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Abstract 

With the shift from offline to online donation methods and the rapid growth of social media 

users, social media platforms have become essential tools for Nonprofit organisations (NPOs) to 

attract potential donors and raise funds. However, fundraising on social media is not always 

successful, and NPOs have yet to fully leverage the advantages of these platforms. The 

effectiveness of fundraising messages on social media platforms remains a subject of ongoing 

research, particularly concerning the interaction between textual and visual elements. Therefore, 

this study investigates message framing (gain-framed and loss-framed) and its interaction with 

typeface design (typewritten and handwritten) in influencing donation intentions in social media 

fundraising campaigns, with a specific focus on the mediating role of perceived credibility. 

This study employed a quantitative experimental design. Specifically, a 2 (gain-framed vs. loss-

framed message) × 2 (handwritten vs. typewritten typeface) between-subjects experiment was 

conducted through an online survey, involving 275 participants recruited via CloudResearch’s 

Mechanical Turk (MTurk) Toolkit. The collected data was analysed using IBM SPSS statistical 

software. 

The results of the study reveal several noteworthy findings. First, loss-framed messages were 

found to elicit higher donation intentions compared to gain-framed messages. Second, the 

interaction between message framing and typeface design had a significant impact on donation 

intentions. Specifically, for loss-framed messages, typewritten typefaces led to higher donation 

intentions compared to handwritten typefaces. In contrast, under gain-framed messages, there 

was no significant difference between handwritten and typewritten typefaces in enhancing 

donation intentions. Finally, results from the moderated mediation analysis indicated that 

perceived credibility is the underlying psychological mechanism driving this interaction effect. 

The findings of this study have significant theoretical and practical implications. The study 

provides new evidence for the effects of message framing in the context of social media 

fundraising. Moreover, by exploring the interaction between typeface design and message 

framing on donation intentions, it extends the visual design, particularly typeface design, into 

the domains of persuasion research and social media fundraising. Identifying perceived 

credibility as a mediating factor adds a new dimension to social media fundraising research. 

Practically, the results provide novel insights for NPOs and social media marketers aiming to 

optimise their fundraising strategies. By strategically using loss-framed messages and carefully 

selecting typeface design, organisations can increase the credibility and effectiveness of their 

fundraising messages, leading to increased donation intentions and fundraising success.  
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Chapter One: Introduction 

1.1 Background 

Nonprofit organisations (NPOs) are vital to the health and well-being of modern global 

societies. These entities are dedicated to providing essential services to the disadvantaged and 

marginalised without profit purposes (Connolly et al., 2013). NPOs play a crucial role in 

meeting social needs, advocating for social change and strengthening communities (Lettieri et 

al., 2004; Thomas & Duffett, 2024). In recent years, frequent global crises, economic instability, 

and the increasing number of peer organisations have intensified the competition for charitable 

resources (Zhang et al., 2023). In such a competitive environment, effective fundraising is a 

crucial for helping organisations secure the necessary funds to further pursue long-term 

sustainability and fulfil their mission (Hommerová & Severová, 2018). 

The advent of information technology has transformed fundraising way from offline to 

online, bringing the charitable sector into the digital era. Online donation has become a popular 

and convenient way for donors and stakeholders to raise donations publicly through online 

platforms (Liu et al., 2018). Unlike traditional donations, which are limited by geographic reach 

and social networks, online donations combine the strengths of traditional giving with the 

expansive capabilities of the Internet (Purwandari et al., 2023). This new mode allows NPOs 

fundraising activities to reach a wide range of Internet users quickly without time and 

geographic constraints (Zhao & Shneor, 2020). Online donations can take various forms, such 

as email fundraising, website donations, mobile giving, and social media fundraising (Castillo et 

al., 2014; Harken et al., 2023). Among these, the unique advantages of social media platforms 

have made them a crucial online channel for NPO fundraising. 

A 2023 survey of 1,732 nonprofit professionals worldwide indicated that 87% of NPOs 

regularly use social media in their fundraising strategies (Nonprofit Tech for Good, 2023). The 

real-time interaction and dialogic features of social media platforms have made them vital 

spaces for many NPOs to engage in two-way communication with the public (Campbell & 

Lambright, 2020; Wang & Yang, 2020). A recent statistic shows that more than half of those 

who watch fundraising videos on social media make donations, and globally, 18% of donors 

contribute via Facebook (Nonprofits Source, 2024). Furthermore, the variety of target audiences 

and post formats available on social media platforms enables NPOs to quickly reach a broad 

audience and spread cause information in a variety of formats, thereby attracting public 

attention to their cause (Saffer et al., 2019). Thus, NPOs are increasingly use social media as a 

key fundraising strategy (Harris et al., 2021; Lam & Nie, 2019). However, social media 

fundraising is not always successful (Hou et al., 2022). NPOs face significant challenges when 

utilising this strategy. Thus, it is essential to identify the factors that influence individuals' 

charitable behaviour on social media and provide practical advice to help NPOs improve their 

fundraising success. 
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1.2 Problem Statement 

The donation intention of potential donors is crucial to the success of NPO fundraising, 

as it reflects individuals' psychological state and potential motivation, and directly impacts the 

real donation behaviour (Bilgin & Kethüda, 2022). Donation intention has been a significant 

topic of academic research for several decades, with in-depth studies conducted from the 

perspectives of donors (Mesch et al., 2006), organisations (Sargeant & Hudson, 2008), and the 

external environment (Gibson, 2008). Although online donations have gained attention only 

with the advancement of Internet technology, there has been considerable research on online 

donation intentions, primarily focusing on Internet-related factors such as attitudes towards the 

Internet (Shier & Handy, 2012), technical features (Sura et al., 2017), and platform reputation 

(Shier & Handy, 2012). However, existing studies have concentrated mainly on the broader 

concept of online donations, with less in-depth and extensive research on specific online 

platforms, particularly social media. Social media platforms are more dynamic and 

multifunctional than other online platforms (Elvira‐Lorilla et al., 2023). Therefore, the factors 

that may influence the donation intentions to in this particular online platform require further 

investigation. 

More specifically, the limited exploration of donation intentions within the context of 

social media fundraising has only focused on non-content factors, such as follower count and 

engagement metrics (Elvira‐Lorilla et al., 2023). Content factors, which are the design of 

fundraising posts, have not received sufficient attention. Fundraising information posts are the 

tools used by organisations to communicate their messages through social media (Tafesse & 

Wien, 2017). The attractiveness of its design to potential donors is a prerequisite for increasing 

audience behaviour intentions (Lin et al., 2017). Text and visual elements are important 

components of the post (Sorensen et al., 2017). However, the impact of these two components 

on donation intentions is currently unclear. 

Message framing as an attribute of text is widely used in charity appeals to motivate 

individuals to help the vulnerable (Geiger & Moore, 2022). The way in which message frames 

are expressed affects people's responses and behaviours (Hallahan, 1999). In charitable 

donations, the gain message frame focuses on the positive outcomes of taking the act of giving, 

while the loss frame stresses the negative outcomes of not donating (O'Keefe & Jensen, 2006). 

Although research on the persuasiveness of gain- and loss-framed messages has been 

investigated under many domains, there has been limited exploration under social media 

fundraising. In addition, there is controversy in the existing research as to which frame is more 

effective (Erlandsson et al., 2018). Exploration and confirmation the message framing effect in 

the social media fundraising context are needed (Tugrul & Lee, 2017). There is a large volume 

and diversity of information in social media, and how to attract potential donors is a key issue 

for organisations (Fernández-Luque & Bau, 2015). Therefore, it is necessary to identify more 

effective messaging framing to provide guidance to NPOs in designing fundraising posts. 
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Visual element as an important part of post design can be used for achieving vividness 

of the post (De Vries et al., 2012). Studies have shown that the vividness of a post can enhance 

its salience (Lin et al., 2017). More specifically, Sabate et al. (2014) indicated that posts on 

Facebook that include visual factors are more engaging than text-only posts. However, the range 

of current research exploring visual factors in social media posts is very limited. Studies have 

focused on images, including image content and colour (Small & Verrochi, 2009). Typeface 

design has been severely overlooked as a widely used visual element in marketing (Chu et al., 

2022). Much of the existing research (e.g., Izadi & Patrick, 2020; Schroll et al., 2018) suggested 

that the choice of fonts has a significant impact on an individual's behavioural intention. 

Therefore, typeface design should be considered in fundraising posts to help NPOs capture the 

attention of potential donors and increase donation intentions. 

In conclusion, there is a gap in investigating the factors that influence donation 

intention in the context of social media fundraising, especially in terms of message framing and 

typeface design factors. Considering the current challenges faced by NPOs in making choices 

about social media fundraising strategies, this study now explores this direction. 

1.3 Research Objectives and Research Questions 

This study aims to address the current gaps and challenges by focusing on 

understanding how message framing and typeface design influence individuals' donation 

intentions in the context of social media fundraising. Additionally, perceived credibility is 

examined as an underlying mediating mechanism between the interaction of message framing 

and typeface design on donation intentions. The three specific objectives of this study are as 

follows: 

The first objective is to explore the effect of message framing on donation intentions in 

social media fundraising. Specifically, to explore which message frames, gain or loss, are more 

likely to elicit high donation intentions.  

The second objective is to understand the effect of the interaction between message 

framing and typeface design on donation intentions. In detail, to understand the effect of cue 

congruence, which is the matching of gain message framing with handwritten typeface design, 

and loss message framing with typewritten design, on donation intentions. Handwritten and 

typewritten fonts are two typical types of typeface design, each evoking different feelings in 

readers, which in turn influence the likelihood of their engagement in charitable donations (Chu 

et al., 2022; Schroll et al., 2018). The extent to which different cues within a message convey 

similar meanings has a significant impact on how readers process and respond to the 

information (Doyle & Bottomley, 2006; Smith & Shaffer, 2000). Considering the importance of 

the matching textual (message framing) and visual (typeface design) factors in a post to the 

delivery of fundraising content, this study explores how the interaction of these two factors 

affects donation intentions.  
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The final objective is to examine perceived credibility as a mediating variable in the 

interaction effect between message framing and typeface design on donation intentions. 

