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Abstract 

Individual donations make up over two-thirds of donations to a charitable organization, making it 

essential for nonprofits to understand their target market so they can effectively use their 

resources in an efficient outreach plan. This study will explore the variables of gender, Greek life 

involvement, and social belongingness and their effect on likelihood of donating among college 

students and recent graduates. The effect of these variables can be used to predict what 

individuals are most likely to donate. A survey was distributed to 152 college students and recent 

graduates ages 18-30. I found that men are more likely to donate both money and time compared 

to women. Greek life members are more likely to donate time and money, with more money 

donated and hours volunteered, on average, than nonmembers. There exists a cultural stereotype 

where both men and women believe women agree more with the values of charitable giving, 

when in reality, men agree to the statements more than women, leading to men donating more 

time and money to the organizations. The main motivators for donating do not differ across 

gender or Greek life involvement, as the number one reason for donating among all groups is an 

individual’s belief in the organization that they are donating to.  
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Introduction 

For nonprofit organizations, one of the most important factors for driving up donations is 

understanding target markets and streamlining their message to these groups. When an 

organization understands its donor base, their outreach strategy can be planned around those 

markets and what they’re looking for. Content can be created that speaks to what’s important to 

them and what drew them to the organization in the first place (For nonprofits, 2017). The best 

way to achieve this is through the use of relevant data. As noted in the 2012 Harvard Business 

Review report, organizations who have shifted to a more data driven culture achieved superior 

financial results. It states that: “With a great deal of competition for donor dollars every day, 

establishing or growing a culture where data is captured, stored, analyzed, and utilized will pay 

dividends.” (Buckley, 2012). This shift in the nonprofit sector towards data driven collection 

efforts, along with my future job opportunity of working for a nonprofit organization following 

graduation sparked my interest in doing my own study to see what factors might have an impact 

on the giving behavior within my peers. 

This thesis will follow my market research study to determine if factors such as gender, 

Greek life involvement, and eagerness to fit in have an impact how much time and money 

college students and recent college graduates are giving to nonprofit organizations.  

 

Significance and Purpose of the Study 

Individual donations historically make up over two-thirds of all funding for nonprofit 

organizations, making it essential for these organizations to understand their individual donors 

(Giving statistics, 2018). The purpose of this study is to explore different factors and determine if 

they can be used predict how much a college student or recent graduate is willing to donate to a 
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nonprofit organization, with regards to time and money. I will explore the variables of gender, 

Greek life involvement, and social belongingness and see if there is any relationship between any 

of these variables and how much a college student has donated to a nonprofit organization within 

the last year.  

Previous studies looking at gender and other variable’s impact on donation patterns have 

come up inconclusive or with contradicting results. This study will attempt to determine what 

factors have an impact and why these differences might occur. This information can help 

organizations allocate their resources to the groups and people who are most likely to donate, 

setting a clearer target audience for their outreach efforts.  

 

Literature Review 

Before conducting the survey, I need to conduct secondary research and look at past 

studies to determine what questions to ask and what scales to use to measure each variable. The 

results from previous studies asking similar questions will help me determine a hypothesis for 

my study. The following section will explain how I arrived at the questions asked of respondents 

in the survey. 

 

 Gender Differences in Generosity 

In the working paper, “The Importance of Being Marginal: Gender Differences in 

Generosity,” the authors explore the question of men and women having different social 

preferences (DellaVinga, List, Malmendier, and Rao, 2013). Previous people who have studied 

this question have found contradictory results. Their results show that men and women have 

similar giving behaviors, except when given the chance to avoid a giving request, women are far 
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more likely to opt-out than men. They find that there are gender differences in social preferences, 

but fails to explain why this might be. In my study, I want to determine if the differences in 

giving behavior across genders could be due to a cultural stereotype where one gender feels more 

social pressure to donate or are seen as more likely to donate. 

