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ABSTRACT

Music (element) selection for advertisements is usually quite arbitrary. This study however, clarifies how a single music element like mode can influence (increase) donations when correctly accompanied to ads of charities. Additionally, emotional activity is compared between donors and non-donors. Other closely related phenomena like mood-repair are studied as well.
To examine the effects of mode and to study emotions and phenomena related to donating, a lab experiment was conducted. The participants received €5 for their participation. During the experiment they were asked to donate some (or all) of the €5 on behalf of a charitable institution, just after they were exposed to an ad of this charity. To manipulate participants, the used ads were accompanied by either music in the major or the minor mode. Generally spoken, the minor mode resulted in more donors and higher donation amounts. In addition, evidence for mood-repair is found. Moreover, participants who have been donating were more emotionally involved than others. They score higher on scales for closely related emotions like awe, love, sadness and compassion.
Nonetheless, the main contribution is the proof that music can influence monetarily relevant behaviour, as it was eventually shown in donation behaviour with real monetary money. Besides this, the valence of an ad moderates this effect since the fit between the valence or general message of an ad with the mode could increase advertising effectiveness. This study provides a guideline of how a single music element can change the way an ad is perceived, which may be an eye-opener for business managers who have a difficult time in the competitive environment of nowadays.
Keywords: music, major mode, minor mode, charity advertisements, donation behaviour, emotion(s), mood-repair, self-esteem.

1. INTRODUCTION
The tax authorities of the Netherlands report that approximately 30.000 organizations are registered as a non-profit organization in 2010. 12.000 of them - known and unknown, local and national and with or without quality mark - are involved in fundraising. The Dutch philanthropy organisation, Giving in the Netherlands,  estimated that the 12.000 organizations together pick-up €3 to €4 billion a year through fund-raising, or roughly 1% of the gross domestic product (Schuyt, Gouwenberg and Bekkers, 2009). In the United States of America the amount raised was even near €50 billion for only the 400 biggest charities (Barton et al., 2010).

According to CBF, 17% of the income through fund-raising is spend on marketing activities in 2009, most of it on direct recruitment costs and advertisements (CBF, 2009). Given this landscape, it seems valuable to understand  more about the role and persuasive impact of marketing in advertisements of charities.
Charity organizations widely use advertisements to communicate their causes, attract donors and raise donations. The general effects and goals of advertisements are well-known. They are a mass-communication tool for companies and organizations, allowing them to get to, or reach a large and broad audience (Clow and Baack, 2007). The main goals are: increasing awareness, strengthen associations, build a brand/image, change attitude/persuasion and ultimately to influence consumer behaviour (Keller, 2008).
The goals above are pursued by charity organizations as well. Charity ads typically try to reach viewers/donors by triggering an emotional response, which somehow is connected with the organization’s cause that eventually makes donors donate (Small and Verrochi, 2009). This emotional response is based on both the pictorial and the auditory cues present in ads. At the pictorial level, depicted scenes vary quite substantially and they may or may not be linked directly with the particular cause being announced (e.g. cancer research, animal rights, children’s’ education). Of special interest however, is the auditory cue. Music often accompanies ads of charity and/or non-profit organizations. There is a widespread notion that music is a particularly well suited emotional trigger (e.g. Keltner and Haidt, 2003; Bruner, 1990; Alpert and Alpert, 1989). Yet, the stimulus of music remains understudied. Musical selection seems to be rather arbitrary and subjective, and little research has been conducted about its effects on commercial effectiveness, especially in regard to donation behaviour. Does the musical selection matter? If it does, which musical elements help in achieving increased effectiveness and help understanding donation behaviour? And, of exceptional importance, can donation amounts be affected directly by musical differences?

The influences of music elements on the responsiveness to charity advertisements is neglected so far. Little is known about the processes that may make single music elements an effective trigger for pro-social or donating behaviour. In this paper we take one step in the direction to fill in this gap. Specifically, we identify the influence of the music element mode on donation behaviour. 
According to Hevner (1935, 1936), the mode is the most stable, generally understood, and influential element in expressing the affective feeling and mood of music. We tried to find evidence that the mode can influence donation behaviour. Therefore we eventually conducted two experiments, one field experiment which spurred one extra within the context of a laboratory. In both experiments, only the mode of the music is manipulated. 
The primary contribution of this paper is to provide insight into how the mode of the music in advertisements can influence one´s emotions in such a way that it also influence consumer behaviour. This is not only important for the academic point of view, but also for the business point of view. Both profit and non-profit organizations can benefit from a detailed description of how the music element mode can evoke certain behaviour. Managers in general, may be able to influence or control behaviour more than before by adjusting (background) music. They can use music as an powerful marketing tool. 
For charity or non-profit organizations, this study may help them to set up communication strategies that are more effective and allocate more efficiently their communication budgets. They could adjust the music they use in TV-commercials so that it is more likely that potential donators will donate and existing donators donate more than normal, because they are touched by the ads adjusted music with a certain mode.
2. LITERATURE REVIEW
There are some findings about the relationship between single music elements and emotional responses on the one hand, and music parts/songs and consumer or helping behaviour on the other. Yet, empirical research within these areas has been quite scarce. And, it is even more striking that there is no study in which single music elements are linked with donation amounts, or emotional responses in the context of donating behaviour.

2.1 The music element mode

Back in the thirties, Hevner (1935, 1936) was one of the first with several pioneering studies in which the influence of single music elements on emotional response was assessed. She stated that music elements like fast tempo, loud dynamics, consonant harmonies, lively and varied rhythm, and high pitch/register are associated with perceptions of the music as happy, merry, graceful, and playful. Musical elements such as slower tempo, quite dynamics, dissonant harmonies, unvaried rhythm, and low pitch/register were reported to be emotionally sad, serious, dreamy, and sentimental.
Based upon the work of Hevner and others, Bruner (1990) wrote a review in which he disseminated that there are six basic music elements that together identifies the unique character of a music-part or song. The sixth element - besides tempo, volume, harmony, rhythm and pitch – is mode. In the history of empirical research, the mode had the most impact on responses of all music components examined.
The mode refers to a series of notes, or to intervals between notes on a scale, which provides the tonal substance of a song (Apel, 1969). Musicians often describe this as the character of a song which has two basic forms: a major and a minor mode. A major mode induces pleasant feelings and makes dynamic and positive expressions whereas the minor mode produces the opposite feelings (Hevner, 1935; Scherer and Oshinsky, 1977; Kellaris and Kent, 1994; Gomez and Danuser, 2007). In addition, Stout and Leckenby (1988) found that commercials with (background) music in the minor mode were rated as more irritating and generally scored less favorably. Thus although each single element is unique in its contribution to a unique music-part or song, the mode is the most important in influencing one’s emotions.

2.2 Emotions and persuasion to donate
Triggering one’s emotions is typically used in many charity advertisements. The purpose is to move spectators in such a way that they feel connected with the cause of the charity organization, and that they grab the opportunity to help and donate. But what persuades people to give to a charity? How can you trigger and influence emotions so that people will help and donate? Neuberg et al. (1997), Cialdini et al. (1987) and Glazer and Konrad (1996) found that people basically donate for either altruistic or non-altruistic reasons. The latter is the case when helping is driven by self-interest - like mood-repair and  increasing feelings of self-esteem - rather than altruism, guilt-arousal or care for the wellbeing of others. Hence, triggered emotional responses should eventually lead to non-altruistic and altruistic motives for pro-social and donating behaviour. 

Common emotional responses that evoke mood-repair and altruism are love, affection, caring, compassion and sympathy (Merchant, Ford and Sargeant, 2010; Bennet, 2003). People are more likely to donate and help others when they experience these basic and advanced emotions. Self-esteem however, cannot be evoked by specific emotions, it is rather a consequence or result of helping and donating to a charity (Hibbert and Horne, 1996).
2.3 Aesthetic emotions

Other more aesthetic responses that are likely to evoke altruism and mood-repair are awe, ‘being-moved’ and thrills or chills (Konecni, Wanic and Brown, 2007; Konecni, 2005, 2008). 

Thrills are considered to be the most common and least differential aesthetic response. Being moved and awe are less common and more profound. The peak human aesthetic response however, is awe. It is a response to a sublime stimulus-in-context, the extension of being moved (Scherer and Zentner, 2001). Awe is a so-called advanced emotion or a feeling which is a combination of the basic emotions surprise and fear (Plutchik, 1980).
It is widely recognized that music can induce emotions and feelings of love and affection as well as states of being moved, awe and thrills (e.g. Fried and Berkowitz, 1979; Juslin and Sloboda, 2010; Zentner et al., 2008). One example is the claim by Shiota and Keltner (2007) that especially panoramic views, novel art and music tend to elicit awe. In addition, Konecni, Wanic and Brown (2007) have used several songs to test whether American students experience thrills. They found that students labeled the original U.S. anthem as a more important thrill inducer as compared to the U.S. anthem played by Jimi Hendrix or the Australian anthem. They also found that passionate, romantic music was a more powerful inducer than a restrained, classical music piece. In line with their work, Sloboda (1991) tested whether participants experience thrills by comparing several music elements. He stated that harmonic or melodic accelerations in tempo induce thrills as well as sudden dynamic (volume, crescendo, decrescendo) or textual  (timbre and orchestration) changes.
But does experiencing awe or thrills increase pro-social behaviour? According to Shiota and Keltner (2007) and Keltner and Haidt (2003) it does. They noticed that awe tends to direct attention away from the self and toward the environment. Experiencing awe is associated with a sense of smallness of the self and the presences of something more important than the self. These statements seem to confirm that experiencing aesthetic responses increase pro-social behaviour. However, Konecni, Wanic and Brown (2007) actually tested the generosity and pro-social behaviour whenever people have experienced thrills. They did not find any effect. Experiencing thrills did not significantly increase ratings on the scales of generosity and helpfulness. And, experiencing versus not experiencing thrills was not differentially associated with self-ratings on either blood donation and tutoring children. In their research, the link between thrills and pro-social behaviour was not found.
So empirical research is in this case inconclusive so far. Keltner and Haidt (2003), and Shiota and Keltner (2007) talked about awe but did not test pro-social behaviour. Konecni, Wanic and Brown (2007) did test pro-social behaviour, but they only have linked it with thrills, not with awe. Furthermore, being-moved is not tested and not argued at all. Should the three aesthetic responses lead to the same outcome, the same pro-social behaviour? The distinction between awe , being-moved and thrills is small, although people might think that experiencing awe has a bigger influence because it is the peak experience of the three. However, evidence for such a claim is not available. It has not been tested yet.

2.4 Helping behaviour
Examples of researchers that claim that music can influence helping behaviour are Fried and Berkowitz (1979) and North, Tarrant and Hargreaves (2004). In the papers they wrote it is tested if participants want to help or not. 

In the experiment by Fried and Berkowitz (1979), participants were divided in four groups which were exposed to a certain music (soothing, stimulating and aversive) or not while they waited in a room for seven minutes. Before and after, they were asked to fill in a mood questionnaire with twenty-two mood measures. After that, the female researcher asked every participant for a personal favour, to help her out with another experiment in the future which have nothing to do with this music treatment. Participants who want to help were asked to write down their contact settings and how long they want to help (between fifteen minutes and two hours). The result is that soothing music, which engender happy and relax feelings, change the participants mood in such a way that it had the greatest impact on altruism and willingness to be helpful.

