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Abstract 

Altruism, driven by compassion and empathy, transcends societal barriers to aid those 

in need. This study aims to explore the psychological motivations behind altruistic 

behavior, particularly empathy and social responsibility, and examines how nonprofit 

organizations strategize to optimize resource allocation for impactful assistance. In an 

ideal world, equitable access to resources would ensure a dignified standard of living 

for all, yet reality shows a stark imbalance where few possess significant resources 

while many lack necessities. Redistribution becomes a moral imperative, and this 

research seeks to understand how nonprofit organizations work to rectify such 

disparities. By delving into the intersection of human empathy and societal progress, 

this study reveals that the equitable distribution of resources is vital for preventing the 

marginalization of individuals based on their circumstances. Nonprofit organizations 

play a crucial role in this process, offering strategies that have a transformative impact 

on communities and society. The originality of this research lies in its focus on 

altruism as a powerful force capable of not only shaping individual lives but also 

contributing to the overall betterment of society. Although the study highlights the 

importance of resource allocation, further research is required to assess its long-term 

effects across different cultural contexts. Ultimately, this research underscores the 

potential of giving to create a more just and compassionate world, where every 

individual can thrive and contribute to collective welfare. 
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Introduction 

In today's world, marked by stark economic disparities, the ethos of giving stands as a potential remedy to the widening gap 

between resource abundance and societal needs. The problem at hand is the alarming concentration of resources in the hands of 

a privileged few, leaving a substantial portion of the global population grappling with the challenge of meeting their needs 

(International Forum for Social Development, 2006) [26]. This study aims to address this fundamental issue by delving into the 

motivations behind altruistic acts, examining the psychological underpinnings that drive individuals to contribute selflessly. 

The purpose of this study is twofold: firstly, to unravel the mysteries of giving by exploring the psychological motivations behind 

this altruistic impulse, and secondly, to investigate the strategies employed by non-profit organizations in facilitating effective 

resource redistribution. By comprehending the intricacies of human empathy and dissecting the mechanisms of philanthropic 

organizations, this research aspires to contribute to a deeper understanding of altruism and its transformative potential for both 

individuals and communities. 

The significance of this study lies in its potential to inform and inspire actions that can lead to a more equitable world. 

Understanding why individuals give selflessly and how organizations effectively channel these benevolent efforts can lay the 

groundwork for policies and practices that promote a fair distribution of resources.  
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This research, therefore, holds the promise of not only 

enriching academic discourse but also influencing practical 

interventions in societal structures. 

To guide this exploration, the following research questions 

will be addressed: 

 What are the psychological motivations that underpin 

acts of altruism and giving? 

 How do non-profit organizations optimize the allocation 

of resources to make the process of redistribution 

effective and impactful? 

 What role does empathy, compassion, and social 

responsibility play in driving philanthropy, both at an 

individual and organizational level? 

 

These questions serve as the compass for our journey into the 

intricate realms of altruistic behavior, aiming to uncover the 

layers of human compassion that have the potential to shape 

a more compassionate and equitable world. 

 

Literature Review 

Psychology 

As mentioned in Brazier (2018) [7], “Psychology is the study 

of the mind and behavior, according to the American 

Psychological Association. It is the study of the mind, how it 

works, and how it affects behavior.”  

 

Fast facts about psychology 

Psychology explores behavior and the mind, covering fields 

like cognitive, forensic, social, and developmental 

psychology. Those with mental health conditions can benefit 

from evaluation and therapy by psychologists, who often 

focus on behavioral changes. On the other hand, psychiatrists, 

as medical doctors, generally concentrate on the medical 

treatment of mental health problems (Brazier, 2018) [7]. 

Based on the above definition and factors of psychology 

outlined by Brazier (2018) [7], it becomes evident that 

psychology plays a crucial role in understanding the 

complexities of human behavior and, by extension, the 

dynamics of giving and altruism. The study of psychology 

allows us to delve into the intricacies of the mind, including 

how it functions and its impact on behavior. 

In the context of giving, psychology offers insights into the 

motivations behind altruistic actions. Concepts such as 

empathy, social responsibility, and cognitive processes 

influence individuals' decisions to engage in acts of giving. 

Understanding these psychological factors can help elucidate 

why some individuals are more inclined to give than others, 

as well as the varying forms and degrees of generosity 

exhibited by different people (Mattis, 2009) [31]. 

Moreover, psychology provides valuable tools for assessing 

and addressing mental health conditions that may impact 

individuals' capacity or willingness to give. By recognizing 

and treating such conditions, psychologists can help 

individuals overcome barriers that may hinder their ability to 

engage in altruistic behaviors (American Psychological 

Association, 2014) [2]. 

Additionally, psychology offers frameworks for intervention 

and behavior modification, which can be applied to 

encourage and promote giving in society. By understanding 

the psychological mechanisms underlying altruism, 

interventions can be designed to enhance prosocial behavior 

and foster a culture of generosity (Fryburg, 2022) [21]. 

Thus, psychology serves as a fundamental lens through which 

we can understand the motivations, barriers, and dynamics of 

giving. By leveraging insights from psychology, we can not 

only deepen our understanding of altruism but also develop 

strategies to promote and facilitate giving in ways that benefit 

individuals and the whole society (Bodkin, 2024) [5]. 

 

Motivation 

According to (Maniraj, 2010) [30], motivation can be defined 

as the collection of reasons that compel an individual to 

participate in specific behaviors. It encompasses the 

psychological forces dictating the trajectory of one's actions, 

the intensity of their efforts, and their perseverance in 

achieving objectives. Essentially, motivation serves as the 

catalyst for stimulating action, offering incentives or motives 

to spur individuals into motion, particularly in undertaking 

certain tasks or endeavors. 

