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Abstract This paper examines the extent to which communication strategies may

influence willingness to volunteer. Research on persuasive advertising and the

‘‘arousal: cost-reward’’ model serve as theoretical foundations. The results of two

experiments indicate that advertisement-induced (ad-induced) emotional arousal,

message framing, and manipulations of self-efficacy perceptions can impact will-

ingness to volunteer. Analysis detected a significant interaction between perceived

self-efficacy and message framing. In the low (high) self-efficacy condition gain

frames (loss frames) were more persuasive. When gender-related differences were

considered, analysis revealed that ad-induced emotional arousal and manipulations

of self-efficacy had their impact solely on men’s willingness to volunteer. Based on

the results of the empirical analyses, implications for management and starting

points for future research are presented.

Résumé Cet article analyse dans quelle mesure les stratégies de communication

ont une influence sur la volonté de se porter bénévole. La recherche sur la publicité

à vocation persuasive et le ‘‘arousal: cost-reward’’ model servent de fondations

théoriques. Les résultats de deux expériences montrent que l’éveil émotionnel induit

par la publicité, la structure du message et les manipulations des perceptions

d’efficacité, peuvent avoir un impact sur la volonté de se porter bénévole. L’analyse

a permis de révéler une interaction significative entre la connaissance de sa propre

efficacité et la structure du message. Dans le cas de la connaissance de sa propre

efficacité (importante), les structures de gain étaient plus convaincantes. Lorsque les

différences de genre étaient considérées, l’analyse a révélé que l’éveil émotionnel

induit par la publicité et les manipulations de la connaissance de sa propre efficacité

n’avaient un impact que sur la volonté des hommes à se porter bénévole. Des
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recherches à venir sont présentées, en se basant sur les résultats des analyses em-

piriques, les implications de la gestion et les points de départ.

Zusammenfassung Dieser Beitrag untersucht, inwieweit Kommunikationsstrate-

gien die Bereitschaft zur Übernahme ehrenamtlicher Tätigkeiten beeinflussen.

Studien zu persuasiver Werbung und dem ‘‘Arousal: Cost-Reward’’ Modell bilden

die theoretischen Grundlagen. Die Ergebnisse zweier Experimente zeigen, dass sich

die durch Werbung hervorgerufene emotionale Erregung, das Message Framing und

die Manipulation der Selbstwirksamkeitserwartung auf die Bereitschaft zur Über-

nahme ehrenamtlicher Tätigkeiten auswirken können. Eine Analyse ergab, dass eine

signifikante Interaktion zwischen der Selbstwirksamkeitserwartung und dem Mes-

sage Framing besteht. Bei niedriger (hoher) Selbstwirksamkeitserwartung war eine

Gewinnrahmung (Verlustrahmung) überzeugender. Ein geschlechtsspezifischer

Vergleich zeigte, dass sich die durch Werbung hervorgerufene emotionale Erregung

und die Manipulation der Selbstwirksamkeitserwartung lediglich bei Männern auf

die Bereitschaft zur Ausführung ehrenamtlicher Tätigkeiten auswirkte. Aufbauend

auf den Ergebnissen der empirischen Analysen werden Empfehlungen für die

Unternehmenspraxis sowie Ansatzpunkte für zukünftige Forschungsstudien

präsentiert.

Resumen Este trabajo analiza el grado de influencia que las estrategias de com-

unicación tienen en la disponibilidad para ser voluntario. Como base teórica del

estudio se utilizó, por una parte, las investigaciones en publicidad persuasiva y, por

otra, el ‘‘arousal: cost-reward’’ model. El resultado de dos experimentos alemanes

indica que un despertar de conciencia emocional por medio de la publicidad

(anuncios), el contexto de los mensajes y la manipulación de las percepciones sobre

la propia utilidad pueden influir considerablemente en la intención de ser voluntario.

El estudio detectó una relación significativa entre la propia utilidad percibida y el

contexto del mensaje. En condiciones de baja (alta) propia utilidad, los marcos de

ganancia (de pérdida) eran más persuasivos. En cuanto a las diferencias relacio-

nadas con el sexo, el estudio reveló que un despertar de conciencia emocional por

medio de anuncios y la manipulación de la propia utilidad solo tenı́a influencia en el

deseo de los hombres para prestarse voluntarios. En función de los estudios emp-

ı́ricos, se presentaron consecuencias de gestión y puntos de partida para las

investigaciones futuras.

Keywords Volunteering � Persuasive advertising � ‘‘Arousal: cost-reward’’

model � Philanthropy � Germany

Introduction

Volunteerism provides a crucial component of civil society. For example,

participation in voluntary work is widespread in the United States. In 2005, about

65.4 million American citizens were engaged as volunteers. The median amount of
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time spent for voluntary work per year was 50 h (Corporation for National and

Community Service 2006). Furthermore, US volunteers contributed about 75 billion

dollars to gross national product (Mowen and Sujan 2005). In the United Kingdom,

around 22 million people participate in voluntary projects in their leisure time. In

doing so, individual commitment amounts to 90 million hours of voluntary work per

week (Volunteering England 2007). In 2004, approximately 36% of the German

population older than 14 years volunteered (Gensicke et al. 2006).1 Volunteerism

takes place in a wide range of domains, ranging from voluntary service in social and

cultural facilities or locals sports clubs to honorary appointments in ecology groups

or human rights organizations. Even though there are arguments against volunteer-

ing (e.g., crowding-out of regular jobs),2 one should not underrate voluntarism’s

relevance for the sustainability of civil society. Volunteering provides solutions for

social problems which cannot be solved by the market or state regulations. Because

globalization has generated the need for the rebuilding of industrialized countries’

welfare systems, voluntarism will presumably become even more important in the

near future.

This study is an attempt to develop managerial recommendations for the design

of voluntary organizations’ communications policies. After presenting the theoret-

ical foundations for the study, the results of two experimental studies will be given.

Within the scope of the first experiment, constitutive criteria of persuasive

communication (message framing and self-efficacy), which are also relevant in, for

example, health promotion contexts (Chang 2007), will be considered. The second

experiment is based on the so-called ‘‘arousal: cost-reward’’ model as well as on

findings on persuasive communication. The ‘‘arousal: cost-reward’’ model origi-

nates from the analysis of prosocial behavior (e.g., Dovidio et al. 1991).

Furthermore, gender-specific main and interaction effects are tested within the

context of both experiments. In the concluding section, managerial recommenda-

tions for voluntary organizations as well as possibilities for future research are

discussed.

This paper contributes to scientific progress with respect to the following

points: To the best of the author’s knowledge this paper is the first to validate

the effect of the ‘‘self-efficacy’’ by ‘‘message framing’’ interaction on

behavioral intentions within the context of prosocial behavior, the effect of

message framing on the willingness to volunteer, and the moderating effect of

advertisement-induced arousal on the causal relationship between the costs of

volunteering and the willingness to volunteer. This paper is one of a small

number of studies that explicitly focus on the development of managerial

recommendations for the design of voluntary organizations’ communication

policy. Furthermore, this paper provides deeper insights into gender-specific

effects on willingness to volunteer.