North, Tarrant and Hargreaves (2004) did a similar experiment. They used uplifting and annoying music in a gym and asked participants whether they want to sign a petition (low-cost task) and/or distribute leaflets (high-cost task). They found that a great majority of participants signed the petition irrespective of the music they had been exposed to in the gym. But participants were prepared to distribute more leaflets in the uplifting music condition. When the help requested required a greater amount of time from participants and had a longer term consequences, then the music did influence the incidence of helping behaviour. Music that therefore induces an uplifted (happy mood) rather than annoyed emotional state produce the most positive effect. 
2.5 Mode, emotional response and donating behaviour
It becomes clear that the influence of music on pro-social behaviour is largely overlooked before. Many previous studies in this field only investigate helping. Hence, they did not measure amounts donated. And mostly, they do not describe the music elements used. Although Fried and Berkowitz (1979), North, Tarrant and Hargreaves (2004), and Konecni, Wanic and Brown (2007) have studied the influence of specific music styles on helping behaviour, they did not single out any music element. They only compare different songs. 
But how can the influence of music on emotions like awe or donating behaviour be described when you only compare different music pieces? It is perhaps better to adjust some elements in a song and compare the outcome with the results of the original song. To the best of our knowledge, this has not been done before. It highlight the novelty of the issue investigated in this paper. In 1990, Bruner wrote that researchers cannot acquire significant new knowledge unless individual components of music are manipulated, examined, and/or controlled. We propose a framework in which the music element mode is isolated so that individual effects in terms of emotional response and donating behaviour will be visible.

3. HYPOTHESIS BUILDING
Based upon the previous chapters, it becomes unambiguous that music and single music elements can influence emotions and pro-social behaviour. This present paper will try to discover the effect of the music element mode on whether people donate or not, and on the donation amount in cash.
Besides these direct effects of the adjusted mode, differences in several emotions or emotional responses were investigated for people who donate and who did not donate. Furthermore we checked whether donating increase mood and self-esteem. Together with the possible moderation effects of several ad valences, this gives the following conceptual framework:
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Figure 1
Conceptual framework
In the following paragraphs, the framework and the hypothesis will be described thoroughly to explain the reasoning behind each line and each hypothesis.

3.1 The effect of mode on donation behaviour
Music has been shown to directly increase emotional response (Famsworth, 1969; Alpert and Alpert, 1990), brand attitude (Park & Young, 1986) and behaviour at the point of purchase (Milliman, 1982; Alpert and Alpert, 1990). In some cases, it even appears to influence helping behaviour as well (North, Tarrant and Hargreaves, 2004; Konecni, Wanic and Brown, 2007). Music can alter the listener’s mood, calming anger and promoting love and affection and influence their willingness to comply with another person’s request for assistance (Fried & Berkowitz, 1979). But in spite of all these statements, there is still no empirical research in which the influence of music on helping and/or donating behaviour in advertisements is investigated. The role of music in charity ads is relatively unknown.
It has been accepted that music as a peripheral cue can influence behaviour in general though persuasive communication (Petty and Cacioppo, 1983). In 1990, Alpert and Alpert, stated that the music structure of background music in commercials influence the emotional response of the audience. Is was even more interesting that sad music was more effective in influencing purchase intention than happy or no music. Their explanation however, is somewhat vague. Kellaris and Kent (1994) even disproved this statement by arguing that they only compare different songs and did not isolate any music element. Morris and Boone (1998) add that music (as compared with no music) can change how the viewer feels when watching the advertisement, but that it is not proven that it can significantly influence brand attitude and purchase intention at all.

So evidence about the role of music in advertisements is inconclusive. It certainly can influence feelings and emotions, but can music in charity ads also influence helping behaviour? The answer of this will probably stand with the level of fit between the ad and the music. Fit, between music elements in an ad and with the central idea of the ad, is a key factor in the success or impact of an advertisement (McInnis and Park, 1991). In the context of helping behaviour, this is more or less confirmed by North, Tarrant and Hargreaves (2004). In the gym, the uplifted music has a more positive effect on helping behaviour than annoying music (North, Tarrant and Hargreaves, 2004). It is quite obvious that uplifted music is more natural in a gym because it can boost sport performance in comparison with annoying music. Although this has nothing to do with fit between music and an ad, it confirms that fit between two key elements in a research setting is important to evoke emotions that are pursued by the researcher. In this case North, Tarrant and Hargreaves were looking for emotional responses in the area of helping behaviour.

Charitable organizations are looking for people who want to help as well. They use charity ads to trigger emotional responses that make people help and donate. Fit between the music and the message in the ad can strengthen the response and increase donations. In our experiment, the fit between the music and the central idea of the ad was mixed across conditions by using different modes. Therefore, it was expected that we could determine whether the fit, or the mode of the music, influence the decision to donate or not. Furthermore, it was also expected that it would influence the donation amount. Together with the argumentation before, this leads to the following hypotheses:
H1a:
The mode of the music in a charity ad influence an individual’s choice whether to donate or not.
H1b:
The mode of the music in a charity ad influences the donation amount.
In addition, we believe that the mode of the music has the biggest influence of the character of a song. It is already theorized that the mode is the most understood and important music element in influencing one’s emotions. Basically, the mode can be major which induce pleasant feelings and positive expression or it can be minor which produces the opposite feelings (Hevner, 1935; Scherer and Oshinsky, 1977; Kellaris and Kent, 1994; Gomez and Danuser, 2007).

3.2 The moderator effect of ad valence
The message in an ad can be positive and negative as well. Alpert, Alpert and Maltz (2005) tested the level of involvement for positive and negative ads. They found that in a negative emotional ad there is a higher level of activity involvement than within positive ads, where people are in a good mood, have positive thoughts, and want to stay that way with minimum elaboration. Eventually, they stated that sad purchase intentions and sad music manipulations result in more moderate levels of elaboration, leading to higher scores in purchase intentions.
But is this also true for helping and/or donating behaviour? Apparently not. Both happiness and sadness sometimes increase helping. But in general, it has not theorized that sadness is a better helping motivator than happiness (Batson, 1990; Schaller and Cialdini, 1996). On the other hand, recent findings by Small and Verocchi (2009) indicate that sad pictorial cues foster sympathy and giving to a charity marginally as compared with neutral or happy cues. Yet, they did not test auditory cues, they did not test commercials. They excluded the fit between the auditory and pictorial cues in their study.

So again, fit seem more important. When the music is congruent with the message of the charity ad, donating intention will be higher than when these two are inconsistent. Therefore you might expect that a charity ad with a negative message and negative (minor mode) music, may lead to more donations and a higher donation amount and vice versa. In our experiment we used three commercials and two modes. The valences or pictorial messages of the commercials are positive (commercial a), negative (commercial b) or neutral (commercial c). Some participants are exposed to the negative commercial with background music in the major mode, whereas others are exposed to the same commercial and the same music, but now only in the minor mode. Based on the review above, it is expected that:

H2a:
All else equal, a major mode will lead to (more donations and) a higher donation amount than a minor mode.
H2b: 
All else equal, a minor mode will lead to (more donations and) a higher donation amount than a major mode.

H2c:
All else equal, a minor mode will lead to (more donations and) a higher donation amount than a major mode.

Table 1 below represent these hypothesis in a clear way as well.

	
	
	# of donations & donation amount

	Commercial a: positive valence
	Major mode > minor mode

	Commercial b: negative valence
	Major mode < minor mode

	Commercial c: neutral valence
	Major mode < minor mode


Table 1
Schedule hypothesis 2a, b, c

3.3 Emotional response

Music can evoke many emotional responses. Zentner et al. (2008) identified forty-three emotions that are evoked by music more easily and more frequently. Among these are: happy, moved, inspired, thrills, love, affection, sentimental, calm, soothed, stimulated, irritated and sad. Some of these - happy, moved, affection, stimulated, irritated and sad – are also used as a measure to evaluate elicited feelings by ads (Edell and Burke, 1987). The question however is, if these emotions also increase pro-social behaviour. Do people also report these emotions when they are exposed to a charity ad?

Love and affection are used a lot - together with compassion, sadness and sympathy - to explain why people donate (Merchant, Ford and Sargeant, 2010; Bennet, 2003). Apparently, people score high on these emotional responses when they donate as compared with when they do not. Batson (1990) add that sympathy and compassion are suitable proxies for true giving because they are highly correlated with pro-social behaviour. Other emotions that are likely to increase pro-social behaviour are soothing emotions (Fried and Berkowitz, 1979) and awe (Shiota and Keltner, 2007).
Charity ads are used to trigger emotional responses - like love, compassion, sadness and awe - to make sure that people become involved with their cause and eventually will donate. If people are involved with a charity or are moved by a charity ad, then they are more likely to donate. Again fit between the message and the cues of the ad increase emotional responses and the level of involvement. People not only are more likely to donate when their level of involvement is higher, they are also more likely to report emotions like love, compassion and even peak experiences like awe. In this line, we propose
H3:
People who donate are more emotionally involved than people who do not donate.
3.4 Effects of donating behaviour
The influence of mood on helping is quite ambiguous. Some authors claim that people who feel good are especially likely to aid those in need (e.g. Aderman, 1972; Berkowitz and Conner, 1966). Others stated that helping may be enhanced by some negative mood states such as sadness (Bauman et al., 1981). Both views are nevertheless accepted nowadays. Both sadness and happiness can increase pro-social behaviour (Batson, 1990; Schaller and Cialdini, 1996). 

The link between mood and helping is more interesting the other way around. It is quite clear that music can alter someone’s mood, calming anger and promoting love and affection (Fried and Berkowitz, 1979). But can helping or donating alter someone’s mood as well? According to Manucia et al. (1984) it does. Helping alter mood through a process known as mood repair. Helping behaviour seems to reserve unpleasant mood states. Hence, repaired negative emotions can trigger donating intentions (Schaller and Cialdini, 1988; Cialdini et al., 1987). All the aforementioned research suggest that people who donate feel better afterwards. Especially people who feel bad seem to be happier than before they made the decision to donate. Based on this, the following hypothesis is formulated:
H4:
The decision to donate will have a positive effect on peoples mood state, as compared to their indicated mood before exposure to the charity ad.

In addition, we believe donating not only increase mood, but also one’s self-esteem. Mood and self-esteem are very complementary.

Hibbert and Horne (1996) stated that the perceived benefits of donating include feelings of self-esteem, public recognition, and relief from feeling of guilt and obligation. People are concerned or worried about what impression they are making. When people donate, they feel proud and confident about themselves because they think they act righteous. It is worthy to donate because it fulfil Maslow’s need to be admired and respected by others (Maslow, 1943). 
Recently, Shang and Croson (2009) found  that others’ donation or contribution positively influence one’s own contribution. They add that they are quite competitive when it comes to pro-social behaviour. It is a sort of race for public recognition which eventually increase the feeling of self-esteem. Consistent with these research findings, we hypothesize:

H5:
The decision to donate will increase feelings of self-esteem.

3.5 Control variables: consumer characteristics
Different individuals have distinct physiological responses to anything. Each individual react different to ads, to the question whether to donate or not, and to music (Nyklicek et al, 1997). These facts suggest the need to consider several demographics, or consumer characteristics as potential moderators in our experiment. These characteristics might influence the relationship between the charity ad, emotional response and donating behaviour.

Several authors have controlled for demographics in their studies within the area of donating behaviour. This seem to suggest that these demographics have some kind of moderator role. Others have actually studied (not only controlled) consumer demographics. Some of them in the area of blood donation, others have focused more on environmental issues or teaching activities on a voluntarily basis. Findings are very inconsistent, probably because the dependent variable change from study to study. But although these studies are really different, they all have one thing in common which is altruism. The moderators of altruism and donating behaviour that will be controlled and examined for in this study are sex, age and income.

