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Abstract 

 

This s tudy aimed at d iscover ing the best  combination of  identif iable or 

s tat is t ical  v ict ims ,  pos i t ive or  negative message f raming,  and shocking or 

non-shocking images , to be used in the pos ter des ign of  a char i ty  campaign 

in  order  to  increase wil l ingness  to  donate . In order  to  do so , a  s tudy with a 

2x2x2 between-subjects  des ign was conducted, tes t ing eight d ifferent  pos ter 

des igns .  Manipulation checks  showed that the  200 hundred par t icipants  of 

the tes t (M  = 27.48 (SD = 9.24) ,37.5% male,  61% female, and 1,5% other)  

were able to  correct ly  recognize the three var iables  when they were presented 

with the pos ters .  However,  no s ignif icant  effect  of  message framing on 

wil l ingness  to  donate was  found.  A marginal ly  s ignif icant  effect  of the type 

of  v ictim on wil l ingness  to  donate was  found,  showing a higher  level  of 

wil l ingness  to  donate for  the identif iable vict im.  Shock images were found 

to  have a s ignif icant pos i t ive effect on fear ,  sadness and shock . However, 

shock was  measured by surpr ise and disgus t,  and whereas  surpr ise had a 

pos i t ive effect  on wil l ingness to  donate,  d isgus t  had a negative effect  on the 

wil l ingness to donate.  This  f inding sugges ts  that o ther types  of shock would 

be more benef icial for char i ty campaigns,  combining surpr ise with  other 

offense el ici tor .  Final ly,  the l inear regress ion tes t ing the combined effect  of 

type of  v ict im,  message f raming and shock images did not g ive s ignif icant 

resul ts.  The many non-s ignif icant  resul ts  are due to  the sever al  l imitat ions 

of  the pos ter  des ign and online quest ionnaire. Nonetheless,  the f indings 

about shock images,  shock measurement, and shock effect on wil l ingness to 

donate present meaningful pract ical implicat ions  and present a  good s tar t ing 

point for  fur ther  research.   
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1 ,  Introduction 

 

Nowadays , many prosocial  chari ty campaigns  are des igned to address 

environmental  and societal problems.  However , there are  several ways  in 

which organizat ions  can address an issue.  Vict ims  can be presented as 

identif iable or  s tat is t ical.  Identif iable vict ims  are presented as  individuals 

(or small  groups  such as  a  family)  descr ibed with  detai led personal 

information such as  age, name, face, and specif ic d if f icul t ies (Lee & Feeley, 

2017;  Small  & Loewens tein ,  2003 ).  On the other hand,  s tati s t ical  v ictims are 

presented as  a  large group descr ibed with  only  general  information about  al l 

group members ,  such as  their  country  of  or igin  and common dif f icul ty  (Lee 

et  al . ,  2017).   This s tudy aims at  f inding the most  effect ive pos ter  des igns t o 

increase wil l ingness  to  donate  for both  identif iable and s tat is t ical v ict ims .  

The f ict ional  campaign des igned for  th is  s tudy was  focused on children in 

need of  medical treatments  in  Syr ia , an issue addressed by  well-known 

organizat ions  l ike Save the Children an d UNICEF. These organizations  are 

t rying to  help  thousands of  chi ldren in  Syria  who are suffer ing because they 

don’ t  have access  to  medical t reatments . For th is reason, i t is  extremely 

important to design campaigns  that can help  as much people as poss ible,  not 

only  focus ing on specif ic  individuals .  In order  to  f ind a solut ion,  e ight 

d if ferent pos ters  were des igned, address ing th is same problem in  dif ferent 

ways , and their  ef fect  was  tes ted based on a 2x2x2 between -subjects des ign. 

As a matter of  fact , based on l i terature,  three variables  were identif ied,  to 

f ind the bes t  combination to  increase wil l ingness  to  donate .   

The f irs t var iable was the type of v ict im. The vict im in the pos ter was 

ei ther  identif iable,  g iving a personal  name  (Fatima),  which made i t  poss ible 

to  identify  the vict im,  or  s tat is tical ,  g iving only  an overal l  number  of  the 

chi ldren who are affected by the problem.  The second var iable was  message 
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f raming, which was  ei ther pos i t ive or  negative.  The pos i t ive message framing 

emphas ized the  potential  benef i ts of  the donation, stat ing how the children 

or Fat ima would have benef i ted f rom the donation.  On the other hand, the 

negative message framing emphas ized the potential  loss  for  the vict im if  the 

donations  were not  provided.  Final ly ,  the th ird  variable cons idered was  the 

use of shocking images.  Two images  were used,  the shocking one showing a 

chi ld  with  blood and bruises  on her  face,  and the pleas ing (or  non -shocking) 

one showing the same child without  b lood and bruises.   

The effects of type of  v ict im, message f raming, and shock images on 

wil l ingness  to  donate or  donating behavior  have already been tes ted by 

previous s tudies. This s tudy aims at  d iscover ing what the best  combination 

of  these three elements  to increase the wil l ingness  to  donate fo r  both 

identif iable and s tat is t ical  v ict ims  is .  

 

2.  Theoret ical  framework  

 

As highlighted by Grins tein,  Hagtvedt  and Kronrod (2018),  achieving the 

in tended goal is  chal lenging, and these campaigns of ten turn out  to  be 

ineffect ive.  Fur thermore, as can be found in  the l i terature,  individual 

identif iable vict ims seem to  att ract more donations than s tat is t ical  v ict ims . 

However ,  i f  the same amount of money were used to  help  more vict ims ,  the 

people who would benef i t  would be more, leadi ng to  bet ter  overal l  ef fects 

(Loewens tein ,  Small & Strnad, 2005 ; Small ,  Loewens tein & Slovic, 2005) . 

At the same t ime, Loewens tein et a l.  (2005)  argue that even if rais ing money 

for specif ic  v ict ims might  d is tor t a id allocat ion, i t  might s t i l l be more 

effect ive than rais ing money for s tat is tical v ict ims , since i t  would resul t in 

a  lower  amount of  donations .  Therefore, th is  s tudy wil l  cons ider  char i ty 

campaigns  address ing identif iable vict ims and those address ing s tat is t ical 

v ict ims of equal  importance ,  aiming to find a solut ion to improve wil l ingness 

to  donate for  both  s tat is t ical and identif iable vict ims .  

Three main antecedents  of  wil l ingness to  donate have been identif ied 

in  the l i terature: pos i t ive or  negative message framing,  use of  shock images , 

and the use of identif iable or  s tat is t ical v ict ims . Therefore, the effect  of  each 
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of  these elements and their  in teract ion is  inves t igated to  f ind the bes t 

combination to increase the wil l ingness  to  donate.  

 

2.1 Identif iable and stat ist ical v ict ims  

 

As mentioned above. identif iable vict ims are descr ibed with detai led 

personal  information such as age, name,  face,  and specif ic d if f icul t ies  (Lee 

& Feeley, 2017 ; Small  & Loewens tein,  2003 ).  On the other  hand,  s tat is t ical 

v ict ims  represent  as  a  larger  group descr ibed only  by general  information, 

such as  their country  of  or igin and common dif f icul ty (Lee et  al. ,  2017) .   

The identif iable vict im effect (IVE) , which def ines the tendency 

people have  to  donate more to  identif ied individual  v ict ims  rather  than  to 

unidentif ied s tat is t ical  vict ims ,  has  been widely  inves t igated in  the 

l i terature . As s ta ted by Kogut (2011) , people seem to be more generous  and 

wil l ing to  contribute towards  identif iable vict ims ,  even when t he 

identif icat ion does  not  convey any meaningful  information about  the victim . 