 

Scales Related to Consumer Social Influence 

 In my study, I will use a scale implemented by Lennox and Wolfe from the Handbook of 

Marketing Scales (1994) to measure social belongingness, or how much an individual cares 

about what other people think about them and how often they look to the reactions of others as 

clues of how to interact. These questions will be used to measure the variable of willingness to 

belong to a group and will be used to see if a person’s willingness to belong to a group has an 

affect on how likely they are to donate. 

 

Attitudes to Charitable Giving 

 Ahmed and Stuart conducted a study in which they tested individuals’ attitudes towards 

charitable giving to test what drives donations to charity (Furnham 1995). They asked 20 

questions about charitable giving and found that many people believe that there is corruption in 

charity collection and that charities are not as honest as they claim to be. In contrast, the study 

also found that another group of people believe that people who donate to charity are genuinely 

altruistic. I am interested to see if there are different beliefs among men and women about 

charitable giving. I will also explore if beliefs on charitable giving differ between people in 

Greek life and those who are not. Additionally, I will use this scale and construct to see if 
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individuals believe that men and women will answer these questions differently to test if some of 

the differences can be attributed to cultural stereotypes placed on genders.  

 

Driving Factors for Charitable Giving  

The biggest way that individuals feel they have the ability to make an impact on society is 

through charitable giving. According to the study 2016 U.S. Trust Study of High Net Worth 

Philanthropy, conducted by the Indiana University Lilly Family School of Philanthropy, the 

highest motivator for giving to a cause was the belief in the mission of the organization, followed 

by believing that their gift can make a difference (What motivates, 2017). The donors’ primary 

stated motivations for giving were as follows: 

• Believing in the mission of the organization (54%) 

• Believing that their gift can make a difference (44%) 

• Experiencing personal satisfaction (39%) 

• Supporting the same causes annually (36%) 

• Giving back to the community (27%) 

• Adhering to religious beliefs (23%) 

This research can show us that the more people feel aligned to an organization’s mission and 

that their gift is making an immediate difference, the more likely they are to make charitable 

gifts to that organization. I used these findings to construct the question finding out the main 

reasons for college students donating their time and money. I will determine if I find similar 

results, and if these results vary based on the variables I am looking at. I will also add the option 

of donating because it was required by their organization to the answer choices to see if college 
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students who are in Greek life or other campus involvement are donating as a requirement of 

their group. 

 

Gender Differences Among Giving 

 A study titled “Gender Differences in the Correlates of Volunteering and Charitable 

Giving” found results consistent with the idea that women have higher motivation to help others, 

but find that there is little difference between genders in charitable giving. The author concluded 

that women have a higher motivation to donate, but men have more education and resources to 

volunteer, so the differences are cancelled out on a monetary basis, but the means behind the 

donation across genders are different. They find that men make larger amounts of money to 

charity, but women volunteer more time (Einholf, 2010). 

 

Variable Selection 

 In this study, I am choosing to focus on the variables of gender, Greek life involvement, 

and social belongingness to test their impact on an individual’s willingness to give. I chose these 

variables on the basis that I believe they all have the potential to affect the amount and frequency 

of donations. Many studies have been conducted about which gender donates more and why and 

have come up with contradictory results. I want to see if this study focused on college students 

and recent graduates will come up with conclusive evidence for one gender or the other.  

 As a current college student, I have noticed the amount of Greek life philanthropy and 

volunteer events around campus. I want to test if this involvement provides individuals involved 

in Greek life individuals with the incentives and opportunities to give more than those not 
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involved. If so, I wonder if this willingness to give continues to translate in individuals who were 

involved in Greek life, after they graduate.  

 Finally, I chose social belongingness as a variable because in my personal experience, I 

find that it is much more likely to see a group of people volunteering or donating money 

together, rather than as individuals. I want to test whether this is due to an individual’s need to fit 

into a group. So, I want to see if people really are more likely to donate if they are doing it with a 

group, and whether this is due to the social pressures they feel from their group to belong. 

Hypothesis 

 Considering the findings from previous studies and making my own predictions, I have 

come up with hypotheses for this study. 