Motivation, a perpetual force within individuals and 

organizations, encapsulates a psychological essence that 

pervades every facet of human endeavor. Operating as a 

fundamental element, it intricately weaves through the fabric 

of organizational dynamics, catering to the unique needs and 

aspirations of everyone within its realm. However, this 

intricate process is not without its hurdles, often encountering 

obstacles in the form of frustration. Despite such challenges, 

motivation serves as a guiding beacon, illuminating pathways 

towards the attainment of goals, while simultaneously acting 

as a cohesive force, binding diverse elements together in 

pursuit of common objectives. Moreover, motivation 

manifests in various forms, spanning from positive to 

negative, intrinsic to extrinsic, and financial to non-financial 

incentives, embodying the multifaceted nature of human 

drive and ambition (Pincus, 2023) [42]. 

Motivation serves as a linchpin for organizational success, 

fostering high performance levels and driving employees 

towards achieving excellence. A motivated workforce not 

only exhibits greater commitment but also demonstrates 

increased longevity within the organization, thereby 

minimizing absenteeism. This intrinsic drive instills a 

profound willingness among employees to exert their best 

efforts, thereby propelling them towards the attainment of 

organizational goals. Furthermore, motivation cultivates 

harmonious labor relations, serving as a cornerstone for 

fostering positive interactions among team members. 

Additionally, it acts as a catalyst for continual growth, 

facilitating the enhancement of skills and knowledge among 

personnel. As an indispensable tool of management, 

motivation plays a pivotal role in nurturing constructive 

relationships between managers and employees, thereby 

fostering a collaborative work environment. Moreover, by 

instilling a sense of purpose and responsibility, motivation 

contributes to the reduction of wastage and accidents, thereby 

enhancing overall efficiency and safety within the 

organization (Foster, 2022). 

 

Giving 

According to common knowledge, giving to charity refers to 

the act of donating money, goods, services, or time to 

nonprofit organizations or individuals in need, with the 

intention of helping others or supporting a cause. Charitable 

giving can take various forms, including monetary donations, 

volunteering, providing goods or services, or fundraising for 

a specific cause. 

People give charities for a variety of reasons, such as empathy 

and compassion for those less fortunate, a desire to make a 
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positive impact on society, religious or moral beliefs, or to 

contribute to a cause they are passionate about. Charitable 

donations can support a wide range of initiatives, including 

humanitarian aid, medical research, education, poverty 

alleviation, environmental conservation, animal welfare, and 

many others (Rolland, 2019) [47]. 

Charities and nonprofit organizations rely on these donations 

to carry out their missions and provide essential services to 

communities and individuals in need. Giving to charity can 

have social, economic, and personal benefits, fostering a 

sense of community and solidarity while addressing 

important social issues. Many countries also provide tax 

incentives to encourage charitable giving, further promoting 

the act of donating to worthy causes (CommunityForce, n.d.). 

It is a selfless act of giving without the expectation of 

receiving anything in return. The donations can be used to 

support a variety of causes such as disaster relief, poverty 

alleviation, education, healthcare, environmental 

conservation, and many others. Giving to charity is a way to 

make a positive impact in the world and to contribute to the 

greater good of society (Soken-Huberty, 2024) [50]. 

 

Philanthropy  

Philanthropy remains the same, regardless of where it occurs 

or who is involved (Bremner, 1988) [8]. Derived from the 

Greek words ‘philos’ meaning loving and ‘anthropos’ 

meaning humankind, philanthropy can be broadly 

characterized as a love for people and a deep-seated desire to 

improve the human condition. A philanthropist, in this 

context, is an individual who practices generosity and 

actively engages in efforts to enhance the well-being of others 

(Zimmer, n.d.). As described by Zimmer, the term 

encapsulates the essence of giving and caring for the welfare 

of humanity. 

Central to philanthropy is the goal of enhancing human 

welfare by addressing the root causes of social issues. It seeks 

to create lasting, systemic change by preventing and 

resolving these problems rather than merely alleviating their 

immediate symptoms. This approach distinguishes 

philanthropy from charity. While both involve acts of 

kindness and giving, they operate on different scales and with 

different intentions (White, 2023) [52]. 

Charity, as exemplified by the act of providing food to 

someone experiencing famine, offers temporary relief by 

addressing the immediate suffering. However, it does not 

tackle the underlying issue causing famine. On the other 

hand, philanthropy seeks to eradicate the root causes of such 

problems. In the context of hunger, a philanthropic act would 

involve teaching individuals’ sustainable agricultural 

practices, empowering them to grow their food. By doing so, 

philanthropy aims to break the cycle of poverty and hunger, 

promoting long-term self-sufficiency and resilience within 

communities (Zimmer, n.d.). 

Fundraisers play a crucial role in bridging the gap between 

philanthropy and charity. Their responsibility lies in 

establishing a connection between the philanthropists, who 

are passionate about creating lasting change, and the 

charitable initiatives that address immediate needs. 

Fundraisers act as catalysts, facilitating the flow of resources 

from those who have the means and the desire to make a 

difference to the programs and projects that have the potential 

to create enduring social impact (Bodkin, 2023) [4]. 

In essence, philanthropy embodies the spirit of empathy, 

vision, and strategic action. It is about envisioning a world 

where social issues are eradicated, and individuals and 

communities are empowered to lead fulfilling lives. By 

understanding the distinction between charity and 

philanthropy and recognizing the importance of addressing 

root causes, fundraisers can inspire meaningful giving, 

fostering a future where the love for humankind translates 

into tangible, transformative change (Murtagh, 2023) [34]. 

 

Nonprofit Organization 

A nonprofit organization, often referred to as a not-for-profit 

or simply ‘nonprofit’, is a unique entity in the business and 

organizational world. What sets nonprofits apart is their 

primary focus on serving the common good and the greater 

welfare of society. According to the definition of Salamon 

and Anheier, nonprofit organizations have five things in 

common: 1. They are formally constituted. 2. They are 

organized separately from the government. 3. They are non-

profit-seeking. 4. They are self-governing. 5 They are 

voluntary to some significant degree (Salamon & Anheier, 

1996) [48]. 

According to Heaslip, E. (2024), “A nonprofit organization is 

one that qualifies for tax-exempt status by the IRS because its 

mission and purpose are to further a social cause and provide 

a public benefit. Nonprofit organizations include hospitals, 

universities, national charities, and foundations.” 