According to  Cryder  and Loewens tein  (2011) ,  just  knowing the age,  gender , 

or  hair color of  a v ict im makes  people value more his  or her  l ife than jus t a 

s tat is t ical  v ict im.  As a resul t,  identif iable vict ims  tr igger  a s tronger 

emotional  appeal , more empathy, and more dis tress , resul t ing in  more 

donations  (Lee et  al. ,  2017 ;  Kogut 2011) . Fur thermore,  identif iable vict ims 

can at tract  more donations  because  i t  is  c lear  where the money of  the 

donation is going,  how many people are at r isk ,  and the vict im represent s the 

whole reference group (Garcia, Massoni , and Vil leval , 2018; Jenni et  al . ,  

1997) . Indeed,  as argued by Garcia et a l .  (2018) ,  a donation that  may have 

ambiguous cos ts  or  ambiguous benef i ts can lead to  excuse -dr iven behavior 

and result  in  lower  donations.  

However ,  identif iable vict ims  do not necessar i ly  at tract more 

donations than s tat is t ical v ict ims . As argued by Kogut (2011) , people of ten 

try to f ind a jus tif icat ion to reduce their anxiety  and persuade themselves 

that  no in jus t ice occurs.  Thus ,  they of ten f ind a reason to jus t ify  the 

wrongness by blaming the vict im,  especially  in the case of weak people and 

groups  such as refugees , people with AID S,  unemployed people, e lder ly and 

poor  people (Kogut,  2011).  When the vict im is  perceived as  respons ible for 
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the problem,  the in tention to  agree with  the cause and the in tention to  help 

is  decreased compared to  an unidentif ied vict im in the same s i tuat ion ,  as 

identifying the vict im can lead to more benef icence or  more  punishment 

(Kogut,  2011;  Loewens tein  et  a l. ,  2005) . Empathy is  a  crucial  dr iver  of 

prosocial  behavior  and is t r iggered by identificat ion and perceived need 

(Grins tein et  a l.  2018).  

 For th is reason, identif iable vict ims are expected to tr igger more 

empathy,  as  identif icat ion and perceived need are antecede nts  of  empathy 

(Grins tein et  a l. ,  2018;  Lee et  al . ,  2017; Kogut 2011).  Both emotional and 

analyt ical  elements  can motivate people to  help  (Er landsson,  Västf jal l.  

Sundfelt  & Slovic, 2016) .  Moreover , identif icat ion is  found to help only 

s ingle vict ims  withou t affect ing groups  of  v ict ims (Kogut & Ritov,  2005).  

Final ly ,  Er landsson et  al.  (2016)  suggest  that  both  analyt ical  and 

emotional  arguments  can be benef icial  for  a  char i ty  campaign ,  but  mixing 

dif ferent arguments , could be detr imental .  A s tudy conducted by  Small  et  a l.  

(2005) demonstrated that  including s tat is t ics alongs ide an identif iable vict im 

lowers the donations’  amount , maybe because people become unsure that  the 

identif ied vict im would receive the donation.   

 

H1a: Identif iable vict ims , as opposed to s tat is t ical v ict ims , have a pos i t ive 

effect on wil l ingness  to donate.  

 

H1b:  The effect of type of v ict im on wil lingness to donate  is mediated by 

empathy . 

 

H1c: Identif iable vict ims , as opposed to s tat is t ical v ict ims ,  have a pos i t ive 

effect on empathy 

 

2 .2 Message framing 

 

In th is s tudy, message framing refers to  the use of  negative (or loss -f ramed) 

messages and pos i t ive (or gain - framed) message (Smith & Petty , 1996) .  

According to Chang and Lee (2009) , both  posi t ive and negative message 

f raming is shown to be more effect ive than neutral ly f ramed messages . 
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Indeed, negative message framing  can make people feel more concerned 

about potential loss  and more compelled about  donating,  i t  can be more 

persuas ive,  and i t  can be more effect ive in grabbing at tent ion  (Chang et al .  

2009) .  At the same t ime,  pos i tive message f raming can make the goal  feel 

more at tainable compared to negative message framing and can faci l i ta te 

wil l ingness  to help  (Chang et  al . ,  2009) .  Indeed,  framing a message as 

pos i t ive,  for  example,  by s tat ing how many people would be helped by a 

donation,  ins tead of  tel l ing how many people are in danger might  increase 

the feel ing of  having an impact .  Even if  people declare to  be equally 

concerned about  potential r isk and cer tain risk,  they tend to be unconscious ly 

more concerned  toward the vict im when a large por t ion of  the reference group 

is  subjected to  a  cer tain r isk  (Jenni & Loewens tein , 1997) . When framing a 

message as  pos i t ive by s tat ing  the number  of  people that  would benef i t  f rom 

the donation,  the benef iciar ies  would cons t itu te  100% of the reference group.   

 

H2: Pos it ive message f raming, as  opposed to negative message f raming, 

pos i t ively  inf luences  wil l ingness  to  donate  

 

2.3 Shock images  

 

The use of  shock images  is increasingly  popular  in  adver t is ing ,  also in  the 

philanthropic context  (Jansen,  2015 ; Cockri l l  & Parsonage, 2016 ).  However, 

i t  is  ef f icacy in the char i ty  donation context  st i l l  has  to be tes ted.  According 

to  Dahl ,  Frankenberger ,  and Manchanda (2003) ,  shock images  are found to 

draw at tent ion,  faci l i ta te memory,  and tr igger actual behavior  thanks to  i ts  

fear appeal . However , if  a solut ion to the problem is not presented in the 

adver tisement and if  the audience feels  direct ly threatened by the danger ,  

t r igger ing fear  might  backf ire  and result  in lower  at tent ion engagement,  low 

recal l ,  and low f inancial  contr ibution  (Jansen,  2015) .  S imilar ly,  Albouy 

(2017) found that  negative emotions such as sadness , fear ,  and shock are 

found to  improve helping behavior because of defense reflexes , correct ive or 

compensatory act ions,  and mil i tant involvement.  However,  if excess ively 

tragic visuals  are used,  the effect  is  reversed ,  g iving a feel ing of 

helplessness, cognit ive rumination, and reac tance, thus reducing char i table 
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g iving. Fur thermore,  Jansen (2015) argues that  shock images do not  seem to 

affect at tent ion holding  and memory, contrary to what  Dhal  et a l .  (as  ci ted 

by Jansen 2015)  had found.  Accordingly ,  shock images  can capture people 's  

at tent ion,  but  they are not  enough to  keep them interes ted and make them 

wil l ing to  donate.   

 

H3a:  Shock images ,  as  opposed to  pleas ing visuals ,  have a pos i t ive impact 

on wil l ingness  to  donate  

 

H3b:  Shock images '  effect  on wil l ingness  to  donate is  mediated by sadness , 

fear , and shock.  

 

 Moreover, Grins tein  et a l.  (2018) inves tigated the role of appealing and 

unappealing images  to  t r igger  prosocial  behavior .   Attract ive individuals  are 

found to  get more at tent ion and bet ter  treatment , as  pleasing vis uals are 

benef icial  to  tr igger  identif icat ion and empathy (Grins tein et  a l. ,  2018) . 

Displeas ing visuals  are found to  increase the perceived need, which would 

be benef icial to  enhance the helping behavior  in favor of groups of s tatis t ical 

v ict ims (Grins tein  et a l. ,  2018) . According to th is f inding, shock images 

might  be benef icial  to  increase the will ingness  to  donate in  favor  of 

s tat is t ical  vict ims .  Furthermore,  us ing shock images  together  with  a  negative 

message (as well  as non-shocking images together  with  pos i t ive message 

f raming) might  improve congruency,  resul t ing in  a more effective overal l 

des ign (Chang et al .  2009) .  