3.5.1 Sex

Is one sex more altruistic than the other? Could it be that women are more altruistic than men? The answer of the latter is not necessarily. According to Andreoni and Vesterlund (2001), this depends on the price (monetary as well as non-monetary) of giving. Men appear to be more altruistic when the price is low and less when the price is high as compared with women. But what is a high price versus a low price? It is hard to define if blood donation or environmental activities (e.g. recycling) are high or low priced. Therefore, it has been stated that the difference in level of altruism between men and women differ per study or dependent variable. There is no rule of thumb. In 1979, Fried and Berkowitz concluded that the sex of the participant did not have much of an effect on willingness to be helpful at all. But on the other hand, it appears that women are more concerned about environmental issues (Granzin and Olsen, 1991) while men are more willing to donate blood (Nonis et al., 1996). Most findings suggest that gender could be an important moderator in our study. This leads to the following hypothesis:

H6a:
Gender moderates the relationship between the charity commercial and donation behaviour.
3.5.2 Age

What about age? Could it be that older people are more generous? We expect, a priori, that older people are not more altruistic and are not more likely to donate.  Several studies have considered age as a potential moderator. Several authors stated that the relationship between age and altruism is inverse (e.g. Granzin and Olsen, 1991; Buttel, 1979; Mohai and Twight, 1987). Thus, people become more altruistic when they get older. 

However, donating behaviour of the next generation (18-34 years old) does not differ from other groups (Schuyt et al., 2009). In the Netherlands, only retired employees gave more. But, those people are not a part of our study, only students are. In their blood donation experiment, Nonis et al. (1996) have used only students as well. They did not find a significant relationship between age and blood donation. Thus it is not expected that the age will moderate the outcome in our experiment. Therefore we hypothesize:

H6b:
Age does not moderate the relationship between the charity commercial and donation behaviour.
3.5.3 Income

The last possible moderator that will be accounted for is income. Will significant differences appear in donating behaviour regarding the income of the participants in our experiment? It is expected that people with higher income have more to spent and therefore donate more. But it appears that such people are more altruistic as well. For example, Vining and Ebreo (1990) found that people with a higher income are more likely to recycle. Granzin and Olsen (1991) add that people with high income are also more likely to donate furniture and clothes.

To explore donating behaviour in the Netherlands, Giving in the Netherlands started an exhaustive study in which they classified all Dutch households into five income quartiles from low to high (Schuyt et al., 2009). Subsequently, they examined whether households are willing to donate (yes or no), and they asked for the donation amount. They found that people in the upper three quartiles are more likely to donate significantly, but the average amount does not change between quartiles. So, when people have more to spent they donate more often or more frequently, but they do not donate more monetarily each time. They donate €10 each month for example, while people with a lower income only donate €10 once a year.
Wiepking and Maas (2009) confirmed these findings by saying that people with a higher education level - higher education schools and universities - and a higher income are more generous and donate more frequently. However, they also found that such people donate with higher average amounts. Only on this point, empirical research is not unanimous. Nevertheless, we have expected that income would moderate the outcome in our experiment. In line with the research on altruism and donating behaviour in the Netherlands, we have hypothesized the following:

H6c:
Income moderates the relationship between the charity commercial and donation behaviour.
4. STUDY 1: CHURCH FIELD STUDY
Two experiments were used, to test the influence of the mode on donating behaviour. In study 1, a church study was conducted which can be seen as the spur of the remaining of the present research.
4.1 Setting

During worships, visitors are often asked to donate some on behalf of the church and/or a charity. In the Netherlands, this is always accompanied by music played either on a piano or organ.
A little survey among regular visitors of the Gedachteniskerk of Oud-Beijerland unveiled some interesting facts. In total, there are approximately 200 visitors during each regular worship on each Sunday. After the preach, money is collected for two purposes: the church (e.g. maintenance, salary preacher) and a charity which changes each Sunday. 

Apparently, half of the visitors do not donate the same amount every worship. It varies with at least €0.50 per person, most times with even more than €1. Visitors have indicated that their donation during each visit varies mostly between €2 and €3. Thus, the total donation amount could change from Sunday to Sunday with max €200. By knowing this, it seems possible to influence donating behaviour of church visitors with music as well.
To test this, Prelude No. 1 by Bach, is played in the major as well as the minor mode on a piano during two separate worships
. The worships took place on two Sundays, June 12 and June 19, starting at 9.30 in the morning. The circumstances were as comparable as possible. On June 12 the minor version of Prelude No. 1 is played whereas the major piece is played the week after. On June 12, money is collected for the church and a charity called Church in Action. On June 19, the latter changed as usual. The second purpose of that day was a missionary who works for Athletes in Action. 

The total amounts donated per purpose were compared with all the other total amounts donated per purpose on every Sunday since January 1 in 2011. Unfortunately, we were not allowed (by the consistory) to ask every visitor after church what they have given. Furthermore, comparison material besides these two Sundays were also not available if we were allowed.
4.2 Results

The question of the church study was to examine whether the mode influence the donation amount within a field setting, where people are not aware that they may be manipulated. Both modes were played only once, to avoid too much familiarity. The total amounts donated per purpose (church and charity) were collected for these Sundays, and compared with all the other total amounts donated on every Sunday since January 1 in 2011.
The total donated amount of Sunday morning June 12, when the minor music is played during money collection, was €492.84. The amount of June 19 was €426.82. Two one sample t-tests were executed to examine whether these values differ from the mean. It was found that either the minor mode was significantly different from the general mean (t(25)=-6.034, p = 0.000) as well as the major mode (t(25)=-2.627, p = 0.015). 

In addition the means for each separate purpose were examined as well. Similar results were yielded as with the total amounts. When the minor music was played, the donated amounts were €240.54 for the church and €252.30 for charity. Both amounts were significantly different at the 0.000 level. But yet again the amounts (€202.82 for church and €224 for charity) were significant as well for the major mode. Though the significance levels (0.037 and 0.028) were not as good as for the minor mode. Hence, the differences caused by the minor mode were bigger and more significant. The numbers of adult visitors on both Sundays were approximately even. Thus you may conclude that the minor mode was more powerful in influencing the donation amount.

5. STUDY 2: LAB STUDY

In the second stage of our study we have constructed a research design that is split into two parts, to actually test and examine the hypotheses that are described in chapter 3. First, two pre-tests have been conducted, in which the music has been tested as well as some charity ads. In the second part, our main predictions have been examined.
5.1 Pre-tests

5.1.1 Charity ads

Since we expect that the fit between the mode of the music and the message of an ad will influence donating behaviour, we first need to test whether the messages of the ads we want to use actually are evaluated as positive (happy), neutral and negative (sad). 

The first step in this process was to select several potential charity commercials. To rule out any familiarity and/or recognition effects among participants in the main study, it was important to not select globally known charities like Unicef, Warchild and WWF. Secondly, it was important to select commercials (or charities) that are as uniform, consistent and/or identical as possible with each other. Therefore, commercial characteristics that have been accounted for are the length, the purpose, the theme and the subject. Eventually, four ads have been chosen. They are all American child supporting charities, have a duration of approximately one minute and five seconds, and they are relatively unknown in the Netherlands. The four charities - Childhood, Childhelp, Big Brothers Big Sisters and Boys and Girls Clubs of America – are, to the best our knowledge, unknown here
.

Three ads are needed in our study. To test whether each ad is really evaluated as negative, neutral or positive, and to assure the relevance of each selected ad, an online questionnaire have been distributed. In this study, participants were asked to evaluate and compare the ads on a scale from 1 (very sad) to 7 (very happy). We chose to expose participants to all ads so that they actually could compare. Therefore multiple paired samples t-test were used to test the differences between the original ads. Thirty-five people have examined the mean differences between the original ads.
According to the histograms and P-P plots, the assumption of normality is met for all six pairs in the first pre-test. The distributions of differences between the ratings are normal. Therefore it was justified to compare all means by using a paired samples t-test. The test has indicated that the mean differences between all four advertisements were significant at the 5% level. The means and the meaning of this are shown below in table 2. Based on table 2, we selected the Childhood ad as pictorial cue with a positive message, the Childhelp ad as negative and the Boys and Girls Clubs of America ad as neutral for our lab experiment.

	
	
	Mean
	Meaning

	Childhood
	5
	Pretty happy

	Childhelp
	1.6
	Very sad

	Big Brothers Big Sisters
	4.51
	Slightly more happy than neutral

	Boys and Girls Clubs of America
	3.94
	Neutral


Table 2
Means and meaning original charity ad’s

5.1.2 Major & minor music

The second key-element in our experiment is the mode. We proposed that a single music element like mode, and the fit between mode and the message of the ad, can influence donating behaviour. Therefore it was important to first find and select such a music piece of which the mode could be adjusted. Adjusting the mode of music is rather complex. Unfortunately, it is not as simple as increasing the volume or tempo. It is not just one click in a music writing program. A skilled musician must carefully refine each measure and each tone of all instruments to keep things balanced and to not change the music and other music elements immensely.

To keep the whole procedure as simple as possible, music songs or pieces with more than one instrument were not considered from the beginning. Hence, only solo-instrument, no vocal music pieces made it through to the second round. 

Another consideration was the instrument itself. Some instruments are more capable to move people than others. Especially, plucked (e.g. guitar and harp) and keyboard (e.g. piano and organ) instruments are appropriate because they can produce multiple tones simultaneously. A single wind instrument can only produce a single tone at a time. 

The next few criterions are the other music elements. They need to be normal or medium. Mathews and Canon (1975) stated that for example a hard volume or fast tempo in itself already influence helping behaviour. For these reasons, the guitar is not appropriate either. Eventually the piano is chosen, also because there are lots of songs available for this instrument. Furthermore, melodies on a piano were perceived as brilliant and tranquil (Gundlach, 1935).

After some brainstorm sessions with several musicians, three potential pieces were selected: Morgenstimmung by Edvard Grieg, the main title of the Notebook by Aaron Zigman, performed by Hollywood Studio Symphony, and Prelude No. 1 in C Major by Johann Sebastian Bach. The latter one is the most neutral in terms of tempo, volume, pitch, rhythm and harmony, and was selected for both the lab and the church study. The original music piece  by Bach is, like the title already revealed, in the major mode
. With the help of some skilled musicians and the music writing program Capella, we produced a minor version as well
. Both pieces were exported and played digitally with a piano sound instead of recorded, to rule out any possibility of element or dynamic changes caused by the way of playing by a musician.  
The question whether participants hear and evaluate both modes differently from each other is vital within this study. If it does, the mode is also more likely to change donation behaviour. Therefore, another survey in which both music pieces were pasted over one potential charity ad is distributed to people who did not participate in the other pre-test. Subjects were again asked to evaluate and compare both ads on the same scale as before. However, this time they were asked to make a distinction between the pictorial and the auditory cue. We expected that the minor music would be realized as more sad, and therefore the corresponding video - that has been shown jointly with the music - too.
Again, we chose to expose participants to both music pieces. Multiple paired samples t-test were used to test the difference between the major and minor auditory cues and the difference between the corresponding pictorial cues. Thirty-eight participants have compared and examined the mean differences between the auditory and the pictorial cues. 