Perceived credibility refers to the audience's belief in the trustworthiness and reliability of a 

source, significantly influencing how they respond and act on the presented information (Kim & 

Song, 2020; Wathen & Burkell, 2002). Many studies have identified perceived credibility as a 

mechanism that influences intentions and behaviour (Cheung et al., 2009). The role of perceived 

credibility is heightened in the context of social media, where the mixing of various types of 

information online can lead users to perceive post content as unreliable (Flanagin & Metzger, 

2007). Therefore, this study explores the role of perceived credibility in the proposed research. 

To achieve these objectives, this study proposes the following three research questions: 

RQ1: How does message framing affect donation intentions in social media fundraising? 

RQ2: How does message framing interact with typeface design to affect donation intentions? 

RQ3: Does perceived credibility mediate the interaction effects of message framing and 

typeface design on donation intentions? 

1.4 Research Design 

In order to answer the research questions, this study adopts quantitative research 

approach. Specifically, a 2 (gain vs. loss framing) × 2 (handwritten vs. typewritten typeface 

design) between-subject experiment was conducted using an online survey. Data was collected 

through CloudResearch's MTurk Toolkit. Subsequent data analysis was performed using IBM 

SPSS. The final sample for this study consisted of 275 adults residing in the United States. 

1.5 Significance of the Study 

This study enhances the understanding of post design (message framing and typeface 

design) in social media fundraising and its influence on donation intentions. The present study 

enriches the literature related to message framing, typeface design, and perceived credibility and 

provides important managerial implications.  

First, this study shows the impact of message framing on donation intentions in the 

context of social media fundraising. While existing research has examined the persuasiveness 

and effectiveness of message frames in various contexts, the findings have been inconsistent 

(O'Keefe & Jensen, 2008). This controversy may be influenced by different contexts (Yilmaz & 

Blackburn, 2020). The role of message framing in social media fundraising requires further 

research. Therefore, this study provides evidence in the social media fundraising context for the 

controversy over the effectiveness of gain or loss message framings. 

Second, this study expands the literature on typeface design. Few studies have 

investigated the effect of typeface design in social media fundraising (Chu et al., 2022). In 

addition, the limited existing research has not considered the interaction between typeface 

design and other factors. Therefore, by exploring the interaction effect of typeface design and 

message framing on donation intentions, this study brings the concept of typeface design into 

the social media context and fills a gap in the existing literature. 
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Third, this study extends the perceived credibility theory. Previous research (e.g., Liu et 

al., 2018) has typically treated perceived credibility as an outcome rather than a mediating 

process influencing message effectiveness. By considering perceived credibility as a key 

mediator, this study provides a more detailed understanding of the mechanism by which 

message framing and typeface design influence an individuals' donation intentions. This 

understanding not only enriches the theory of perceived credibility in the context of social 

media fundraising but also provides new perspectives on how to improve the effectiveness of 

fundraising messages.  

Finally, from a practical perspective, this study has direct implications for NPOs, digital 

marketers and social media managers who design and execute fundraising campaigns. 

Understanding which message framing is more effective, and content effectiveness also depends 

on visual element, provides NPOs with new and effective fundraising message strategies. 

Furthermore, the study highlights the importance of considering potential donors' perceived 

credibility to improve the success fundraising campaigns. 

1.6 Organisation of the Dissertation  

This dissertation is organised into five chapters. Chapter One provides the introduction. 

The remaining chapters as structured as follows: 

Chapter Two presents the literature review and hypothesis development. The literature 

related to donation intention, online donation, social media fundraising, message framing and 

typeface design is first reviewed to develop the hypotheses and conceptual framework. Chapter 

Three is the research methodology, explaining the choice of methodology, experimental design, 

sample and data analysis methods. Chapter Four is the results. Chapter Five presents the 

discussion and conclusion, including a detailed discussion of the findings, implications, 

limitations, suggestions for future research, and a summary of this study. 
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Chapter Two: Literature Review 

2.1 Introduction 

As discussed in the previous chapter, further insight is needed into how the design of 

social media fundraising posts, including both textual and visual content, affects individuals' 

intentions to donate. Therefore, this chapter will review the literature most relevant to donation 

intention and social media post design (specifically message framing and typeface design) from 

the perspective of the development of donation methods, that is, traditional, online, and social 

media. This review will provide the foundation for the present study. Following the literature 

review, the research hypotheses and conceptual framework will be introduced. 

2.2 Donation Intentions 

Donations are defined as actions of voluntarily helping or supporting other individuals 

or groups without expecting any direct reward (Kurniawati et al., 2021). These behaviours can 

take different forms, typically including monetary donation, blood, organ, in-kind donation and 

volunteer time (Gershon & Cryder, 2017; Sura et al., 2017). Of these ways, the most important 

is monetary donation (financial contributions), as it can provide the necessary resources for 

sustainability of charitable organisations (Beldad et al., 2014). In addition, monetary donations 

can be made not only in physical form but also online, which is most suitable for social media 

platforms. Therefore, this study will focus on monetary donations. 

Intentions refer to an individual's predisposition or psychological state to perform 

particular actions (Gugenishvili, 2022). Intention to donate reflects people's willingness and 

efforts to make actual donations to NPOs (Bilgin & Kethüda, 2022). Planned behaviour theory 

suggests that intention is the most direct determinant of behaviour (Ajzen, 1991). From this 

perspective, donation intention is the antecedent and closest predictor of actual donation 

behaviour (Choi et al., 2018; White et al., 2016). Therefore, understanding the factors that 

trigger donation intentions has become the focus of many studies (Chen et al., 2019). 

Over the past fifty years, charity marketing has gained significant academic attention 

and has gradually developed as a field (Kumar & Chakrabarti, 2021). Previous research has 

extensively explored the factors that influence consumer intentions. Most of these studies have 

used interdisciplinary research such as psychology, sociology and economics and have covered 

the micro, meso and macro levels. 

The micro level is mainly the donor dimension. Related research has focused on 

sociodemographic and psychological factors. For instance, Mesch et al. (2006) found that 

married men were more likely to donate than single men. Additionally, a study by Wiepking and 

Maas (2009) confirmed that a high level of empathy has a direct positive effect on charitable 

donation intentions and behaviours. The meso-level can be described as the organisation 

dimension. Organisational effectiveness is an important aspect that influences an individual's 

intention to donate. For example, organisations with high performance measures attract more 

donors than those with low ones (Sargeant & Hudson, 2008). Sargeant and Woodliffe (2008) 
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argued that organisational awareness and reputation have a significant impact on donation 

intentions. At the macro level, external environment dimension such as religion, social pressure, 

and charitable policies are significantly related to donation intentions. For instance, the 

existence of religious beliefs affects people's willingness to donate (Gibson, 2008). DellaVigna 

et al. (2012) found that people are more likely to perform charitable behaviours in a social 

setting. In addition, a low tax policy for people can increase donation motivation (Chua & 

Wong, 1999). Overall, many of the factors included in these three levels have been well 

researched. However, donation patterns are continuously changing, and the key influencing 

factors are changing with it and requiring ongoing exploration. 

2.3 Evolution - Online Donations 

Traditionally, NPOs have attracted potential donors for financial support through 

various methods such as telemarketing, door-to-door fundraising, television advertisements, and 

direct mail fundraising. These ways have enjoyed widespread popularity for many years, and 

numerous existing studies (e.g., Obermille & Spangenberg, 2000; Smith & Berger, 1996; 

Thornton et al., 1991) have investigated them. However, these methods have gradually become 

less effective with the advent and proliferation of the Internet (Hoefer, 2012). Online donations 

have become a new mainstream fundraising strategy for charitable organisations (Bin-Nashwan 

& Al-Daihani, 2020). 

The number of contributors to online donations has been steadily growing over the 

years and covering different age groups (Koksal et al., 2021; Statista, 2024). This growing trend 

proves online donations can be effective in raising the needed funds and support for NPOs from 

the public. For long-term survival and growth, charitable organisations around the world are 

gradually shifting their fundraising methods from offline to online. For organisations, the 

Internet creates a more efficient and convenient way to raise funds, and allows them to better 

reach a variety of populations without geographical distance or time constraints (Shier & 

Handy, 2012). Moreover, the Internet is an important platform for promoting charitable events, 

receiving multiple resources and raising awareness of organisations (Reddick & Ponomariov, 

2012). There is no doubt that online donations offer many benefits. At the same time as NPOs 

recognise these advantages, they also need to understand the factors that influence the 

motivation of potential donors to contribute. 

So far, researchers have spent a great deal of effort studying the factors that influence 

people's intentions to donate online. Micro-level (donor-related) factors, such as personal 

impulses, have been shown to influence people's willingness to donate (Bennett, 2009; Zhu et 

al., 2020). The manual-to-online transition introduces additional influencing factors in people's 

decision to donate. These factors are related to technology or online platforms and have 

expanded academic exploration in identifying antecedent factors that influence donation 

intentions. Different from traditional donation methods, the meso-level of online donation 

influencing factors is not only about the characteristics of charitable organisations but also the 
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features of the Internet and online platforms. For example, Sura et al. (2017) found that 

technical features of the Internet including security and privacy have an impact on attitudes and 

intentions to donate. The reputation and visibility of online donation platforms are directly 

related to individuals' donation behaviour (Shier & Handy, 2012). From a macro perspective, 

stakeholders are concerned about the lack of government regulation and legislation of online 

donation platforms. Durdenic (2017) pointed out that many countries, such as Croatia, have not 

yet launched specific legislation for raising funds on online platforms.  

Although many of the influencing factors have been well discussed in existing studies, 

most do not consider the diversity of online donation methods. The commonly used methods of 

online donation include email fundraising, website donations, and social media fundraising 

(Castillo et al., 2014; Harken et al., 2023). Website donations have received more attention in 

existing studies (e.g., Kang & Norton, 2004; Zhang et al., 2021). However, social media 

fundraising as an important method needs to be explored more. 

2.4 Social Media and Fundraising 

A social media refers to digital platforms that enable individuals, communities, and 

organisations to create, share and interact with content and information online (Kietzmann et al., 

2011). Social media initially served as a convenient way for people to connect with family and 

friends, but it soon developed into a variety of functions and has now become an essential part 

of modern communication. Due to the widespread popularity of social media, these platforms 

have become an important marketing tool for NPOs (Young, 2017). The characteristics of social 

media give it a unique advantage over traditional media and other online donation methods, 

such as websites, crowdfunding platforms and payment portals (Auger, 2014).  