1 For figures on other European countries see European Volunteer Centre (undated).
2 This is a widespread argument against volunteering (Callow 2004, p. 269)—but there is little research

to actually support this counter-argument.
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Theoretical Background

Voluntarism

According to Mowen and Sujan (2005), volunteering can be regarded as a kind of

charitable activity which bears resemblance to consumer behavior. This is because

taking over or carrying out voluntary work goes along with deciding how much of

one’s leisure time one is willing to spend on volunteering in lieu of other (leisure)

activities. Furthermore, volunteering can be subsumed under the superordinate

concept of altruistic or philanthropic behavior. Due to the fact that voluntarism is

closely connected with striving for social goals, voluntary work may be also

considered a form of collective behavior. Within this context, individual free-riding

can result in a collapse of social cooperation (Kollock 1998).

Voluntarism has been examined from an array of different angles (Dutta-

Bergman 2004) including the economic, psychological (Unger 1991), the

sociological (McPherson and Rotolo 1996), and organizational behavioral

(Schaubroeck and Ganster 1991). Like this paper, a significant part of earlier

multidisciplinary studies were based on behavioral science. For example, Wyman

and Samu (2002) compared volunteering with the concept of symbolic consump-

tion, with an alternative to other time-consuming activities (e.g., hobbies), and with

donating behavior. Thus, Wyman and Samu (2002) differentiated between three

important conceptual approaches to the analysis of volunteering behavior. Whilst

some of the corresponding studies deal with the importance of demographics (e.g.,

Wilson 2000), other studies focus on the analysis of motivations for volunteering

(e.g., Clary et al. 1998; Rehberg 2005; Yeung 2004). According to Marta et al.

(2006), one has to distinguish between egoistic and altruistic motivations for

volunteering. Within this context it has to be mentioned that volunteering

encompasses a productive element. Thus, voluntary work should not be understood

as merely a consumptive leisure activity (Erlinghagen 2003). Because of this and in

addition to altruistic motives, citizens may be motivated to participate in voluntary

work due to the fact that they (co-)produce services that otherwise would have had

to be bought on the market.3 For example, parents may volunteer in their children’s

kindergarten to ensure an expansion of opening hours from the wee hours of the

morning to late evening. Besides the consideration of volunteers’ motivations,

behavioral approaches to volunteering take into account the impact of personality

traits (Mowen and Sujan 2005), free-riding incentives (Unger 1991), and the impact

of social pressure groups (Fisher and Ackerman 1998).

This paper addresses the question of how people can be attracted to voluntary

work by means of voluntary organizations’ communications policies and a review

of the scientific literature addressing the topic follows. As Fisher and Ackerman

(1998) stated, papers focusing on voluntary work from a marketing-centric

perspective are rare. One of the few papers which did so and one which validated

the hypothesis that functional motivations influence willingness to volunteer is that

of Clary et al. (1994). Clary et al. (1994) concluded that voluntary organizations

3 See Weisbrod (1975, p. 179) for a discussion on the substitutability of public and private goods.
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should use advertising messages which are congruent with recipients’ functional

motivation to volunteer. Fisher and Ackerman (1998) showed that the communi-

cation of (disadvantaged or fringe) groups’ specific needs as well as an emphasis on

the fact that participating in voluntary work will be socially respected has a positive

impact on people’s willingness to volunteer. In an empirical study, Clary et al.

(1994) verified the relevance of a wide range of individual motivations to volunteer

among retirees. Hence, different segments of retirees have to be approached with

varying (communication) strategies.

Self-Efficacy

According to Wood and Bandura (1989), self-efficacy represents the self-

assessment of one’s skills in performing specific tasks. One can also think of

self-efficacy as the confidence in one’s own skills. The self-assessment of one’s own

cognitive, social, linguistic, and technical capacity, in particular, may influence an

individual’s self-efficacy perception. Likewise, and according to Bandura (1977),

the observation of how other people cope with specific tasks or the influence of

social pressure groups may impact perceived self-efficacy. Taken altogether, self-

efficacy is a result of complex information processing (Gist and Mitchell 1992).

Moreover, the related cognitive process is influenced by, for example, personality

traits or situative factors.

Even though self-efficacy is mostly considered a moderating variable, one can

assume a direct causal relationship between self-efficacy and intention to perform

specific activities (Bandura 1977). Individuals with a higher perceived self-efficacy

are more likely willing to carry out challenging tasks. A number of social scientific

papers partially support this assumption. For example, Troutman et al. (2000)

show—in a human resource management context—that the named hypothesis holds

true for men, but not for women. In contrast, the findings of Troutman et al. (2000),

Rodgers and Gauvin (1998) and Yzer et al. (1998), for example, indicate a positive

effect of men’s and women’s perceived efficacy on the intention to perform specific

behaviors or actual behaviors, respectively. Eden and Kinnar (1991) refer to this

phenomenon as the Galatea effect.4 Hypothesis H1 thus reads as follows:

H1: A higher (lower) perceived self-efficacy results in a higher (lower) willing

ness to volunteer.

Message Framing

Everyday life is made up of a multitude of decision-making situations (e.g.,

consumption decisions). According to normative decision theory decision-making

situations encompass the existing decision options, the possible consequences of

choosing one of those options, as well as the consequences’ conditional probability

4 The Galatea effect is a phenomenon of self-fulfilling prophecies. It is assumed that high self-

expectations regarding the performance of specific tasks alone lead to high performance in coping with

the corresponding task (McNatt and Judge 2004). In this spirit, one can assume that pronounced self-

efficacy perceptions result in a distinct willingness to perform specific behaviors.
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of occurrence. The work of Tversky and Kahneman (1981) indicates that individuals

do not always behave in accordance to the predictions of normative decision theory.

Instead of behaving according to normative decision theory’s prediction, individuals

are often geared to mental representations of decision-making problems. Within this

context, one alludes to decision-making frames, which have a significant impact on

decision making. The point of origin of Tversky and Kahnemann’s idea is a

situation in which an individual is confronted with two decision options. One

decision option carries risk; the other does not. The majority of people choose the

riskless decision option. In contrast to this, individuals choose the risky decision

option if decision problems are presented in a gain frame.

The concept of message framing, which is relevant within the context of this

study, is closely related to the phenomenon of decision framing. It is assumed that

differently framed persuasive communication have varying effects on individual

behavior. Meyers-Levy and Maheswaran (1990) distinguish between several types

of message framing. For example, message framing encloses the accentuation of

positive versus negative characteristics of products, items, or subjects, verbal versus

numeral descriptions, and depiction of negative versus positive consequences of

specific behaviors. The last-mentioned type of message framing is of relevance for

this study.

Empirical studies on the effects of message framing have been conducted

regarding different domains of individual behavior. For example, Grewal et al.