For this pre-test, we used the Boys and Girls Clubs of America ad to accompany the major as well as the minor music of Bach. Again, assumptions were met and all differences were significant at the 5% level. The concrete mean differences were for the music 3.87 (major mode) versus 2.87 (minor mode), and for the accompanied pictorial cues 3.74 (major) versus 3.18 (minor). Thus, the minor version of Prelude no. 1 by Bach is rated as more sad  as compared to major version (t(37) = 2.964, p = 0.005). And it also influences the ratings for the accompanied pictorial cues in the same direction (t(37) = 2.355, p = 0.024) which is remarkable because the ads in both conditions are the same.
5.2 Setting lab study

5.2.1 Experiment design

In the second part of the study, a behavioural experiment was conducted to test the hypotheses. Both the major and minor music were pasted over the three selected commercials from the first pre-test, especially to examine whether the music mode indeed can influence donation behaviour and which music for which commercial is best. Hence, 6 = 3 commercials * 2 modes between subjects experimental conditions were analyzed and compared
.
Comparisons will be measured by letting participants answer the same questions and rate the same scales of emotions, mood, self-esteem and so forth. Thus, participants were exposed to one ad (condition) each. Only the ads will differ from participant to participant. Otherwise, when they have been exposed to multiple ads, results would be apparent and biased. Participant A is for example exposed to commercial X with music piece X-major whereas participant B is exposed to the same commercial with music piece X played in the minor mode. The pictorial cues, other music elements and charity cause are the same for both participants.
The actual experiment took place from June 14 till June 18, from 9.00 in the morning till 19.00 in the evening. The total duration of the experiment never exceeded thirty minutes. Participants were randomly assigned to one of the six conditions. Subjects earned €5 as a reward for their participation.

The computer-based study was conducted in the behavioural lab at the Erasmus University Rotterdam. Headphones were used to assure that the music was not audible outside of the cubicle. The questionnaire was administered online, which allowed to disable the submit button on the page where the ad is shown for a certain amount of time. With this function, we forced people to stay on this page for sixty seconds. Therefore it is assured that they were sufficiently exposed to the ad.

As a result of these optimal circumstances, and because of the equal questions for all participants, it was guaranteed that differences in donating behaviour and emotional responses were only caused by the independent variables (music mode and ad valence), thus guaranteeing the internal validity of the whole study.
5.2.2 Survey design

The questionnaire consisted of sixteen blocks and thirty-three questions
. After the introduction and the pre-exposed mood question, the ad is shown to participants. After the ad it was very important to start with the dependent variable questions right away. According to Panksepp and Bernatzky (2002), one can specifically elevate feelings of happiness and sadness with music, but these effects last no longer than ten minutes. Therefore, it was vital to start with the donating and emotional response questions just after the ads. The demographics and control questions were asked later on, when the attention of the participant was not that necessary anymore.

5.3 Measures lab study
5.3.1 Independent variables

The most important independent variable is the music, either in the major or in the minor mode. The ‘ad valence independent variables’ are the three chosen ads. Together with the music, these ads helped us determine the effects on the various dependent variables.

The donation variables itself, are also used later on as independent variables to explain the effects on mood and feelings of self-esteem, after the donation decisions.
5.3.2 Dependent variables

The dependent variables in this research are: donating behavior (whether to donate and donation amount conditional on donating), mood, self-esteem and several emotions like awe, compassion, sadness and happiness.

The variable donating behaviour is measured with one single question
. We proceeded as follows. Each participant has received €3 (first two days of experiment) or €5 (last two days of experiment) in various coins upfront, just before one enters the cubicle, after the experimenter told them what to do. Hence, each participant received:
· 2 * €0.05

· 2 * €0.20 or 4 * €0.10 or 1 * €0.20 + 2 * €0.10

· 3 * €0.50

· 1 * €1______+
€3
Or

· 2 * €0.05

· 2 * €0.20 or 4 * €0.10 or 1 * €0.20 + 2 * €0.10

· 3 * €0.50

· 3 * €1______+
€5
With these coins, we had the opportunity to ask how much they are willing to give from those €3 or €5 in real money. Within the question, participants were asked to insert the exact indicated amount that they would like to donate into real piggy-banks that were located inside the experimental lab cubicles. The piggy-banks were sealed and not transparent so that participants could not easily open them, and remove or see already inserted cash.
The reason why participants receive €3 (or €5) upfront is to actually give participants the feeling that they own the money. People place a higher value on things, objects and money that they own than whenever it is not their property (Thaler, 1980). In behavioural economics this is also known as the endowment effect. Furthermore, is seems justified to conclude that the participants in our experiment have had a harder time to donate because they were asked to give money which they have just received and due to this was their property. Therefore, ours is actually a conservative test to our predictions.
The questions that were used to examine the other dependent variables were more simpler. For the mood change variable, participants were asked to rate their mood on a seven-point likert scale (scale ends: “very sad” and “very happy”) just before they are exposed to the ad, and right after they were asked to donate real money
. 

Subsequently, the state of self-esteem is tested. Heatherton and Polivy (1991) developed twenty statements that are used to measure a person’s self esteem. In our study we only used six of them like: “I feel good about myself”, and “I am worried about what others might think of me”
. The anchors for the these scales were “not at all true” and “extremely true”.

For the emotional responses, participants were asked to rate how much they have felt of each emotion during exposure to the ad on a scale from 1 (not at all) to 7 (very strongly)
. The question formulation and the anchors of the scale are copied from Edell and Burke (1987). They used several emotional words to examine one’s feelings towards ads.

In our research, ten emotions were selected: awe, love, rapture, surprise, fear, joy, sadness, thrills/chills, compassion and soothed. The first seven were also used by Shiota and Keltner (2007). We chose to enclose awe and thrills over moved because moved is just a runt of awe. It is also proven that music can easily evoke thrills, as well as soothed (Zentner and Scherer, 2008). Furthermore, soothed was also added because Fried and Berkowitz (1979) already proved that soothing music influence helping behaviour. Compassion at last, was enclosed because it is one of the most frequently triggered emotional responses by charity ads (Merchant, Ford and Sargeant, 2010). 

5.3.3 Control variables

Several control variables were assessed. Two of them (gender and income) are even expected to moderate the relationship between the ad with the music in the major or minor mode, and donating behaviour.

Right after the emotional response questions, participants were first asked to indicate how sad or happy they think the video (pictorial cue only) and music (auditory cue only) were on a scale from 1 (very sad) to 7 (very happy). Subsequently, they were asked to indicate whether they liked both cues or not (scale ends: “not at all and “very much”)
.

In addition, one’s emotional reactivity (I react with a lot of emotion to the major events in my life) and pro-social self concept (I am helpful when I see others in need) were examined by two scales of Konecni, Wanic and Brown (2007)
. The anchors for both measures were “strongly disagree” and “strongly agree” on a seven-point likert scale.

The demographics control questions were implemented in the end of the questionnaire
. Besides the potential moderators gender and income, age, whether they are a Dutch or international student, how long they have been in the Netherlands (for foreign students only), field of study and stage of study were requested.

6. RESULTS LAB STUDY
6.1 Sample

The total sample for the main study consisted of 199 participants, 102 women and 97 men. The mean age was 22. Furthermore, it is notable to report that most of the participants have been studying in the field of economics (46.7%) or business administration (33.2%), and that most of the participants (47.6%) do not work at all. The number of participants for each condition are completely randomized. The demographics like age, gender and income are fairly balanced within the six conditions considered in the experiment
. 
During the four days of experiments 130 participants donated, 69 did not put anything into the piggy-bank. The total amount donated was €208.50. €57.50 is donated to Childhood, €77.50 to Childhelp and €73.50 to Boys and Girls Clubs of America

. 

144 participants received €3 upfront, just before they entered the cubicle, to gave them the opportunity to actually donate. The 55 others received €5. In total, 29.49% of the money received by participants for their participation is donated to either one of the three charities. 
6.2 Hypothesis tests

6.2.1 The effect of the mode on donating behaviour
The main purpose of the experiment was to determine if the mode of the music, as an element of a charity ad, could influence donating behaviour as hypothesized before in paragraph 3.1 Hence, multiple statistical tests were conducted to the gathered data to see whether there are differences between the modes or not. The main results are described next.

First of all, a chi-square test points out a significant association between the mode and the number of donors X2 (1) = 6.676, p = 0.01. This seems to represent the fact that, based on the odds ratio, the odds of people donating were 2.19 times higher if they were exposed to the minor instead of the major mode
.
In addition, people donate more in average cents in the minor mode (M = 147.30, SE = 15.510) than in the major mode (M = 123.66, SE = 13.773). Unfortunately, this difference is not significant t(127.934) = -1.140, p = 0.257, mainly because people who did not donate at all (all €0 donation amounts) are excluded before conducting this analysis. The boxplot below on the other hand, indicates that the distributions of amounts donated are not equal. Participants who were exposed to the minor mode have donated more higher amounts. This distribution is far more skewed than the distribution of amounts donated of the major mode. Hence, H1a is fully supported while H1b is partly supported. The mode influence the decision whether to donate or not. But, although in the expected direction, it does not significantly influence the donation amount. 
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Figure 2
Boxplot amounts donated
That the differences in frequencies of people donating and the donation amounts is solely caused by the mode and not by the valences, is confirmed by conducting the same tests for the valences instead of the modes. There is no significant relation between the valences and whether people have donated or not (X2 (2) = 0.157, p = 0.925). And the donation amounts do not differ across valences (F(2,196) = 0.434, p = .649).
6.2.2 The moderator role of ad valence

Evidence to support H2a – H2c can only be found whenever the data is separated per valence or general message of the ad. Although the significance levels were close to the 10% level, there was no significant association between the mode and whether people donate or not for either the positive (X2 (1) = 2.222, p = 0.109), negative (X2 (1) = 2.318, p = 0.102) as well as the neutral valence (X2 (1) = 2.177, p = 0.112). The odds ratios on the other hand, did not change much (positive = 2.21; negative = 2.19; neutral = 2.19). This seem to indicate that the odds for people who were exposed to the minor mode were still much higher as compared to the major mode, no matter what valence.

The output of the several independent t-tests in table 3 indicate that all differences in donation amounts are all in the hypothesized direction. For the negative valence the mean difference is significant t(40.846) = -2.757, p = 0.009. The minor mode brought in higher donation amounts M = 144.12, SE = 25.289 than the major mode M = 56.62, SE = 14.173. 

Of more interest however is the remarkable mean difference for the positive valence in the opposite direction t(39) = 2.018, p = 0.05. Participants who were exposed to the major mode donate more (M = 170.59, SE = 30.183) as compared to the minor mode (M = 101.04, SE = 19.648) which is impressive since more people in the minor mode have donated. Apparently the fewer people who were exposed to the major mode and have donated, donated much more in total than the more people who donated but were exposed to the minor mode. 

For the neutral valence, findings are non-significant though in the right hypothesized direction. Again all €0 donations are filtered out.
Thus H2b is completely supported, H2c is not supported. H2a is partly supported because it was hypothesized that people who were exposed to the major mode were more likely to donate. Nonetheless, it is found that there were more donors among participants who were exposed to the minor mode for all valences. The effect of the mode on the donation amounts are all in the right direction. Yet, they are only fully significant for the positive and negative valence.
	