Hypothesis 1 – Cultural Stereotypes 

 I predict there will be a significant difference in the cultural stereotype of giving behavior 

across genders. I think individuals in this study will view women as more likely to donate time 

and money to a nonprofit organization than men. The actual difference between men and 

women’s donations can be partially accounted for by this gender stereotype; meaning that I 

believe I will find that women donate more money and time because that is what society feels 

they should do. In a study conducted by the Center for Market and Public Organization, the 

authors find that giving is fundamentally a social act (Sanders and Smith, 2014). Because of this,  

women will be assumed to donate more to charity, since they are assumed to care more about 

what the people in their social circle care about them.  

Hypothesis 2 – Greek Involvement 

 I think that people involved in Greek life in college donate more time and money with 

their group than individuals not part of an organization, because of their higher willingness to 
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belong and fit into a group. Being part of a group that places a value on service will incentivize 

its members to volunteer their time and money.  

Hypothesis 3 – Types of Donation by Gender 

 I believe that I will find consistent results to the study by Einholf when applied to college 

students and recent graduates. He found that men will make greater financial donations to charity 

than women, but women will donate more of their time to a charitable cause than men.   

Hypothesis 4 – Social Belongingness Impacts Donations 

 I believe that people who want to be more involved and fit into a group will make more 

donations and spend more time volunteering, especially with volunteering with a group of people 

instead of just individually.  

 

Methodology  

 A survey was conducted to test giving behaviors among college students and the factors 

that impact it. It was created on Qualtrics and distributed via mTurk on April 24th, 2019. I 

received 244 responses, but only 152 responses were valid due to some respondents were not a 

current student or recent graduate of a college within the United States. These responses were 

filtered out of my analysis.  

 The breakdown of respondents by gender was 86 males and 66 females, or 57% and 43% 

of the sample, respectively. 50% of respondents identified as White, followed by 22% as African 

American, 19% as Asian, 6% as Hispanic, and roughly 1% as American Indian and Pacific 

Islander, each. The survey was restricted to people ages 18-30, with an average age of 24.88 

years old. 77 of the valid respondents are currently in Greek Life or used to be involved in Greek 

life on their campus, while 75 respondents were never involved in Greek Life.  
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 Survey questions were asked in four sections. The first section asked about social 

belongingness to a group and Greek life involvement. The second section asked about beliefs 

about donation behavior and gender stereotypes in donation behavior. The third section and how 

often an individual actually donated to a nonprofit organization, with regards to time and money. 

Finally, the last section gathered demographic data about respondents. The full survey can be 

found in Appendix 1.1.  

 

Results 

Gender Differences in Giving Behavior 

 Of the 152 respondents, 113 of them donated money to a charitable organization, 60 

males and 53 females. Using a linear regression testing if gender alone can be used to predict if 

an individual will donate to a charitable cause, we find an R-squared of .009 and a p-value of 

0.248, meaning we cannot claim a significant relationship between gender and whether a person 

will make a financial donation to a charity.  

 

Figure 1: One-Way ANOVA for Donating Money to Charity vs. Gender 
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 While there is no relationship between gender and whether a person will make a financial 

donation, men in our sample donated much more money on average to charity. Including all 

respondents, the average donation of men was $1586.47, compared to just $208.45 for women. 

However, there were three outliers of men who donated $60,000, $25,000 and $25,000 in the 

past year. After removing these outliers from the dataset, the average donation for men was 

$318.51, still significantly higher than the $208.45 of women in the sample.  

 Looking at volunteer hours across genders, males averaged 45.79 hours of service in the 

past year, compared to 20.81 by females in the sample. Again, however, there is an outlier of 

over 2000 hours by one male in the sample. Removing this outlier leaves men with an average of 

22.33 hours in the past year, still higher than the female average. Men completed an average of 

14.30 hours in the past year with a group, and 10.4 hours with their fraternity in the past year. 

Women completed an average of 8.6 hours with a group, and 8.9 hours with their sorority or 

fraternity in the past year. Men in the sample completed more hours individually and with a 

group than women did.  