(1994) considered framed messages within the context of promoting the purchase of

consumer durables. Buda (2003) incorporated aspects of message framing with

regard to human resource management problems. Furthermore, many of the existing

studies on the impact of message framing have focused on health-related behavior

(e.g., Jones et al. 2003; O’Connor et al. 2005). Tversky and Kahneman (1981) came

to the conclusion that gain frames (loss frames) promote riskless (risky) decision

behavior. Correspondingly, and in a health-related context, Meyerowitz and

Chaiken (1987) showed that an illustration of the positive consequences of a

specific behavior (gain frame) had a stronger impact on actual behavior than loss

frames. In contrast to these findings, Ganzach and Karsahi (1995), for example,

demonstrated first that the loss frames’ effect on intentions or actual behavior may

be more pronounced. Second, they showed that message framing may also have no

behavioral impact under certain circumstances. At first glance, empirical findings on

the behavioral effects of framed messages appear disparate. But these divergent

findings are conditional by virtue of diverse factors which have an impact on the

strength and direction of message framing effects. According to Block and Keller

(1995), loss frames have a stronger (less strong) impact on behavioral intention

when individuals (do not) process information with cognitive elaboration. Since

voluntary work does not involve distinct monetary, financial, or social risks, it is

assumed that people do not process voluntary organization’s advertising messages

with pronounced cognitive elaboration. Thus, hypothesis H2 is:

H2: Gain frames have a stronger impact on the willingness to volunteer than loss

frames.

Besides these two main effects, an interaction effect of message framing and

perceived self-efficacy is assumed. There are only a small number of empirical studies
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that deal with the combined effect of message framing and perceived self-efficacy. For

example, Williams et al. (2001) show that the effect of message framing on the

intention to self-perform breast cancer checkups is mediated by perceived self-

efficacy. Williams et al. (2001) argued that perceived self-efficacy is elevated by loss

frames. Meyerowitz and Chaiken (1987) verified this effect empirically. In opposition

to Meyerowitz and Chaiken (1987), Banks et al. (1995) could not demonstrate the

described effect of message framing on self-efficacy perceptions.

Block and Keller (1995) provided an argument which can be used to justify the

consecutively presumed interaction effect theoretically. It should be noted that

Block and Keller (1995) did not take perceived self-efficacy into account but

considered the general efficacy of health-related behavior (e.g., immunization

against tick-borne diseases) instead. It is assumed that negatively framed

information has a stronger behavioral impact when communication messages are

processed with stronger cognitive elaboration. Furthermore, low perceived efficacy

of a specific behavior leads to a low perception of the probability of success of the

corresponding behavior and subsequently to a stronger cognitive elaboration of

information processing. Thus, it is assumed that negatively framed messages have a

stronger behavioral impact than positively framed messages when perceived self-

efficacy is low. Since this is contrary to hypothesis H2’s prediction, one can expect

mitigation or over-compensation, respectively, of the effect of gain frames on the

willingness to volunteer when self-efficacy perception is low. In the case of strong

self-efficacy perceptions the predictions of hypothesis H2 should persist thoroughly.

Thus, hypothesis H3 is:

H3: The positive effect of loss frames on the willingness to volunteer is (is not)

dampened by low (high) self-efficacy perceptions.

‘‘Arousal: Cost-Reward’’ Model

Voluntary work constitutes a form of prosocial behavior. Prosocial behavior can be

explained by the so-called ‘‘arousal: cost-reward’’ model (e.g., Dovidio et al. 1991).

According to this approach, each potential helper evaluates the situational severity,

upon meeting the person needing assistance. The potential helper is activated to a

greater or lesser degree in correspondence to the assessed severity of need. Potential

helpers trade off costs and rewards of helping, based on this activation. The higher

the net rewards of helping, the higher is the individual’s willingness to help.

Additionally, it is assumed that a stronger emotional activation enhances the

willingness to help. This conforms to the empathy–altruism hypothesis which

presumes that individual willingness to help is elevated by an emotional activation

caused by empathy. This is because it is assumed that the willingness to help is more

pronounced when individuals are able to put themselves in someone else’s position

(Barnett et al. 1981). Several scholars presume or demonstrate that ad-induced

emotional arousal positively impacts advertising’s persuasive power (e.g., Stout and

Leckenby 1988). Even though empirical findings regarding the effects of ad-induced

arousal are to some extent disparate (Brown et al. 1998), hypothesis H4 reads as

follows:
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H4: The stronger ad-induced arousal is the higher is the willingness to volunteer.

According to Bolnick (1975), the willingness to volunteer is dependent not only

on the impact of social pressure groups and individual rewards of conducting

voluntary work. Rather the costs of volunteering also influence the decision to take

on voluntary work. Callow (2004) enumerates several categories of costs, which can

be traded off against the rewards of volunteering. It can be assumed that lost leisure

time is one of the major expenses of doing voluntary work. Of course, the

opportunity costs of time vary among different persons. Thus, 1 h spent

volunteering can be linked to strongly differing opportunity costs, when different

people or categories of people (e.g., students enrolled at a university versus

employed person) are considered. Nevertheless and according to the ‘‘arousal: cost-

reward’’ model, hypothesis H5 is:

H5: Higher costs of volunteering lead to a lower willingness to volunteer.

If one complies with hypothesis H5 uncritically, one would recommend

voluntary organizations to promote voluntary work by communicating minor

expenditure of time. However this would be disadvantageous, because volunteers

would come to recognize that voluntary organizations understate the costs of

volunteering, at the very latest when they begin to do their volunteer work. This

would damage voluntary organizations’ credibility and volunteers’ loyalty. The

‘‘arousal: cost-reward’’ model provides a loophole in this regard as it is predicted

that the negative effects of the costs of volunteering on the willingness to volunteer

can be dampened by (ad-)induced arousal (Klein et al. 2004). Therefore, hypothesis

H6 is:

H6: Ad-induced arousal dampens the negative effects of the costs of volunteering

on the willingness to volunteer.

Gender-Specific Effects

According to Wilson (2000), women are on average more willing to volunteer.5

Corresponding to Brunel and Nelson (2003) there is a received opinion—probably

outmoded—that women tend to be more altruistic than men, because of a natural

disposition to being more caring and affectionate. Contrary to this, it is assumed that

men are more competitive and as a result less affectionate. It has to be kept in mind

that social influences may alter these gender-specific dispositions. Within an

advertising context Brunel and Nelson (2000) showed that women reacted more

positively to advertising which promoted charitable actions. This effect is explained

by the notion that women adhere to a more moral weltanschauung. Therefore,

hypothesis H7 states:

H7: Women have a more pronounced willingness to volunteer than men.

In addition to the above-mentioned direct effect of gender, gender-specific

interaction effects are considered in the subsequent experiments. One must be aware

that there is no comprehensive theoretical foundation for these interaction effects.

5 According to a report of the Corporation for National and Community Service (2006) more women than

men volunteer in the United States. Contrary to this, more German men than women are volunteers

(Gensicke et al. 2006). Likewise, Wymer and Samu (2002) show that men may have a higher willingness

to volunteer.
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Consequently, the interaction effects’ examination is of an exploratory nature. But

one can presume that the effect of the costs of volunteering, for example, is less

strong for women than it is for men since women probably have a more pronounced

moral weltanschauung.