	Major mode
	Minor mode
	
	

	
	Mean
	Mean
	t-value
	p-value

	Donation amount positive valence
	€1.71      >
	€1.01
	2.018
	0.05

	Donation amount negative valence
	€1.01      <
	€1.96
	-2.757
	0.009

	Donation amount neutral valence
	€1.05      <
	€1.43
	-1.083
	0.285


Table 3
Output independent t-test for donation amounts per valence

In addition, a second time it is tested whether the valences in itself could influence the donation amount and the number of donors. Therefore, now the mode is used as a filter instead of the valences. The chi-square tests point out that for both the major and the minor mode, there were no differences in the influence of the valence on whether participants have donated or not. 
The results of the ANOVA tests show that the donation amounts not significantly differ across valences for the major mode, but for the minor mode the difference is significant (F(2,97) = 2.481, p = 0.089). Both Tukey’s test as well as the Games-Howell procedure indicate that this difference is elicited by the difference between the positive and the negative ad which is €0.71 in favor of the negative valence
. Apparently, the donation amount has also changed across ads with a positive or negative valence, irrespective of the mode of the music that has accompanied the charity ad.
6.2.3 Donation behaviour linked to emotion

As it has been proposed earlier in this paper in paragraph 3.2, people who donate should be more emotionally involved than people who do not donate. In order to test this hypothesis, independent samples t-tests were performed for every selected emotion. The findings, presented in table 4 below, are outstanding.

To begin with, it is found that participants who have donated, compared to non-donors, score significantly higher on the seven-point likert scales for awe, love, rapture, surprise, fear, sadness, thrills/chills and compassion.
The emotions joy and soothed are non-significant. This is not strange because it has already been found that in some cases joy is a good elicitor of helping while in other cases it is not (Batson, 1990). Sometimes, people who report joy as emotion, are just more likely to not help. Furthermore, participants who did not donate, even felt more soothed as compared to people who donated which is incompatible with the findings of Fried and Berkowitz (1979). But this might make sense as well because they apparently have felt so relax, that they did not see the need to help and donate. Thus, H3 is supported for eight out of ten emotions.
	
	Donated? No
	Donated? Yes
	
	

	
	Mean
	Mean
	t-value
	p-value

	Awe
	2.88      <
	3.42
	-2.137
	0.034 

	Love
	2.75      <
	3.50
	-2.953
	0.004

	Rapture
	2.26      <
	2.84
	-2.541
	0.012

	Surprise
	2.51      <
	2.97
	-2.068
	0.040

	Fear
	2.14      <
	2.76
	-3.073
	0.002

	Joy
	2.43      <
	2.72
	-1.100
	0.273

	Sadness
	3.35      <
	4.20
	-3.144
	0.002

	Thrills/Chills
	2.25      <
	3.03
	-3.239
	0.001

	Compassion
	3.55      <
	4.69
	-4.700
	0.000

	Soothed
	3.80      >
	3.59
	0.738
	0.462


Table 4
Output emotional response sorted by donated yes or no
Additionally the same table is constructed when the filter mode is applied on the data (see table 5). The emotional responses for the participants who were exposed to the major mode and the minor mode does not differ much from the results in table 4. Once again, soothed is in both cases insignificant and in the wrong direction. All others are in the right direction, yet only love, thrills/chills and compassion are significant for both separate modes.
	
	Donated? No
	Donated? Yes
	
	

	
	Mean
	Mean
	t-value
	p-value

	Awe major
	2.74      <
	3.36
	-1.694
	0.094

	Awe minor
	3.12      <
	3.47
	-0.976
	0.331

	Love major
	2.77      <
	3.45
	-1.857
	0.066

	Love minor
	2.73      <
	3.54
	-2.217
	0.029

	Rapture major
	2.30      <
	2.73
	-1.347
	0.181

	Rapture minor
	2.19      <
	2.92
	-2.139
	0.035

	Surprise major
	2.51      <
	2.89
	-1.205
	0.231

	Surprise minor
	2.50      <
	3.03
	-1.593
	0.114

	Fear major
	1.91      <
	2.75
	-3.206
	0.002

	Fear minor
	2.54      <
	2.77
	-0.682
	0.497

	Joy major
	2.30      <
	2.70
	-1.163
	0.248

	Joy minor
	2.65      <
	2.73
	-0.189
	0.851

	Sadness major
	3.12      <
	4.09
	-2.590
	0.011

	Sadness minor
	3.73      <
	4.28
	-1.359
	0.177

	Thrills/Chills major
	2.14      <
	3.04
	-2.668
	0.009

	Thrills/Chills minor
	2.42      <
	3.03
	-1.706
	0.091

	Compassion major
	3.63      <
	4.63
	-2.920
	0.004

	Compassion minor
	3.42      <
	4.74
	-3.793
	0.000

	Soothed major
	3.84      >
	3.75
	0.211
	0.833

	Soothed minor
	3.73      >
	3.47
	0.670
	0.505


Table 5
Output emotional response for people who were exposed to the major versus the minor mode, sorted by donated yes or no
Finally a factor analysis was performed to see whether there is a possibility to reduce the number of emotions
. The findings indicate that the emotions indeed can appropriately be reduced into two factors (the KMO value obtained was 0.809; Bartlett’s test is highly significant). The first factor is labelled as positive-emotions. The components are awe, love, rapture, surprise, joy, compassion and soothed. The second factor is labelled as negative-emotions with the components fear, sadness and thrills/chills. It has been found that donors score significantly higher for both factors as compared to non-donors, also when the data is separated for the major and minor mode.
6.2.4 The effect of donating on mood repair and self-esteem

According to numerous existing studies within the topic of mood repair, it was expected that participants with a pre-exposed mood state below four which can be described as rather sad, feel happier afterwards when they have donated. Such a process can be typically examined by using a paired samples t-test.

Sixteen participants have indicated their pre-exposed mood with a score below four of which twelve actually donated. Due to this, only twelve cases were analysed. 

The correlation between the repeated measures, was quite strong and significant. Because the same people answered the same question twice, consistency in responses is found between the pre-exposed mood and the mood question that has been asked right after the donating questions. Yet on average, participants with a pre-exposed mood below four (M = 2.75, SE = 0.179) feel significantly better afterwards (M = 4.25, SE = 0.411), t(11) = -4.450, p = 0.001. Though, the few participant who feel sad before as well but did not donate, also feel better afterwards t(3) = -1.000, p = 0.391. The mean difference however is only -0.25 instead of -1.50, and it is non-significant. Consequently, H4 is fully supported.

Additionally, it was also expected that participants who donated, evoke feelings of self-esteem. Because there were six self-esteem statements in the questionnaire, six independent t-tests were conducted. The results are presented in table 5 on the next page.

Unfortunately, all mean-difference were non-significant, and some of them are even in the wrong predicted direction. In order to support our hypothesis, the mean scores for the first and third statement should have been higher for people who donated whereas the fourth reversed statement should have been lower. But they are not. As a result H5 is rejected.

	
	Donated? No
	Donated? Yes
	
	

	
	Mean
	Mean
	t-value
	p-value

	I feel that others respect and admire me
	5.04      >
	4.91
	0.848
	0.398

	I feel displeased with myself (r)
	2.62      >
	2.39
	1.092
	0.277

	I feel good about myself
	5.26      >
	5.14
	0.703
	0.483

	I am worried about what others might think of me (r)
	3.45      <
	3.64
	-0.808
	0.420

	I feel inferior to others at this moment
	2.61      <
	2.64
	-0.143
	0.886

	I feel like I’m not doing well (r)
	3.01      >
	2.80
	0.941
	0.348


Table 5
Output effect donating on self-esteem
6.3 The mediation role of emotion

Though it is not hypothesized that any of the named emotions, reported in subparagraph 5.3.2 mediate the relationship between the mode and donation behaviour, it is interesting to see what happens, also because the emotions are questioned after the donation questions in the questionnaire. The three-step method which is introduced by Baron and Kenny (1986) is used to check whether the emotions influence the relationship between the mode and donating as hypothesized in H1, H2a, H2b and H2c.
To start with, it was found that only the emotions sadness (β = 0,473, p = 0,073) and the factor negative-emotions (β = 0,253, p = 0,075) were (positively) significantly influenced by the mode. The mode has no effect on all other emotions and the other factor. Therefore, further mediation analysis were superfluous. These emotions did not mediate or explain the relationship between the ad, the mode and donating behaviour. 
Furthermore, the mode did not have a significant influence on the donation amount when all €0 donations are filtered out. Unfortunately, this did not change when the dummies for the valences and the dummies for the interactions between these valences and the mode were included in the regression equation. Thus, further mediation analysis were again unnecessary. It was unnecessary to check the mediation role of emotion on the relationship between the mode and the donation amount.

Additionally, whether participants have donated or not is also not influenced by the mode when the valences and interactions are included because the mode in itself already turns out to be insignificant when these valences and interactions were included into the model. Consequently, because of these reasons only the mediation role of sadness and the factor negative-emotions were investigated for only whether participants have donated or not, without any valences and interaction effects
.
Concerning “sadness” mediation analysis, it was found that sadness influences whether they have donated or not directly (β = 0,236, p = 0,006). In addition, sadness partially mediates whether participants donated or not (β = 0,698, p = 0,025). Thus participants who were exposed to the minor mode have experienced the emotion sadness at a higher level, and this have positively influenced the donation frequency indirectly through the (minor) mode.
The negative emotions also influence the dependent variable directly (β = 0,626, p = 0,00). The results are in fact very similar as compared to the “sadness” mediation analysis. The negative-emotions partially mediate the relationship too (β = 0,672, p = 0,034). Participants who have heard the minor music report a higher level of experienced negative-emotions. Eventually this has led to more people donating (indirectly).

Based on the aforementioned mediation analysis it became clear that only sadness and a factor of fear, sadness and thrills/chills partially mediate  donating behaviour in terms of yes or no. Therefore it is justified to conclude that in this study the mode in itself influence donating behaviour for almost every case. Most of the emotions did not mediate this link at all, only sadness and the negative emotions factor did. The conclusions in subparagraph 5.3.1, regarding H1, H2a, H2b, and H2c are not changed because of the findings in this subparagraph.

6.4 Moderation effects consumer characteristics
Because each individual react differently to ads and music, it was expected to find differences between participants analyzed in the experiment according to gender and income. The present study controlled for both variables and more, in order to find if they indeed moderate the construct between the mode donating behaviour. Concerning gender, it was expected that women are more likely to donate than men. With respect to income, it was expected that the higher income category influence donating as compared with the lower one. The third variable age was not expected to have any influence since it was expected that the age does not vary much across participants. Below, several interesting findings about the moderation effects of gender, income and age are mentioned.

Firstly it was found that gender positively (β = 0.944, p = 0.002) and income negatively (β = -0.755, p = 0.018) moderate the relationship between the ad with the mode and whether they donate or not X2 (3) = 24.184, p = 0.000. Age turns out to be non-significant. The odds ratio without gender and income indicate that if the predictor (mode) change from major to minor, the odds of people donating were 2.14 times higher as compared with when they were exposed to the major mode. But when participants were exposed to the minor mode, they were female and they were classified in the low income category, then the odds increase even further to 6.26
. Consequently, H6a and H6c were partially supported. And because it was hypothesized that age would not influence anything – the moderator role of age is proposed as a null-hypothesis - H6b partially supported as well.