 

H4a: Combining identif iable vict ims with  pleas ing visuals  and pos i t ive 

message framing has  a pos i t ive impact  on  wil l ingness to  donate , compared 

to  combining identif iable vict ims with shock images  and negative message 

f raming 

 

H4b:  Combining s tat is t ical  v ict ims  with  shock images and negative message 

f raming has a pos i t ive impact  on  wil l ingness to donate , compared to 

combining s tat is t ical v ict ims with pleas ing visuals  and pos i t ive message 

f raming . 
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Figure 1 .  Conceptual  model  
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3 .  Method 

 

3 .1 Part icipants   

 

Par t icipants  were found by convenience sampling ,  aiming for  a  sample of 

200 people.  Convenience sampling is  a non-probabil i ty sampling where  

par t icipants  can be  selected because of  easy access ibi l i ty,  avai labi li ty , and 

wil l ingness  to  par t icipate ( Etikan,  2016).  The only l imitat ion imposed on the 

sample was that par t icipants ’ age had to be over 18 years , as  par t icipants had 

to  be potential  donors for char i ty campaigns . Par t icipants  meeting these 

cr i ter ia were reached online through social media.  The online ques t ionnaire 

was  indeed the most  access ible  data col lect ion method for our  par t icipants .   

In to tal,  the sample of the s tudy cons is ted of 200 par t icipants (37.5% 

male,  61% female and 1,5% other)  with  a  mean age of  M  =  27.48 (SD = 9.24) . 

Regarding par t icipants '  occupation,  68% were s tudents , 24% were employed, 

3 .5% were currently unemployed,  and 4.5% selected “other” as  an option. 

Regarding nat ionali ty,  13% were Dutch, 12.5% were German, 23% were 

I tal ian,  and 51.5% selected “other” as  an option.   

 

3.2 St imulus material  

 

The s tudy  cons is ted of  a  2x2x2 between-subjects des ign. Thus,  eight 

pos ters  were des igned ,  with  dif ferent combinations of s tat is t ical  or 

identif iable vict ims,  pos it ive  or negative message f raming,  and shocking or  

non-shocking images  (see f igure 2) .  Below each pos ter ,  in  f igure 2 , the 

percentage of par t icipants  who were exposed to i t  is  repor ted.  
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Figure 2 .  Posters des ign 
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3.3 Pre-tes t 

 

In  order  to  make sure that  the message framing, type of  v ict im, and image s  

were perceived as  planned,  a pre - tes t  cons is t ing of  ten  individual  

quali tat ive in terviews  was des igned.  The in terviews  were conducted 

through Skype video cal ls  or in -person with  two exper ts  and eight potenti al 

members  of  the s tudy’s  sample.  

For  the pre - tes t,  two contexts  were des igned.  The f irs t  one about  

migrants in  the Mediterranean Sea and the second one about chi ldren in 

Syr ia .  Firs t,  the ten in terviewees were provided with  a  def ini t ion of  

identif iable vict ims and s tat is t ical  v ict ims . They were asked to  what  extent 

they cons idered each of  the fol lowing eight  s tatements  ( four for  each 

context)  to  refer  to  s tat is t ical  or identif iable vict ims . Almost  every 

par t icipant was able to  recognize al l of the eight s tatements correct ly .  

Par t icipants were then presented with  four  images,  two for  each 

context .  For  each image, par t icipants  were asked  how surpr ised and 

shocked they fel t  when looking at  the image.  The f irst  and second images 

were the shocking image  and the non-shocking image for  the migrants ’  

context  (Car leton & Garen, 2018; Harr is,  2018) .  The  th ird  and four th  

images were the non-shocking image and the shocking image for  the 

chi ldren’s  context .  The four th  image was  a non -copyrighted image retr ieved 

f rom Pixabay.com, while  the th ird  image was  the same picture edi ted with 

Adobe Photoshop 2020.  After  evaluating each image, they were f inal ly 

asked which one did they f ind to be the most  shocking and which one did  

they f ind to  be the leas t  shocking.  Half of the par t icipants  referred to the 

f i rs t  image as  the most  shocking;  the other half referred to  t he four th 

picture as  the most shocking.  Thus , the shocking images  of  the two 

contexts were found to be equally  shocking.  However , mos t of the 

par t icipants  selected the th ird  image as  the leas t shocking, and some 

referred to the second one as "s l ightly  less  shocking than the f irs t  one." 

Therefore,  the two images of the chi ldren 's context  showed a broader 

dif ference in the shock level , compared to the migrant 's  context  images . 

For  th is reason, chi ldren 's  context  images  were preferred for the s tudy ,  



 

 13 

even though a few par t icipants  pointed out that  the non -shocking one "was  

clear ly photoshopped." 

The f inal  sect ion of the pre - tes t tes ted message framing.  Par t icipants  

were informed about  the meaning of  pos i t ive and negative message 

f raming. Then,  the same sentences that were shown in the f irs t sect ion were 

presented in  a  different  order , asking par t icipants  to  rate  to  what extent  

they cons idered each s tatement to have a pos i t ive or  negative message 

f raming.  In order  to avoid confounding variables,  in  every s tatement with 

identif iable vict ims,  the same name was  used.  Every s tatement showing a 

pr ice for  the donation displayed the same pr ice of 20€, and in order  to 

make the s tatements realis t ic,  data  regarding the pr ice and benef i ts were 

retr ieved f rom or  inspi red by a real  donation campaign f rom UNICEF, 

UNHCR, MSF, and Open Arms.  

 Fur thermore, data about  the number of deaths in the Mediterranean 

Sea was  retr ieved from the UNHCR reports  (UNHCR, 2020).  Regarding 

message f raming,  most  par t icipants  gave wrong answe rs to  s tatements  6  and 

8 ,  while  giving the right answers  to  al l  of  the other s tatements .  Almost  

every par t icipant  was  found to have no doubt  when asked to  recognize 

s tat is t ical and identif iable vict ims . Thus,  four messages  were selected for  

the s tudy, rela ted to  the chi ldren 's  context  

 (one pos i t ive and  one negative for  the s tatis t ical v ict im,  one pos i t ive and 

one negative for  the identif iable vict im).  Therefore,  the  s tatement about  the 

number  of  deaths in  the Mediterranean Sea was  adapted to  the Syr ian 

context ,  using data from SOHR (SOHR, 2020) .  These s tatements,  together  

with the images  of the chi ld ,  were put  together  in  a des ign inspired by 

char i ty  campaign posters  by Save the Children.  Finally , the logo of a  

f ict ional  organizat ion was  added. The logo of a  real  organizat ion was  not 

used in order  to avoid biases  given by previous  exper iences  with  the brand . 

 

3.4 Procedure and measures 

 

The fol lowing procedure was  approved by the Ethical  Committee BMS of  

the Univers i ty of  Twente.  Each par t icipant was  presented with  one vers ion 

of  the pos ters . After  the vis ion of the pos ter s,  par t icipants  were asked to  
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self- report  their  emotions  and wil l ingness  to  donate on  a  7-point  Liker t  

scale , ranging f rom s trongly disagree to  s trongly agree (Ba bbie, 2016 ; 

Dahl,  Frankenberg, Manchada 2003 ) (see ques t ionnaire in  appendix) .  

Empathy  was measured as a  combination of  perceived need and 

identif icat ion ,  on a 4 - i tem scale adjus ted from Grins tein et  a l.  ( 2018)  3-

i tem scale with the addit ion of  "I  feel  that  the vict im(s) need(s ) help ,"  to  

bet ter tes t perceived need  (α= .79) . According to  the Differential  Emotions  

Scale (DES) ( Izard, 1982) , sadness  was  measured by three i tems : 

downhear ted,  sad,  and discouraged  (α= .60) .  Fear  was measured within f ive 

components : fearful,  nervous , scared,  nauseated, and uncomfortable  (α= 

.81)  (Block & Keller,  1995) . Since  images  showing blood and harm were 

used as  shocking images  and surpr ise is  the other  component  of  shock 

(Dahl  et a l . ,  2003) , the s ix  components in the  DES referr ing to disgus t  (α= 

.70)  and surpr ise  (α= .69)  were used.  Finally ,  wil l ingness  to  donate was  

measured by a 4 - i tem scale (α= .95) adapted from Mittelman and Rojas -

Mendez (2018) . 

