation for donations. The second dimension describes responsibilities to  

assist needy people and to reduce problems in societies, which can be represented 
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as altruism. The third dimension is related to the reputation of the charitable 

organizations, and the fourth dimension indicates involvement in charitable 

activities (see Table 3).  
 

TABLE 2  

PARTICIPATION IN CHARITABLE ACTIVITIES AND DONATIONS  

Participation and donations  

Membership 24.49 (%) 

Attending charitable activities 48.98 (%) 

Charitable donations 

Cash 84.96 (%) 

Goods 32.11 (%) 

Volunteer services 15.45 (%) 

Purchasing merchandise 26.02 (%) 

Channels for donating money 

Hand to fundraisers 50.96 (%) 

Bank account transfers 51.92 (%) 

Credit cards 9.13 (%) 

Drop in collection boxes 35.57 (%) 

Through the Internet 1.44 (%) 

Other 1.69 (%) 

Plan to continue donating money 

To the same charities 45.90 (%) 

To different charities 54.10 (%) 

Average donating times per year 6.6 

Average donating money per year  US $368 

 
 

TABLE 3 

CHARACTERISTICS INCLUDED IN THE FACTORS (FACTOR ANALYSIS) 

Factor 1 Factor 2 Factor 3 Factor 4 

Motivation Altruism Reputation Involvement 

Reduce anxiety Help poor people 

Avoid criticism Capability to donate 

Peer recognition Societal assistance 

Eliminate guilt Reduce problems 

Endorsers Feedback to societies 

Religion Sympathy 

Tax deduction Disaster situation  

 Goodwill  Commitments 

Institutional appeals Activities 

Institutional images Description 

Intention Interest 

Gather information Details 

Purchasing tendency 

Evaluation  
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The searching-behavior patterns are listed in Table 4. The major sources used  

by surveyed respondents to obtain charity information are mass media, 

especially television and newspapers/magazines. Word-of-mouth from family/ 

friends or fundraisers is also a reliable source. Information provided on the 

Internet is relatively less used. This is in accordance with the results 

mentioned above that consumers prefer to hand over money to fundraisers or to use 

bank account transfers instead of the Internet for their monetary donations.  
 

TABLE 4 

CHARITY INFORMATION-SEARCHING PATTERNS OF RESPONDENTS (%) 

Sources of charity information 

Internet 12.08 

Family/friends 27.50 

Television 56.67 

Radio 16.25 

Telephone appeals 0.42 

Newspapers/magazines 45.42 

Fundraisers 26.25 

Fundraising activities 20.83 

Searched information 

Operations of charities 32.11 

Reputation of charities 41.87 

Assisted groups/individuals 41.06 

Financial management 25.61 

Charities’ country of origins 3.66 

Forms of donations 13.41 

Influences of information searching 

Not motivated to donate yet 15.55 

Want to know more, but not ready to donate yet 17.65 

Will donate if more information is provided 38.66 

Want to donate money once 13.87 

Want to donate money on a continuing basis 14.29 

 

The content of charity information for which consumers have searched is  

diverse. The reputation of the charities (41.87%) and the groups/individuals that  

are classified to receive assistance from charities (41.06%) seem to be relatively  

important information to donors. The financial management of charities  

(25.61%) is less of a concern. A charity’s country of origin does not seem to  

interest consumers. These results signal important implications that when  

charities intend to communicate with potential or targeted donors, images related  

to the reputation of the organizations and information about donation recipients  

are more persuasive than is describing how efficiently the donations are managed 
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financially. Where the charities were originally established may be of little 

importance as long as the information provided by charities appeals to potential 

and targeted donors.  

For the influences of searching behavior on donation intentions, respondents  

selected 1 out of 5 options listed in the questionnaire that applied to their personal 

situations. These five levels describe the responses of respondents when receiving 

donation requests from charities, namely, respondents are not motivated to 

donate, want to know more about the charities but are not ready to donate yet, will 

donate if more information is provided, want to donate just once, and want to donate 

on a continuing basis. Results indicate that slightly fewer than 40% of respondents 

select the third level, indicating that they wish to donate if more information is 

available. Another 28% of respondents would donate upon searching charity 

information, either for a single donation (13.87%) or for a period of time (14.29%). 

The results reveal that if sufficient information about charities is provided, more than 

60% of respondents would be willing to donate. Hence, the importance of 

information cannot be overemphasized for charities when seeking monetary 

support.  

