
INTRODUCTION

A news article published by ‘The Sydney Morning Herald 
(2013)’ revealed that Australia’s largest Charities and non-
profit organisations are easily spending almost half their 

donations on fund-raising, however whether this investment 
is proving to be beneficial or not is another question in its 

entirety. Hereby the reason to this study where it 
progresses to investigate the effectiveness of these 

organizations' spending towards fund-raising through the 
underlying impact of these advertisements on the public’s 
attitude towards donating. In its essence, the experiment 

aims to identify the effect of Charity promotions on 
adolescent’s attitudes towards donating to charity and aid 

organisations in general. 

A past research carried out by CDB Burt & K Strongman 
(2005) regarding ‘the use of images in charity advertising: 
improving donations and compliance rates’ was executed 

through a combination of 4 smaller sub investigations.  
Experiment 1 explored the impact of particular types of 
images used in charity advertising on varying emotions in 

participants. Experiment 2 investigated the nature of 
emotions used and brought up by charity advertisements. 

Experiments 3 & 4 addressed the degree of sentiments 
generated by an image placed in fund raising campaigns, 

and its impact on donation behaviours. With the 
finalisation of the experiment, they could conclude that 
participants exposed to images providing manipulated 
emotional intensity had generated a significantly more 

positive return in donations of monetary and material value 
and invested time. In relation to the study, the concluding 

results of Burt and Strongman’s research had shown to 
support the notion that emotionally bearing images 

presented in charity advertising can positively impact the 
donating patterns of individuals. 

An article published by ‘The Guardian (2015)’ studied the 
behavioural sciences behind people’s drive to donate to 

charity.  They come to the conclusion that the explanations 
for charitable deeds can be categorised into three groups, 

ranging from the purely altruistic - where individuals donate 
due to the social good done by the charity - to the 

‘impurely’ altruistic - where individuals donate because of 
the moral satisfaction behind contributing to the charity -
and finally to the ‘not at all’ altruistic – where individuals 
donate to assert philanthropistic qualities and wealth to 
their peers. Regarding the ‘purely altruistic’ attitude, the 

research undertaken discovered that people are 
significantly more responsive charitable pleas that feature a 
single identifiable beneficiary in anguish, than they are to a 
statistical information regarding the severity of the cause. 

This altruism primarily targeted by the fund-raising of 
charities through promotional videos demonstrating the 

scale of the problem with real life footage of the individuals 
in strife.  

Through the information and evidence reviewed by 
previous research regarding the topic; it was hypothesised 
that the adolescents aged between 14-19 who are given a 
more heartfelt fund rising scheme such as a video would 

respond more positively towards donating than those who 
just receive a paragraph describing the cause.
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METHOD RESULTS DISCUSSION

40 adolescent students of varying gender (14 females and 
26 males), school and ethnicity with an average age of     

16-17 (age range of 15–19) voluntarily participated in the 

study while being chosen at random. 

The data was collected on five-point Likert scale surveys 
ranging from ‘strongly disagree’ to ‘strongly agree with 

sixteen statements each. Each statement was created with 
the intention of determining the participants’ attitudes 

towards donating and charitable organisations in general. 
Five ‘lie-detector’ questions were made to determine the 
accuracy of the future results. This was then duplicated 

onto two separate surveys, one with a video and one 
without. Both surveys were created and conducted on 

google forms as well as other computing software such as 

word. 

Participants:

Apparatus:

Procedure

The survey of 16 questions were created (refer to 
apparatus) with the inclusion of 5 ‘lie-detector’ questions, 
on a google forms software. Participants were selected and 
contacted randomly through social media in accordance to 
their age, ranging between 15-19. Each participant was then 

provided randomly with a link; one either with a fund 
raising video or one without. They were then instructed to 

complete the survey in accordance to the instructions 
provided, addressing the information and answer each 
statement with regards to a Likert scale ranging from 
‘strongly disagree’ to ‘strongly agree. Following the 

conclusion of data collection, the experimenter would then 
find the underlying results of the experiment through 

averaging out and comparing the data between the two 

independent variables. 
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Independent Variable

With Video Without Video

Mean of each Question (1)
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Independent Variable

With Video Without Video

Mean of total results (2)

With Video Without Video

Mean 3.93137 3.29687

Standard Deviation 0.40088 0.52009

Standard Error 0.09723 0.13002

‘P’ Value 0.00053

Upon finalising the results, there appeared to be a wide 
range of attitudes felt by both parties as individuals. On 

average, most participants generally felt fairly positive, but 
there was a slight correlation between those that have seen 
the video and having a more positive attitude with regards 

to contributing to charitable causes and the principles 
behind such organisations compared to those who have not 
(represented in figure (2)). Furthermore, participants who 

have viewed the video are shown to feel slightly more 
positively with an average attitude for every statement 

indicating to be above the neutral point, figure (1). 
Participants without view of the video on the other hand 

have shown to feel slightly more negative with regards to a 
third of the statements, having indicated to be slightly below 

the neutral point. 
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After the analysis of the collected data, I was able to 
conclude that the hypothesis was supported by the results 
of the experiment even if only by a slight margin. The data 
had indicated that the participants who received the more 

emotionally impactful video reflected a more positive 
attitude towards donating and the organisations as such 

with a mean score of 3.93 on the Likert scale when 
responding to the statements provided. This result is shown 

to be slightly more positive when compared to the 
participants who only received a descriptive paragraph with 
a score of 3.3. However, both results seemingly reflect the 
fact that the sample size as a whole have a neutral attitude 

towards charities. 

These results concluded by the experiment is slightly 
conflicting when compared to that of previous research and 
studies done in the area of donating attitudes. The results 
collected by the past investigation managed to conclude 
that more impactful images and fund-raising is strongly 
correlated to a positive attitude towards donating. Bring 

able to come to this conclusion while backed up by more 
significant results where participants are greatly swayed and 
impacted by the independent variable of the advertisement. 

There were however, several extraneous variables that 
flawed the execution of the experiment and could be 

improved on. The sample size of adolescents of varying 
schools, gender, ethnicity and background may have had a 
significant impact on the individuals’ preconceived attitude 

towards charities in general. Participants with a possible 
harsher upbringing could possibly have felt more 

sympathetic towards the charity’s demographic regardless 
of whether they watch the video. In order to combat these 

variables in the future, the selection of the sample size 
could be made more specific by only choosing participants 

of a single gender, age and school (Year 11 boys of 
Melbourne High School), by doing so should minimize any 

inconsistency in their fixed attitudes. 

Another variable that may have severely affected the 
experiment is the fact of whether participants actually 
watched the video inventively.  Participants could have 

easily skimmed through the video and information or even 
disregard it altogether, thus altering the dependent variable 

of the experiment. With this possibility, the results 
obtained from the experiment in its entirety would be 

deemed inaccurate. To solve this, future research could be 
conducted in person rather than through social media 

where the experimenter can directly confirm that 
participants have watched the video appropriately. 

During the experiment, all ethical were followed and 
abided by with each participant having required to read and 

acknowledge a statement of informed consent where full 
measures of confidentiality were followed to ensure 

anonymity throughout the research process post 
participating in the survey.


