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Many donation campaigns seem to suggest that people donate more to individuals in need than to organizations -- this is not always

true. Specifically, we show that the fit between a donor's construal level and the donation target, either specific or general, affects

willingness to donate time and money.
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EXTENDED ABSTRACT
The current research explores the interacting effect of in-

dividuals’ construal level and the donation target (i.e., person or 
organization) on willingness to donate time and money. 

According to findings from research on construal level (CLT, 
Trope & Liberman 2003), individuals’ cognitive mindset influences 
the way they process information and, as a result, their preferences 
and behaviors. It is argued that psychologically proximal events are 
mentally represented via low level construal, while psychologically 
distant events are mentally represented through high level construal 
(e.g. Trope & Liberman 2003; Chandran & Menon 2004; Bar-Anan, 
Liberman & Trope 2006; Trope, Liberman & Wakslak 2007). 

We suggest that a donation campaign may be processed dif-
ferently depending on its psychological distance from the audience. 
For example, a campaign calling for immediate donations is more 
likely to be processed with a low level of construal while a campaign 
that is expected to be launched in the future is more likely to be 
processed with high level construal due to the differences in time 
distance. Also, a campaign for poor elderly people launched at a 
university campus is more likely to be processed by students via a 
high level of construal while a campaign for students in financial 
need is more likely to be processed via low level construal due to 
differences in social distance. 

We hypothesize that individuals led to adopt a low-level 
construal mindset will be more willing to donate to a specific, 
rather than general, donation target. A campaign focused on a 
specific donation target, that is, on a particular individual in need, 
fits with low level construal representation because it focuses on 
specific categories, details and context-dependent information. On 
the other hand, individuals led to adopt a high construal mindset 
will be more inclined to donate to a general, rather than personal, 
donation target. That is so because a campaign focused on a general 
donation target, such as a charitable organization, fits with high 
level construal processing, as it focuses on broader categorization, 
general descriptions, and de-contextualized information. 

STUDY 1
Expectancy and value are two components of the motivational 

force (Vroom, 1964). Thus, donations are based on the expectancy 
that a campaign will be successful and on the value of the campaign. 
We suggest that the fit between level of construal and the campaign 
message’s personalization level increases both expectancy and value.

One hundred and thirty two participants were randomly as-
signed to one of four conditions in a 2 (construal level) x 2 (per-
sonalization) design. 

Personalization: Participants were either asked to help an under-
privileged boy (personal) or to assist under-privileged children who 
stay in care centers (non-personal) with their school assignments. 

Construal level: Participants were either told that the campaign 
was expected to be launched in the next month (low level) or at the 
beginning of the next year (high level). 

As expected, two-way interactions were found such that in the 
low construal condition, participants indicated a higher expectancy 
that the campaign would be successful and assigned more importance 
to it when the message was personalized. Conversely, in the high 
construal condition, participants demonstrated higher expectancy 
and attributed more importance to the campaign when the message 
was non-personalized (Expectancy: F

 (1,128)
=3.23, p=.05; Value: F

 

(1,128)
=4.33, p<.05). 

STUDY 2 
In Study 2 we investigated that the fit between level of con-

strual and the campaign message’s personalization level increases 
participants’ willingness to donate time. 

One hundred and twenty two participants were randomly 
assigned to one of four conditions in a 2 (construal level) x 2 
(personalization) design. 

Personalization: Participants were either asked to help an 
immigrant settle-in (personal) or to help at an absorption center 
(non-personal). 

Construal level: Participants were either told that the campaign 
focuses on helping immigrant students (low level), or that it focuses 
on helping elderly immigrants (high level). 

Finally, participants were asked how many hours they were 
willing to give per month and how many months they would be 
willing to volunteer as well as report their expectancy and campaign 
importance. 

As expected, under low construal participants were more 
willing to contribute time when the message was personalized. 
Conversely, under high construal participants were more willing 
to donate time when the message was non-personalized (Hours: 
F

(1,118)
=5.16, p<.05; Months: F

(1,118)
=4.27, p<.05). 

Furthermore, replicating the results of Study 1, the cross over 
interaction was found significant for both expectancy (F

 (1,118)
=6.17, 

p<.05) and value (F
 (1,118)

=3.92, p =.05) 

STUDY
Time and money are processed differently (Zauberman and 

Lynch 2005, Malkoc and Zauberman 2006; Liu and Aaker 2008). 
Specifically, when thinking about time, compared to money, people 
are more susceptible to biases in decision-making. The current study 
seeks to demonstrate that the fit effect also occurs in willingness 
to donate money. 

Three hundred and fifty eight participants were randomly 
assigned to one of six conditions in a 2 (construal level) x 2 (per-
sonalization) x 2 (gender) design. 

Personalization: Participants were either asked to help a person 
injured in a car accident (personal) or to assist in the department for 
rehabilitating individuals injured in car accidents (non-personal). 

Construal level: When a potential donor’s gender is congruent 
with the target’s gender, information will be processed more with 
low level construal due to high psychological proximity than when 
gender is incongruent. Therefore, participants’ gender was coded. 
Match conditions (e.g. male participant and male target) were coded 
as the low level condition while discordant conditions were coded 
as the high level condition. 

Finally, participants were asked how much money they were 
willing to donate.

As expected, a three-way interaction was found (F
 (1,350)

=4.64, 
p<.05). Men were willing to donate more money to injured men in 
the low construal condition when the message was personalized. 
When the message was not personalized, men were willing to donate 
more money to injured women under the high construal condition. 
The same effect was found for women. 
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