 The motivations behind men and women donating their time and money to a charitable 

organization are pretty similar across the board. Both genders have the primary motivator for 

donating money and time of believing in the organization, followed by belief that their donation 

will make a difference. Males are significantly more likely than females to donate for the reason 

that they enjoy experiencing the personal satisfaction.  

 

Greek Life Impact on Giving 

 I conducted a One-Way ANOVA to test if there is a relationship between Greek life 

involvement and whether or not the individual is likely to make a financial donation to a 
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nonprofit organization. Using a 95% significance level, we find that there is an R-Squared value 

of 0.129 and a p-value of 0.000, meaning that Greek life involvement can be used to predict 

whether someone is likely to donate money to a charitable cause. The positive slope in the 

regression model shows that Greek life involvement has a positive affect on willingness to 

donate. Additionally, the Pearson correlation coefficient for the relationship between being 

involved in Greek life and donating to a charitable organization in the last year is 0.359 with a p-

value of 0.000, meaning there is a moderate relationship between the two, which is significant at 

all confidence levels.  

 

Figure 2: One-Way ANOVA for Greek Life vs. Financial Donation in the Past Year 

 Greek life involvement has a significant impact on whether or not someone will donate 

money to a charitable cause, so we can ask how much of a difference, on average, does 

involvement have on the amount donated. People who were never involved in Greek life donated 

an average of $213.51 in the past year and spent 19.35 hours volunteering, 10.69 of those were 
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with a group. Comparatively, people involved in Greek life donated $1742.66 in the last year, on 

average, before the outliers were removed. Once removed, they donated an average of $326.82, 

still significantly higher than that of those not involved. Respondents in Greek life spent 23.68 

hours volunteering in the past year, with 12.85 with a group, and 10.88 hours with their Greek 

organization. Without counting their hours completed with their Greek organization, these 

individuals would have only completed 12.64 hours in the last year. This number was almost 

doubled because of their Greek life involvement. Another interesting observation is that only ten 

individuals involved in Greek life did not volunteer at all in the last year, compared to 29 

individuals not involved in Greek life. Therefore, involvement in Greek life has a very large 

impact on the amount of time, on average, spent volunteering. 

 Looking at the motivations behind each groups reason for donating, people involved in 

Greek life donated mainly because they believe in the mission of the organization, followed by 

belief that their donation will make a difference, and their family or friends were donating. The 

main reason for people not involved in Greek life was also that they believe in the mission of the 

organization, followed by they like to give back to the community. For volunteering time, people 

involved in Greek life had the main reason of believing in the organization, followed by belief 

that their donation would make a difference. People not involved in Greek life had the same top 

two reasons for donating.  

 
Cultural Stereotypes 

 When testing to see if cultural stereotypes based on gender might play into an 

individual’s giving behavior, we can compare their answers to the questions asking what percent 

of men they believe agree to a giving behavior question compared to the percent of women they 

believe would agree. After conducting a one-sample t-test, we find that on every scale, there is a 
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significant difference between the mean percent of women who are believed to agree compared 

to the mean percent of men who are believed to agree, at the 95% significance level. 

 

Figure 3: Significance Across Gender Beliefs About Charitable Giving 

Women are ranked higher on every construct, except that people donate to charities to feel good 

about themselves, meaning that people believe women have stronger beliefs about the 

importance of donating to a charitable organization than men.  

 We can then compare these numbers to the true percentages of men and women from the 

sample who agreed with the statements by ranking the questions either 4 = ”Agree” or 5 

= ”Strongly Agree” to see if there is an actual difference between the beliefs of the genders, or if 

these are a rooted stereotype in the minds of people about different genders. Below, is a graph of 

the true percentage of people who agree with the statements, broken up by gender. 
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Figure 4: Actual % Agreeance Based on Gender 

 As shown by the data, many of the statements are actually agreed with by a higher 

percentage of men than women, going against the percentage estimates that respondents had 

about each gender’s beliefs of charitable giving. This shows that there is some cultural stereotype 

that makes individuals think women are more likely to agree with the values of charitable giving, 

when in reality, men in the sample were more likely to agree with almost every statement.  

