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Research framing

Currently most charities use emphatically loaded messages
to trigger charitable behaviour [1]. However the youngsters
of today, have a higher level of narcism, and less empathic
feelings, in comparison to their parents when they were
the same age [2]. Soon society, and therefore charities,
will be dependent on these youngsters. Since the need for
charitable behaviour is very likely to grow, new triggers for
this behaviour should be researched. Within this research
the effect of information framing on charitable behaviour
is analyzed. In order to do so, intervening variables must
be eliminated as much as possible. According to Noor et al.
(2015) the variables affecting charitable behaviour are the
following: demographic (gender, age), socio-demographic
(income, education) and psychographic (financial security,

Intervening Variables

- extrinsic determinants
gender; age; income; education
- Intrinsic determinants
financial security; religiosity

Independent Variables

Information Framing
2 variations of a 30 sec. video;
ask donation for ‘nierstiching’

Perceived Perceived
Empathy Solution-based
Level Level
Dependent Variables

Charitable Behaviour
willing to donate to charity;

religiosity) [3]. selected donation in euros

Research Question. “To what extent does information reframing effect charitable behaviour
of TU/e students, in relation to the ‘nierstichting’?”

Research set-up

Controlled Setting Age group, education and approach (individually, with the
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and ‘financial security’ were replaced with ‘money to spend’
and ‘importance money’. Third: all participants were asked
about their perceived empathy- and solution-based level
(via a seven-point-likelihood scale). This was done to test
whether the videos were perceived as intended. Forth:
participants could qualitatively indicate ‘why they donated’,
in order to better understand personal motivations.
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money to spend

importance money

Hypothesis. Based on the characteristics of Generation Z and TU/e students it is expected
that emphatically oriented information framing will not lead to charitable behaviour of TU/e
students. For this participant group It Is expected that more solution oriented information
framing will lead to more charitable behaviour.
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Conclusion. Video 2 did lead to more charitable behaviour, but it did not cause an increase
In solution-based level. Nor does an increase in solution-based level lead to more charitable
behaviour. In line with earlier research an increase in empathy level does lead to more
charitable behaviour. However current information framing does not succeed in positively
influencing this perceived empathy level for TU /e students.