The nonprofit sector operates distinctively alongside the for-

profit and government sectors, forming the third pillar of 

societal development. While businesses aim to generate 

profits and governments focus on regulation and public 

services, nonprofits are driven by a mission to address social 

issues, create positive change, and meet unmet needs within 

the community (Buffett & Eimicke, 2018) [9]. 

One of the defining features of nonprofit organizations is 

their ownership structure. Nonprofits are often described as 

being ‘owned’ by the public, as they exist to benefit the public 

and, in many cases, receive funding from public sources or 

private donors. This collective ownership sets them apart 

from for-profit businesses, which are typically owned by 

individuals, investors, or shareholders (McRay, 2022) [32]. 

The governance of nonprofit organizations is typically vested 

in a Board of Directors. This board is composed of 

individuals who are responsible for overseeing the 

organization's strategic direction, ensuring it remains aligned 

with its mission, and making decisions that affect the 

organization's activities. The board plays a crucial role in 

safeguarding the nonprofit's integrity, transparency, and 

accountability to its stakeholders, including donors, 

beneficiaries, and the public at large (McRay, 2023) [33]. 

Nonprofits cover a wide spectrum of causes and activities, 

including charities, educational institutions, healthcare 

providers, arts and cultural organizations, environmental 

advocacy groups, and many others. They often rely on a 

combination of funding sources, including grants, donations, 

and revenue from services or programs, to support their 

operations and further their missions (Ressler et al., 2021) [45]. 

 

Sources of Funds for Nonprofits 

According to Pettijohn (2013, p. 3) [40], the main sources of 

revenue for nonprofits in 2011 were as follow Table: 
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Table 1: the main sources of revenue for nonprofits in 2011 
 

Items Percentage 

Fees for services and goods from private sources 46.6 

Fees for services and goods from government sources 23.2 

Private contributions 12.6 

Government grants 9.5 

Investment income 2.6 

Other income 5.5 

Total 100 
 Source: Pettijohn, 2013, p. 3 [40] 

 

According to Papandrea (2021) [38], the percentage of Americans who donated to charity were as follows Figure 1 in the year 

2019, 2020, and 2021: 
 

 
 Source: Papandrea (2021) [38], [LandingTree’s annual charitable giving survey] 

 

Fig 1: Percentage of Americans who donated to charity (2019-2021) 

 

Fundraising  

Fundraising can be defined as the deliberate effort to harness 

people's inclination to give to benefit the less fortunate, 

combat injustice, or improve society. Many of its guiding 

principles remain as relevant today as they were hundreds of 

years ago, reflecting its long and rich history (Richardson, 

2003) [46]. 

Fundraising is not a new concept. Humans have a social and 

cultural predisposition towards generosity. In fact, the history 

of philanthropy is extensive. Records dating back to 2,500 

BC show that the Hebrews used a mandatory tax to help the 

poor (Clarification, 2024) [14]. 

Present-day religious doctrines almost universally require 

charitable giving from followers. It is simple to see that 

societies must have charity because it is a fundamental tenet 

of almost every human belief system. Many cultures around 

the world still retain the essence of humans, which is 

fortunate for us, especially today (Burton & Barnes, 2017) 
[10].  

  

The Psychology of Giving 

The psychology of giving delves into the intricate motives 

and emotions behind acts of generosity.  

The concept of charity, initially tied to religious institutions 

and notions of moral sanctity, has become deeply embedded 

in society at large. Today, charitable organizations constitute 

a significant portion of the non-profit sector (Pilat & Krastev, 

2020) [41]. 

It explores selfless concerns for others (altruism) and the 

empathetic connection driving charitable acts. Social norms 

and expectations, like reciprocity, influence giving behavior, 

while psychological benefits such as happiness and reduced 

stress are often outcomes of generosity. Cognitive factors like 

moral licensing and personality traits also shape giving 

tendencies. Cultural and religious beliefs significantly impact 

attitudes toward giving, and effective altruism promotes 

evidence-based giving for maximum impact. Philanthropy, 

especially by affluent individuals and organizations, plays a 

vital role in addressing societal issues. Understanding these 

diverse aspects provides valuable insights into human 

behavior and encourages more effective charitable efforts and 

social change initiatives (Greater Good Science Center at UC 

Berkeley (Allen, 2018) [1]. 

As mentioned by Allen (2018) [1], Generosity manifests in 

various ways, including charitable donations, formal 

volunteering, aiding strangers, or caring for a spouse or child. 

According to the University of Notre Dame’s Science of 

Generosity Project (Allen, 2018) [1], these actions share a 

common thread: they involve “giving good things to others 

freely and abundantly.” When practicing generosity, 

individuals (and occasionally animals) prioritize the needs of 

others, often putting them before their own. 

Leaders in the nonprofit sector spend a lot of time, energy, 

and money every day trying to educate the public about their 
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organization's mission and gain support for it. They believe 

more people would undoubtedly donate if they were 

informed about issues like budget cuts at schools or the 

rapidly escalating environmental crisis. So, they bombard 

potential allies with depressing information or convoluted 

arguments. However, the human mind doesn't function that 

way (Redjebov, n.d.). 

People donate money to nonprofits for a variety of reasons, 

from political to personal, but understanding the 

psychological drivers of our supporters will help us 

understand how they are thinking. We can organize better 

fundraising events, enhance our donor communication plan, 

and raise more money by having a better understanding of 

what matters most to our supporters (Charity Link, 2024) [11]. 

According to research, charitable giving boosts self-

confidence, deepens donors' sense of global connection, and 

makes them happier and healthier.  

 

Are Donors motivated by these psychological advantages 

of giving?  

Giving back has many advantages, including a higher sense 

of pride and purpose as well as improved self-esteem. The 

following are some of the common factors on why people 

give: 

 

Believing in the Mission 

Unsurprisingly, people who are personally invested in a 

nonprofit's mission and values will donate to it. A 2016 

survey by the U.S. Trust found that 54% of donors cited 

"believing in the organization's mission" as their main reason 

for giving. Because they feel committed to the work and 

success of the nonprofit, donors who are passionate about its 

mission can be some of its most dependable backers (U.S. 

Trust, 2016) [54]. 