Firstly, social media platforms are widely accessible. They have the potential to go viral 

and reach out to different audiences, which leads to increased awareness of NPOs and their 

causes (O'Keeffe & Clarke-Pearson, 2011). Second, social media campaigns are more cost-

effective. Organisations can use social media for free to promote charitable activities without 

the need for a large financial investment (Lovejoy & Saxton, 2012). Thirdly, social media 

platforms offer high interactivity. They provide users with real-time communication, 

participation in discussions and community building (Obar & Wildman, 2015). Finally, social 

media supports a diversity of content formats. With the aid of mobile and network technology, 

users can generate multiple forms of content, such as text, images and videos (Obar & Wildman, 

2015). Such innovative features have attracted many charitable organisations to use social 

media platforms, which aims to share and interact with followers (Elvira-Lorilla et al., 2023; 

Lovejoy & Saxton, 2012). 

Over the past two decades, a growing number of NPOs are integrating social media into 

their fundraising activities, and social media fundraising has become a new fundraising way 

(Saxton & Wang, 2013). Initially, most research (e.g., Bortree & Seltzer, 2009; Waters et al., 

2009) focused on examining how charitable organisations utilise social media platforms to 
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achieve effective communication and interaction with potential donors. One notable study by 

Lovejoy and Saxton (2012) updated the features of Web 1.0 tools, summarised the 

characteristics of Web 2.0 and provides a foundation for further research. They identified three 

key functions of social media: information, community, and action, by investigating the use of 

Twitter by the 100 largest charitable organisations in the United States (Lovejoy & Saxton, 

2012). Subsequently, some other studies reconfirmed the information function of social media 

platforms for organisations (Guo & Saxton, 2014; Svensson et al., 2015). Furthermore, several 

studies (e.g., Ballew, 2015; Mano, 2014) found that using social media platforms improves 

community follower's engagement, contribution and donation action. 

With the use of social media proven effective for NPOs, the focus of research has 

shifted to exploring the determinants of social media fundraising success. In the growing 

number of studies on social media fundraising, most (e.g., Harris et al., 2021; Tian et al., 2021) 

focused on the influence of NPOs social media performance. A study by Elvira-Lorilla et al. 

(2023) further analysed posts from multiple social media platforms, and found that the number 

of followers (representing NPOs' effort) and engagement with followers (including likes, 

comments and shares) positively affect donation intention and behaviour. However, the 

influence of these existing studies on donation intentions has mainly centred on non-content 

factors. 

Almost a decade ago, Auger (2014) highlighted the importance of rhetorical content, 

communication type, and message framing in social media fundraising posts. However, to date, 

researchers' practice of studying social media posts at the level of message design has been 

limited. Despite research on the antecedents of donation intentions across multiple levels 

(micro, meso, and macro) and different donation modes (manual and online), the specific 

contents of social media posts that facilitate donation intentions are still unclear. 

2.5 Design of Social Media Fundraising Posts 

Posts are at the heart of any successful social media strategy (Tafesse & Wien, 2017). 

Social media posts support a wide range of media types, including text, photos, videos, emojis, 

and website links, and serve as the primary ways by which organisations communicate their 

message to their audience (Tafesse, 2016). Effective social media posts can help organisations 

increase audience engagement, promote action, build brand image and increase influence (Kim 

et al., 2015).  

The fundraising post is specific type of social media post with a clear purpose. It is an 

important tool for NPOs and other entities hoping to raise funds via social media (Tafesse & 

Wien, 2017). Fundraising posts typically use storytelling and visuals to call for action, which 

can be effective in mobilising support and driving donations (Bilgin & Kethüda, 2022). 

Therefore, understanding how to craft the text that conveys the fundraising message and visual 

appeal is an essential for creating posts and increasing donation intentions for organisations. 
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2.5.1 The Written Content - Message Framing  

Text is the most common format used to spread fundraising information (Geiger & 

Moore, 2022). Charitable organisations use text to provide information about projects to 

stakeholders and try to persuade potential donors with the information (Majumdar & Bose, 

2018; Ordanini et al., 2011). Framing, as a key attribute of text, refers to the way of presenting 

information in order to influence the audience's feelings or behaviour (Hallahan, 1999). Many 

previous studies have revealed that message framing has an important effect in donation action 

(Chang & Lee, 2009; White & Peloza, 2009). 

Prospect theory is the basis of message framing, which suggests that the framing way 

influences people's decision-making and choice-making behaviour, especially in terms of gain 

and loss (Kahneman & Tversky, 1979; Tversky & Kahneman, 1981). Thus, message framings 

are often categorised into gain (positive) and loss (negative) depending on how they are 

expressed (Levine et al., 1998). The gain message framing highlights the benefits received from 

taking action, while the loss message framing emphasises the potential losses resulting from 

lack of action (Huang et al., 2021). In addition, according to prospect theory, Kahneman and 

Tversky (1984) suggested that people are generally loss averse, tending to avoid risk when 

facing potential gains but becoming risk-seeking when trying to avoid certain losses. A series of 

existing studies, largely based on insights from prospect theory, have explored the role of gain 

and loss message framing (O'Keefe & Jensen, 2006). 

Message framing was initially designed to explain and influence decision-making in 

economic activities (Loroz, 2007). While it originated in the context of economics, the concept 

has since been broadly applied across various fields, such as health communication (e.g., Kim, 

2011; Williams et al., 2001), marketing (e.g., Grau & Folse, 2007), donation behaviour (e.g., 

Cao, 2016; Tugrul & Lee, 2017), environmental communication (e.g., Baek & Yoon, 2017; 

Bertolotti & Catellani, 2014; Lu, 2016), and political activity (e.g., Bizer et al., 2010; Borah, 

2011). However, previous empirical evidence on the effect of message framing is controversial.  

Table 1 shows a variety of quantitative research studies that have evaluated the impact 

of message framings in different contexts. Some studies found that messages framed in loss 

terms can create a sense of responsibility due to the serious consequences for others, thus 

leading to a more positive response from audiences (e.g., Amatulli et al., 2019; Chang & Lee, 

2009). For instance, Chang and Lee (2009) suggested that loss-framed messages elicit more 

behavioural intentions than gain-framed messages when promoting charitable donations. 

Conversely, other studies proposed that gain framing message is closely linked to altruistic 

appeals, which are strongly persuasive than loss one (e.g., Kim & Kim, 2013; Yilmaz & 

Blackburn, 2020). For instance, Kim and Kim (2013) revealed that the positive green framing 

led to more positive attitudes towards visit intentions and environmentally friendly activities in 

the hospitality industry. Furthermore, Nelson et al. (2021) indicated that the choice of message 

frame has no effect on behaviour. Some meta-analyses (e.g., O'Keefe & Jensen, 2008) have 
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found the same finding. Therefore, these mixed findings indicate that gain and loss message 

framings have different impacts in various contexts and require further research in the context 

of social media fundraising. 

In addition to the direct effects of message framing on thoughts and behaviours in 

previous studies shown in Table 1, many studies have further investigated the effects of message 

frames in different contexts by exploring different moderators, including donation proximity 

(Grau & Folse, 2007), product category (Kureshi & Thomas, 2018), perceived susceptibility 

(Cao, 2016), approach/avoidance motivation (Jeong et al., 2011), and advertising appeal (Tang 

et al., 2022). For example, Grau and Folse (2007) found that close donation distance (local) and 

positive message framing lead to higher purchasing behaviour. Cao (2016) found that loss-

framed message was more effective in participants with higher levels of perceived 

sensitivity.  Given the significant effect of moderators, this study proposes that typeface design 

plays a crucial role in the influence of message framing on donation intentions, as described in 

the next section. 
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2.5.2 The Visual Element - Typeface Design 

The term visual has been studied in consumer psychology for decades. Kosslyn et al. 

(1983) described visuals as mental representations that produces the experience of "seeing" in 

response to visual stimuli. This experience has become a routine aspect of many users' lives due 

to the widespread use of smartphones and social media. Visual cues can capture attention, 

enhance or complement textual content, and thereby influence consumers' prosocial intentions 

and behaviour (Cryder et al., 2017; Koutromanou et al., 2023). Most of the existing literature on 

visual elements in charity fundraising, such as the studies by Small and Verrochi (2009) and 

Hou et al. (2023), primarily focuses on the content of images (e.g., human figures, facial 

expressions) and the properties of colour (e.g., hue, saturation, brightness). However, one 

important visual factor, typeface design, has still not been explored enough in the charity 

context, especially in social media marketing. In practical applications, typeface design serves 

as a fundamental visual element across various marketing materials, including product adverts, 

posters, and packaging (Henderson et al., 2004).  

The main typeface types can be classified as handwritten and typewritten based on 

different attributes (Schroll et al., 2018). The two typeface designs differ in three main aspects. 

Firstly, they appear to be generated by different entities. Handwritten typefaces are defined as 

similar to human writing, whereas typewritten fonts are considered to be printed by machines 

(Liu et al., 2019). Secondly, from an aesthetic perspective, handwritten fonts typically feature 

slanted, curved, and irregular strokes, while typewritten fonts are characterized by straight, 

square, and uniform lines (Chu et al., 2022). The last aspect is association. Handwritten typeface 

design conveys a sense of personality, emotion and humanity (Schroll et al., 2018). In contrast, 

the typewritten message typically represents formality and authority (Mackiewicz & Moeller, 

2004). 

In order to make fundraising posts appealing to donors, selecting the right typeface 

design is crucial. Typeface's influence on consumer behaviour has been shown by scholars in 

several domains, including product packaging (Schroll et al., 2018), label design (Izadi & 

Patrick, 2020), menu (Liu et al., 2019), charitable activities (Chu et al., 2022) and consumer 

review (Tassiello et al., 2018). For example, Izadi and Patrick (2020) found that product labels 

containing handwritten typeface increased the likelihood of consumer choice compared to 

typewritten labels. However, in social media fundraising, only a few studies have focused on the 

impact of typeface design, and they have not considered the role of text. Therefore, different 

from previous research, this study focuses on the interaction effects of typeface design and 

message framing in the context of social media fundraising. Specifically, this study investigates 

how the interaction between typeface design and message framing influences donation 

intentions. 
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2.6 Hypotheses Development 

After the literature review, three gaps were identified in the existing research. Firstly, 

the impact of the post design as an important communication tool on donation intentions within 

social media fundraising has not received sufficient attention. Secondly, the role of message 

framing is controversial, and empirical research in social media fundraising contexts is limited. 