The influence of gender, income and age on the donation amount on the other hand is somewhat different since the initial model with  the single variable mode turns out to be insignificant, yet again because all €0 donations were out filtered. Nonetheless it is interesting to say that age (β = 8.443, p = 0.027) and income (β = 43.436, p = 0.043) both positively influence donating behaviour directly. Especially for the income variable this is very interesting because this time a higher income lead to a higher donation  amount whereas a lower income persuades more people to donate. Age however is interesting as well cause the older one gets, the higher the donation amount while such a relationship was not expected. Conclusively, H6a and H6b were rejected in reference to the donation amount, H6c is supported.
Besides the former demographics, field of study, stage of study and nationality were also controlled for. Therefore, moderation effects were also examined for those variables. No effects were found though international students are almost significantly more likely to donate than Dutch students.
Finally, the sadness/happiness levels of both cues (pictorial and auditory), the likelihood of both cues, the emotional reactivity and the pro-social self concept were checked. It is found that people with a higher level of pro-social self concept were more likely to donate. Moreover, the likelihood of the video (pictorial cue) also moderates the construct between the ad with the mode and the number of donors X2 (5) = 33.706, p = 0.000.

Because these two variables have a Exp(B) value above 1, the odds of donating increase when these are included in the equation. So the more participants liked the pictorial cue or the more they gave themself a higher rating for pro-social behaviour, the more they are likely to donate. The other control variables did not influence the number of donors as well as the donation amount.
7. GENERAL DISCUSSION
A significant difference between the modes is found for one of the two dependent donating variables. The manipulation turns out to be insignificant for the donation amount while by contrast, it was significant for two out of three separated valences. Yet, differences between the modes were all explainable and mostly unambiguous.
Generally spoken, the minor mode within the music makes people more likely to donate, and it increase the donation amount. Even within the church setting, the minor mode resulted in a higher total donation amount while the number of visitors was approximately even.
When the data is separated per valence, the effects of the mode on donating were different for all three of them. For example, participants who were exposed to the negative ad in combination with the minor mode, donated more often and with higher amounts as compared to participants who were exposed to the same ad but now accompanied with the music in the major mode. 
The results of the opposite (positive) valence are a bit blurry. The minor mode still makes people more likely to donate, but the donation amount was significantly higher for participants who were exposed to the major mode. Thus, people who were exposed to the major music donated more in Euros than people who were exposed to the minor mode while the former were outnumbered by the latter in terms of number of donors. The average donating amount was therefore way higher for people who donated and were exposed to the positive ad combined with the major mode.
The findings for the neutral valence were all in the right expected direction, though mostly insignificant. Here, the minor mode resulted in more donations and higher amounts. Unfortunately, the latter difference between the modes is far from significance.

Like expected, emotional involvement was higher for participants who donated as compared to those who did not. Awe, love, rapture, surprise, fear and sadness indeed are emotions that are closely linked to pro-social behaviour as stated by Shiota and Keltner (2007). That joy is insignificant is not very surprisingly because so far literature is not consistent in this matter. Another reason is that most ads are not explicitly designed to communicate joy.
Quite unexpected however is the finding that people who donated not feel very soothed which is incompatible with the findings of Fried and Berkowitz (1979). In fact people who donated feel even less soothed than people who did not (Mdonated = 3.80 < Mnotdonated = 3.59). A possible explanation for this could be that if people indeed feel that relax, they did not see the need to help. They are not triggered to donate.  However, the difference in means is small and insignificant. Although it is not like expected, it is not a huge concern as well. All other emotions (except for joy) are still significant, and the differences are logical and in the expected direction which is enough for drawing reliable conclusions on this dependent variable. 
The mediation role of the emotions is studied because it was important to check whether the emotions were elicited by the mode. Most emotions - except for sadness and the factor negative-emotions - were not significantly influenced by the mode. Only the two terms between parenthesis in the sentence before partially mediate the relationship between the ad with a certain mode and whether participants have donated or not. So in this study, the mode in itself influence donating behaviour without interference or mediation of almost all emotions.
Another remarkable result is the absence of the relation between donating and self-esteem while the link between donating and mood-repair is fully supported. It appears that donating does not make any difference in eliciting feelings of self-esteem while it does make a difference in mood. Participants who feel sad and donated, feel better afterwards. But is does not work the same for self-esteem because all used statements are far from significant. A possible explanation could be that some statements are a bit too extreme for this experiment. Not donating a few Euros does not say someone is a better person than someone who did not donate at all. Participants were not falling for this manipulation. Up to this point, they co-operated and behaved like expected but it did not work out for self-esteem at all, irrespective whether they donated or not. Previous findings on this manner (e.g. Hibbert and Horne, 1996; Shang and Croson, 2009) were not supported.

The last debatable finding is the absence of a moderation effect for gender and the presence of a moderation effect for age, both with reference to the donation amount. For both characteristics the opposite was hypothesized, just like it is realized for the number of donors. Nevertheless evidence for both claims was not found, probably due to the fact that the difference between men and women for example became too small because a lot of men are out filtered from analysis since more men than women donated €0.
Based on the aforementioned findings gained in this research, the following model is created with only the relationships that were fully supported (significant) after analysis
:
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The model clearly indicates that especially a combination of a negative pictorial cue with music in the minor mode will increase donation frequencies and donation amounts. Income is the only demographic that moderate the relationship between an ad and donating behaviour.

8. CONCLUSIONS AND RECOMMENDATIONS
Based on the results that were obtained in this study it becomes clear that the mode of the music within a charity ad is of vital importance. The music within an ad is almost as important as the pictorial cues. Business managers should understand that the mode within this music could be the difference in the competitive environment of nowadays. It is imperative to carefully select especially this music element. This study clearly describes that an adjustment in the mode could increase advertising effectiveness. In addition, an overview of several linked emotions as well as related phenomena like  mood-repair were investigated.  A overview of results and recommendations is described subsequently.

First of all, music in the minor mode makes people significantly more likely to donate, and, upon deciding to donate, music in the minor mode makes people to donate more. However, when the valence of an ad is positive, it is better to choose accompanying music in the major mode because it has been proven that the donation amount is significantly higher then. In all other cases, the minor mode works better, especially when it is pasted over some negative pictorial cues or an ad with a negative valence. It will increase donation frequencies and average donation amounts. It has been proven that the fit between the mode – the minor mode is perceived as more sad – and the valence of an charity could increase advertising effectiveness significantly.

To the best of our knowledge, there are no music writing programs in which you can change a mode electronically. People need to do this manually. Because it is not that easy to adjust a mode manually, it is recommendable to get professional help. If the usually used advertising agencies or departments are not familiar with adjusting modes as well, music producers, music composers, music studios or professional musicians should know what to do. Though this might seem expensive at first, it is nothing when compared to the total expenditures of an ad.

Additionally, people are more likely to donate when emotional responses like awe, love compassion and especially sadness were triggered. Together with rapture, surprise fear and thrills, these emotions are heavily related with donating. That these emotions are linked to donating is not unexpected. In this study, it is rather confirmed than discovered that these emotions are very suitable to use within charity advertisements to typically trigger people to become altruistic, to help and to donate. But especially for the profound aesthetic awe it is still quite an achievement because up till now, it has not been proven that it indeed is related to donating as well. Before, it was only thought to have an effect on pro-social behaviour (Shiota and Keltner, 2007).

Mood-repair is not the number one reason for people to donate, also because lots of people do not repair their mood on purpose. Nonetheless, in this study again moods were repaired for people who have donated and feel rather sad before which is consistent with numerous other studies (e.g. Bauman et al., 1981; Schaller and Cialdini, 1988). 

But it is not an option to exaggerate or explicitly mentioning a phrase within charity ads in which is told how happy others (before them) have felt, or how they repaired their mood after they have donated. It might confuse and scare off potential donators. And one step further, the feelings of self-esteem were not evoked at all in this study, perhaps because not donating or not helping does not indicate someone is worse as a person as compared to people who do donate.

That income ultimately can influence donating behaviour is demonstrated in this research as well. In this study it has been proved that people with a lower income tend to donate more often while the higher income category gave higher amounts. In addition, women tend to give more (relatively small) amounts than men though the moderation effect on the donation amount was not significant. Charities can manage and exploit this by using it within their targeting and positioning strategies. For gender, it looks wise to broadcast charity advertisements on ‘women-minded channels’ or in commercial blocks just before or right after programs that are rather watched by women, and evoke emotions like awe, love and compassion as well. Good examples of these are hospital series like Grey’s Anatomy and/or ER (Emergency Room). Magazines just for women seems suitable too whereas for the higher income category, magazines like People and Forbes are very interesting. Yet, it might be that the moderating role of income and gender works different for printed ads.
9. MANAGERIAL IMPLICATIONS
The main intention of this present paper was to discover and demonstrate that a single music element like the mode can make a huge difference. Musical selection by marketing managers and commercial developers is normally rather arbitrary. This research shows that they should at least carefully consider the mode for each different ad they produced. They should understand the fit within and the link between the mode (auditory cue) and the pictorial cues of an ad. For charities, this could be the difference between high and low donating odds as indicated in paragraph 6.2, and high versus low amounts, especially when they bear in mind that there are lots of competitive charities (+/- 12.000 in the Netherlands only). For all other organizations this is astonishing as well because they are able to control behaviour with adjustments in the mode which ultimately can influence emotional response, brand attitude and purchase intention. All of this is very desirable for almost all firms in all businesses because it is another opportunity to persuade (potential) customers and to outcompete competitors which is already a twenty-four hour task nowadays. 

It is up to the organizations themselves whether they or not and how they will deal with the information provided in this paper. The challenge of the mode is not only to create a gestalt of sadness (minor mode) or happiness (major mode), but also to make it fit with the other cues and also to not harm the other musical elements like melody. Furthermore, it is important to select the right orchestration to let nothing left for coincidence, and to control and influence behaviour like desired.

10. LIMITATIONS AND FUTURE RESEARCH
10.1 Limitations

First of all, differences in emotions, mood-repair, self-esteem and moderation effects were not investigated for all six conditions because this would exceeds the amount of work meant for this study. Hence, the results would again only become less consistent when separated per condition instead of per mode, and it was not our main intention to find differences across conditions for these purposes.


Second, evidence for the phenomena mood-repair is found though it is very thin. Only sixteen cases were analysed since all other participants were not sad before they were exposed to one of the six conditions. The sample token is very small, yet it was found to be significant.  
Other limitations that might have influenced the results are caused by the music and ads used in the experiment. The music piece by Bach is chosen because it originally is played on a single instrument, for which it is far more easy to clearly adjust the mode. The effect however, might have been completely different when a music piece is chosen with more than just one instrument. But, the complexity of adjusting a music piece with more than one instrument would exceeds the scope and resources of this study. Furthermore, the difference between the major and minor mode would only become more vague and less recognizable and therefore not change the main conclusions of this study.

Also the (American) ads that are used in the experiment dealt with the possibility of underlying factors. Although we tried to rule out any familiarity effects, it is still possible that participants know a charity or that they are familiar with the situation exhibited in the ad. For example, a participant might be abused in their early childhood just like the subject within the ad of Childhelp. It was not possible to rule out this extreme scenario. And, it was also not possible to preclude American people from the experiment. Yet, only one participant was American. Thus, familiarity effects were ruled out as much as possible.

The last possible limitations for the lab experiment are with reference to the questions in the questionnaire.  The first of the two represented the income variable. It is very plausible that the moderation effect of income is out of boundaries in this study, because  43.7% of the sample did not have any monthly income out of work. Retrospectively spoken, it was better to ask for a budget  instead, because participants who do not have an income out of work, get at least some money from other resources (e.g. family, student grants, student loans). By doing so, findings would have been more reliable on this issue.