At the end of the ques t ionnaire,  manipulat ion checks  were included 

in  order  to tes t  if  the type of v ict im,  message framing, and images were 

perceived in  the in tended way. Par t icipants  were asked to agree or d isagree 

on a 7-point  Liker t scale  with  s ix  s tatements , two per  antecedent.  

 

4 .  Results  

 

4 .1 Manipulat ion checks  

 

Independent t - tes ts  were conducted to  tes t the above -mentioned 

manipulat ion checks . Firs t,  the mean results  of  the two s tatements about  the 

type of v ict im were compared with the s tatis t ical or identif iable vict im  

condit ions . The results were s ignificant,  t  (198)  = -  5.00,  p < .01,  showing 

a difference in  means  between s tat is t ical vict ims  ( M = 2.87, SD = 1.10) and 

identif iable vict ims ( M = 3.62, SD = 1.02). Secondly, the mean results of 

the two s tatements  about  message framing were compared with pos i t ive or 

negative message f raming condit ions .  The resul ts were s ignif icant,  t (198)  

= - 4 .05,  p < .01,  showing a difference in  means between negative message 
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f raming (M = 2.99, SD = 1.35)  and pos i t ive message f raming ( M = 3.77, SD 

= 1.37) .  Thirdly,  the mean results  of  the two s tatements  about  images  were 

compared with  shock or p leas ing image condit ions .  The resul ts  were 

s ignif icant , t  (198)  = -  4.66,  p < .01,  showing a dif ference in means  

between pleas ing image (M = 4.38,  SD = 1.27) and shock image (M = 5.18, 

SD = 1.16).  These resul ts suggest  that  par ticipants  correct ly recognized al l  

the condit ions .  

 

4.2 Effect of  type of  v ict im on wil l ingness  to  donate  

 

A mediat ion analys is  was  used to  tes t  if  the effect  of  type of v ictim on 

wil l ingness  to  donate is  mediated by empathy  (H1b)  (see f igure 3) . The 

s tat is t ical model  showed a non-s ignif icant  effect of type of  v ict im on 

empathy,  b  = .12, s .e . = .17, p= .47, 95% C.I.  ( -  .21,  .46) .  A s ignif icant  

effect of empathy on wil l ingness  to  donate was  found,  b  = .93, s.e . =  .06,  

p< .01,  95% C.I . ( .80,  1 .06).  Fur thermore,  a  marginal ly  s ignif icant  pos i t ive 

direct ef fect  of  type of  v ict im on wil l ingness to donate was found,  b  = .28, 

s .e.  = .15, p= .07, 95% C.I . ( - .59 , .03),  meaning that par t icipants  presented 

with identif iable vict ims  had a higher  wil l ingness  to  donate  (H1a) . No 

s ignif icant  correlat ion was  found between type of v ict im and empathy r  = -

.53,  p  = .46, n  =  200.  A s ignif icant  correlat ion was  found between empathy 

and wil l ingness  to  donate r  =  .71,  p  < .01 , n  = 200. No s ignif icant  

correlat ion was found between type of  v ictim and wil l ingness  to donate,  r  =  

-  .05, p  =  .46,  n  = 200. According to  these resul ts,  the nu ll-hypothesis was 

not  rejected.  
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A l inear regress ion tes ted the effect  of  the type of v ict im on empathy 

(H1b).  No s ignif icant in teract ion was  found,  F  (1,198)  = .52, p  =  .47.  As  

previous ly mentioned, no signif icant  correlat ion was  found between the 

type of v ict im and empathy.  Therefore , the null-hypothes is was not  

rejected.  

A l inear regress ion tes ted the effect  of  type of  vict im on wil l ingness 

to  donate (H1a).  No s ignif icant  in teract ion was  found,  F  (1 ,198)  = .56,  p  = 

.46.  Fur thermore,  as  previous ly  mentioned,  no s ignif icant  correlat ion was 

found between the type of  v ict im and wil lingness  to  donate. Therefore,  the 

null -hypothes is  was  not rejected.  

 

4.3 Effect of  message framing on wil l ingness to donate  

 

In  order  to  tes t H2,  a  l inear regress ion analys is  tes ted the effect of  message 

f raming on wil l ingness to  donate. No s ignif icant effect  was  found, F  

(1 ,198)  = 2.10,  p  = .15. Fur thermore,  no s ignif icant  correlat ion was  found  

between message framing and wil l ingness to  donate,  r  =  .10,  p  = .15, n  =  

200.  Therefore,  the null -hypothes is was not  rejected.  

 

4.4 Effect of  shock images on wil l ingness to donate  

 

Four  mediat ion analyses  were run to test  i f the effect  of  shock images  on 

wil l ingness  to  donate was mediated by fear,  sadness  and shock (measured 

by surpr ise and disgus t)  (H3a) . The f irs t model  tes ted if  the effect of shock 

images on wil l ingness  to  donate mediated by fear  (see f igure 4) .  The model 

showed a s ignif icant effect  of shock images  on fear,  b  = .43, s.e . =  .17,  p= 

.01,  95% C.I . ( - .10, .77),  meaning that  part icipants  presented with  shock 

images presented a higher level of  fear . Fur thermore,  a s ignif icant effect  of 

fear  on will ingness to donate was  found,  b  =  .24, s.e . =  .09,  p= .01, 95% 

C.I.  (.06,  .42) . The direct  ef fect  of  shock images on wil l ingness  to  donate 

was  found to  be non-signif icant  b  =  .19,  s.e .  = .22, p= .40, 95% C.I .  ( -.25,  

.63) .  A correlat ion was  found between shock images and fear , r  = .18, p  =  

.01,  n  = 200, and between fear and wil l ingness  to  donate r  =  .19,  p  =  .01,  n  
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= 200. No correlat ion was  found between shock images wil lingness to 

donate,  r  =  .09,  p  = .19, n  =  200. 

 

 

 

 

 

 

 

 

 

Figure 4 .  

 

The second model  tes ted if the effect  of  shock images  on wil l ingness  

to  donate is  mediated by sadness  (see figure 5) .  The model showed a 

s ignif icant  effect of  shock images  on sadness ,  b  = .34, s .e . = .16, p= .03, 

95% C.I . ( .03,  .65) ,  meaning that  par t icipants presented with  shock images 

presented a higher level of  sadness .  A s ignif icant effect  of  sadness  on 

wil l ingness  to  donate was found b  = .51, s.e .  = .09, p< .01 , 95% C.I .  ( .32, 

.69) .  A non-s ignif icant  d irect effect  of shock image  on wil l ingness  to  

donate was found, b  =  .12,  s .e.  =  .21,  p= .57,  95% C.I . ( -  .30,  .53) .  A 

s ignif icant  correlat ion was  found between shock images  and sadness  r  =  

.09,  p  = .19, n  =  200,  and between sadness and wil l ingness to donate,  r  = 

.36,  p  < .01 , n  =  200.   
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The third model  tes ted if the effect  of shock images on wil l ingness  to 

donate is  mediated by surpr ise  (see f igure 6) . The model  showed a 

s ignif icant  effect of  shock images  on surprise, b  =  .12,  s .e.  =  .16,  p= .46,  

95% C.I . ( - .20 , .45),  meaning that  par t icipants presented with  shock 

images presented a higher level of  surpr ise .  Fur thermore,  a s ignif icant 

effect of surpr ise on wil l ingness to donate was  found, b  =  .46,  s .e .  =  .09,  

p< .01,  95% C.I . ( .29,  .64) . The direct  ef fect  of shock images  on 

wil l ingness  to  donate was found to  be non -s ignif icant , b  =  .23,  s .e.  = .21, 

p= .27,  95% C.I . ( -  .18,  .65) .  No s ignif icant  correlat ion  between shock 

images and surprise  was found , r  =  .05,  p  =  .46, n  =  200.  A s ignificant 

correlat ion was found between surpr ise and wil l ingness  to donate ,  r  =  .35,  

p  < .01 , n  =  200. 