Finally, the importance of typeface design has been overlooked in current research on the 

interaction of message framing and visual elements. Therefore, in order to address these gaps 

and expand existing research, this study proposes to develop research hypotheses and a 

conceptual model. 

2.6.1 Message Framing and Donation Intentions 

Unlike product promotion, policy advocacy or health communication, where message 

framing is self-oriented and primarily about the audience's own interests or losses, fundraising 

messages are mainly related to altruistic behaviour (McGregor et al., 2012). Therefore, the key 

to effective fundraising message design lies in capturing attention, a task that becomes 

increasingly critical within the complex and information-saturated environment of social media. 

The text content of a fundraising post can be framed either by a gain-framed message (e.g., 

"Your donation will provide a family with clean water and improve their health") or a lose-

framed message (e.g., "Without your donation, a family may not be able to get clean water, 

which could harm their health") to increase intent to donate. As previously mentioned, existing 

studies on the effects of gain-framed versus loss-framed messages have shown inconsistent 

findings. However, in both cognitive and emotional terms, the loss-framed message is more 

favourable, especially in social media fundraising contexts. 

From a cognition perspective, negative information is valued by people more than 

positive information because of the possible severe consequences it shows (Nan, 2007). 

Additionally, as people are more comfortable with viewing messages presented in a positive 

way, they may react more strongly when confronted with a negatively framed message that 

challenges their expectations (Buda & Zhang, 2000). Levin et al. (1998) suggested that when a 

message is presented in a way that is not in line with expectations, it attracts more attention and 

consideration.  

From an emotional perspective, loss message framing evokes negative emotions in the 

audience due to the negativity bias and loss aversion (Chang, 2007). People's negative emotions 

that arise from not taking altruistic action can trigger their self-association, empathy, and a need 

to process the information (Chang & Lee, 2009). These psychological states showed by many 

studies (e.g., Agrawal & Duhachek, 2010; Duhachek et al., 2012) to be extremely persuasive in 

leading receivers to change their attitudes and take responsible behaviour. Therefore, message 

receivers are likely to be more willing to donate to avoid the discomfort associated with loss 

aversion. Based on this reasoning, the following hypothesis is proposed: 
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H1: A loss-framed fundraising message will elicit greater donation intentions compared to a 

gain-framed fundraising message. 

2.6.2 Interaction Between Message Framing and Typeface Design 

Although the use of message framings (gain or loss) can increase the persuasiveness of 

a text or message, as confirmed by many studies, the meta-analytical study by O'Keefe and 

Jensen (2007) demonstrated that the direct effect of message frames is not always significant. 

The findings are inconsistent, suggesting that other factors may moderate this effect by altering 

the emotional or perceptual tone of the message. In practice, charities often consider how to 

effectively increase people's donation intention by combining visuals (e.g., typeface design) 

with message framing (Cryder et al., 2017; Xiao et al., 2021). Typeface design is capable to 

shape individuals’ interpretations and emotional responses to charitable appeals (Chu et al., 

2022). The characteristics of different typefaces and the emotions they convey can interact with 

message framings to increase or diminish their persuasive effect on potential donors. Therefore, 

typeface design, as a contingent variable, is suggested to moderate the effect message framings 

on donation intentions.  

As mentioned above, typewritten fonts are commonly used in official documents, legal 

texts and contracts, and are seen as powerful and formal (Mackiewicz, 2005). Loss message 

framing focuses on the consequences of not taking a certain action, by emphasising risks, 

dangers and conveying a sense of pressure (Stadlthanner et al., 2022). Thus, they are aligned in 

delivering seriousness and importance. In addition, when presenting a loss-framed message in a 

typewritten font, the formal and authoritative feeling associated with the font can amplify the 

reader's focus on the negative outcome (Erlandsson et al., 2018; Schroll et al., 2018).  

On the other hand, gain-framed messages are designed to trigger positive emotions such 

as hope, excitement, and inspiration by stressing the benefits of taking a certain action (Cryder 

et al., 2013; Erlandsson et al., 2018). The irregular and imperfect qualities of handwritten fonts 

can make them appear more authentic and create a sense of warmth and connection (Chu et al., 

2022; Kim et al., 2021). Hence, the emotional connection emphasised by both gain message 

framing and handwritten fonts makes them well-suited for each other.  

Many previous studies explored stimulus consistency between different formats, such as 

music-message consistency (Kellaris et al., 1993), picture-text consistency (Van Rompay et al., 

2010), and picture-message framing consistency (Chang & Lee, 2009). According to the 

processing fluency theory, when different cues convey consistent meanings, they can facilitate 

information processing and elicit positive consumer responses (Doyle & Bottomley, 2006; Van 

Rompay & Pruyn, 2011). In contrast, when visual and textual messages are inconsistent, readers 

struggle to process and remember information (Smith & Shaffer, 2000). Therefore, the 

following hypotheses are proposed: 

H2a: For loss-framed fundraising messages, the typewritten typeface design will elicit greater 

donation intentions compared to a handwritten typeface design. 
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H2b: For gain-framed fundraising messages, the handwritten typeface design will elicit greater 

donation intentions compared to a typewritten typeface design. 

2.6.3 Perceived Credibility as a Mediator 

This study further proposes that perceived credibility mediates the interaction effect of 

message framing and typeface design on donation intention. Perceived credibility refers to the 

degree to which an individual or message is perceived by the receiver as credible, trustworthy 

and reliable (Wathen & Burkell, 2002). It is a subjective judgement of the receiver, influenced 

by a variety of factors, including the source of the information, the content, and the way it is 

presented (Kim & Song, 2020; Tormala & Petty, 2004). In the context of social media, 

perceived credibility in this study is defined as the believability of a fundraising post from the 

potential donor's perspective (Metzger, 2007). 

When viewing fundraising messages, readers process both visual and textual 

information simultaneously (Zheng et al., 2024). Prior studies indicated that having consistency 

between marketing mix elements or cues (e.g., picture, typeface and message) is an essential 

precedent for consumers' perceived credibility (Huang & Liu, 2020; Wang et al., 2024). The 

congruency of different cues can facilitate the cognitive processing of consistency, leading the 

audience to experience a subjective sense of credibility (Cheng & Zhang, 2023; Unkelbach, 

2007). For example, a study by Van Rompay and Pruyn (2011) indicated that a luxurious font 

paired with a slender water bottle shape results in higher consumer credibility than when paired 

with a wide, casual shape. Therefore, it is reasonable to predicted that in social media 

fundraising posts, the matching between message framing and typeface design (i.e., a gain-

framed message with a handwritten font and a loss-framed message with a typewritten font) 

may enhance the audience's perceived credibility. 

Additionally, previous research (e.g., Kasri & Indriani, 2021; Liu et al., 2018) pointed 

out that potential donors' perceived credibility in online fundraising campaigns influences their 

engagement and intention to donate. Before making an online donation, donors often have 

concerns about the security and authenticity of the online platform and its information (Castillo 

et al., 2011). Consequently, potential donors primarily rely on the perceived credibility of the 

fundraising information when deciding whether to contribute to a charitable project (Purwandari 

et al., 2023). I therefore believe that message framing and typeface design consistency in social 

media fundraising posts can enhance the perceived credibility of potential donors, thereby 

increasing their donation intentions. The following hypothesis is proposed: 

H3: Perceived credibility will mediate the impact of message framing and typeface design in 

fundraising posts on donation intentions. 

2.7 Conceptual Model 

Based on the preceding literature review and hypothesis development (see Table 2), this 

study proposes a conceptual model for the message framing effect (see Figure 1). Recognising 

that social media is a crucial fundraising platform for NPOs, the framework is designed to 
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enhance understanding of how the design of fundraising posts influences donation intentions. 

Specifically, the framework posits that message framing directly impacts donation intentions 

within the context of social media fundraising. Typeface design acts as a moderator, interacting 

with message framing on donation intentions. Moreover, the interaction between message 

framing and typeface design is mediated by perceived credibility, which in turn affects donation 

intentions. 

Figure 1  

Conceptual Model 

 

 

Table 2 

Overview of the Tested Hypotheses 

No Hypothesis 

H1 
A loss-framed fundraising message will elicit greater donation intentions compared to a 

gain-framed fundraising message. 

H2a 
For loss-framed fundraising messages, the typewritten typeface design will elicit greater 

donation intentions compared to a handwritten typeface design. 

H2b 
For gain-framed fundraising messages, the handwritten typeface design will elicit greater 

donation intentions compared to a typewritten typeface design. 

H3 
Perceived credibility will mediate the impact of message framing and typeface design in 

fundraising posts on donation intentions. 

 

2.8 Summary 

This chapter provided a detailed review of the existing literature, focusing on the 

studies related to donation intention, online donation, social media fundraising, message 

framing, and typeface design. The literature review identified important trends, findings, and 

gaps in the current research, which informed the development of specific hypotheses. These 

hypotheses propose relationships between the core variables of interest, including message 
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framing, typeface design, perceived credibility, and donation intentions. Additionally, a 

conceptual model was introduced to visually presented these relationships. In the next chapter, 

the research methodology will be outlined, detailing the approach used to test the hypotheses 

and validate the conceptual model. 
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Chapter Three: Research Methodology 

3.1 Introduction 

The purpose of this chapter is to outline the research methodology and design employed 

in this study to explore the message framing and its interaction with typeface design on donation 

intentions in social media fundraising campaigns, with a specific focus on the mediating role of 

perceived credibility. This chapter details the research design, data collection method, and 

analytical techniques used to address the research questions and test the hypotheses presented in 

Chapter Two.  

Given the experimental nature of this study, a quantitative research design was selected 

to systematically measure hypotheses. The chapter will begin by discussing the foundation of 

the study - the choice of research paradigm. Subsequently, specific research method, design, 

sample, stimulus materials, procedures, measurements, data analysis, and ethical considerations 

will be presented. These aspects will be described below. 