Figure 1 presents a figurative summary of the hypotheses derived above. It

becomes clear that the subsequent experiments primarily focus on altruistic motives

at the societal (macro) level and do not take self-centered motives on the individual

(micro) level into account.

Research Design and Results

This paper’s concrete research object is the design of a print advertisement for

promoting voluntary reading and writing coaching for children. The experiment

took place in November 2006 at an University in Southwestern Germany. Coaching

was picked because it can be assumed that providing voluntary private lessons is

equally appealing to women and men. Other activities may be preferred by one or

the other gender. For example, home care activities (athletics training activities)

may be more appealing to women (men). Altogether two experimental studies based

on two different student samples were conducted. A print advertisement promoting

volunteering was presented to each of the studies’ participants. The corresponding

print ads were manipulated experimentally. After seeing the ads each test person

Ad-
induced arousal 

Low costs 

High costs 

Willingness to volunteer  

Negative frame Positive frame 

High self-efficacy 

Low self-efficacy 

Willingness to volunteer  

No ad-induced 
arousal

Fig. 1 Summary of proposed research hypotheses
Note: within the context of gender-specific effects on the willingness to volunteer merely different levels
of willingness to volunteer are expected
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indicated her/his willingness to volunteer. Thereafter, questions regarding the

success of the experimental manipulations were considered.

Experiment 1

Research Design

This study had a 2 (‘‘Self-efficacy’’) * 2 (‘‘Message framing’’) factorial design.

Subjects were students of economics enrolled in a German university. Overall, 140

students were randomly assigned to experimental conditions. Due to incomplete

responses the number of useable questionnaires was ultimately reduced to 131

(Appendix B). Respondents’ average age was 21.5 years (minimum age: 18 years;

maximum age: 37 years). Furthermore 48.5% of the test subjects were women. No

significant differences with regard to the distribution of gender (v2(3,

n = 131) = 3.58, p [ .10) and age (F(3, n = 128) = .47, p [ .10) between the

four experimental groups were detected.

Independent Variables

Message framing was manipulated by presenting the positive (negative) consequences

of (not) participating in voluntary coaching (Loss frame: ‘‘Without your help, a child

won’t learn to read!’’ versus ‘‘With your help, a child will learn to read!’’). A depiction

of laughing or crying children, respectively, supported message framing visually. Self-

efficacy was manipulated by modifying the print ads’ headline (Low self-efficacy:

‘‘Without your help a child won’t learn to read!’’ or ‘‘With your help a child will learn

to read!’’; High self-efficacy: ‘‘Without your help five children won’t learn to read!’’ or

‘‘With your help five children will learn to read!’’).

Dependent Variable

Willingness to volunteer was considered as dependent variable. Three 5-point rating

scale items were used to measure willingness to volunteer (Appendix A). Because

Cronbach’s alpha amounts to .87, internal reliability can be assumed. It has to be

kept in mind that the willingness to perform a specific behavior, which test persons

indicate during surveys, does not correlate perfectly with subsequent behavior.6

Thus, the current study tells more about the determinants of people expressing that

they would like to (start to) volunteering than about the determinants of actual

volunteering behavior.

Manipulation Check

Subjects appeared to perceive the message framing and self-efficacy manipulations

as intended. The self-efficacy perceptions of low self-efficacy subjects were

6 Having considered different forms of behavior and different measurement approaches, Sheppard et al.

(1988) find an average correlation of .53 between intentions and behavior in a meta-analysis.
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significantly lower than those of the high efficacy ones (F(1, n = 131) = 4.06,

p \ .05).7 Subjects in the (loss) gain frame condition perceived that the message

stressed (did not stress) the pros of volunteering rather than the cons of not

volunteering to a greater extent (F(1, n = 131) = 9.82, p \ .01).8

Effects on Willingness to Volunteer

As a first result, significant main effects of message framing (F(1, n = 131) = 2.39,

p [ .10) as well as of perceived self-efficacy (F(1, n = 131) = .34, p [ .10) were

not detected. Therefore hypotheses H1 and H2 have to be disapproved. Contrary to

this, the interaction of message framing and perceived self-efficacy was found to be

significant (F(1, n = 131) = 7.63, p \ .05). Figure 2 depicts this two-way (self-

efficacy * massage framing) interaction’s disordinal nature. Contrary to hypothesis

H3, low (high) perceived self-efficacy has a stronger (less strong) effect on

willingness to volunteer within the scope of gain frames (loss frames). On the one

hand, therefore, hypothesis H3 cannot be confirmed when high self-efficacy

perception persist. On the other hand, the predictions of hypothesis H2 hold true

under the condition of low self-efficacy.

Moreover, a significant main effect of the respondents’ gender was detected in a 2

(‘‘Gender’’) * 2 (‘‘Perceived self-efficacy’’) factorial design (F(1, n = 131) = 10.28,

p \ .01). Because the willingness to volunteer was higher for women than it was for

men, hypothesis H7 can be confirmed. Again the main effect of self efficacy was not

significant (F(1, n = 131) = .92, p [ .10). In contrast, the interaction between

respondents’ gender and perceived self-efficacy was significant (F(1,

n = 131) = 4.76, p \ .05).9 The detected interaction effect of gender and self-

efficacy can be classified as ordinal (see Fig. 3). Furthermore, the mean difference in

willingness to volunteer between women with low and those with high self-efficacy

perceptions was not significant (F(1, n = 64) = .90, p [ .10). Manipulation of self-

efficacy had an impact only on men’s willingness to volunteer.

Discussion

The surprising study results can probably be explained by the particularity of

voluntary work. In contrast to diverse health-related behaviors, for example,

volunteers struggle to attain collective goals (in this case, reduction of the rate of

illiteracy among children). Thus, individual behavior may be based on a different

decision calculus. First, it can be presumed that people with high self-efficacy

perceptions rely on other members of society more heavily. This idea originated in

work conducted by Bandura. According to Bandura (1977), an individual’s

7 Perceived self-efficacy was measured on a 5-point rating scale with a single-item measure (‘‘I can help

children learn reading by participating in the above described voluntary coaching program!’’).
8 The test persons were asked, if the print ad explicitly stresses the positive consequences of

volunteering. Thus, it was assumed that message framing is a bipolar, one-dimensional construct.
9 Within the context of an additional 2 (‘‘Gender’’) * 2 (‘‘Message framing‘‘) factorial design merely a

significant main effect of subjects’ gender was confirmed.
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self-efficacy perceptions are influenced by the evaluation of other people’s efficacy

in performing specific behaviors. Looked at from the other side, one can presume

that individuals with high self-efficacy perceptions may think that other people also

exhibit high efficacy in volunteering, for example. Second, voluntary work

constitutes a public good. A crucial characteristic of public goods is that they are

public—that is, they are available to everyone including those who did not

contribute to their production. Thus, individuals are confronted with an incentive to

take a free ride within the scope of voluntary work (Diekmann 1985; Unger 1991).