 

 

 

 

 

 

 

Figure 6 .  

 

The four th  model tes ted if the effect  of  shock images  on wil l ingness  

to  donate is  mediated by disgust  (see f igure 7) .  The model showed a 

s ignif icant  effect of  shock images  on disgus t , b  =  .57,  s .e.  = .18, p< .01,  

95% C.I . ( .21,  .93) ,  meaning that  par t icipants presented with  shock images 

presented a higher level of  d isgus t . Moreover , a  s ignif icant  effect  of  

d isgus t  on wil l ingness to  donate was  found,  b  =  -  .24,  s .e.  = .08, p= .01,  

95% C.I . ( - .41, - .07).  Final ly , a  marginally  s ignif icant  direct effect  of  

shock images  on wil l ingness  to  donate was found,  b  = .43, s.e . =  .22, p= 

.06,  95% C.I . ( - .01 , .87).  A s ignificant correlat ion was  found between 

shock images  and disgus t,  r  =  .21,  p  < .01 , n  =  200,  and between disgus t 

and wil l ingness  to  donate, r  =  -  .17,  p  = .01,  n  = 200. According to  these 

resul ts,  the null -hypothesis was rejected  
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Figure 7 .  

 

A l inear regress ion tes ted the effect  of shock images on wil l ingness  to 

donate (H3b) . No s ignif icant in teract ion was found, F  (1,198) = 1.715, p  = 

.19.  Fur thermore, as  previous ly  mentioned,  no correlation was  found between 

shock images  and will ingness  to  d onate.  Therefore,  the null -hypothes is was 

not  rejected.  

 

4.5 Effect of  type of  v ict im, shock images  and message framing on 

      wil l ingness  to  donate 

 

A linear regress ion tes ted the effect  of  type of  vict im, shock images,  and 

message framing on wil l ingness to donate (H 4a, H4b) . No s ignif icant effect 

was  found, F  (1,199) = 1.715, p  = .96. Accordingly , as previous ly repor ted, 

no correlat ion was found between the type of v ict im and wil lingness to 

donate,  between message f raming and will ingness  to donate,  and between 

shock images  and wil lingness to donate.  Furthermore,  no s ignificant 

correlat ion was found between type of victim and shock images ,  r  < .01, p  = 

.99,  n  = 200. Moreover , no s ignif icant correlat ion was found  between type 

of  v ict im and message f raming, r  = .01, p  = .88,  n  = 200 . Therefore,  the null -

hypotheses  were not  rejected.  
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Overview of results from tested hypotheses 

 Results 

Hypothesis    

H1a 

H1b 

H1c 

H2 

Not supported 

Not supported 

Not supported 

Not supported 

Not supported 

Supported 

Not supported 

Not supported 

H3a 

H3b 

H4a 

H4b 

  

 

Table 1 .  

 

5.  Discuss ion 

 

This s tudy aimed at analyzing the effect type of  v ict im, message f raming,  

and shock images on wil l ingness to donate in  the context  of  a char i ty 

campaign,  in  order  to  f ind the bes t combination to  increase wil l ingness to 

donate.  Based on the l i terature,  a mo del  was  tes ted where the effect of  type 

of  v ict im (s tat is t ical  or identif iable vict im) on wil l ingness  to  donate was 

mediated by empathy,  the effect of  shocking or  p leas ing images  was 

mediated by sadness , fear  and shock and message f raming (pos i t ive or  

negative)  had a direct effect  on wil lingness  to  donate.  In  th is  sect ion, 

resul ts from data analys is and f indings  are discussed.  

 

5 .1 Type of v ict im 

 

Manipulat ion checks sugges ted that par ticipants  correct ly identif ied 

s tat is t ical and identif iable vict ims . Results conf irmed the s trong correlat ion 

between empathy and wil lingness to donate.  However , the type of  v ict im 

was  not  found to have a  s ignificant effect  on empathy , and the effect  of the 

type of v ict im on wil l ingness  to  donate was  only marginal ly  s ignif icant . 

These f indings  were  in contras t  with  l i terature , as  empathy is  found in  the 

l i terature to  be one of  the cr i t ical factors  that  explain the effect  of type of  

v ict im on wil l ingness  to  donate  (Cryder  et a l . ,  2011;  Lee et al . ,  2017;  
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Kogut 2011).  However,  the marginally  s ignif icant  d irect ef fect  of  the type 

of  v ict im on will ingness to donate supported the l i terature findings  by 

conf irming the IVE (Kogut,  2011) .   

A poss ible  reason why the type of  v ict im did  not  affect empathy and 

only a  marginal  impact  on wil lingness to donate could be the pos ter 

v isuals.  Indeed, s tat is t ical  and identif iable vict ims  were dif ferentiated by 

the framing of  the text , whereas the images  and other  des ign elements 

s tayed the same.  All  par t icipants  were shown the image of a  chi ld looking 

at  them.  This image may have increased the identif iabi l i ty of the vict im,  

even when the textual  message was f ramed as s tat is t ical  (Cryder  et a l . ,  

2011;  Kogut 2011).  Another  reason why the type of  vict im did  not g ive the 

expected resul ts ,  even if the manipulat ion checks  sugges ted a correct  

unders tanding f rom par t icipants ,  l ies  in  the phras ing of  the s tatements used 

for the manipulat ion check.  Indeed,  the second s tateme nt used to check the 

manipulat ion of  the type of v ict im ("The vict im was representat ive of a  

larger populat ion")  may have been ambiguous .  Par t icipants  could have 

in terpreted the victim as  a specif ic  identif iable individual and, at  the same 

t ime,  cons ider  the vict im as  representat ive of o ther  people in  a s imilar 

s i tuat ion.  

 

5.2 Message framing 

 

Manipulat ion checks sugges ted that par ticipants  correct ly identif ied 

pos i t ive and negative message f raming.  However , when tested, no effect of 

message f raming on wil l ingness  to  donate was  found. In  contras t with  

l i terature, th is  would sugges t that framing a message as  pos i t ive or  

negative has no impact  on the wil l ingness  to  donate.  One explanation for  

th is resul t may be that both  pos i t ive and negative message f raming is found 

to  have a more pos i t ive impact  on wil l ingness  to donate,  compared to  

neutral  framed messages  (Chang et  al. ,  2009) . Indeed,  even though 

messages  f ramed as  pos i t ive are usually more favored by consumers (Shiv, 

Edell  and Payne, 1997) , negatively  f ramed messages are found to  work 

bet ter in  high -risk  s i tuations . At the same t ime,  according t o Shiv et  a l.  

(1997),  negative message framing is  expected to work bet ter in case of  an 
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impulse purchase. As  th is  s tudy required par t icipants to ref lect  on the 

pos ters  and rate a  large number of  s tatements about  their impress ions  and 

emotions,  the effect iv eness  of  negative message f raming may have been 

lowered.   

Therefore,  as  no neutral message was  included in  the s tudy,  no 

dif ference between the two groups would emerge. Fur thermore,  the context  

of  char i ty  donations for  chi ldren in  a war  zone may have inf lu enced these 

resul ts.   