3.2 Research Paradigm 

The research paradigm is an overarching philosophical framework or worldview that 

guides how the entire research is conducted (Lincoln et al., 2011). The importance of choosing a 

research paradigm lies in its role in determining how researchers understand and approach their 

study, as well as how the research process is carried out, including the posing of research 

questions, the choice of methods, and the analysis of results (Kamal, 2019; Schwandt, 2001). 

A research paradigm is founded on the ontology and epistemology of a particular 

research project. Ontology refers to the nature of reality and, more specifically, answers the 

question, "What is reality?" (Crotty, 1998). Epistemology is concerned with study of knowledge 

and how we understand reality (Gray, 2018). The primary focus of this study's research 

questions is to explore how the design of social media fundraising posts affects potential donors' 

intention to donate. Therefore, the selections made in terms of ontology, epistemology, 

paradigm, and methodology in this study are all aimed at addressing this question. The 

following paragraph and the next section will elaborate on each of these choices. 

Firstly, in terms of the ontology, this study adopts the realist position. Realism believes 

that there exists an objective reality independent of human perception or consciousness (Sayer, 

1992). Under this position, the phenomena that exist can be objectively measured and analysed 

(Creswell & Creswell, 2023). Therefore, the realist position can provide a reasonable 

philosophical basis for the study. Then, this study adopts objectivism in epistemology. 

Objectivism means knowledge is objective and reflects the reality that actually exists, regardless 

of the observer (Jonassen, 1991). The focus of this research project is to try to reveal objective 

truths that align with this epistemology stance. Finally, positivism is identified as the research 

paradigm, based on realism and objectivism, and the focus of this study is on testing hypotheses 
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and establishing causal relationships (Park et al., 2020). Positivism believes that knowledge is 

gained through an objective and quantifiable approach to responses or behaviour (Williamson & 

Johanson, 2017). Positivism focuses on quantitative data, deductive reasoning and 

generalisability (Gilliland & McKemmish, 2004). It combines deductive reasoning with 

individual behaviour to uncover causal relationships that can predict patterns of human activity 

(Neuman, 2014). 

3.3 Research Methodology 

Methodology refers to the systematic plan or approach that a researcher uses to conduct 

a study (Freebody, 2003). It is consistent with the ontology, epistemology, and paradigm and is 

driven by the nature of research questions (Berryman, 2019). In this study, a quantitative 

approach is used to understand how message framing and typeface design in social media 

fundraising posts influence individuals’ donation intentions. 

Quantitative research is a research technique for the systematic investigation of 

phenomena through the collection and analysis of numerical data (Coghlan & Brydon-Miller, 

2014). This research methodology aligns with the positivist paradigm and is mainly 

characterised by its ability to test theories and hypotheses, measure causality and generate 

generalisable findings (Morgan, 2007; Mulisa, 2022). Quantitative research applies to studies 

that control for intervening variables, which are the mediator, moderator and extraneous 

variables (Johnson & Christensen, 2014). Moreover, researchers are able to maintain objectivity 

and minimise bias when using quantitative research (Coghlan et al., 2018). Researchers in 

communication and marketing often employ quantitative research to understand phenomena or 

events that affect sample populations’ attitudes and behaviour (Allen, 2017). Therefore, 

Quantitative research is an appropriate methodology for this study. 

Quantitative research typically uses questionnaires, structured observation, or 

experiments to collect statistically significant information from a sample population (Allen, 

2017). An online experiment is used in this study. In more detail it is a between-subjects 

experiment. A between-subjects experiment is that different participants are assigned to 

different conditions. The benefits of this method include avoiding participant carryover and 

order effects, and clearly identifying the effect of the independent variable on the dependent 

variable (Charness et al., 2012). The next section provides an explanation of the experimental 

design.  

3.4 Research Design 

In order to test the conceptual model and hypotheses, an appropriate research design 

was required. A 2 (gain-framed vs. loss-framed) × 2 (handwritten vs. typewritten) between-

subjects factorial design was selected using an online survey. Participants were randomly 

assigned to either a gain-framed or loss-framed message, which was combined with either 

handwritten or typewritten typeface design. Differences between subjects across these 
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conditions were critical to understanding their behaviour. According to this design, four 

experimental conditions were set up (see Table 3). 

 

Table 3 

Experimental Conditions 

Experimental Condition Message Framing Typeface Design 

1 Gain Handwritten 

2 Gain Typewritten 

3 Loss Handwritten 

4 Loss Typewritten 

 

3.5 Sample and Data Collection 

An online survey questionnaire was created using Qualtrics, an online survey platform, 

based on this research. Before the formal release of the questionnaire, 20 individuals were 

invited to participate in a pre-test of the survey. According to the results and feedback from the 

pre-test, the content and order of the questionnaire were adjusted. The final version of the 

survey was then published on CloudResearch. 

CloudResearch is one of the most commonly used data collection platforms. Several 

studies (e.g., Ibarra et al., 2018) confirmed that participants recruited through CloudResearch 

provide high-quality data. Additionally, CloudResearch is integrated with platforms such as 

Qualtrics, SurveyMonkey and MTurk, allowing access to a large and diverse pool of 

participants (Douglas et al., 2023). For this data collection, volunteers were recruited through 

CloudResearch's MTurk Toolkit. To ensure successful data collection, participants were 

informed that the questionnaire would take approximately two minutes to complete. 

Furthermore, participants who completed and submitted the questionnaire received a 

compensation of $0.40.  

The sampling frame consists of adults aged 18 and older residing in the United States 

(U.S.). The U.S. has a diverse population in terms of demographics, socioeconomic status, and 

cultural backgrounds (Jensen et al., 2021). It is also one of the countries with the largest number 

of social media users, with a social media penetration rate of 80.9% in 2024 (Singh, 2024). In 

addition, the U.S. ranks among the top 10 countries in the world on the Giving Index (Charities 

Aid Foundation, 2023). Thus, setting the location of the experiment in the U.S. can ensure that 

the sample is representative and applicable. MTurk filtered participants based on this limitation 

to ensure that only those who meet the criteria could participate in the questionnaire. 
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3.6 Stimulus Material  

The manipulation in this study focused on social media fundraising posts. In order to 

test two variables, message framing and typeface design, four fundraising posts were created 

(see Figure 2). For the stimulus materials, a fictional charitable organisation named "Back to 

School" was created. This NPO aims to help out-of-school children return to school. The stimuli 

for each condition included a brief description of the Back to School Foundation and a version 

of the NPO's Facebook post. Except for manipulating the two variables, the Facebook post 

layout and other content remained consistent across conditions. 

Message framing was manipulated by creating either a gain-framed or loss-framed 

message. The gain-framed message described the benefits of donation (e.g., "With your 

donation, we will be able to provide opportunities for children to go to school"). The loss-

framed message described the downside of not donating (e.g., "Without your donations, these 

children might never be able to go back to school"). For the typeface design manipulation, the 

original font used on social media (Facebook) was used in the typewritten typeface condition, 

whereas the "DJB This is Me" font was used in the handwritten typeface condition (Schroll et 

al., 2018). 
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Figure 2  

Stimulus Material 
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Handwritten typeface design 
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3.7 Research Procedures  

For participants, the research procedure primarily consists of three sections within the 

questionnaire: the participant information sheet, research-related questions, and demographic 

information. The survey on the Qualtrics was set up to be mandatory for each question, so 

participants can only proceed to the next section after completing the current one. Participants 

first read the participant information sheet and selected "Yes, I agree to participate in the 

survey" to begin answering the survey. Following this, participants were randomly shown a 

fundraising post (i.e., the stimulus), which has been set up in Qualtrics. Based on the 

fundraising post they viewed, participants responded to questions in the second section. These 

questions included the identification of message framing and typeface design, the perceived 

credibility of the fundraising information, and their intention to donate. Participants then 

completed demographic information, such as gender, age, race, and education level. Finally, 

participants were informed that the NPO mentioned in the fundraising post was fictitious.  

3.8 Measurements 

The measures used in this study have been well used and validated in previous studies. 

These measurements were adapted to fit the context and objectives of this study. Moreover, all 

items were measured using a 7-point Likert Scale, ranging from strongly disagree (1) to strongly 

agree (7). 

To measure perceived credibility, participants were asked what they felt about the 

fundraising post. A 4-item scale adapted from Gavilan et al. (2018) was used, which included 

the following statements: "I believe the fundraising information presented in this post is 

trustworthy," "I believe the fundraising information presented in this post is dependable," "I 

have confidence in the fundraising information presented in this post," and "I believe the 

fundraising information presented in this post is responsible." In addition, to assess donation 

intentions, participants were asked to consider their willingness to fundraise for the NPO after 

having read its fundraising post. Donation intention was assessed via three items: "The 

probability that I would donate money to the Back to School Foundation is high," "My 

willingness to donate money to the Back to School Foundation is high," and "The likelihood of 

my donating to the Back to School Foundation is high," adapted from Liu et al. (2018). 

The manipulation of message framing and typeface design was checked through two 

questions. Message framing manipulation was examined by asking participants to indicate the 

extent to which the messages in the post had a beneficial or negative impact on out-of-school 

children (1= strongly disagree, 7 = strongly agree). In addition, participants were asked to 

indicate the extent to which the fundraising message looked handwritten or typewritten (1= 

definitely typewritten, 7 = definitely handwritten; Huang & Liu, 2020). 

3.9 Data Analysis 

In this study, the collected valid data were analysed using IBM SPSS (Statistical 

Package for the Social Sciences) Version 28. IBM SPSS is a statistical software with functions 
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such as statistical analysis, data processing, prediction and testing models (Nwogwugwu & 

Ovat, 2021). After data collection was completed, the dataset of responses presented as 

numerical values was downloaded from Qualtrics. The file was then uploaded to IBM SPSS for 

consolidation and cleaning. In SPSS, each question of the questionnaire was labelled and coded. 

After completing the data preparation, the demographic analysis of the sample was 

carried out to ensure that the sample was representative. A descriptive analysis was then 

conducted to summarise the means and standard deviations of the measurement items to 

establish a baseline for subsequent analyses. In addition, the most commonly used reliability 

metric, Cronbach's alpha, was employed to conduct a reliability analysis of the measurement 

items, ensuring the internal consistency and reliability of each scale construct (Tavakol & 

Dennick, 2011). 