 

Making a Difference 

People are more inclined to make more contributions when 

they observe the impact of their labor. (Grant, 2014). 44 

percent of donors who responded to the survey cited 

‘believing that their gift can make a difference’ as their top 

reason for supporting a nonprofit (Grant, 2014). Furthermore, 

“giving back to the community” was listed as the main 

motivation for donations by 27% of donors. These motives 

are common, says philanthropic advisor Sean Stannard-

Stockton (Grant, 2014). Giving and feeling a part of the 

community are intertwined, according to his theory that many 

people are communal beings (Grant, 2014). People want to 

feel connected and have a purpose in life quite frequently. As 

a result, people look for meaning in their lives by giving their 

time, money, and energy (U.S. Trust, 2016. P.3) [54]. 

 

Feeling Personal Satisfaction - a "warm glow" 

A key driver for giving, according to the donors polled, was 

“experiencing personal satisfaction, enjoyment, or 

fulfillment”. Economist James Andreoni calls the fulfillment 

people experience after giving a ‘warm glow’. According to 

Andreoni, altruism is different from a warm glow. While 

feeling fulfilled after giving involves some self-interest, 

altruism is defined as selflessness. Andreoni contends that 

pursuing one's interests does not always translate into being 

selfish. Warm-glow motivations should not be dismissed as 

selfish because many people naturally want to connect with 

others and be helpful (Bekkers, 2011) [3]. 

 

Being Asked to Donate 

Unexpectedly, ‘being asked to contribute’ was listed as the 

main reason for giving by 29% of the donors who participated 

in the survey (U.S. Trust, 2016) [54]. In fact, according to 

research, roughly 85% of charitable donations occur after a 

donor is specifically asked to make a gift (U.S. Trust, 2016) 

[54]. Peer pressure is not the only cause of this effect. Instead, 

it highlights the fundraising tenet that demands from donors 

should be as straightforward and specific as possible. People 

are more likely to give when they feel personally invited and 

their donation is needed when they are made directly (U.S. 

Trust, 2016) [54]. 

 

Tax Benefits 

It is commonly believed that people share their philanthropic 

stories primarily to gain tax benefits. However, only 18% of 

donors surveyed reported that tax advantages were a major 

factor in their giving in 2015 (Lemons, 2017) [28]. Wealth 

advisor Sean Stannard-Stockton explains that while tax 

minimization is an important component of wealth 

management, it is not legally possible to structure a charitable 

gift in a way that increases the donor's net wealth. Even with 

a tax deduction, donors will still end up less wealthy than they 

would have been without the donation (Lemons, 2017) [28]. 

 

Volunteering and having a personal connection 

Giving levels are influenced by volunteerism. As mentioned 

in (Geng et al, 2022, 3) [22], “…both English and Chinese 

literature suggest a positive association between volunteering 

and psychological well-being”. 

In 2015, volunteers increased their donations by an average 

of 56% compared to non-volunteers (Lemons, 2017) [28]. This 

result is not entirely unexpected given that people are more 

likely to recognize an organization's effectiveness the more 

actively they participate in it. Additionally, volunteers are 

more inclined to develop a personal investment in the 

organization's mission and a vested interest in its success 

(Lemons, 2017) [28]. 

After examining these reasons for giving, it is evident that 

donors have a variety of motivations for their time and 

financial contributions, ranging from a sense of satisfaction 

and fulfillment to a belief in the mission of the organization. 

Only the donors themselves are aware of their motivations. 

And there are plenty of advantages. So, what inspires them to 

donate? (Lemons, 2017) [28]. 

Approximately two-thirds of all donations to nonprofits come 

from individuals. Through individual or personal fundraising, 

we can solicit contributions from people in our network, 

including friends, family, and colleagues, to support our 

cause.0 

 

Psychological Motivation for Giving 

Psychology plays a significant role in understanding why 

people give and the underlying motivations behind their 

actions. As mentioned in Greater Good Science Center at UC 

Berkeley “Indeed, Generosity has its roots not just in our 

individual development but also in our very biology and 

evolutionary history. Species as diverse as bees, birds, 

vampire bats, rats, and chimpanzees all exhibit forms of 

generosity, or what can be broadly described as ‘prosocial 

behavior’—acts that benefit others. The broad occurrence of 

generosity across species suggests that generosity may be an 

evolutionary adaptation that has helped promote the survival  
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of these species—and our own” (Allen, 2018, p.2) [1]. 

Results of two separate experiments in O'Brien & Cassirer 

(2019) [36] suggest that people quickly adapt to repeated 

experiences of getting, leading to diminished happiness, but 

giving, whether to others or to charity, sustains happiness 

over time. 

While individual motivations can vary, several psychological 

factors can influence a person's decision to give. As 

mentioned in Konrath & Brown (2011, p.6) [27], “The 

relationship between giving to others and physical health is 

more consistent in the literature. In correlational studies, 

giving to others is associated with positive health outcomes 

including fewer health conditions among older adults and 

longer-term survival among people with AIDs.” 

 Here are a few more key concepts related to psychological 

motivation in giving: 

 A Sense of Duty: A survey found that 96% of donors 

feel a responsibility to give back to society and help 

others (The Charity CFO, 2022) [51]. Donors often 

express their motivation with phrases like, "I have a 

responsibility to help my brothers and sisters," or "This 

is just how I was brought up." They associate donating 

with a sense of honor and, at the very least, feel that 

giving back is a societal expectation (The Charity CFO, 

2022) [51]. 

 Empathy: Understanding and being able to relate to 

another person's emotions is called empathy. It often 

serves as a primary motivator for giving. When people 

empathize with someone's suffering or hardship, they are 

more likely to feel compelled to help and provide support 

(Eisenberg & Miller, 1987) [19]. 

Giving can be driven by empathy, the desire to make a 

positive impact, and the intention to protect others 

Lockwood & Cutler (2022) [29]. 

 Altruism: Altruism refers to selfless concern for the 

well-being of others. Some individuals are naturally 

inclined to help and give without expecting anything in 

return. Altruistic individuals find fulfillment and 

satisfaction in acts of kindness, and their motivation to 

give comes from a genuine desire to make a positive 

difference in the lives of others (Bekkers, 2011) [3]. 