 

5.3 Shock images  

 

Manipulat ion checks sugges ted that par ticipants  correct ly identif ied shock 

and pleas ing images.  Even if  a  d irect  ef fect  of shock images  on wil l ingness  

to  donate was not  found, results showed an indirect  ef fect  media ted by 

sadness,  fear , and shock (measured as surpr ise and disgus t).  According to  

Hayes  (2009) , the reason why the direct effect  is  non -s ignif icant  while al l  

indirect  ef fects  are s ignif icant is  that the effects  of  the mediators  end up 

canceling each other .  One reason is probably that d isgus t  has a  negative 

effect on wil l ingness  to donate,  while the other mediators  have a pos i t ive 

effect.  These f indings  are in  l ine with the li terature. Indeed,  according to 

Albouy (2017),  fear , sadness , and shock improv e defense ref lexes,  

correct ive or compensatory act ions ,  and mil i tant  behavior,  thus  increas ing 

helping behavior.  The f indings of th is  s tudy match with those of  Dahl et  a l.  

(2003),  in  contras t with  the f indings of Jansen (2015) , showing fear to have 

a pos i t ive effect on wil l ingness  to donate.  

Moreover , conf irming the f indings  of  th is  s tudy, Allred and Amos 

(2018) argue that even if  us ing disgus t ing images can evoke more empathy,  

i t  has  a negative effect  on donating in tention, because disgus t  induces 

people to manage their mood with  avers ion,  ins tead of  taking act ion.   

 

5.4 Combined effect of  type of  v ict im,  message framing and shock  

      images 
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No s ignif icant combined effect could  be expected.  The las t  two hypotheses  

(H4a,  H4b) aimed at  tes t ing the assumption that  the two different  

combinations would have both  had a pos i tive effect  on wil l ingness to 

donate,  tes t ing verbal -visual congruency in  the context of child  pover ty ,  as 

advised for  further research by Chang et  al.  (2009).  However , g iven the 

resul ts,  these assumptions could not be tested in th is  s tudy.  

 

6.  Limitat ions  

 

This s tudy presented several  limitat ions.  Firs t of al l,  as  the data col lect ion 

had to  be conducted dur ing the quarantine imposed because of  the COVID -

19 pandemic, the des ign of  the s tudy and the sampling method were 

negatively  affected.  Indeed, des igning an online ques t ionnaire for  a s tudy 

in  the context of  char i table giving r isk  to  bias the resul ts.  Firs t  of al l ,  

social des irabi l i ty  may result  in  par t i cipants  over- repor t ing their  

wil l ingness  to  donate (Lee & Sargeant ,  2011).  Fur thermore,  measur ing 

wil l ingness  to  donate in a  f ict ional  scenar io ,  where par t icipants do not  have 

to  use their  real  money,  can give unreal is t ic  resul ts .  

  Regarding the sampling method, convenience sampling resul ted in 

having the ques t ionnaire answered by random people on social media.  This  

may have lowered par t icipants '  interes t  in  f i l l ing the survey inaccurately  

and paying at tent ion to  the requests,  resul t ing in  a low complet ion rate and 

poss ibly lower quali ty resul ts .   

  Even though the manipulation checks  showed that  par t icipants  

correct ly  recognized the manipulat ions ,  the outcomes  were not  as  expected 

in  most cases.  During the pre - tes t ,  the var iables we re tes ted individually,  

without showing the f inal  pos ter  des ign with  the type of  v ict im,  message 

f raming, and shock images  combined.  This might explain why message 

f raming and type of  v ict im did not g ive s ignif icant  resul ts,  has  there may 

have been suppress ing var iables.  

 

7.  Further research 
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This s tudy aimed at inves tigat ing the effect  type of  vict im, message 

f raming, and shock images  in  char i ty  campaigns  in  the context of  chi ldren 

in  a  war  zone.  No difference in  the effect of  wil l ingness  to  donate was  

found between pos i t ive and negative message framing. Fur ther  research 

should invest igate whether  including a neutral  message f raming in the tes t  

would give dif ferent resul ts , in order to determine bet ter  if  message 

f raming as  no effect  on wil l ingness to  donat e or i f both  negative and 

pos i t ive message f raming have a pos i t ive impact  on wil l ingness  to  donate.  

An interes ting f inding of  th is  s tudy regards  the role  of d isgus t as  a 

mediator  between shock images and wil l ingness to donate. Disgus t  resul ted 

in  lowering the pos i tive effect  of  shock images on wil l ingness  to  donate.  

Therefore,  further research should inves t igate in a  s imilar  context how 

shock images  can affect wil l ingness  to donate i f o ther  types  of shock are 

implemented, us ing other types of  offen se el ici tors , such as  rel ig ious  

taboos , moral  offens iveness,  impropr iety , vulgar i ty,  profanity  or  obscenity  

(Dahl  et a l . ,  2003) .   

Moreover , as  th is s tudy did  not f ind a s ignif icant effect  of  type of  

v ict im on empathy, fur ther  research should inves t igate t he role of o ther 

var iables mediat ing between  the type of v ict im and wil l ingness  to  donate.  

Indeed, o ther  var iables  that  were not  cons idered in th is  s tudy may moderate 

or  suppress  the effect  of  type of v ictim on empathy  and wil l ingness  to  

donate,  such for  example guilt ,  sympathy, or  d is tress (Lee & Feeley, 2017) .  

 

8.  Conclus ion 

 

This s tudy tr ied  to  combine the f indings f rom l i terature in  order  to  f ind the 

most pract ical  combination of a  type of v ict im,  message f raming,  and shock 

images in char i ty campaign pos ters to promote donating behavior . Several  

research ques t ions  were create d in order to inves t igate th is  is sue. Agains t 

in i t ia l  expectat ions,  only in  one case, the null -hypothes is  could be rejected.  

However , the role  of  shock images  and mediat ing emotions in  affect ing 

wil l ingness  to  donate is  not  the only  means  f inding that can be learned 

f rom this  s tudy.  This s tudy serves  as  the s tar t ing point to  inves t igate how 

to  promote donating behavior  by combining visual  and textual elements.  A 



 

 25 

holis t ic  approach in th is  f ield  is  s t i l l miss ing in  the l i terature, but i t  is  

necessary to  come up with  more effect ive pract ical implicat ions.   
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10. Appendix 

 

10.1  Pre-tes t 

 Identifiable Victim (IV) 
The Identifiable Victim (IV) refers to individuals that require help. So, they involve individuals that 

need help and assistance because they are facing a difficult situation. They are usually presented with 

an accurate amount of information such as names, ages, faces, and the difficult situation they are facing 

(Lee & Feeley, 2018). 

 
Statistical Victim (SV) 
The Statistical Victim (SV) has similar characteristics to the Identifiable Victim, but the difference lies 

in the number of individuals. The SV relates to a group of people that are asking for help. So, it includes 

all the groups, populations, nations, or communities that need support and aid because they are facing 

a problematic situation. SVs are often characterized by general information about the population or 

group, such as common difficulty or country of origin (Lee & Feeley, 2018). 

 

1. To what extent do you consider this message to be a statistical or identifiable victim? 

 

“5 million children in Syria are in need of humanitarian assistance, help 

them with 20€” 

 

2. To what extent do you consider this message to be a statistical or identifiable victim? 

 

 

“Fatima’s family is in need of a kitchen to prepare food, donate 20€” 

 

3. To what extent do you consider this message to be a statistical or identifiable victim? 

 

“If not helped, Fatima won’t have food and clothes” 

 

 

4. To what extent do you consider this message to be a statistical or identifiable victim? 

 

“In the last 5 years more than 15.000 people died in the Mediterrean 

sea, if you do not donate, this situation will persist” 
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5. To what extent do you consider this message to be a statistical or identifiable victim? 