Given the 2 (gain vs. loss) × 2 (handwritten vs. typewritten) between-subject online 

experiment used in this study, manipulation checks were performed to confirm whether 

participants correctly identified gain or loss frames, and whether handwritten or typed fonts 

were used. Many researchers ensure the validity of manipulations by conducting manipulation 

checks (Hauser et al., 2018). Manipulation checking was performed using an independent 

samples t-test. This is a comparative test that uses interval or ratio values to examine whether 

there is a significant difference between the means of two independent groups (Fiandini et al., 

2024). 

The hypotheses presented above were tested using different ways in SPSS. Hypothesis 

1, which compares the effects of gain and loss message framing on donation intentions was also 

tested using an independent samples t-test. The interaction of message framing and typeface 

design on donation intentions (hypotheses 2) was analysed using a two-way ANOVA. It is 

suitable for detecting the interaction between two factors and understanding how they jointly 

influence the outcome (Assaad et al., 2015). A subsequent pairwise comparison was conducted 

to further understand the effects of matching. The final hypothesis was tested using a two-way 

ANOVA and PROCESS v4.2 Model 8. Model 8 is an ideal tool for studying complex 

relationships, specifically those involving moderated mediation, where the mediating process is 

moderated by external variables (Hayes, 2017). 

3.10 Ethical Considerations 

Ethical considerations were a fundamental part of this study and were aimed at protect 

the rights and well-being of the participants during the entire research process. Any research 

involving human participants requires adherence to ethical guidelines (Manton et al., 2014). 

This study followed the ethical standards specified by the Auckland University of Technology 

Ethics Committee (AUTEC), and ethical approval was granted. 

Participants were provided with a participant information sheet which detailed the 

purpose of the study, procedures, potential risks and benefits, and the researcher's contact details 

(see Appendix B) before they formally began to participate in the survey. Participants provided 



 

 26 

informed consent by clicking "Yes, I agree to participate in the survey". The study process did 

not involve any harm or negative effects on the participants. All participants volunteered and 

had the right to withdraw from the research at any time with no consequences. 

The study used an anonymous online questionnaire that did not involve any questions 

about identity and identifiable information and strictly protected the privacy of the participants. 

The raw data will not be disclosed to any third party and will be permanently deleted after 6 

years of secure storage. In addition, every participant interested in the study topic can access the 

study findings via a publicly available URL. 

3.11 Summary 

This chapter focuses on outlining the research methodology, including the paradigm, 

design, sample, measurement, data collection and analysis. The study was explored using a 

positivist paradigm and a quantitative approach. A 2x2 between-subjects experiment was used to 

test the hypotheses. Participants were recruited through CloudResearch's MTurk Toolkit, and 

data were collected through an online questionnaire. The data were then analysed using IBM 

SPSS statistical software. The results of these analyses are presented in detail in the next 

section.
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Chapter Four: Results 

4.1 Introduction 

To test the above hypotheses, this section discusses in detail the results of analysing the 

experiment. SPSS version 28 was used to analyse the impact of message framings (gain and 

loss) on donation intentions, with perceived credibility as a mediating variable and typeface 

design as a moderating variable.  

4.2 Sample 

In total, 275 adults residing in the U.S. responded to and submitted the questionnaires. 

All participants were randomly assigned to one of four experimental conditions (see Table 4). 

Sixty-seven participants viewed the fundraising post information presented in the gain message 

framing and handwriting, while 68 participants viewed the fundraising post with gain-framed 

message and a typewritten typeface design. Under the loss-framed message, the number of 

participants who viewed fundraising posts in both handwritten and typewritten was 70. The 

demographic profiles of all samples are shown in Table 5.  

 

Table 4  

Distribution Across Conditions 

Experimental Condition n Percentage (%) 

1 67 24.36 

2 68 24.73 

3 70 25.45 

4 70 25.45 
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Table 5  

Demographic Profiles 

  n 
Percentage 

(%) 

Gender Male 152 55.27  

  Female 117 42.55  

  Non-binary/Third gender 4 1.45  

  Prefer not to say 2 0.73  

  

Age (group) 18-24 years old 12 4.36  

  25-34 years old 89 32.36  

  35-44 years old 74 26.91  

  45-54 years old 52 18.91  

  55-64 years old 25 9.09  

  65 years old or over 23 8.36  

  

Ethnicity Caucasian 192 69.82  

  

African American 25 9.09  

American Indian/Alaska Native 4 1.45  

Asian 28 10.18  

Hispanic/Latino 20 7.27  

Mixed/Multiracial 4 1.45  

Other 2 0.73  

  

Level of Education  Less than high school 3 1.09  

  

High school graduate or equivalent 29 10.55  

Some college 38 13.82  

Associate degree 31 11.27  

Bachelor's degree  131 47.64  

Master's degree 34 12.36  

Professional degree 2 0.73  

Doctorate degree 7 2.55  
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According to Table 5, the overall sample includes a higher proportion of male (55.27%) 

participants compared to females (42.55%). In addition, four participants (1.45%) identified 

themselves as transgender, while two others preferred not to disclose their gender. The 

respondents represented a comprehensive range of age groups. 4.36% of respondents aged 18-

24 years, 32.36% aged 25-34 years, 26.91% aged 35-44 years, 18.91% aged 45-54 years, 9.09% 

aged 55-64, and 8.36% of respondents older than 65 years old. The racial distribution of 

respondents was diverse, with the majority being Caucasian or white (69.82%), followed by 

Asian (10.18%), African American (9.09%), and Latino (7.27%). With regard to the highest 

level of education of the sample population, the majority of participants had post-secondary 

education, including some college (13.82%), an associate's degree (11.27%), and a bachelor's 

degree (47.64%). A portion of the participants held master's (12.36%), professional (0.73%), 

and doctoral (2.55%) degrees. These data reflect a relatively high level of education within the 

samples. Based on the results of the above analyses, it was notable that the sample is reasonably 

representative of the U.S. population regarding demographic characteristics, particularly race 

(with a majority of white participants) and age (with the largest group being 20-34 years old) 

(USA Facts, 2022). 

4.3 Data Examination  

After collecting demographic information, the data were further tested and analysed 

using SPSS Version 28. First, Cronbach's alpha measure was first used to test the reliability of 

the data set. Then, manipulation checks were conducted using the t-test to ensure that the 

message framing and typeface design were successfully manipulated as expected. Finally, the 

proposed hypotheses were tested using an independent sample t-test, two-way ANOVA and 

PROCESS v4.2 Model 8, respectively. The results of these analyses are detailed in the 

following sub-sections.  

4.3.1 Missing Data 

As outlined in the previous chapter, each question of the questionnaire on Qualtrics was 

set to be mandatory, and participants only continued the questionnaire and submitted it after 

answering the questions. Only successfully submitted questionnaires were downloaded and 

transferred to SPSS for descriptive analysis. Therefore, the dataset was complete, and there was 

no missing data, which allowed for further analysis to be conducted directly. 

4.3.2 Reliabilities 

In order to test the internal consistency and reliability of the scales used in the 

questionnaire, the results of all items were assessed using Cronbach's alpha coefficients. Hair et 

al. (2010) suggested that a Cronbach's alpha value higher than 0.7 is required to indicate that the 

reliability of the scales is acceptable. Table 6 demonstrates the results of analysing the mean, 

standard deviation and Cronbach's alpha for each relevant item of the questionnaire. 



 

 30 

The Cronbach's Alpha for the 4-item perceived credibility scale is 0.94, and the value 

for the 3-item donation intention scale is 0.95. Both results indicate excellent internal 

consistency. These suggest that the items on the scale are highly correlated and likely measure 

the same underlying construct of perceived credibility and donation intention. Given this high 

level of reliability, the scales can be used in further analyses for both constructs.  

 

Table 6 

Items and Reliabilities 

Constructs and items Mean 
Standard 

Deviation 

Cronbach's  

alpha (α) 

Perceived Credibility   0.937 

I believe the fundraising information presented in this 

post is trustworthy. 

4.03 1.714 

 
I believe the fundraising information presented in this 

post is dependable. 

4.01 1.734 

I have confidence in the fundraising information 

presented in this post. 

4.05 1.823 

I believe the fundraising information presented in this 

post is responsible. 

4.28 1.695  

Donation Intention   0.945 

The probability that I would donate money to the Back to 

School Foundation is high. 
3.39 1.881 

 
My willingness to donate money to the Back to School 

Foundation is high. 
3.73 1.947 

The likelihood of my donating to the Back to School 

Foundation is high. 
3.42 1.938 

 

4.3.3 Manipulation Checks 

In the experiment, the effectiveness of the manipulation was checked based on whether 

social media fundraising messages were perceived to be gain (positive) or loss (negative) 

message framing. As previously mentioned, a 7-point Likert scale was used to measure the 

extent to which participants disagreed or agreed with the statements. An independent sample t-

test was then conducted on each participant's scores. The results of the analyses indicated a 

significant difference (t (273) =18.91, p < .001) between the gain (M = 5.61, SD = 1.63) and 

loss message framing groups (M = 2.12, SD = 1.43). This indicates that participants 

successfully identified the two different conditions of message framing, confirming that the 

manipulation was effective. 

To assess the typeface design manipulation, participants were asked to indicate the 

extent the fundraising message looked handwritten or typewritten, ranging from looking like 

definitely typewritten (1) to looking like definitely handwritten (7). An independent sample t-
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test was performed based on the data collected. The results showed that there was a significant 

difference between the group exposed to the handwritten typeface design (M = 4.09, SD = 1.91) 

and the group exposed to the typewritten typeface design (M = 1.93, SD = 1.71), t (269) = -9.85, 

p < .001). Thus, the manipulation was successful.  

4.3.4 Donation Intentions 

To test whether fundraising posts using different message framings have an effect on 

donation intentions (H1), an independent sample t-test was performed. The results showed that 

the donation intentions differed significantly between the two message framings (t (273) = 

−2.30, p=.022), supporting H1. Specifically, the donation intention for the loss-framed message 

(M = 3.57, SD= 1.85) was higher than gain-framed message in the social media fundraising post 

(M =3.01 SD= 1.83). 