In this case the contributions of faith-based organizations 

are identical that help to build stronger communities 

outside their walls (Smith, 2023) [49]. 

 Social Influence: People's giving behavior can also be 

influenced by social factors. Social norms, peer pressure, 

and the influence of significant others can all impact an 

individual's motivation to give. For example, individuals 

may give to charity because they want to conform to 

societal expectations or because their friends or family 

members are involved in similar philanthropic activities. 

 Personal Values and Beliefs: Personal values and 

beliefs play a crucial role in motivating giving behavior. 

Some individuals prioritize giving as an expression of 

their core values, such as compassion, fairness, or 

justice. Additionally, individuals with religious or 

spiritual beliefs may feel a moral obligation to give and 

help others (Deci & Ryan, 2000) [16]. 

 Emotional rewards: Giving can elicit positive 

emotions, such as joy, satisfaction, and a sense of 

purpose. The anticipation or experience of these positive 

emotions can serve as motivation to engage in charitable 

acts. People may give because they find it personally 

fulfilling and emotionally rewarding (Dunn, Aknin, & 

Norton, 2008) [18]. 

 Reciprocity: The principle of reciprocity suggests that 

individuals are more likely to give when they perceive a 

benefit, or favor has been received or anticipate one in 

the future. This motivation is based on the expectation of 

reciprocity, where individuals believe that their 

generosity will be reciprocated in some way. 

 

It's important to note that these motivations are not mutually 

exclusive, and multiple factors can influence an individual's 

decision to give. People are complex, and their giving 

behavior can be influenced by a combination of these 

psychological factors, as well as other personal and 

situational variables. 

 

Role of Fundraisers in psychological motivation of giving 

In the constantly challenging world of fundraising, securing 

regular and committed donations is essential for charities to 

succeed. By understanding the psychology behind charitable 

giving, fundraisers can more effectively engage the public 

and encourage them to become long-term donors 

(Charitylink, 2023) [12]. Fundraisers play a crucial role in the 

psychological motivation of giving by employing various 

strategies and techniques to inspire individuals to contribute 

to a cause or organization.  

The blog ‘Network for Good (2023)’ mentioned that 

“Knowing what motivates your donors to give is vital to the 

growth and longevity of your nonprofit. Have your donors 

been personally affected by your target issue? Are they eager 

for ways to give back to their community? Is it part of a 

family tradition, or did they learn about you through their 

social networks?”  

Here are some keyways fundraisers contribute to the 

psychological motivation of giving: 

 Storytelling: Fundraisers often use storytelling to 

connect donors emotionally with the cause. By sharing 

compelling narratives of individuals or communities 

impacted by the issue at hand, fundraisers evoke 

empathy and create a sense of urgency to act. Stories 

have a powerful effect on human emotions and can 

motivate individuals to give. 

 Personalization: Effective fundraisers personalize the 

giving experience by tailoring their approach to each 

potential donor. They understand the importance of 

building relationships and connecting on an individual 

level. By recognizing and acknowledging the specific 

interests, values, and motivations of donors, fundraisers 

make giving feel more meaningful and relevant to the 

individual, thus increasing their motivation to contribute. 

 Building Trust and Credibility: Fundraisers work 

diligently to establish trust and credibility with potential 

donors. They provide transparent information about the 

organization's mission, impact, and financial 

accountability. When individuals trust the fundraiser and 

the organization, they are more likely to feel confident 

about their donation, leading to increased motivation to 

give (Cialdini, 2007) [13]. 

 Social Proof and Peer Influence: Fundraisers leverage 

the power of social proof by showcasing the support and 

involvement of others. By highlighting the contributions 

of like-minded individuals or influential figures, 

fundraisers tap into the psychological principle of 
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conformity and the desire to be part of a community or 

movement. Seeing others give and participate can create 

a sense of social obligation, increasing the motivation to 

give. 

 Goal Setting and Progress Monitoring: Fundraisers 

often set specific goals and track progress to create a 

sense of momentum and accomplishment. They 

communicate milestones and achievements to donors, 

demonstrating the impact of their contributions. This 

approach taps into the human desire for a sense of 

purpose and achievement, motivating individuals to 

continue giving and helping them feel a sense of 

satisfaction. 

 Recognition and Appreciation: Fundraisers understand 

the importance of recognizing and appreciating donors 

for their contributions. By expressing gratitude, 

fundraisers strengthen the emotional bond between the 

donor and the cause. Recognition can take various forms, 

such as personalized thank-you messages, certificates, or 

public acknowledgments. Feeling valued and 

appreciated enhances the psychological satisfaction of 

giving, leading to continued motivation. 

Overall, fundraisers play a critical role in tapping into the 

psychological motivations of giving. Through storytelling, 

personalization, trust-building, social proof, goal setting, and 

appreciation, they create an emotional connection between 

potential donors and the cause, inspiring individuals to 

contribute and make a positive impact (Penner et al, 2005) 
[39]. 

 

Theoretical Implications 

This research provides important theoretical contributions to 

the understanding of altruism and the psychology of giving. 

First, it reinforces existing theories of prosocial behavior by 

showing that altruism is not only driven by empathy but is 

also closely linked to social responsibility and personal 

values. The evidence that giving can sustain happiness over 

time (O’Brien & Cassirer, 2019) [36] adds depth to 

psychological models of well-being and emotional reward, 

further supporting the notion that acts of generosity have a 

reciprocal benefit for the giver. 

Additionally, this study extends self-determination theory 

(Deci & Ryan, 2000) [16] by demonstrating that acts of giving 

align with intrinsic motivations. This suggests that 

individuals who engage in charitable giving are often 

fulfilling psychological needs for relatedness, autonomy, and 

competence. These findings could prompt future research 

into how charitable organizations can further align their 

missions with these core psychological drives. 