In order to discover the factors affecting willingness to donate on a continuing  

basis, binary responses were obtained and utilized in the probit model wherein  

the value of 1 indicates intention to donate on a continuing basis and 0 

indicates no such intention. The four dimensions extracted from the factor  

analysis, demographics of respondents, and other related variables are shown in  

the probit model as the explanatory variables. The results indicate that two out of  

four underlying factors – the reputation of charities and the involvement of  

donors – positively influence willingness to donate on a continuing basis (Table 

5). This result confirms the findings of prior researchers that the organizational  

image of charities affects consumers’ perceptions and behavior (Bennett &  

Gabriel, 2000). Those respondents who hold memberships of charities and who  

attend charity activities are prone to sponsor charities on a continuing basis.  

Individuals with higher income tend to give money for charitable aid. Other  

demographic factors do not significantly influence donation intentions.  

Advertising and reports of charities or their marketing activities have positive  

impacts on donation intentions. Since the sources of charity information for  

consumers are mainly television and newspapers/magazines, detailed reports or  

advertisements of fundraising activities appearing in the media may increase  

consumers’ willingness to donate. The implications of the results are that when  

charities need to deliver information to consumers in marketing activities for  

certain purposes, utilizing advertising or detailed reports via the media can  

effectively enhance consumers’ donation intentions. Since a large portion of  

donations is handed over to charity personnel in cash, trained fundraisers also  

play important roles in persuading donors to provide monetary support.  
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TABLE 5 

INFLUENCES ON WILLINGNESS TO DONATE ON A CONTINUING BASIS (PROBIT MODEL) 

Variables Parameter estimatesa Standard errors p values 

Intercept -1.0854** 0.3243 0.0008 

Factor 1 (motivation) -0.1414 0.1093 0.1954 

Factor 2 (altruism) 0.1412 0.1237 0.2535 

Factor 3 (reputation) 0.2955** 0.1241 0.0172 

Factor 4 (involvement) 0.2374* 0.1366 0.0822 

Membership 0.5121** 0.2447 0.0364 

Involving in activities 0.3768* 0.2079 0.0700 

Income 0.2486** 0.1156 0.0316 

Gender -0.0696 0.2100 0.7403 

Lower educational level 0.3315 0.2377 0.1632 

Younger age range -0.3483 0.2368 0.1413 

Advertising 0.5591** 0.2343 0.0170 

Fundraising activities 0.0538 0.3014 0.8584 

Reports 0.6945** 0.2091 0.0009 

Propaganda 0.0965 0.2374 0.6843 

Telephone appeals 0.4183 1.7116 0.8069 

Charity fundraisers 0.6153** 0.2530 0.0150 

Notes: McFadden’s R2 = 0.3155  
a ** = significant at p < .05, * = significant at p < .10  

 

Based on the implications of the results of our study, the following strategies are 

suggested for charities:  

1) Charities need to encourage donors to attend charitable activities and, 

further, to join their organizations as members.  

2) Fundraising activities need to be held regularly, and fundraising personnel  

 need to be friendly to donors in providing information.  

3) Charities need to provide bank accounts for ease of transferring donations.  

 Set up collection boxes can also be effective.  

4) When charity-related information is provided for donors, comprehensive  

 information is preferred. Emphasizing the overall reputation of charities  

 and the assisted groups or individuals are both influential. Charities’  

 countries of origins need not be highlighted.  

5) Charities can take advantage of the mass media to distribute information  

 and to advertise charities or charitable activities.  

 

DISCUSSION 
 

The market of charitable donations has its own functional system. Under-

standing consumers’ concerns and willingness to donate to charities can provide 
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valuable insights into donation decisions and can be used to form baselines 

for charities in designing marketing strategies. The reputation of charities is 

vital both in gaining the confidence of donors and in persuading potential 

contributors to continue to support the organizations. The more participants 

charities can attract to get involved in their charitable activities, the better support 

charities can obtain from the public.  

The information provided by charitable organizations can be an important way  

to communicate with potential or targeted donors. The strategic plans of the  

charitable organizations can be made more efficient in eliciting donations once  

the concerns of donors are realized. Based on the results of this study, television  

and newspapers/magazines are major sources of charity information for  

consumers. The reputation of charities and the recipients of donations are of more  

concern to donors than is the financial management of the charitable  

organizations. Fewer than 30% of respondents would provide monetary assist-

ance when enquiries about donation are perceived. This figure could be 

increased to more than 60% if more relevant information were to become available 

to potential donors. Hence, the information provided by charities can be critical when 

seeking support from potential contributors.  

In this study we examined the factors affecting consumers’ donations to charities 

and the willingness to continue to support charitable organizations. The restrictions of  

this study are that charities are not further classified into different categories.  

Further researchers may need to gather detailed information of the particular char- 

acteristics for which certain segments of consumers search in specific categories  

of charities. Strategies can then be designed primarily for targeted segments of  

consumers.  
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