The other ‘questionnaire limitation’ has to do with the sequence of questions, specifically regarding the variables of donating and the emotions. After the ad, it is chosen to start with the donating request, to ensure that the ad and the music are still fresh. But also because Panksepp and Bernatzky (2002) have stated that the specific elevated feelings of happiness and sadness with music would not last longer than ten minutes. The disadvantage of this sequence however, is the possibility that donation behaviour - instead of the charity ad with the music in a certain mode - has evoked certain emotions. A reliable sign of this scenario is already presented before. Mediation of emotions is only found for sadness and the factor negative-emotions. All the others did not mediate the relationship between the charity ad and the donation variables.
The fact that both the major and minor music resulted in a significantly higher total donation amount within the church setting is not that unexpected. Hence, both the minor and major music were tested only once because otherwise familiarity with the music among regular visitors was inevitable. Because of shortage of time and a lack of connections with other churches, is was not possible to repeat the measurement within other churches. Thus, it was not possible to exclude coincidence. It is possible that the difference found is just happened by chance.

Yet, it was possible to choose other dates. June 12 and June 19 were chosen because the circumstances for both dates were equal, and because it was important to start before the summer holidays when lots of (regular) visitors would not be in church. June 12 however was at Whitsun weekend. Although the number of visitors for this day was equal to the number of visitors for June 19, it could be the case that people were more generous just because this Sunday was a bit more special than other Sundays.

10.2 Future research

This research has shown that the mode of the music is of vital importance for charities. A change in just one music element already has an impact on donating behaviour. According to these outcomes, it would be interesting to see the effect of other music elements on donating behaviour as well. Excellent suggestions are rhythm and pitch, also because it appears that especially tempo (e.g. Milliman, 1982, 1986; Kellaris and Rice, 1993) and volume (e.g. Kellaris and Rice, 1993) were explored more frequently.

Moreover, it would be interesting to see as well what will happen when the orchestration consists of more than just one instrument, and whether the effect is the same when a voice-over is used and pasted over the advertisements used.

Furthermore, another field experiment can be introduced to test whether the lab findings also hold in a real setting, because the church experiment did not work out that well. A street musician for example could also test whether a minor mode works better than a major mode, or a high pitch versus a low pitch. Additionally, a street musician is able to test it multiple times without a strong possibility for familiarity whereas it was only possible to test both modes once in church for this study. It is far more easy for a street musician to change the location of the event. If you want to test such things within a church, you need to convince a church council which is almost impossible without good connections. 

Finally, it is very interesting to see what the exact effects are of single music elements on brand attitude formation, purchase intention, and advertising effectiveness for other non-charity products and services in various settings. The usual settings - supermarkets, gyms and restaurants - are used a lot already while others like cinemas, music stores and central stations might be as interesting as the former ones. 
Ultimately, we hope this research encourage other researchers to further investigate the influence of single music elements within the area of behavioural economics.
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APPENDIX 1
YOUTUBE LINKS
	Original advertisements charities (pre-test 1)

	Name charity
	Description ad
	Link

	Childhood
	Pictorial cues are shown of kids who are treated in a hospital and became better.
	http://www.youtube.com/watch?v=LW9vfQEN3RM 

	Childhelp
	A young kid is abused in a house because she dropped a glass during doing the dishes.
	http://www.youtube.com/watch?v=fo4mUh_XlnU 

	Big Brothers Big Sisters
	A guy wearing the wings of an angel visits and take care of his young friend or sort of foster kid.
	http://www.youtube.com/watch?v=y9QdJWXd5iE 

	Boys and Girls Clubs of America
	Empty playgrounds and classrooms are shown.
	http://www.youtube.com/watch?v=xMCT2Nlmibs 


	Charity advertisements used in experiment

	Name charity
	Music mode
	Link

	Childhood
	Major
	http://www.youtube.com/watch?v=mtOnS2SiWok 

	Childhood
	Minor
	http://www.youtube.com/watch?v=QsPXU3CEPFU 

	Childhelp
	Major
	http://www.youtube.com/watch?v=lSfk-Rc5xIs 

	Childhelp
	Minor
	http://www.youtube.com/watch?v=1lZCnlE1rDM 

	Boys and Girls Clubs of America
	Major
	http://www.youtube.com/watch?v=m21y9vUpVEM


	Boys and Girls Clubs of America
	Minor
	http://www.youtube.com/watch?v=8-jraUsVc64 


APPENDIX 2
MUSICAL SHEET BACH MAJOR MODE
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APPENDIX 3
MUSICAL SHEET BACH MINOR MODE
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APPENDIX 4
QUESTIONNAIRE
Q1 Dear Participant,

Thank you for helping by participating in this experiment. The experiment is completely anonymous. It will take approximately 10 minutes of your time. In exchange for your participation, you already received €5 upfront.

Please take your time and do not hurry. Thank you!

Harman

Page break

Q2 How happy or sad do you feel at the moment on a scale from 1 (= very sad) to 7 (= very happy)?

	
	1 very sad (1)
	2 (2)
	3 (3)
	4 (4)
	5 (5)
	6 (6)
	7 very happy (7)

	I feel (1)
	· 
	· 
	· 
	· 
	· 
	· 
	· 


Page break

Q3 (A) Below, you see a charity ad. You can watch this ad by clicking on the display button. First put the headphone on. Then please watch and listen carefully the entire video. On the following pages, you will be asked a few questions about it.

Q4 Timing

First Click (1)

Last Click (2)

Page Submit (3)

Click Count (4)

Or 

Q5 (B) Below, you see a charity ad. You can watch this ad by clicking on the display button. First put your headphone on. Then please watch and listen carefully the entire video. On the following pages, you will be asked a few questions about it.

Q6 Timing

First Click (1)

Last Click (2)

Page Submit (3)

Click Count (4)

Or 

Q7 (C) Below, you see a charity ad. You can watch this ad by clicking on the display button. First put your headphone on. Then please watch and listen carefully the entire video. On the following pages, you will be asked a few questions about it.

Q8 Timing

First Click (1)

Last Click (2)

Page Submit (3)

Click Count (4)

Or 

Q9 (D) Below, you see a charity ad. You can watch this ad by clicking on the display button. First put your headphone on. Then please watch and listen carefully the entire video. On the following pages, you will be asked a few questions about it.

Q10 Timing

First Click (1)

Last Click (2)

Page Submit (3)

Click Count (4)

Or 

Q11 (E) Below, you see a charity ad. You can watch this ad by clicking on the display button. First put your headphone on. Then please watch and listen carefully the entire video. On the following pages, you will be asked a few questions about it.

Q12 Timing

First Click (1)

Last Click (2)

Page Submit (3)

Click Count (4)

Or 

Q13 (F) Below, you see a charity ad. You can watch this ad by clicking on the display button. First put your headphone on Then please watch and listen carefully the entire video. On the following pages, you will be asked a few questions about it.

Q14 Timing

First Click (1)

Last Click (2)

Page Submit (3)

Click Count (4)

Page break

Q15 Now you actually have the opportunity to donate to the charity foundation of the ad you just saw, by using the amount of money that was given to you. If you were asked to donate now, how much would you give?   

Please choose the amount that you would like to donate and insert that same amount into the PIGGY BANK 1 (in dutch: collectebus 1) in front of you. For example, if you choose/tick 3 (or 5 when they received 5 instead of 3) Euros, please insert the 3 (5) Euros into the piggy bank.    

We declare that your donation will be sent to the charity foundation. It will not be used for other purposes.

· €0 (1)

· €0.25 (2)

· €0.50 (3)

· €0.75 (4)

· €1 (5)

· €1.25 (6)

· €1.50 (7)

· €1.75 (8)

· €2 (9)

· €2.25 (10)

· €2.50 (11)

· €2.75 (12)

· €3 (13)

· Other amount (please write and insert same amount in piggy-bank) (22) ____________________

· €0 (1)

· €0.25 (2)

· €0.50 (3)

· €0.75 (4)

· €1 (5)

· €1.25 (6)

· €1.50 (7)

· €1.75 (8)

· €2 (9)

· €2.25 (10)

· €2.50 (11)

· €2.75 (12)

· €3 (13)

· €3.25 (14)

· €3.50 (15)

· €3.75 (16)

· €4 (17)

· €4.25 (18)

· €4.50 (19)

· €4.75 (20)

· €5 (21)

· Other amount (please write and insert same amount in piggy-bank) (22) ____________________

Page break

Q16 Please indicate how you are feeling at this moment on a scale from 1 (= very sad) to 7 (= very happy)?

	
	1 very sad (1)
	2 (2)
	3 (3)
	5 (6)
	6 (7)
	7 very happy (8)
	

	I feel (1)
	· 
	· 
	· 
	· 
	· 
	· 
	· 


Q17 Below you find several statements about your feelings. Please indicate what is true about your feelings on a scale from 1 (= not at all) to 7 (= extremely).
	
	1 not at all true (1)
	2 (2)
	3 (3)
	4 (4)
	5 (5)
	6 (6)
	7 extremely true (7)

	I feel that others respect and admire me. (1)
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	I feel displeased with myself. (2)
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	I feel good about myself. (3)
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	I am worried about what others might think of me. (4)
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	I feel inferior to others at this moment. (5)
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	I feel like I'm not doing well. (6)
	· 
	· 
	· 
	· 
	· 
	· 
	· 


Page break
Q18 Now I would like you to tell me how the ad you just saw made you feel. We are interested in your reactions to the ad and your experience during the ad, not how you would describe it. Please tell us how much you felt of each of these feelings while you were watching this commercial on a scale from 1 (= not at all) to 7 (= very strongly).
	
	1 not at all (1)
	2 (2)
	3 (3)
	4 (4)
	5 (5)
	6 (6)
	7 very strongly (7)

	Awe (filled with wonder) (1)
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Love (2)
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Rapture (enthusiasm) (3)
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Surprise (4)
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Fear (5)
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Joy (6)
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Sadness (7)
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Thrills/chills (shiver; in dutch rilling) (8)
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Compassion (9)
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Soothed (peaceful & relax) (10)
	· 
	· 
	· 
	· 
	· 
	· 
	· 


Page break

Q19 Please indicate how sad or happy you think the video (pictorial cue only) and the music (auditory cue only) are on a scale from 1 (= very sad) to 7 (= very happy).

	
	1 very sad (1)
	2 (2)
	3 (3)
	4 (4)
	5 (5)
	6 (6)
	7 very happy (7)

	I think the video is (1)
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	I think the music is (2)
	· 
	· 
	· 
	· 
	· 
	· 
	· 


Q20 Please indicate whether you like the ...

	
	1 not at all (1)
	2 (2)
	3 (3)
	4 (4)
	5 (5)
	6 (6)
	7 very much (7)

	Video (1)
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	Music (2)
	· 
	· 
	· 
	· 
	· 
	· 
	· 


Page break
Q21 Below you find 2 statements. Please indicate your level of agreement with these statements on a scale from 1 (= strongly disagree) to 7 (= strongly agree).

	
	1 strongly disagree (1)
	2 (2)
	3 (3)
	4 (4)
	5 (5)
	6 (6)
	7 strongly agree (7)

	I react with a lot of emotion to the major events of my life. (1)
	· 
	· 
	· 
	· 
	· 
	· 
	· 

	I am helpful when I see other people in need. (2)
	· 
	· 
	· 
	· 
	· 
	· 
	· 


Page break

Q22 What is your gender?

· Male (1)

· Female (2)

Q23 What is your age?

· Under 18 (1)

· 18 (2)

· 19 (3)

· 20 (4)

· 21 (5)

· 22 (6)

· 23 (7)

· 24 (8)

· 25 (9)

· 26 (10)

· 27 (11)

· 28 (12)

· 29 (13)

· 30 (14)

· Over 30 (15)

Q24 What is your student number?