 

Willingness to Belong to a Group 

 In order to determine if a person’s willingness to belong to a group has an impact on 

whether or not they are likely to donate money to a charitable cause, I ran a regression with 

dependent variable of donating money in the past year and independent variables of all of the 

social belongingness scales. I found that the regression as a whole has a significance of 0.001, 

but the only statement by itself that is a significant predictor at an alpha of .05 is “I believe that 

when everyone else in a group is behaving in a certain manner, this must be the proper way to 

behave.” However, the rest of the statements were not significant predictors of donating time.  
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Figure 5: Regression Analysis for Predicting Monetary Donations 

 While social belongingness is not a very good predictor of whether someone will donate 

to a nonprofit organization, I did find a significant difference between individuals involved in 

Greek life and those not, with regards to wanting to belong to a group. The mean score for 
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people involved in Greek life for wanting to belong to a group with (1=never true and 7=always 

true) is 5.22, while those not involved is 4.33. Therefore, people in Greek life care more about 

fitting into a group, but it does not appear to have an effect on their willingness to donate.  

 
 

Figure 6: T-test Comparing Willingness to Belong for Greek Life Members and Non-Greek Life 

Conclusion 

 After completing analysis on the data gathered from the survey, there are a few conclusions 

we can make. My first hypothesis was partially correct. There was a significant difference between 

the views on gender compared to the actual responses, proving a cultural stereotype is present. 

Both men and women believe that women are more likely to believe in the values of giving to a 

charitable organization, when in reality, men agreed with more of the statements, on average, than 

women did. The cultural stereotype is present; however, I predicted that this would cause women 

to donate more due to the social pressures, when men ended up donating more time and money 

than women did.  

 My second hypothesis was that people involved in Greek Life will donate more time and 

money due to their high willingness to belong to a group. Respondents who were members of 

Greek Life did donate more time and money to causes compared to those who are not involved. 
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They also gave more importance to social belongness and fitting into a group than nonmembers; 

however, social belongingness did not prove to be a very strong predictor of likelihood of donating.  

My third hypothesis was that men would donate more money than women and women 

would volunteer more of their time than men. However, men in the sample donated significantly 

more money and time than women did. This aligns with the men’s average agreeance to their 

beliefs about the importance of donating to a charitable cause.  

Finally, I predicted that people who are very eager to belong to a group and fit in would 

donate more money and time. This turned out to be a decent predictor in the regression model, 

with a significance of .001 to predict likelihood of donating money; however, only one statement 

by itself was a statistically significant predictor. I found that people in Greek life have a higher 

need to belong to a group, but the variable of social belongingness as a whole is still not a good 

predictor. Therefore, using willingness to belong to a group is not a very strong predictor of 

donation potential.  

 

Limitations 

 There are a few potential limitations in the data collection in this study. First, there were 

only 152 valid respondents. More data with a higher sample size should be taken to have the most 

accurate results and representation that can be applied to the population. I restricted this study to 

college students, ages 18-30; therefore, the results of the study cannot be applied to any individuals 

outside of this restriction. Additionally, individuals can exaggerate their answers, especially to 

questions they feel they might be judged a certain way, even if it is anonymous. This can lead to 

social desirability bias, when the subject answers in a way that they believe to be more socially 

acceptable than their true answer (Lavrakas, 2008). While this type of bias is basically unavoidable, 
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it is important to consider when analyzing the data to know that the numbers might not be the 

entire truth.  

 

Next Steps 

 While I discovered some statistically significant variables that can be used to predict an 

individual in college or recent graduate’s likelihood or donating time and money, there are many 

variables I did not have the time or resources to study. In the future, I would like to look for 

correlations and patterns between the key variables selected in this study and determine if there is 

any relationship between them. I am curious to further explore the use of data analysis and 

regression to predict a person’s likelihood of donating, and applying this method to nonprofit 

organizations so that they can use data to drive up their individual donations. I believe this research 

can be used and further expanded upon to create a tool for charitable organizations to individualize 

and streamline their outreach efforts to the people most likely to donate.  
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