3,50

3,00

2,50

2,00

1,50

Low self-efficacy 

High self-efficacy 
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Fig. 3 ‘‘Self-efficacy’’ by ‘‘Gender’’ interaction on Willingness to volunteer (estimated marginal means)
Note: there is no significant mean difference between women in the high and low self-efficacy condition
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Fig. 2 ‘‘Self-efficacy’’ by ‘‘Message framing’’ interaction on Willingness to volunteer (estimated
marginal means)
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With reference to helping behavior, Darley and Latané (1968) illustrate a so-

called phenomenon of diffusion of responsibility. Diffusion of responsibility comes

about when people think that not only they but also others can help persons in need.

One can also pose the argument that people always try to shift responsibility onto

someone else when they think that that person has the same or even better helping

skills. Therefore, free-riding incentives should be more pronounced when individual

self-efficacy perceptions are high, because high self-efficacy is assigned to other

persons. If the idea that loss frames result in deeper cognitive information

processing is maintained, the detected interaction effect of message framing and

self-efficacy can be explained. Whereas the incentives to free-ride impact greatly

upon the willingness to volunteer under the condition of gain frames, people with

high self-efficacy perception are more aware of their responsibility under the

condition of loss frames. Thus, free-riding incentives or the diffusion of

responsibility should be less distinct when loss frames are communicated.

Besides these empirical findings it has to be highlighted that the effect of

message framing on willingness to volunteer conforms to the predictions of

hypothesis H2 under the condition of low self-efficacy. First, this can be explained

by the fact that incentives to free-ride should be less distinct when individuals hold

low self-efficacy perceptions. Second, and contrary to hypothesis H3, it appears that

low self-efficacy does not lead to deeper processing of advertising stimuli. Hence,

the findings of Block and Keller (1995) regarding the interaction effect of general

efficacy and message framing do not apply to this paper.

Interestingly, the manipulation of self-efficacy perceptions has an impact only on

men’s willingness to volunteer. One factor which might explain this finding is that

women show a fairly high tendency to volunteer as result of a supposedly more

distinct moral weltanschauung. It seems that this pronounced inclination to

voluntarism cannot be elevated further by the manipulation of self-efficacy

perceptions.10 Another possible explanation might be that women process

advertising stimuli with higher cognitive elaboration (Meyers-Levy and Mahesw-

aran 1991). In contrast, men often use heuristics to process communication

messages (Darley and Smith 1995). Therefore, the result that self-efficacy

perceptions primarily influence men’s willingness to volunteer can be explained

by men’s superficial and uncritical processing of advertising stimuli.

Experiment 2

Research Design

The second experiment had the same research object: voluntary coaching of children

in reading and writing skills. In order to validate the deduced research hypotheses, a 2

(‘‘Ad-induced arousal’’) * 2 (‘‘Costs of volunteering’’) factorial design was used.

Another sample of 140 test persons was interviewed. The experiment took place in

10 It is not sure whether such a ceiling effect has occurred. Because the mean value of willingness to

volunteer only amounts to about 3.0 on a 5-point rating scale, the existence of a ceiling effect appears to

be rather implausible.
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December 2006 at an University in Southwestern Germany. One hundred and thirty-

one useable questionnaires were collected (Appendix C). Respondents’ mean age was

21.5 (minimum age: 18 years; maximum: 30 years). Fifty percent of the interviewees

were women. As in the first experiment, there were no significant differences

regarding the distribution of gender (v2(3, n = 128) = .26, p [ .10) and age (F(3,

n = 129) = .39, p [ .10) among the four experimental groups.

Independent Variables

Ad-induced arousal was manipulated by either depicting crying children together

with an emotionalizing slogan (‘‘Illiteracy equals poverty!’’) or depicting a stylized

reading person together with a neutral slogan (‘‘Better reading, better writing.’’).

Costs of volunteering were manipulated by communicating different amounts of

time that people would have to spend for voluntary work (1 h per week versus 3 h

per week). Within this context it has to be made clear that individual opportunity

costs of spending 1 h of free time doing voluntary work may vary between different

social groups or even between members of the same group. However, confounding

effects of varying opportunity costs are not of pronounced relevance here. First, by

using a between-subjects experimental design, which generally assures internal

validity, this problem was dampened. Randomization of subjects should have led to

an equal distribution of test persons with different opportunity costs across each of

the four experimental groups. Second, because all test persons are students enrolled

in university, one can presume that the opportunity costs would not vary strongly.

Dependent Variable

Intention to volunteer was again chosen as a dependent variable. A three-item

measure that was based on a 5-point rating scale was utilized (Appendix A). The

value of Cronbach’s alpha, which amounts to .91, indicates high internal reliability.

Manipulation Check

The manipulation check regarding ad-induced arousal was based on a two-item

measure (‘‘The presented print advertising ...’’ (a) ‘‘... is not emotional!’’ = 1 to ‘‘...

is emotional!’’ = 5 and (b) ‘‘... does not trigger compassion!’’ = 1 to ‘‘... triggers

compassion!’’ = 5; Pearson’s correlation coefficient = .76, p \ .01). Ad-induced

arousal’s manipulation was successful (F(1, n = 125) = 58.02, p \ .01). The same

holds true for the manipulation of perceived costs of volunteering (F(1,

n = 125) = 4.90, p \ .05). A single-item approach was used to capture perceived

costs of volunteering (‘‘To spend one (three) hours of my free time volunteering ...’’:

‘‘... is not laborious for me!’’ = 1 to ‘‘... is laborious for me!’’ = 5).

Effects on Willingness to Volunteer

The main effect of ad-induced arousal was significant F(1, n = 131) = 8.44,

p \ .01). Contrary to this, the main effect of the perceived costs of volunteering had
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no significant impact on the willingness to volunteer (F(1, n = 131) = .71,

p [ .10). In addition to this, a significant interaction effect of ad-induced arousal

and perceived costs of volunteering was found (F(1, n = 131) = 2.76, p \ .10).

Figure 4 illustrates this ordinal interaction effect. Furthermore, no significant mean

difference regarding the willingness to volunteer between the experimental groups

‘‘High ad-induced arousal’’/’’Low costs of volunteering’’ and ‘‘High ad-induced

arousal’’/’’High costs of volunteering’’ was detected. This means that the perceived

costs of volunteering impact solely on willingness to volunteer when ad-induced

arousal is low. Hence, hypotheses H4 and H6 can be confirmed.

Within the context of an additional two-factorial ANOVA, a significant main effect

of gender (F(1, n = 131) = 21.22, p \ .01) as well as of ad-induced arousal (F(1,

n = 131) = 9.82, p \ .01) was detected.11 Hypothesis H7 was confirmed again. Over

and above this, a significant interaction of gender and ad-induced arousal was found

F(1, n = 131) = 3.01, p \ .10). Figure 5 depicts the corresponding ordinal interac-

tion effect. One can easily see that men have a lower willingness to volunteer.