Another theoretical implication is the role of social influence 

theory in charitable behavior. By highlighting the importance 

of social proof and peer influence, the study affirms the idea 

that individuals are motivated to give not only because of 

personal values but also due to external societal pressures and 

norms. This insight expands on social comparison theory 

(Festinger, 1954) [20], indicating that individuals’ decisions to 

give can be shaped by the actions and perceptions of those 

around them. 

 

Policy Recommendations 

The findings of this research suggest several policy 

recommendations aimed at fostering charitable giving and 

promoting more effective philanthropy: 

 Tax Incentives for Charitable Contributions: 

Although only 18% of donors cite tax benefits as their 

primary motivation (Lemons, 2017) [28], policies that 

enhance tax incentives for donations can still encourage 

higher levels of giving. Governments should consider 

expanding tax deductions or offering matching programs 

that increase the perceived value of charitable 

contributions, particularly during times of economic 

uncertainty. 

 Public Awareness Campaigns: Governments and 

nonprofit organizations could collaborate on awareness 

campaigns that highlight the emotional and social 

benefits of giving. By emphasizing the psychological 

rewards—such as improved well-being, happiness, and 

a sense of purpose, such campaigns could motivate more 

individuals to engage in charitable activities. 

 Support for Nonprofits through Capacity-Building 

Initiatives: Policymakers should prioritize capacity-

building programs for nonprofit organizations, providing 

them with the resources and training needed to 

implement the psychological strategies discussed in this 

research. This could include grants for professional 

development in storytelling, donor engagement, and 

personalized fundraising efforts (De Vita & Fleming, 

2001) [17]. 

 Incentivizing Volunteerism: Given the strong 

connection between volunteerism and increased 

donations (Geng et al., 2022) [22], policies should 

encourage volunteer work through initiatives such as 

employer-supported volunteer days, tax breaks for time 

donated, or creating formal recognition programs for 

community service. 

 

Practical Implications 

The insights from this study also have direct practical 

applications for nonprofit organizations and fundraisers. By 

understanding the key psychological motivators that drive 

charitable behavior, organizations can enhance their 

strategies in several ways: 

 

Personalized Donor Engagement 
Nonprofits should focus on personalizing the donor 

experience. By connecting with donors based on their 

personal values, interests, and emotional motivations, 

organizations can foster deeper, more long-term 

relationships. For example, data-driven marketing tools can 

help nonprofits tailor their communication to resonate more 

effectively with individual donors (Hural, 2024) [25]. 

 

Effective Storytelling 
Fundraisers should leverage storytelling to create emotional 

connections with potential donors. Sharing personal stories 

of individuals or communities impacted by the organization's 

efforts can evoke empathy, a key driver of giving. Digital 

platforms can be used to present these stories in visually 

compelling formats, enhancing the emotional appeal (Ou, 

2024) [37]. 

 

Building Trust and Transparency 
Ensuring transparency about the use of donations is critical. 

Nonprofits should provide detailed reports on how funds are 

being allocated and the direct impact they are having. 

Establishing trust through clear communication and financial 
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accountability will increase donor confidence and motivation 

to contribute (Bojan, 2024) [6]. 

 

Leveraging Social Influence 
By incorporating social proof, such as testimonials from other 

donors or endorsements from respected figures, nonprofits 

can encourage giving by demonstrating that others are 

already supporting the cause. Additionally, creating 

community-based fundraising events can tap into the desire 

for social belonging, further motivating individuals to 

participate (Reis, 2022) [44]. 

 

Recognition and Appreciation 
Recognizing donors is a powerful way to reinforce the 

emotional satisfaction they experience from giving. Whether 

through personalized thank-you notes, public 

acknowledgment, or exclusive invitations to events, showing 

appreciation strengthens donor commitment and promotes 

future contributions (Weinger, 2024) [53]. 

 

Conclusion 

The psychology and psychological motivation for giving are 

complex and multifaceted. Understanding the underlying 

psychological factors that drive individuals to give is crucial 

for fundraisers and organizations seeking to inspire 

philanthropy. Several key principles emerge from the study 

of giving psychology: 

Firstly, empathy and emotional connection play a central role 

in motivating giving. By sharing compelling stories and 

connecting donors with the individuals or communities 

impacted by a cause, fundraisers evoke empathy and create a 

sense of urgency to act. 

Secondly, personalization is vital. Tailoring giving 

experience to individual donors and recognizing their 

interests, values, and motivations enhances the perceived 

relevance and meaning of the act of giving, thereby 

increasing motivation. 

Trust and credibility are also significant factors. Building 

trust through transparency, providing information about the 

organization's mission and impact, and demonstrating 

financial accountability instill confidence in donors and 

motivate them to contribute. 

The power of social influence cannot be overlooked. 

Leveraging social proof and peer influence by showcasing 

the involvement of others taps into the human desire for 

belonging and conformity, creating a sense of social 

obligation and increasing motivation to give. 

Setting clear goals, tracking progress, and celebrating 

achievements are essential strategies. By creating a sense of 

momentum, purpose, and achievement, fundraisers enhance 

the psychological satisfaction of giving and motivate 

individuals to continue their support. 

Lastly, recognition and appreciation reinforce the emotional 

bond between donors and the cause. Expressing gratitude and 

acknowledging donors' contributions not only cultivates a 

sense of value but also fosters long-term engagement and 

continued motivation. 

To wrap it up, the psychology of giving highlights the 

significance of emotions, personalization, trust, social 

influence, goal setting, and appreciation in motivating 

individuals to contribute to a cause. Fundraisers and 

organizations that understand and effectively utilize these 

psychological principles are better positioned to inspire 

philanthropy and create lasting positive change. 

References 

1. Allen S. The Science of Generosity. Berkeley: The 

Greater Good Science Center at UC Berkeley; 2018 

May. Available from: 

https://ggsc.berkeley.edu/images/uploads/GGSC-

JTF_White_Paper-Generosity-FINAL.pdf. 

2. American Psychological Association. Helping people 

improve their lives. 2014. Available from: 

https://www.apa.org/education-

career/guide/paths/improve-lives. 

3. Bekkers R, Wiepking P. A literature review of empirical 

studies of philanthropy: Eight mechanisms that drive 

charitable giving. Nonprofit Volunt Sect Q. 