 

“Donate 20€ to buy medical kits for 17 war-wounded people” 

 

6. To what extent do you consider this message to be a statistical or identifiable victim? 

 

“20€ can give a kitchen to Fatima’s family to prepare food” 

 

7. To what extent do you consider this message to be a statistical or identifiable victim? 

 

“Donate 20€ to provide health checks for 8 children” 

 

8. To what extent do you consider this message to be a statistical or identifiable victim? 

 

“With 20€ you can provide clothing and food for Fatima” 

 

 

 

Shocking Images 

 

1. To what extent do you perceive surprise and shock when looking at this image? 

 

 
 

2. To what extent do you perceive surprise and shock when looking at this image? 
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3. To what extent do you perceive surprise and shock when looking at this image? 

 

 
 

4. To what extent do you perceive surprise and shock when looking at this image? 

 

 
 

5. Which image did you find to be the most surprising and shocking? 

 

6. Which image did you find to be the least surprising and shocking? 

 

 

---------------------------------------------------------------------------------------------------------------- 
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Message Framing Positive and Negative 

Positive message framing emphasizes the potential benefits brought by a donation, while 

negative message framing emphasizes the potential loss if an action is not taken or the problem 

that the donation tries to tackle. 

 

1. To what extent do you perceive this message to be framed as positive or negative? 

 

“Donate 20€ to provide health checks for 8 children” 

 

2. To what extent do you perceive this message to be framed as positive or negative? 

 

“If not helped, Fatima won’t have food and clothes” 

 

3. To what extent do you perceive this message to be framed as positive or negative? 

 

“With 20€ you can provide clothing and food for Fatima” 

 

4. To what extent do you perceive this message to be framed as positive or negative? 

 

“In the last 5 years more than 15.000 people died in the Mediterrean 

sea, if you do not donate, this situation will persist” 

 

5. To what extent do you perceive this message to be framed as positive or negative? 

 

“Donate 20€ to buy medical kits for 17 war-wounded people” 

 

6. To what extent do you perceive this message to be framed as positive or negative? 

 

“Fatima’s family is in need of a kitchen to prepare food, donate 20€” 

 

7. To what extent do you perceive this message to be framed as positive or negative? 
 

“20€ can give a kitchen to Fatima’s family to prepare food” 

 

8. To what extent do you perceive this message to be framed as positive or negative? 

 

“5 million children in Syria are in need of humanitarian assistance, help 

them with 20€” 
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10 .2  Quest ionnaire 

 

 

 

[ image] 
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10 .3  Study log 

 

10.3 .1 Research ques t ions  

1. What are the antecedents  of  wil l ingness  to donate ,  bes ides  the type of 

v ict im? 

2 . How does  the type of v ictim affect wil lingness  to  donate ? 

3 . How does  message framing affect wil l ingness  to donate? 

4 . Can shock images be benef icial to  increase the wil l ingness  to  donate ? 

5 . How does  the type of  v ict im affect  empathy?  How does  empathy affect  

wil l ingness  to  donate  

6 . What emotions  mediate  the effect  of  shock images  on wil l ingness  to 

donate? 

7 . How can shock be measured?  

 

10.3 .2 Selected l i terature cr i ter ia  

 

The sources used for th is s tudy, mainly in the theoret ical framework, are, for 

the most  par t,  scient if ic ar t icles.  Scientif ic  books were used in  order  to 
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retr ieve information about survey des ign and preferred measur ing scales . All 

sources were in the Engli sh language. The databases used to  retr ieve art icles 

were,  in  order f rom the most  preferred to the l is t  preferred,  Google Scholar , 

ScienceDirect ,  Scopus ,  and Google.  Google was  the leas t  preferred option 

because of the r isk  of f inding non -scientif ic  or non -peer-reviewed sources.  

  Recent  ar t icles  were preferred over  older ones .  As  a result ,  the oldes t  

ar t icle  that  was  used in  th is s tudy was  published in  2016.  

Concept Related terms Smaller terms Broader terms 

Design Drawing, Layout, 

Scheme, Pattern, 

Picture, Arrangement, 

Configuration, 

Construction, Device 

Visuals Picture, Drawing, 

Layout, Pattern, 

Figures, Shapes. 

 

Type of victim Fatality, problem, 

misfortune, war, 

hunger, poverty. 

Calamity, individual. 

Group. Population, 

statistics, 

identifiability. 

Identifiable victim 

effect,  

 

Statistical victim. 

Identifiable victim,  

Sufferer, victim. 

Willingness to donate Prosocial behavior, 

philanthropy. 

Donation, funding. Charity, benevolence,  

Shock images Scare, panic, sadness, 

fear, surprise, horror, 

disgust. 

Shocking photo, 

shocking drawing. 

Picture, visuals. 

Message framing Persuasion, positive, 

negative, neutral, 

focus, construct. 

Positive message 

framing, negative 

message framing, 

neutral message 

framing 

Framing 
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10.3.3 Conducted searches 

 

Date Source Search terms 

and strategies 

How many 

hits 

Related 

terms(authors 

Notes 

24/02/20 

 

Scholar.google.com  

 

Identifiable vs 

statistical 

victims 

 

106.000 

hits (16 

results 

seem 

relevant) 

 

 

/ Many results. 

Maybe more 

specific 

search terms 

should be 

used. 

 

24/02/20 Scopus.com 

 

”Identifiable 

victim effect” 

charity 

 

8 hits (4 

seem 

relevant) 

 

Identifiable, 

Victim 

Effect, 

Charitable 

Giving ,. 

 

Few results, 

however 

most are  

relevant 

 

25/02/20 Sciencedirect.com 

 

"statistical 

victims" 

charity 

 

22 hits (6 

seem 

relevant) 

 

Fatality, 

problem, 

misfortune, 

war, hunger, 

poverty. 

Calamity, 

individual. 

Group. 

Population, 

statistics, 

identifiability

. Identifiable 

victim effect,  

 

Many 

different 

results 

compared to 

the other 

search on 

Sciencedirec

t.com, more 

related to 

the topic of 

interest 

 

Empathy Recognition, 

understanding, 

responsiveness, 

comprehension 

Affinity, compassion, 

closeness, 

relatableness 

Emotion 
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12/03/20 Scholar.google.com  

 

“Message 

framing” 

AND charity 

2290 hits 

(3 seem 

relevant) 

Persuasion, 

positive, 

negative, 

neutral, 

focus, 

construct. 

/ 

22/03/20 Scholar.google.com  

 

Identifiable 

victim 

empathy 

41.400 hits 

(5 seem 

relevant) 

Identifiable, 

Victim 

Effect, 

Charitable 

Giving , 

altruism, 

prosocial 

behavior. 

 

06/04/20 Scholar.google.com  

 

Shock images 

charity 

advertising 

31.500 hits Sadness, 

fear, surprise, 

disgust. 

/ 

25/04/20 Google.com Emotions 

measurement 

scale 

53.000.00

0 (3 seem 

relevant) 

Differential 

emotions 

scale, 

emotional 

responses,  

Interest, 

enjoyment, 

surprise, 

sadness, 

anger, 

disgust, 

contempt, 

fear, shame, 

guilt. 

/ 
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Albouy,  Jeanne. “Emotions and Prosocial  Behaviours : A Study of the  

Effect iveness  of  Shocking Char i ty Campaigns .”  Recherche Et   



 

 38 

Applications  En Marketing (English  Edit ion) ,  vol.  32,  no.  2 ,  2017,  pp.  

4–25. , DOI:10.1177/2051570716689241.  