Furthermore, and based on supplementary one-factorial ANOVAs, it turned out that

ad-induced arousal impacts men’s willingness to volunteer (F(1, n = 63) = 9.47,

p \ .01), on the one hand. On the other hand, women’s willingness is not affected by

ad-induced arousal (F(1, n = 65) = 1.12, p [ .10).

Discussion

Contrary to the first experiment, the second experiment’s results were somewhat

less surprising. With regard to the effects of ad-induced arousal (perceived costs of
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Low costs of volunteering 

High arousal 
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Fig. 4 ‘‘Costs of volunteering’’ by ‘‘Ad-induced arousal’’ interaction on Willingness to volunteer
(Estimated marginal means)
Note: there is no significant mean difference between test persons in the ‘‘High arousal/High costs’’-
condition and ‘‘High arousal/Low costs’’-condition

11 Additionally, another 2 (‘‘Gender’’) * 2 (‘‘Perceived costs of volunteer’’) factorial ANOVA was

conducted. Within the scope of this analysis, gender was the only significant main effect detected.

Voluntas (2008) 19:43–65 57

123



volunteering) research hypotheses derived from the ‘‘arousal: cost-reward’’ model

were (partially) supported. While ad-induced arousal strengthened willingness to

volunteer, costs of volunteering negatively impacted test persons’ inclination to take

on voluntary work in the case of low ad-induced arousal exclusively. The non-

significance of the costs of volunteering as a main effect might have been caused by

testing the research hypotheses on the basis of a student sample. As mentioned

above, and in comparison to employed persons for example, a student enrolled in

university apparently has more leisure time at her/his disposal. Therefore one can

expect the effect of the costs of volunteering to be more pronounced when a

representative sample is considered.

Regarding gender-specific effects, it can be stated that ad-induced arousal impacts

men’s willingness to volunteer to a greater extent than it does women’s. Similar to the

first experiment, a ceiling effect caused by a distinct moral weltanschauung that got in

the way of a stronger effect of ad-induced arousal may be presumed.

Summary of Results and Study Limitations

First, one interesting result of the study was the converse of message framing’s

effect on the willingness to volunteer in the case of different levels of perceived

self-efficacy. In the case of low (high) self-efficacy, gain frames strengthened

(dampened) individuals’ inclination to take over voluntary work. It can be presumed

that this converse was caused by reinforcement (attenuation) of incentives to free-

ride. The second empirical finding was that willingness to volunteer was affected by

the costs of volunteering only among male test persons not confronted with arousing

print advertisement. Thus, when only men were considered, ad-induced arousal

dampened the impact of the costs of volunteering on the willingness to volunteer.
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Fig. 5 ‘‘Ad-induced arousal’’ by ‘‘Gender’’ interaction on Willingness to volunteer (estimated marginal
means)
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Another interesting gender-specific result and the study’s third finding was that the

manipulation of perceived self-efficacy affected only men’s willingness to

volunteer. Fourth, women showed a higher inclination towards voluntary work.

At the same time, however, the impact of the considered print ads’ manipulations

High ad- 
induced arousal 

Low ad-induced 
arousal

Low costs 

High costs 

Willingness to volunteer
(Experiment 2) 

Loss frame Gain frame 

High self-efficacy 

Low self-efficacy 

Willingness to volunteer
(Experiment 1) 

Women Men 

High ad-induced arousal 

Low ad-induced arousal 

Willingness to volunteer
(Experiment 2) 

Women Men 

Willingness to volunteer
(Experiment 1) 

High self-efficacy 

Low self-efficacy 

Fig. 6 Summary of study results
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was less distinct for women than it was for men. Figure 6 summarizes the results of

both experiments.

There were some factors which might curtail the studies’ explanatory power.

First, the study was not based on a representative sample; a student sample was

used. However, this procedural method is widely accepted in experimental

research. Furthermore and according to Gensicke et al. (2006), the rate of

volunteerism among German students is not distinguishable from the rate among

the total German population. Besides this, there is no apparent reason to

presume that students’ decision calculi differ distinctly from that of non-

students’. Because of their constrained time budget and the therefore high

opportunity costs of time it can be assumed that the manipulation of the costs of

volunteering will have a more pronounced effect on employed persons’

willingness to volunteer than on non-employed persons. External validity of

results might be limited in this regard.

Second, the study focused on voluntary coaching of children in writing and

reading skills. Gender-specific effects might vary over different domains of

voluntary work. For example, the inclination to volunteer as a soccer coach or

at auxiliary fire brigade might be stronger among men than among women.

Thus, gender-specific effects may vary between different kinds of voluntary

work.

Third, the study was based on a manipulation of print advertisements. One cannot

be sure to what extent the empirical findings apply to other types of advertising (e.g.

radio ads, television ads, or public relation measures). On the one hand, an

application of visually supported manipulations of ad-induced arousal is not

possible within the scope of radio ads. The medium can spawn emotional arousal

only through verbal elements, music, and sound. On the other hand, visually

supported manipulations of ad-induced arousal might be more powerful in

television commercials. However, there are no obvious limitations to the utilization

of the other factors manipulated (message framing, perceived self-efficacy, and

costs of volunteering) within the context of voluntary organizations’ communica-

tions policies. Hence and regarding these aspects, the empirical findings of this

study can probably be applied to all types of advertising.

Managerial Recommendations, Future Research, and Outlook

Several managerial recommendations for voluntary organizations can be developed

from this paper’s empirical findings. It must be reiterated that this study primarily

focused on the determinants of the willingness to volunteer. Hence the determinants

of actual volunteering behavior are considered only implicitly, if at all.

The first recommendation is that self-efficacy perceptions should not be

strengthened when gain frames are used to promote volunteerism. An elevation

of perceived self-efficacy would probably lead to pronounced incentives to take a

free ride. Second, if voluntary organizations strive to motivate potential volunteers

with the use of loss frames, self-efficacy perceptions should be enhanced

concurrently. Apparently, people with higher confidence in their own skills seem
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to accept more responsibility when the negative consequences of not volunteering

are highlighted. Third, people with special skills should be motivated by

communicating loss frames and accentuating high individual self-efficacy.12

Another relevant aspect of this study’s findings relates to people who try to

improve their own competencies during times of unemployment by taking part in

voluntary projects. It can be assumed that individual self-confidence and subsequent

self-efficacy perceptions are lower when unemployed than when employed. The

fourth recommendation, then, is that gain frames should be used if voluntary

organizations want to appeal to the unemployed.

When voluntary organizations are thinking about gender-specific aspects of

advertisement design, it should be kept in mind that the study found ad-induced

arousal as well as the manipulation of self-efficacy perceptions had an impact

primarily on men’s willingness to volunteer. Given that finding, the fifth

recommendation is that these communication design options should be considered

when male volunteers are being sought (e.g., placement of print ads in magazines

with high proportion of male readers). Ad-induced arousal seems to dampen the

perceived costs of volunteering in this context. This aspect might be even more

important for male employees who have constrained time budgets. Because women

cannot—to the same extent as men—be motivated to volunteer by the means of

persuasive advertisement, the sixth recommendation is that the advertising budget

should not be spent on persuasive print or television advertisements targeted to

women. It might be more advantageous to motivate women by means of informative

communication strategies. Following this idea and within the scope of television

advertisement, it might be beneficial to place two separate ads during an advertising

break. For example, an informative advertisement for women could be placed at the

beginning of a commercial break with an additional emotion-arousing ad

broadcasted at the end.