Q25 What is your field of study?

· Economics (1)

· Management / business administration (2)

· Medical science / Medicine & health science (3)

· Health policy & management (4)

· Law (5)

· Social science (6)

· Philosophy (7)

· History, culture & communication / History & arts (8)

Q26 At what stage of your study are you currently on?

· 1st year bachelor (1)

· 2nd year bachelor (2)

· 3rd year bachelor (3)

· Masters (4)

· Phd (5)

· Other (please state) (6) ____________________

Q27 Are you a Dutch or international student? If you are an international student, please fill in where you are from.

· Dutch (1)

· International, I am from (2) ____________________

Display logic (Answer If:  Are you a Dutch or international student? … ( Dutch Is Not Selected

Q28 In the previous question you answered you were an international student. How many years have you been in the Netherlands already?

· 1 or less (1)

· 2 (2)

· 3 (3)

· 4 (4)

· 5 (6)

· > 5 (5)

Page break

· Q29 What is your salary per month? Please give an estimation of your income per month after taxes (income for employment only).

· €0      I do not work (1)

· €1 - €200 (2)

· €201 - €400 (3)

· €401 - €600 (4)

· €601 - €800 (5)

· €801 - €1000 (6)

· €1001 - €1200 (7)

· > €1200 (8)

APPENDIX 5
SAMPLE DISTRIBUTION

A. a positive ad with major music
B. a positive ad with minor music

C. a neutral ad with major music
D. a neutral ad with minor music
E. a negative ad with major music
F. a negative ad with minor music

	Individual characteristics
	Categories
	Total sample
	A
	B
	C
	D
	E
	F

	Gender
	Male
	48.7%
	8%
	9.6%
	9.6%
	5.5%
	7%
	9.1%

	
	Female
	51.3%
	7.5%
	7%
	7.5%
	11.6%
	10.1%
	7.5%

	Age
	<18
	0.5%
	0.5%
	
	
	
	
	

	
	18
	5%
	1.5%
	1%
	1%
	
	1%
	0.5%

	
	19
	11.1%
	1%
	1.5%
	2%
	3.5%
	1.5%
	1.5%

	
	20
	17.1%
	2.5%
	4%
	2.5%
	2%
	2%
	4%

	
	21
	10.1%
	3%
	1%
	1.5%
	2%
	1.5%
	1%

	
	22
	12.1%
	3%
	1%
	0.5%
	3%
	2.5%
	2%

	
	23
	11.1%
	1.5%
	1%
	2%
	1%
	2.5%
	3%

	
	24
	12.6%
	1.5%
	3%
	3%
	1.5%
	2.5%
	1%

	
	25
	9%
	
	2%
	1.5%
	3.5%
	0.5%
	1.5%

	
	26
	6%
	0.5%
	2%
	1.5%
	
	2%
	

	
	27
	2.5%
	
	
	1.5%
	0.5%
	0.5%
	

	
	28
	1.5%
	0.5%
	
	
	
	0.5%
	0.5%

	
	29
	1.5%
	
	
	
	
	
	1.5%

	Field of study
	Economics
	46.7%
	6.5%
	8%
	9%
	8.5%
	8%
	6.5%

	
	Business administration
	33.2%
	7.5%
	4%
	6%
	4%
	4.5%
	7%

	
	Medical Science
	2%
	
	
	0.5%
	1%
	0.5%
	

	
	Law
	4%
	
	1%
	0.5%
	
	1%
	1.5%

	
	Social science
	12.6%
	1.5%
	3.5%
	0.5%
	3%
	3%
	1%

	
	Philosophy
	1%
	
	
	0.5%
	
	
	0.5%

	
	History, culture & communication
	0.5%
	
	
	
	0.5%
	
	

	Stage of study
	1st year bachelor
	16.1%
	3.5%
	2%
	1%
	3.5%
	3.5%
	2.5%

	
	2nd year bachelor
	24.6%
	3.5%
	5%
	6%
	2.5%
	3%
	4.5%

	
	3th year bachelor
	19.6%
	4%
	1.5%
	3%
	5%
	4%
	2%

	
	Master
	29.1%
	4%
	6.5%
	6%
	4%
	4%
	4.5%

	
	Phd
	0.5%
	
	
	
	0.5%
	
	

	
	Other (e.g. pre-master)
	10.1%
	0.5%
	1.5%
	1%
	1.5%
	2.5%
	3%

	Individual characteristics
	Categories
	Total sample
	A
	B
	C
	D
	E
	F

	Dutch or international student
	Dutch
	68.3%
	12.1%
	11.1%
	12.6%
	12.6%
	11.1%
	9%

	
	International
	31.7%
	3.5%
	5.5%
	4.5%
	4.5%
	6%
	7.5%

	Income per month
	€0
	43.7%
	6.5%
	8%
	6%
	6.5%
	9%
	7.5%

	
	€1 - €200
	9%
	1.5%
	1.5%
	2%
	1.5%
	
	2.5%

	
	€201 - €400
	16.1%
	4%
	3%
	2%
	4%
	1.5%
	1.5%

	
	€401 - €600
	14.6%
	2%
	2%
	2.5%
	2.5%
	3%
	2.5%

	
	€601 - €800
	8.5%
	0.5%
	1%
	3%
	1%
	2%
	1%

	
	€801 - €1000
	3.5%
	0.5%
	
	1%
	1%
	0.5%
	0.5%

	
	€1001 - €1200
	2%
	0.5%
	0.5%
	0.5%
	
	0.5%
	

	
	> €1200
	2.5%
	
	0.5%
	
	0.5%
	0.5%
	1%


	Donation behaviour
	Total sample
	A
	B
	C
	D
	E
	F

	Donated
	No
	69
	14
	9
	15
	9
	14
	8

	
	Yes
	130
	17
	24
	19
	25
	20
	25

	Donation amount
	€208.50
	€30.75
	€26.75
	€27
	€50.50
	€28.25
	€45.25


APPENDIX 6
ACKNOWLEDGEMENT BOYS & GIRLS CLUBS OF AMERICA

[image: image8.png]THANK YOU F

Your donation helps young people start great futures!

Dear Harman,

During more than 100 years of service to youth, Boys & Girls ‘\ \\\
Clubs of America has learned that where there is hope, there is

opportunity. Our century-long journey has a continual destination |

~ to reach even more young people with greater impact. Thus,

we are recommitted to our mission to enable all young people,

especially those who need us most, to reach their full potential as

productive, caring, responsible citizens.

Your generous contribution helps Boys & Girls Clubs of America

serve more than 4,000 Clubs, with more than 4 million youth

served through Club membership and community outreach.

Thank you for your belief in our mission. Your support enables

Boys & Girls Clubs of America to bring out the very best in our =
Clubs, and to help kids be great.

Each of us has the power to shape a young life and help create a future of greatness for a child.
Consider increasing the impact of your gift by creating a Personal Page today and engage
friends and family in supporting our mission as well.

This receipt will serve as verification of your gift for federal income tax purposes. Boys &

Girls Clubs of America’s federal tax identification number is 13 - 5562976. No goods and\or
services were provided in exchange for your contribution.

Please accept our warmest thanks.
sincerely,

Boys and Girls Clubs of America

Transaction Summary

Transaction Date: 7/5/11

Gift Information
Amount: 510592




APPENDIX 7
ADDITIONAL SPSS OUTPUT LAB EXPERIMENT
A. Odd ratios hypothesis 1 & 2
· Participants who were exposed to the minor mode were more likely to donate than those who are exposed to the major mode, also when the data is filtered per valence. The cross tabulations that were used to calculate all odds ratios are shown below.
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Filter used: select only participants who were exposed to the positive ad.
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Filter used: select only participants who were exposed to the negative ad.

[image: image11.png]Crosstabulation
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Filter used: select only participants who were exposed to the neutral ad.
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B. Post hoc tests difference donation amount between valences
· The valence of the charity ad does not make any difference for the donation frequency. However, when the major mode is filtered out, it occurs that there is a significant difference between the positive and negative valence. The output of the conducted post hoc tests is shown subsequently.
Filter used: select only participants who were exposed to the minor mode
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C. Odd ratios moderation analysis (e.g. hypothesis 6)
· Without any other variables in the equation, the mode positively influence whether participants have donated or not. The β-values were used to calculate the odd ratio.
[image: image14.png]Variables in the Equation
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· Gender and income moderates the relationship between, the ad, the mode and whether participants have donated or not. The β-values were used to calculate the odd ratios.
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· Likelihood of the pictorial cue and self ratings for pro-social self-concept were likely to influence the relationship between the ad with the mode and whether people donate or not.
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APPENDIX 8
FACTOR ANALYSIS EMOTIONS
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APPENDIX 9
MEDIATION TESTS

A. Sadness partially mediate the relationship between the mode and whether participants have donated or not:

Step 1: the mode has a significant positive effect on whether participants donated or not
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a. variable(s) entered on step 1: Mode.





Step 2: the mode has a significant positive effect on the emotion sadness
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Step 3: Including both the mode and sadness into the regression renders the mode less significant and the effect size is smaller. This indicates partial mediation of sadness within the relationship between the mode and whether participants have donated or not.
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B. Negative emotions partially mediate the relationship between the mode en whether participants have donated or not:

Step 1: the mode has a significant positive effect on whether participants donated or not [image: image24.png]Variables in the Equation
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Step 2: the mode has a significant positive effect on the factor negative-emotions
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2. Dependent Variable: Negative emotions




Step 3: Including both the mode and negative emotions into the regression renders the mode less significant and the effect size is smaller. This indicates partial mediation of the factor negative-emotions within the relationship between the mode and whether participants have donated or not.
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� In subparagraph 5.1.2 it is clearly described why and how this music piece is chosen.


� All ads are posted and distributed via YouTube. The links are shown in appendix 1.


� The score/musical sheet of Prelude No. 1 in the major mode can be seen in appendix 2.


� The score/musical sheet of Prelude No. 1 in the minor mode is shown in appendix 3.


� All ads that are used as independent variables in this study are posted on YouTube. The links are shown in appendix 1.


� A documented version of the questionnaire as presented to participants is shown in appendix 4.


� Question Q15 in the questionnaire represent the questions for donating behaviour.


� Questions Q2 and  Q16 in the questionnaire represent the questions for the change in the mood state.


� Question Q17 in the questionnaire represent all statements for the self-esteem variable.


� Question Q18 in the questionnaire represent the question that is used to measure the emotional responses.


� The happiness/sadness levels and the likeliness of both cues are measured in questions Q19 and Q20 of the questionnaire.


� Question Q21 in the questionnaire represent one’s emotional activity and pro-social self concept.


� The questions Q22-29 in the questionnaire represent the demographic questions.


� A detailed table about all characteristics and sample distributions is shown in appendix 6.


� An overview of the donation behaviour by participants is included in appendix 6 as well.


� All donated amounts were forwarded to the charities on June 30. An example of a thank you note by Boys & Girls Clubs of America can be found in appendix 7.


� For the output of the cross tabulations that were used to calculate the odds ratios, see appendix 8.


� For a detailed view of the post hoc tests, see appendix 8.


� SPSS output for the factor analysis is presented in appendix 9.


� The mediation analysis’s of sadness and the negative-emotions factor can be found in appendix 10.


� For the SPSS output of the β-values that were used to calculate the odds ratios, see appendix 8.


� The green arrow show a positive relationship as compared to the opposite red arrow. H2a shows a mixed effect which is different as expected. Hence, an orange letters are used.
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