4.3.5 The Interaction Effect 

In order to test the interaction effect between message framing and typeface design on 

donation intentions (H2a & H2b), a two-way ANOVA was carried out. The results revealed that 

the interaction effect between typeface design and message framing on donation intentions was 

significant (F (1, 271) = 5.69, p = .018, η2
p = .021). This indicates that the effect of message 

framing on donation intentions varied depending on the typeface design used (visualised in 

Figure 3). In addition, the main effect of typeface design was not significant (F (1, 271) = 0.089, 

p = .765, η2
p = .000), suggesting no overall difference in donation intentions between 

typewritten and handwritten typeface designs.  

The planned contrast confirmed partial expectation. As hypothesised (H2a), the typewritten 

typeface design paired with loss-framed fundraising messages led to higher donation intentions 

compared to gain-framed messages (Mloss-framed =3.86, SD = 1.94 vs. Mgain-framed = 2.83, SD = 

1.71; F (1, 271) = 11.04, p=.001). This supports H2a, confirming that loss-framed messages are 

more effective in a typewritten format. However, for handwritten typeface design, there was no 

significant difference between the gain-framed and loss-framed fundraising messages on 

people's donation intentions (Mgain-framed = 3.29, SD = 1.93 vs. Mloss-framed = 3.27, SD = 1.71; F (1, 

271) = .004, p>.10), which rejects H2b.  
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Figure 3  

Effects of Message Framing and Typeface Design on Donation Intentions  

 
 

4.3.6 Mediation Analysis 

A two-way ANOVA was conducted to examine the effects of message framing (gain-

framed vs. loss-framed) and typeface design (typewritten vs. handwritten) on perceived 

credibility. The analysis revealed that neither the main effect of message framing, F (1, 271) = 

0.32, p = .572, η2
p = .001, nor the main effect of typeface design, F (1, 271) = 1.62, p = .204, η2

p 

= .006, were statistically significant, indicating that these factors alone do not significantly 

influence perceived credibility. However, a significant interaction effect was found between 

message framing and typeface design, F (1, 271) = 5.66, p = .018, η2
p = .020, suggesting that the 

combination of these two factors plays a crucial role in shaping perceived credibility. 

In order to further test the mediating role of perceived credibility, a moderated mediation 

analyse was conducted using PROCESS Model 8 with 5000 samples and 95% confidence 

intervals (Hayes, 2017). The donation intention is treated as the dependent variable. The 

independent variable is the message framing, the moderator is typeface design, and the mediator 

is the perceived credibility. The results showed a significant interaction effect between message 

framing and typeface design on perceived credibility was significant (β = -0.91, SE = .38; t = -

2.38, p = .018), and perceived credibility on donation intention (β = 0.82, SE = .05; t = 16.77, p 

< .001). 

The bootstrapping results indicated that the moderated mediation by a perceived credibility 

is significant and the confidence interval excluded zero (index of moderated mediation = -0.75, 

SE = .32, 95% CI = [-1.402, -0.146]), supporting H3. Specifically, perceived credibility 

mediated the impact of message framing on donation intention in the typewritten typeface 

design condition (indirect effect = .46, SE = .23, 95% CI = [.013, .925]). Conversely, for the 

handwritten typeface design, the indirect effect was not significant (Effect = -0.285, SE = .22, 



 

 33 

95% CI = [-.710, .127]), indicating that perceived credibility does not significantly mediate the 

relationship between message framing and donation intentions in this context. 

4.4 Summary 

This research proposes that the message framings and typeface designs used in social 

media posts can influence the donation intentions of potential donors. Through an online 

questionnaire posted on MTurk through the CloudResearch, 275 responses were eventually 

received from participants. The results of the dataset analyses showed that the loss message 

framing elicited a greater willingness to donate than the gain message framing. Loss-framed 

messages presented in typewritten typeface design were more effective in driving donation 

intentions, while there was no significant difference in handwritten condition. Moreover, the 

finding suggested that matching message framing with typeface design increases perceived 

credibility, which in turn increased people's donation intention. These findings are discussed 

further in the next section.  
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Chapter Five: Discussion and Conclusion 

5.1 Introduction 

In this section, a detailed discussion of this study’s findings is provided in relation to 

the hypotheses and existing literature. The theoretical and practical implications of the findings 

are explored, emphasising the study's contribution to multiple areas such as social media 

fundraising, message framing effect, and typeface design. Furthermore, this chapter 

acknowledges the limitations of this study and suggests directions for future research. The 

conclusion offers a comprehensive overview of the study’s findings and implications.  

5.2 Discussion of Results 

This sub-section discusses the effects of message framing in social media fundraising 

posts on donation intentions, the interaction between message framing and typeface design on 

donation intentions, and the mediating role of perceived credibility. The following table (Table 

7) summarises the hypotheses results of this study. 

 

Table 7 

Summary of the Results of the Tested Hypotheses 

Hypothesis Result 

H1: A loss-framed fundraising message will elicit greater donation intentions 

compared to a gain-framed fundraising message. 
Supported  

H2a: For loss-framed fundraising messages, the typewritten typeface design will 

elicit greater donation intentions compared to a handwritten typeface design. 
Supported 

H2b: For gain-framed fundraising messages, the handwritten typeface design will 

elicit greater donation intentions compared to a typewritten typeface design. 
Rejected 

H3: Perceived credibility will mediate the impact of message framing and typeface 

design in fundraising posts on donation intentions. 
Supported 

 

5.2.1 The Effects of Message Framing 

The findings of this study provide empirical support for the hypothesis (H1) that a loss-

framed fundraising message elicits greater donation intentions compared to a gain-framed 

fundraising message. This finding is consistent with the phenomenon of loss aversion in 

prospect theory proposed by Tversky and Kahneman (1981), which suggested that individuals 

usually prefer to avoid losses rather than seek gains. Furthermore, this result aligns with the 

research by Chang and Lee (2009, 2010) who found that loss-framed messages were more 

persuasive than gain-framed messages in the context of charitable appeals, and extends the 

applicable context to social media fundraising. 
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In the context of social media fundraising, the effectiveness of loss message framing 

can be attributed to its emphasis on the potential consequences of inaction, which elicits a 

stronger emotional response from the audience (Erlandsson et al., 2018). In detail, when 

potential donors are advised that without their donations might negatively impact vulnerable 

groups, they may experience a sense of tension and responsibility, which in turn elicits their 

intention to donate. Furthermore, users are often exposed to a huge amount of information on 

social media, which can affect their perception of topics and content (Gunaratne et al., 2020). In 

this context, the powerful negative emotions generated by the loss message framing help to 

reinforce perception and processing of the information.  

5.2.2 The Effects of the Interaction between Message Framing and Typeface Design 

The significant interaction between message framing and typeface design showed that 

these two factors combine to influence donation intentions in the social media fundraising 

context. Hypothesis 2a proposed that loss-framed messages that are presented in typewritten 

form elicit higher donation intentions, and the data supported this hypothesis. In line with 

congruence theory (Chang & Lee, 2009; Schneider et al., 2001), this result confirms that the 

effectiveness of fundraising posts is amplified by the matching effect of typewritten typeface 

and loss-framed message. This finding is parallel to the study by Huang and Liu (2020), which 

noted that machine fonts led to higher levels of intent to donate than handwriting for 

competency-focused donation appeals. 

However, Hypothesis 2b of this study, which proposed that a gain-framed message 

presented in handwritten form elicits a higher intention to donate, was not supported by the 

analyses. There was no significant difference between loss-framed and gain-framed messages in 

the handwritten font condition. This finding is inconsistent with those of Huang and Liu (2020), 

which indicate that the combination of warm appeals and handwriting can lead to higher 

consumer willingness to donate. The main reason for this discrepancy may be the social media 

environment. Social media users value the authenticity and emotional connection expressed in 

posts, which influences their attitudes and engagement behaviours (Kowalczyk & Pounders, 

2016). Handwriting creates a sense of humanity and evokes feelings of sincerity and trust (Liu 

et al., 2019). This typeface design could make the choice of message framing (gain or loss) less 

important, as handwriting itself can convey enough implication to increase donation intentions. 

Thus, handwriting typeface design would equalise the impact of gain or loss message framing, 

leading to similar donation intentions regardless of the choice of message framing.  

5.2.3 The Effects of Perceived Credibility 

The results of this study confirm the perceived credibility mediates the effects of 

message framing and typeface design on donation intentions in a social media fundraising 

context. Specifically, the combination of message framing (gain and loss) and typeface design 

(handwritten and typewritten) influences the perceived credibility of the message, which in turn 

affects an individual's intention to donate. 



 

 36 

The significant mediation effect highlights the key role that perceived credibility plays 

in the effectiveness of fundraising messages. Consistent with previous research, it confirms that 

the interaction of different elements can increase consumers' perceived credibility (Van Rompay 

& Pruyn, 2011). Thus, individuals who perceive the message as more credible are more likely to 

express a stronger intention to donate, supporting the findings of existing studies (e.g., Feng et 

al., 2017; Liu et al., 2018). Furthermore, it is worth noting that although the mediating role of 

perceived credibility was confirmed, its effects were not significant in the handwritten typeface 

condition. The reason for this may be that the informality and personalised tone represented by 

handwritten fonts weakened the perceived credibility of the message (Mackiewicz, 2005). 

5.3 Theoretical Implications 

This study has four main theoretical contributions. First, it expands the literature on 

social media fundraising. Social media fundraising is an emerging and evolving fundraising 

method that requires in-depth research to improve understanding of this fundraising mode 

(Kennedy & Sommerfeldt, 2015). Although factors influencing donation intentions in social 

media fundraising contexts have been studied (e.g., Elvira‐Lorilla et al., 2023; Harris et al., 

2023), this study has a different emphasis. It focuses on exploring the impact of post content 

factors, including textual and visual factors, on donation intentions. The insights gained from 

this study provide a foundation for future research on the content design of fundraising posts.  

Second, this study contributes to the research on message framing effects. The effects of 

gain message framing and loss message framing have been explored in several areas in existing 

research, but which message framing is more effective is controversial (Homar & Cvelbar, 

2021; Stadlthanner et al., 2022). Moreover, research on the role of message framing under social 

media fundraising is very limited. The findings of this study provide strong evidence to support 

the effectiveness of loss message framing in the context of social media fundraising, which 

helps to address inconsistencies in the existing literature on message framing effects. 