 

Allred, A.T. and Amos,  C.  (2018) , "Disgust  images and nonprof i t  chi ldren’s  

causes" , Journal of Social Marketing,  Vol. 8  No.  1 ,  pp.  120 -140.  

h t tps : / /doi .org/10.1108/JSOCM -01-2017-0003 

 

Block, L. , & Keller , P . (1995).  When to Accentuate the Negative:  The Effects  

of  Perceived Eff icacy and Message Framing on Intentions  to  Perform  

a  Health-Related Behavior . Journal of Marketing Research, 32(2),  192 - 

203.  DOI:10.2307/3152047  

 

Chang,  C.‐T. (2007) , Heal th‐care product  adver tis ing: The influences of   

message f raming and perceived product  character is t ics . Psychology &  

Marketing,  24: 143 -169.  DOI:10.1002/mar .20156  

 

Chang,  C.‐T. , and Lee, Y.‐K. (2009) , Framing Char i ty Adver t is ing: 

Inf luences  

of  Message Framing,  Image Valence,  and Temporal  Framing on a  

Char i table Appeal1 .  Journal  of Applied Social  Psychology, 39: 2910 - 

2935.  DOI:10.1111/j.1559-1816.2009.00555.x  

 

Cryder,  C. , & Loewens tein, G.  (2011) . The Cri t ical Link Between Tangibi l i ty 

and Generosi ty . The Science of  Giving: Exper imental Approaches  to 

the Study of Chari ty .  DOI:10.4324/9780203865972  

 

Dahl,  D. ,  Frankenberger,  K. ,  & Manchanda,  R.  (2003) .  Does  I t  Pay to  Shock?  

Reactions to Shocking and Nonshocking Adver t is ing Content among  

Univers i ty Students .  Journal  of Adver t is ing Research,  43, 268 -280.   

doi :10.1017/S0021849903030332  

 

Etikan,  I lker.  “Comparison of  Convenience Sampling and Purpos ive  

Sampling.” American Journal  of Theoret ical  and Applied S tat is t ics ,  

vol . 5 , no.  1 , 2016,  p.  1 . ,  doi :10.11648/j.a jtas .20160501.11.  

https://doi.org/10.1108/JSOCM-01-2017-0003
https://doi-org.ezproxy2.utwente.nl/10.1111/j.1559-1816.2009.00555.x


 

 39 

 

Grins tein , Amir ,  e t  a l .  “Aes thet ical ly  (Dis )Pleas ing Visuals :  A Dual  Pathway  

to  Empathy and Prosocial  Behavior .”  International  Journal  of 

Research in Marketing ,  vol .  36,  no. 1 ,  2019, pp.  83 –99., 

DOI:10.1016/j . i jresmar.2018.09.003.  

 

Izard,  Carrol l  Ell is.  Measur ing Emotions in Infants  and Children. Cambridge  

Univ.  Pr . ,  1986.  

 

Jansen,  J .a. (2015)  Char i ty  Shock Adver tis ing :  Does  I t  Pay to   

Shock in a  Philanthropic Context? ,  pur l.u twente.nl /essays /69034.  

 

Jenni ,  K. ,  Loewens tein ,  G.  Explaining the Identif iable Vict im  

Effect.  Journal o f Risk and Uncer tainty  14,  235–257 (1997) . 

h t tps : / /doi .org/10.1023/A:1007740225484  

 

Kogut, T. “Someone to  Blame: When Identifying a Vict im Decreases  

Helping.”  Journal  o f Exper imental  Social  Psychology ,  vol.  47, no.  4 ,  

2011,  pp.  748–755.,  DOI:10.1016/j . jesp.2011.02.011.  

 

Kogut , T.,  & Ritov, I .  (2005).  The s ingulari ty  effect of identif ied  vict ims  in   

separate  and joint  evaluat ions .  Organizat ional  Behavior  and Human  

Decis ion Processes, 97 (2),  106–

116.  h ttps : / /doi .org/10.1016/j.obhdp.2005.02.003  

 

Lee,  Zoe,  and Adrian Sargeant .  “Dealing with  Social Des irabil ity  Bias :  an   

Applicat ion to  Char i table Giving.” European Journal of  Marketing,   

vol .  45,  no.  5,  2011,  pp.  703–719.,  DOI:10.1108/03090561111119994.  

 

Loewens tein,  George F.  and Small,  Deborah and Strnad,  James  (Jeff)  Frank,  

S tat is t ical ,  Identif iable and Iconic Vict ims and Perpetrators  (March  

2005) . S tanford Law and Economics  Olin  Working Paper No. 301.  

Available at   

SSRN: https : / /s srn .com/abs tract=678281.  

https://psycnet.apa.org/doi/10.1016/j.obhdp.2005.02.003
https://ssrn.com/abstract=678281.


 

 40 

 

Mit telman,  R.,  & Rojas -Mendez,  J . (2018). Why Canadians give to  char i ty :   

an  extended theory of p lanned behaviour  model . In ternat ional  Review  

on Public  and Nonprof i t Marketing,  15. DOI:10.1007/s12208 -018-

0197-3  

 

Shiv ,  B.,  Edell ,  J .  A.,  & Payne, J .  W.  (19 97) . Factors Affect ing the Impact   

of  Negatively  and Pos i t ively  Framed Ad Messages .  Journal  of 

Consumer  Research,  24(3),  285–294. DOI:10.1086/209510  

 

S lovic,  P . (2007) . I f I  look at  the mass  I  wil l  never  act :  Psychic numbing and  

genocide. Judgment and Decis ion Making,  2,  79 –95. 

DOI:10.1007=978-90-481-8647-1_3 

 

Small ,  D. , & Loewens tein,  G. (2003).  Helping a Vict im or  Helping the  

Vict im: Altruism and Id entif iabi l i ty . Journal  of Risk and Uncer tainty ,  

26(1) , 5 -16.  Retr ieved June 25, 2020,  from 

www.js tor.org/s table/41761095  

 

Small ,  D.,  & Slovic, P. (2005) . Can Ins ight  Breed Callousness? The Impact 

of  Learning about  the Identif iable Vict im Effect on Sympath y.   

 

Smith,  S . M. , & Petty,  R.  E.  (1996) .  Message Framing and Persuas ion:  A  

Message Process ing Analys is . Personali ty and Social  Psychology  

Bullet in ,  22(3),  257–268. h t tps :/ /doi.org/10.1177/0146167296223004  

 

Thomas  Garcia,  Sébast ien Massoni ,  Marie Claire Vil leval.  Ambiguity  and  

excuse-dr iven behavior  in char i table giving.  2018.  f fhalshs -01934606f 

 

10.3.5 Reflect ion  

 

As can be noted f rom the table above and from the reference l is t ,  the 

cr i ter ia chosen for the online research turned out  to  be successful .  The only  

research that had a bad rat io  between total resul ts and useful resul ts was 
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the one conducted on Google.  Howe ver , i t  was  advantageous  in order  to 

unders tand the bigger  picture bet ter  and get  a  bet ter  unders tanding of  the 

topic. Indeed,  the links  found on Google redirected to scient if ic  sources,  

which were eas ier to in terpret  and unders tand af ter having read the a r t icles  

f rom webs ites  and Wikipedia.  

 Google scholar  was  the source that  gave access  to  most of the ar t icles used 

in  th is s tudy.  However,  i t was  sometimes  ineff icient compared to 

ScienceDirect , s ince many of  the ar t icles  were not  access ible.  Fur thermore, 

Scopus  and ScienceDirect seemed to have overall  art icles  of  bet ter quali ty,  

with more ci tat ions  and peer -reviews .  

 A bet ter pract ice for  future s tudies  would be to focus  more on Google 

and Google scholar  on the ear ly  s tages of the research and  move to  

platforms  l ike Scopus  or  ScienceDirect la ter  on, when the most  effect ive 

keywords  are already identified, and a direct ion of the research has  been 

bet ter defined. 
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