There remain several aspects in this field well worth researching. First, a

generalization of this study’s empirical findings could be brought forward by

conducting replica studies which consider different forms of voluntary work as well

as different types of advertising. Second, the research framework of this paper could

be applied to other forms of prosocial behavior, such as the promotion of donation

behavior or ecology-minded behavior. Third and in the context of the ‘‘arousal:

cost-reward’’ model, the proposed framework could be enhanced by considering

volunteers’ motivations for volunteering. An interesting research project would be

to examine whether ad-induced arousal strengthens the effect of egoistic and

altruistic motivations on the willingness to volunteer to different extent. The

‘‘arousal: cost-reward’’ model would predict that the effect of individual motiva-

tions would be enhanced by ad-induced arousal. Voluntary organization could take

advantage of this moderating effect of ad-induced arousal within the context of their

communication strategies. Fourth, it would be interesting to analyze how different

12 According to Eden and Kinnar (1991) an ad-induced enhancement of self-efficacy perceptions in

excess of actual individual self-efficacy cannot be ethically defended.
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types of advertisement could be designed against the background of this study’s

gender-specific results; that is, how informative and emotionally arousing commu-

nication elements, for example, can be combined optimally. Fifth, another important

area for future research would be a more in-depth analysis of those cognitive

processes which were not considered explicitly in this study. The converse of the

effect of message framing, especially, which is probably due to a variation of free-

riding incentives, should be taken into account.

Philanthropic behavior like volunteerism is a fundamental component of civil

society. Volunteering strengthens social coherence and sustainability. This

holds especially true for Western European nations that are currently

undergoing a process of radical social change which has triggered the need

to reconstruct social welfare systems. Because of these social and economic

circumstances, it is crucial for voluntary organizations to know how to motivate

potential volunteers. For that purpose an empirical study was conducted based

on the ‘‘arousal: cost-reward’’ model of prosocial behavior and findings on

persuasive advertisement. In this connection, this study’s findings contribute to

a more in-depth understanding of individual motivation to volunteer as well as

to the question of how voluntary organizations’ communication policy is

designed optimally.

Appendix A

Question items, mean willingness to volunteer, and Cronbach’s alpha

Experiment 1 Experiment 2

Alpha if item

is deleted

Cronbach’s alpha

(mean value)

Alpha if item

is deleted

Cronbach’s alpha

(mean value)

I will volunteer as a reading and
writing coach!

(No, definitely not! = 1; Yes,

definitely! = 5)

.81 .82

Volunteering as a reading and
writing coach is ...

(... not interesting for me! = 1; ...

interesting for me! = 5)

.82 .87

(2.71)

.83 .91

(2.64)

I will try to volunteer as a reading
and writing coach!

(No, definitely not! = 1; Yes,

definitely! = 5)

.81 .81
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Appendix B

Factorial design, mean willingness to volunteer, and distribution of test persons

across experimental conditions—experiment 1

Factor 1: perceived self-efficacy

Low self-efficacy High self-efficacy

Factor 1: message framing Gain frame 3.07

(1.18)

n = 33

2.69

(.92)

n = 32

Loss frame 2.32

(.85)

n = 34

2.91

(.94)

n = 32

Note: standard deviations are shown in parentheses

Appendix C

Factorial design, mean willingness to volunteer, and distribution of test persons

across experimental conditions—experiment 2

Factor 2: costs of volunteering

Low costs (1 h
per week)

High costs (3 h
per week)

Factor 1: ad-

induced arousal

High arousal

(ad including crying children and
emotional slogan)

2.82

(1.11)

n = 30

2.97

(.91)

n = 33

Low arousal

(ad including stylized reader and non-
emotional slogan)

2.60

(1.13)

n = 34

2.15

(.96)

n = 34

Note: standard deviations are shown in parentheses

References

Bandura, A. (1977). Self-efficacy: Toward a unifying theory of behavioral change. Psychological Review,
84(2), 191–215.

Banks, S. M., Salovey, P., Greener, S., Rothman, A., Moyer, A., Beauvais, J., & Epel, E. (1995). The

effects of message framing on mammography utilization. Health Psychology, 14(2), 178–184.

Barnett, M. A., Howard, J. A., King, L. M., & Dino, G. A. (1981). Helping behavior and the transfer of

empathy. The Journal of Social Psycholgy, 115(1), 125–132.

Block, L. G., & Keller, P. A. (1995). When to accentuate the negative: The effects of perceived efficacy

and message framing on intentions to perform health-related behavior. Journal of Marketing
Research, 32(2), 192–203.

Bolnick, B. (1975). Toward a behavioral theory of philanthropic activity. In E. S. Phelps (Ed.), Altruism,
morality, and economic theory (pp. 197–223). New York: Russell Sage Foundation.

Voluntas (2008) 19:43–65 63

123



Brown, S. P, Homer, P. M., & Inman, J. (1998). A meta-analysis of relationships between ad-evoked

feelings and advertising responses. Journal of Marketing Research, 35(1), 114–126.

Brunel, F. F., & Nelson, M. R. (2000). Explaining gendered responses to ‘‘help-self’’ and ‘‘help-others’’

charity ad appeals: The mediating role of world-views. Journal of Advertising, 29(3), 15–27.

Brunel, F. F., & Nelson, M. R. (2003). Message order effects and gender differences in advertising

persuasion. Journal of Advertising Research, 43(3), 330–341.

Buda, R. (2003). The interactive effect of message framing, presentation order, and source credibility on

recruitment practices. International Journal of Management, 20(2), 156–163.

Callow, M. (2004). Identifying promotional appeals for targeting potential volunteers: An exploratory

study on volunteering motives among retirees. International Journal of Nonprofit and Voluntary
Sector Marketing, 9(3), 261–274.

Chang, C.-T. (2007). Health-care product advertising: The influences of message framing and perceived

product characteristics. Psychology and Marketing, 24(2), 143–169.

Clary, E. G., Snyder, M., Ridge, R. D., Miene, P. K., & Haugen, J. A. (1994). Matching messages to

motives in persuasion: A functional approach to promoting volunteerism. Journal of Applied Social
Psychology, 24(13), 1129–1149.

Clary, E. G., Snyder, M., Ridge, R. D., Copeland, J., Stukas, A., Haugen, J., et al. (1998). Understanding

and assessing the motivations of volunteers: A functional approach. Journal of Personality and
Social Psychology, 74(6), 1516–1530.

Corporation for National and Community Service, Office of Research and Policy Development. (2006).

Volunteering in America: State trends and rankings. Washington, DC.
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Ergebnisse der repräsentativen Trenderhebung zu Ehrenamt, Freiwilligenarbeit und bürgerschaftli-

chem Engagement. Bundesministerium für Familie, Senioren, Frauen und Jugend (Ed.), Wiesbaden:

VS Verlag für Sozialwissenschaften.