2011;40(5):924-973. doi:10.1177/0899764010380927. 

4. Bodkin K. Fundraising ideas: A comprehensive guide to 

effective ideas and strategies to drive fundraising. 2023. 

Available from: https://w.paybee.io/post/fundraising-

ideas. 

5. Bodkin K. The heart of altruism: Exploring the 

psychology of giving. 2024 Jan 18. Available from: 

https://w.paybee.io/post/exploring-the-psychology-of-

giving-the-heart-of-altruism. 

6. Bojan L. The power of transparency: Strategies for 

nonprofits to ensure public support. Phoenix: ASU 

Lodestar Center for Philanthropy and Nonprofit 

Innovation; 2024. Available from: 

https://lodestar.asu.edu/blog/2024/02/power-

transparency-strategies-nonprofits-ensure-public-

support. 

7. Brazier Y. What is psychology and what does it involve? 

Medical News Today. 2018. Available from: 

https://www.medicalnewstoday.com/articles/154874. 

8. Bremner RH. American Philanthropy. Chicago: 

University of Chicago Press; 1988. Available from: 

https://books.google.so/books?id=xRIodAUj1-

wC&printsec=frontcover#v=onepage&q&f=false. 

9. Buffett HW, Eimicke WB. How companies, 

governments, and nonprofits can create social change 

together. Harv Bus Rev. 2018. Available from: 

https://hbr.org/2018/05/how-companies-governments-

and-nonprofits-can-create-social-change-together. 

10. Burton DO, Barnes BCB. Shifting philanthropy from 

charity to justice. Stanford Soc Innov Rev. 2017. 

Available from: 

https://ssir.org/articles/entry/shifting_philanthropy_fro

m_charity_to_justice. 

11. Charity Link. How fundraisers can use the psychology 

of giving: Tips & tricks for fundraisers. 2024. Available 

from: https://www.charitylink.net/blog/how-

fundraisers-can-use-psychology. 

12. Charitylink. How fundraisers can use the psychology of 

giving. 2023. Available from: 

https://www.charitylink.net/blog/how-fundraisers-can-

use-

psychology?rq=How%20fundraisers%20can%20use%2

0the%20psychology%20of%20giving. 

13. Cialdini RB. Influence: The Psychology of Persuasion. 

New York: HarperCollins; 2007. Available from: 

https://www.scirp.org/(S(i43dyn45teexjx455qlt3d2q))/r

eference/ReferencesPapers.aspx?ReferenceID=1108133

. 

14. Clarification. The meaning of philanthropy, not 

fundraising – Part 2. 2024 Apr 25. Available from: 

https://clairification.com/2024/04/25/meaning-



International Journal of Multidisciplinary Research and Growth Evaluation www.allmultidisciplinaryjournal.com  

 
    1296 | P a g e  

 

philanthropy-not-fundraising-part-2-2/. 

15. CommunityForce. Six reasons why giving to charity is 

important. [date unknown]. Available from: 

https://www.communityforce.com/six-reasons-why-

giving-to-charity-is-important/. 

16. Deci EL, Ryan RM. The "what" and "why" of goal 

pursuits: Human needs and the self-determination of 

behavior. Psychol Inq. 2000;11(4):227-268. 

doi:10.1207/S15327965PLI1104_01. 

17. De Vita CJ, Fleming C, editors. Building Capacity in 

Nonprofit Organizations. Washington, D.C.: The Urban 

Institute; 2001. Available from: 

https://www.urban.org/sites/default/files/publication/71

301/building_capacity.PDF. 

18. Dunn EW, Aknin LB, Norton MI. Spending money on 

others promotes happiness. Science. 

2008;319(5870):1687-1688. 

doi:10.1126/science.1150952. 

19. Eisenberg N, Miller PA. The relation of empathy to 

prosocial and related behaviors. Psychol Bull. 

1987;101(1):91-119. doi:10.1037/0033-2909.101.1.91. 

20. Festinger L. A theory of social comparison processes. 

Hum Relat. 1954;7(2):117-140. 

doi:10.1177/001872675400700202. 

21. Fryburg DA. Kindness as a stress reduction–health 

promotion intervention: A review of the psychobiology 

of caring. Am J Lifestyle Med. 2022;16(1):89-100. 

doi:10.1177/1559827620988268. 

22. Geng Y, Chen Y, Huang C, Tan Y, Zhang C, Zhu S. 

Volunteering, charitable donation, and psychological 

well-being of college students in China. Front Psychol. 

2022;12:790528. doi:10.3389/fpsyg.2021.790528. 

23. Grant AM. Give and Take: A Revolutionary Approach 

to Success. New York: Penguin; 2014. Available from: 

http://livre2.com/LIVREE/E1/E001021.pdf. 

24. Heaslip E. Nonprofit vs. not-for-profit vs. for-profit: 

What's the difference? U.S. Chamber of Commerce. 

2024. Available from: 

https://www.uschamber.com/co/start/strategy/nonprofit-

vs-not-for-profit-vs-for-profit. 

25. Hural S. The use of AI in fundraising: Maximizing 

donations with data-driven asks. Nonprofit Tech for 

Good. 2024 May 16. Available from: 

https://www.nptechforgood.com/2024/05/16/the-use-of-

ai-in-fundraising-maximizing-donations-with-data-

driven-asks/. 

26. International Forum for Social Development. Social 

Justice in an Open World: The Role of the United 

Nations. New York: United Nations, Department of 

Economic and Social Affairs, Division for Social Policy 

and Development; 2006. Available from: 

https://www.un.org/esa/socdev/documents/ifsd/SocialJu

stice.pdf. 

27. Konrath S, Brown S. The effects of giving on givers. In: 

Roberts N, Newman M, editors. Handbook of Health and 

Social Relationships. Washington, D.C.: APA Books; 

2011. Available from: 

https://scholarworks.indianapolis.iu.edu/server/api/core/

bitstreams/84add19b-7c22-480a-9275-

314864b24502/content. 

28. Lemons S. The psychology of giving. Reading Partners. 

2017. Available from: 

https://readingpartners.org/blog/the-psychology-of-

giving/. 

29. Lockwood P, Cutler J. 4 reasons we give to charity. 

Psychology Today. 2022. Available from: 

https://www.psychologytoday.com/us/blog/the-helpful-

brain/202205/4-reasons-we-give-charity. 

30. Maniraj S. Motivation. SlideShare. 2010. Available 

from: 

https://www.slideshare.net/samuel18maniraj/motivation

-6098759. 

31. Mattis JS. The social production of altruism: Motivations 

for caring action in a low-income urban community. Am 

J Community Psychol. 2009;43(1-2):71-84. 

doi:10.1007/s10464-008-9217-5. 

32. McRay G. Who really owns a nonprofit? Board of 

directors/governance. 2022. Available from: 

https://www.501c3.org/who-really-owns-a-nonprofit/. 

33. McRay G. A nonprofit board of directors – What is a 

board? Foundation Group. 2023. Available from: 

https://www.501c3.org/nonprofits-board-directors/. 

34. Murtagh T. The power of giving back: How philanthropy 

is changing lives. 2023. Available from: 

https://www.honorsociety.org/articles/power-giving-

back-how-philanthropy-changing-lives. 

35. Network for Good. 7 reasons why donors give. 2023. 

Available from: 

https://www.networkforgood.com/resource/7-reasons-

why-donors-give/. 

36. O'Brien J, Cassirer S. People are slow to adapt to the 

warm glow of giving. Psychol Sci. 2019;30(2):193-204. 

doi:10.1177/0956797618814145. 

37. Ou J. Discover the power of storytelling in digital 

fundraising to build donor trust. Doing Good Digital. 

2024. Available from: 

https://www.doinggoodagency.com/discover-the-

power-of-storytelling-in-digital-fundraising-to-build-

donor-trust/. 

38. Papandrea D. How does LendingTree get paid? Who’s 

donating to charity — and how much. LendingTree. 

2021. Available from: 

https://www.lendingtree.com/debt-

consolidation/charitable-donations-survey-

study/#whosdonatingtocharityandhowmuch. 

39. Penner LA, Dovidio JF, Piliavin JA, Schroeder DA. 

Prosocial behavior: Multilevel perspectives. Annu Rev 

Psychol. 2005;56(1):365-392. 

doi:10.1146/annurev.psych.56.091103.070141. 

40. Pettijohn SL. The Nonprofit Sector in Brief: Public 

Charities, Giving, and Volunteering. Washington, D.C.: 

Urban Institute; 2013. Available from: 

https://www.urban.org/sites/default/files/publication/24

041/412923-The-Nonprofit-Sector-in-Brief-Public-

Charities-Giving-and-Volunteering-.PDF. 

41. Pilat D, Krastev S. TDL brief: The psychology behind 

charity. The Decision Lab. 2020 Dec 15. Available from: 

https://thedecisionlab.com/insights/society/tdl-brief-the-

psychology-behind-charity. 

42. Pincus JD. The structure of human motivation. BMC 

Psychol. 2023;11:308. doi:10.1186/s40359-023-01346-

5. 

43. Redjebov E. The psychology of giving: Why do people 

give to charities? Rally Up. [date unknown]. Available 

from: https://rallyup.com/blog/psychology-of-giving. 

44. Reis J. Power of social proof in fundraising — and 7 keys 

to using it! Nonprofit Fundraising. 2022. Available from: 

https://nonprofitfundraising.com/power-of-social-proof-



International Journal of Multidisciplinary Research and Growth Evaluation www.allmultidisciplinaryjournal.com  

 
    1297 | P a g e  

 

in-fundraising-and-7-keys-to-using-it/. 

45. Ressler RW, Paxton P, Velasco K, Pivnick L, Weiss I, 

Eichstaedt JC. Nonprofits: A public policy tool for the 

promotion of community subjective well-being. J Public 

Adm Res Theory. 2021. doi:10.1093/jopart/muab010. 

46. Richardson C. The ten immutable laws of the 

(fundraising) universe. 2003. Available from: 

https://philanthropynewsdigest.org/features/the-

sustainable-nonprofit/the-ten-immutable-laws-of-the-

fundraising-universe. 

47. Rolland A. Why do people give? Indianapolis: Lilly 

Family School of Philanthropy, Indiana University; 

2019. Available from: 

https://blog.philanthropy.iupui.edu/2019/11/20/why-do-

people-give/. 

48. Salamon L, Anheier HK. America’s Nonprofit Sector: A 

Primer. 2nd ed. New York: The Foundation Center; 

1996. 

49. Smith S. How faith-based organizations and nonprofits 

are working together to solve social issues. Social Impact 

Architects. 2023. Available from: 

https://socialimpactarchitects.com/faith-based-

organizations/. 

50. Soken-Huberty E. Philanthropy 101: Examples, types 

and benefits. Human Rights Careers. 2024. Available 

from: 

https://www.humanrightscareers.com/issues/philanthro

py-101-examples-types-and-benefits/. 

51. The Charity CFO. The psychology of fundraising: Why 

do donors give? 2022. Available from: 

https://thecharitycfo.com/the-psychology-of-

fundraising-why-do-donors-give/. 

52. White G. An entrepreneur's approach to philanthropy 

and building our community. 2023. Available from: 

https://www.linkedin.com/pulse/entrepreneurs-

approach-philanthropy-building-our-community-white-

qarpc/?trk=article-ssr-frontend-pulse_more-

articles_related-content-card. 

53. Weinger A. Donor recognition: When & how to 

acknowledge supporters. Double the Donation. 2024. 

Available from: https://doublethedonation.com/donor-

recognition/. 

54. U.S. Trust. Study of High Net Worth Philanthropy. 2016. 

Available from: https://www.ncfp.org/wp-

content/uploads/2018/09/Executive-Summary-Study-

of-HNW-Philanthropy-UST-2016-2016-u-s-trust-study-

of-high-net-worth-philanthropy.pdf. 

55. Zimmer C. Philanthropy. Learning to Give. [date 

unknown]. Available from: 

https://www.learningtogive.org/resources/philanthropy. 

 