Gist, M. E., & Mitchell, T. R. (1992). Self efficacy: A theoretical analysis of its determinants and

malleability. Academy of Management Review, 17(2), 183–121.

Grewal, D., Gotlieb, J., & Marmorstein, H. (1994). The moderating effects of message framing and

source credibility on price-perceived risk relationship. Journal of Consumer Research, 21(1),

145–153.

Jones, L. W., Sinclair, R. C., & Courneya, K. S. (2003). The effects of source credibility and message

framing on exercise intentions, behaviors, and attitudes: An integration of the elaboration likelihood

model and prospect theory. Journal of Applied Social Psychology, 33(1), 179–196.

Klein, J. G., Smith N. C., & John, A. (2004). Why we boycott: Consumer motivations for boycott

participation. Journal of Marketing, 68(3), 92–109.

Kollock, P. (1998). Social dilemmas: The anatomy of cooperation. Annual Review of Sociology, 24(1),

183–214.

64 Voluntas (2008) 19:43–65

123

http://www.cev.be/facts&figures.htm


Marta, E., Guglielmetti, C., & Pozzi, M. (2006). Volunteerism during young adulthood: An Italian

investigation into motivational patterns. Voluntas, 17(3), 221–232.

McNatt, D. B., & Judge, T. A. (2004). Boundary conditions of the Galatea effect: A field experiment and

constructive replication. Academy of Management Journal, 47(4), 550–565.

McPherson, J., & Rotolo, T. (1996). Testing a dynamic model of social composition: Diversity and

change in voluntary groups. American Sociology Review, 61(2), 179–202.

Meyers-Levy, J., & Maheswaran, D. (1990). Message framing effects on product judgment. Advances in
Consumer Research, 17(1), 531–534.

Meyers-Levy, J., & Maheswaran, D. (1991). Exploring differences in males’ and females’ processing

strategy. Journal of Consumer Research, 18(1), 63–70.

Meyerowitz, B. E., & Chaiken, S. (1987). The effect of message framing on breast self-examination

attitudes, intentions, and behavior. Journal of Personality and Social Psychology, 52(3), 500–510.

Mowen, J. C., & Sujan, H. (2005). Volunteer behavior: A hierarchical model approach for investigating

its traits and functional motive antecedents. Journal of Consumer Psychology, 15(2), 170–182.

O’Connor, D. B., Ferguson, E., & O’Connor, R. C. (2005). Intentions to use hormonal contraception: The

role of message framing, attitudes and stress appraisals. British Journal of Psychology, 96(3),

351–369.

Rehberg, W. (2005). Altruistic individualists: Motivations for international volunteering among young

adults in Switzerland. Voluntas, 16(2), 109–122.

Rodgers, W., & Gauvin, L. (1998). Heterogeneity of incentives for physical-activity and self-efficacy in

highly and moderately active woman exercises. Journal of Applied Social Psychology, 28(11),

1016–1029.

Schaubroeck, J., & Ganster, D. C. (1991). Beyond the call of duty: A field study of extra-role behavior in

volunteering organizations. Human Relations, 44(6), 569–582.

Sheppard, B. H., Hartwick, J., & Warshaw, P. R. (1988). The theory of reasoned action: A meta-analysis

of past research with recommendations for modifications and future research. Journal of Consumer
Research, 15(3), 325–343.

Stout, P. A., & Leckenby, J. D. (1988). The nature of emotional response to advertising: A further

examination. Journal of Advertising, 17(4), 53–57.

Troutman, C. S., Burke, K. G., & Beeler, J. D. (2000). The effects of self-efficacy, assertiveness, stress,

and gender on intention to turnover in public accounting. Journal of Applied Business Research,
16(3), 63–74.

Tversky, A., & Kahneman, D. (1981). The framing of decisions and the psychology of choice. Science,
211(4481), 453–458.

Unger, L. S. (1991). Altruism as a motivation to volunteer. Journal of Economic Psychology, 12(1),

71–100.

Volunteering England. (2007). Key volunteering facts and figures. Available online:

www.volunteering.org.uk/aboutus/mediacentre/keyvolunteeringfactsand figures.htm.

Weisbrod, B. A. (1975). Toward a theory of the voluntary non-profit sector in a three-sector economy. In

E. S. Phelps (Ed.), Altruism, morality, and economic theory (pp. 171–195). New York: Russell Sage

Foundation.

Williams, T., Clarke, V., & Borland, R. (2001). Effects of message framing on breast-cancer-related

beliefs and behaviors: The role of mediating factors. Journal of Applied Social Psychology, 31(5),

925–950.

Wilson, J. (2000). Volunteering. Annual Review of Sociology, 26(1), 215–240.

Wood, R., & Bandura, A. (1989). Impact of conceptions of ability on self-regulatory mechanisms and

complex decision making. Journal of Personality and Social Psychology. 56(3), 407–415.

Wymer, W. W., & Samu, S. (2002). Volunteer service as symbolic consumption: Gender and

occupational differences in volunteering. Journal of Marketing Management, 18(9/10), 971–989.

Yeung, A. B. (2004). The octagon model of volunteer motivation: Results of a phenomenological

analysis. Voluntas, 15(1), 21–46.

Yzer, M. C., Fisher, J. D., Bakker, A. B., Siero, F. W., & Misovich, S. J. (1998). The effects of

information about AIDS risk and self-efficacy on women’s intentions to engage in AIDS prevention

behavior. Journal of Applied Social Psychology, 28(20), 1837–1852.

Voluntas (2008) 19:43–65 65

123

http://www.volunteering.org.uk/aboutus/mediacentre/keyvolunteeringfactsand figures.htm 

	Promoting Volunteerism: Effects of Self-Efficacy, Advertisement-Induced Emotional Arousal, Perceived Costs of Volunteering, and Message Framing
	Abstract
	RÕsumÕ
	Zusammenfassung
	Resumen
	Introduction
	Theoretical Background
	Voluntarism
	Self-Efficacy
	Message Framing
	‘‘Arousal: Cost-Reward&rdquo; Model
	Gender-Specific Effects

	Research Design and Results
	Experiment 1
	Research Design
	Independent Variables
	Dependent Variable
	Manipulation Check
	Effects on Willingness to Volunteer
	Discussion

	Experiment 2
	Research Design
	Independent Variables
	Dependent Variable
	Manipulation Check
	Effects on Willingness to Volunteer
	Discussion


	Managerial Recommendations, Future Research, and Outlook
	Appendix A
	Appendix B
	Appendix C
	References



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (None)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (ISO Coated)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.3
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Perceptual
  /DetectBlends true
  /ColorConversionStrategy /sRGB
  /DoThumbnails true
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /SyntheticBoldness 1.00
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 524288
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts false
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 150
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages false
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /ColorImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 150
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 600
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org?)
  /PDFXTrapped /False

  /Description <<
    /ENU <>
    /DEU <>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [2834.646 2834.646]
>> setpagedevice