Third, it expands the range of visual design literature. Existing research on donation 

primarily focuses on how the message is expressed, but the typeface design in which the 

information is presented is also important in a potential donor's decision-making. Typeface 

design has not received enough attention in the donation field literature. To bridge this gap, this 

study explores how message framing and typeface design interact to influence donation 

intentions. While existing research on typeface design focuses on packaging (Schroll et al., 

2018) and logo design (Izadi & Patrick, 2020), this study expands the visual design, particularly 

in typeface design literature, to the field of social media fundraising. 

Finally, this study contributes to the fundraising literature on consistency theory. Prior 

research has shown the importance of consistency between message framing and other factors 

(e.g., photo shape; Zheng et al., 2024) in influencing donation behaviour. This study introduces 

the novel factor of typeface design and suggests that the interaction of message framing and 

typeface design significantly affects donation intentions. In addition, this study identifies the 
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mediating role of perceived credibility based on the effects of message framing and typeface 

design consistency on donation intentions. Thus, this study also extends the theory of perceived 

credibility.  

5.4 Managerial Implications 

Designing an effective fundraising strategy is critical to the survival and growth of 

charitable organisations. The findings of this study provide valuable managerial insights to help 

NPOs develop effective strategies. 

First, this study provides guidance on message framing selection for NPOs' fundraising 

strategies. In a competitive and user-sceptical social media environment, choosing more 

effective message framings is critical to attracting donors. Studies have shown that existing 

NPOs mainly use positive (gain) message framing in their information delivery, with very few 

posts using loss message framing (Auger, 2014). The results of this study suggest that using loss 

message framing in social media fundraising posts is effective in increasing willingness to 

donate, providing strong evidence to support NPOs' choice of message framings in the future. 

Secondly, this study indicates that message framing-typeface design consistency has a 

positive impact on donation intentions, which provides an innovative fundraising post design 

strategy for charitable organisations. It is worth noting that it is easy and inexpensive to change 

font types when designing posts. Cost savings are crucial for any charity organisation. 

Therefore, this design strategy can help charitable organisations to increase the donation 

intentions of potential donors in a simple and cost-effective way. 

Finally, this study confirms the importance of perceived credibility in social media 

fundraising. An individual's perceived credibility has a positive relationship with donation 

intentions. On social media platforms where information is abundant and often difficult to 

verify, users rely on the content of the information to assess the level of perceived credibility (Li 

& Yeh, 2010). Therefore, the study suggests that charities should prioritise using fundraising 

content with consistent multiple factors to enhance perceived credibility, which in turn increases 

donation intentions. 

5.5 Limitations and Future Research 

As with all research, this study has limitations and can provide suggestions for future 

research. Firstly, only two types of typeface design, handwritten and typewritten, were 

considered in this study. Future research could focus on other font designs, such as serif and 

sans serif. 

Second, this study only examined the effects of message framing, typeface design, and 

perceived credibility on donation intentions. Although behavioural intentions can effectively 

predict actual behaviour, people's intentions do not always translate into actual actions (Hassan 

et al., 2016). Therefore, future research could investigate the effects of message framing, the 

interaction of message framing with typeface design and the mediating role of perceived 

credibility on actual donation behaviour.  
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Finally, future research could increase the generalisability of this study's findings by 

exploring different experimental scenarios, stimulus materials, and cultural contexts. This study 

was conducted to understand participants' donation intentions through experimental situations, 

which is different from how they perceive social media in real life. Future research could 

examine the findings of this study in a real-life scenario. Additionally, the data collection for 

this study was limited to adults residing in the U.S. Individuals' perceptions of donation and 

visual factors may differ across cultures. Moreover, the stimulus material used in this study was 

about a specific cause, that is, saving children who are out of school. Data from a 2022 survey 

showed that education is the sector that receives the most donations per online donation of any 

NPOs in the U.S. (Statista, 2024). Future studies could use stimulus materials that focus on 

other sectors, such as health and the environment.  

5.6 Conclusion 

Three research questions were posed at the beginning of the study. The first question is, 

"How does message framing affect donation intentions in social media fundraising?". This study 

found that loss message framing had a more positive effect on potential donors' donation 

intentions than gain message framing. The next question is, "How does message framing 

interact with typeface design to affect donation intentions?". In this study, message framing and 

typeface design had a significant interaction on donation intentions. Specifically, for loss-

framed messages, the use of typewritten typeface design elicited higher donation intentions than 

handwritten typeface design. In contrast, for gain-frame messages, there was no statistically 

significant difference between using typewritten and handwritten fonts on donation intentions. 

The last question: "Does perceived credibility mediate the interaction effects of message 

framing and typeface design on donation intentions?". The findings confirmed that perceived 

credibility mediated the interaction effects of message framing and typeface design on donation 

intentions. It is important to note that the mediating effect of perceived credibility was 

significant in a typewritten typeface, while it was weak and insignificant in a handwritten 

typeface. 

In conclusion, this study provides important insights into the design of social media 

fundraising posts, particularly regarding the role of message framing and typeface design in 

affecting donor intentions. Furthermore, the study highlights the critical role of perceived 

credibility as a mediator. This study not only advances academic knowledge on social media 

fundraising, message framing effects, visual design, consistency theory, and perceived 

credibility but also provides practical strategies for charitable organisations. As social media 

fundraising continues to develop, the findings of this study could help organisations develop 

more effective fundraising posts, ultimately improving their ability to attract donors and achieve 

financial goals. Although this study has limitations, it lays the foundation and provides direction 

for future research.  

 



 

 39 

References 

Agrawal, N., & Duhachek, A. (2010). Emotional compatibility and the effectiveness of 

antidrinking messages: A defensive processing perspective on shame and guilt. Journal of 

Marketing Research, 47(2), 263–273. https://doi.org/10.1509/jmkr.47.2.263 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human 

Decision Processes, 50(2), 179–211. https://doi.org/10.1016/0749-5978(91)90020-t 

Allen, M. (2017). The SAGE encyclopedia of communication research methods. SAGE 

Publications. 

Amatulli, C., De Angelis, M., Peluso, A. M., Soscia, I., & Guido, G. (2019). The effect of 

negative message framing on green consumption: An investigation of the role of shame. 

Journal of Business Ethics, 157(4), 1111–1132. https://doi.org/10.1007/s10551-017-3644-x 

Assaad, H. I., Hou, Y., Zhou, L., Carroll, R. J., & Wu, G. (2015). Rapid publication-ready MS-

Word tables for two-way ANOVA. SpringerPlus, 4, 33.  

        https://doi.org/10.1186/s40064-015-0795-z 

Auger, G. A. (2014). Rhetorical framing: Examining the message structure of nonprofit 

organizations on Twitter. International Journal of Nonprofit and Voluntary Sector 

Marketing, 19(4), 239–249. https://doi.org/10.1002/nvsm.1499 

Baek, T. H., & Yoon, S. (2017). Guilt and shame: Environmental message framing effects. 

Journal of Advertising, 46(3), 440–453. https://doi.org/10.1080/00913367.2017.1321069 

Ballew, M. T., Omoto, A. M., & Winter, P. L. (2015). Using Web 2.0 and social media 

technologies to foster proenvironmental action. Sustainability, 7(8), 10620-10648.  

https://doi.org/10.3390/su70810620 

Beldad, A., Snip, B., & van Hoof, J. (2014). Generosity the second time around: Determinants 

of individuals’ repeat donation intention. Nonprofit and Voluntary Sector Quarterly, 43(1), 

144-163. https://doi.org/10.1177/0899764012457466 

Bennett, R. (2009). Impulsive donation decisions during online browsing of charity websites. 

Journal of Consumer Behaviour, 8(2–3), 116–134. https://doi.org/10.1002/cb.277 

Berryman, D. R. (2019). Ontology, Epistemology, Methodology, and Methods: Information for 

librarian researchers. Medical Reference Services Quarterly, 38(3), 271–279.  

https://doi.org/10.1080/02763869.2019.1623614 

Bertolotti, M., & Catellani, P. (2014). Effects of message framing in policy communication on 

climate change. European Journal of Social Psychology, 44(5), 474–486.  

https://doi.org/10.1002/ejsp.2033 

Bhati, A., & McDonnell, D. (2019). Success in an online giving day: The role of social media in 

fundraising. Nonprofit and Voluntary Sector Quarterly, 49(1), 74–92.  

https://doi.org/10.1177/0899764019868849 

Bianchi, C., & Andrews, L. (2015). Investigating marketing managers' perspectives on social 

media in Chile. Journal of Business Research, 68(12), 2552-2559.  

https://doi.org/10.1016/j.jbusres.2015.06.026 

Bilgin, Y., & Kethüda, Ö. (2022). Charity social media marketing and its influence on charity 

brand image, brand trust, and donation intention. VOLUNTAS International Journal of 

Voluntary and Nonprofit Organizations, 33(5), 1091–1102. 

 https://doi.org/10.1007/s11266-021-00426-7 

Bin-Nashwan, S. A., & Al-Daihani, M. (2020). Fundraising campaigns via social media 

platforms for mitigating the impacts of the COVID-19 epidemic. Journal of Islamic 

Marketing, 12(3), 576–597. https://doi.org/10.1108/jima-07-2020-0200 

Bizer, G. Y., Larsen, J. T., & Petty, R. E. (2010). Exploring the valence-framing effect: Negative 

framing enhances attitude strength. Political Psychology, 32(1), 59–80.  

https://doi.org/10.1111/j.1467-9221.2010.00795.x 

Borah, P. (2011). Seeking more information and conversations: Influence of competitive frames 

and motivated processing. Communication Research, 38(3), 303–325.  

https://doi.org/10.1509/jmkr.47.2.263
https://doi.org/10.1016/0749-5978(91)90020-t
https://doi.org/10.1007/s10551-017-3644-x
https://doi.org/10.1186/s40064-015-0795-z
https://doi.org/10.1002/nvsm.1499
https://doi.org/10.1080/00913367.2017.1321069
https://doi.org/10.3390/su70810620
https://doi.org/10.1177/0899764012457466
https://doi.org/10.1002/cb.277
https://doi.org/10.1080/02763869.2019.1623614
https://doi.org/10.1002/ejsp.2033
https://doi.org/10.1177/0899764019868849
https://doi.org/10.1016/j.jbusres.2015.06.026
https://doi.org/10.1007/s11266-021-00426-7
https://doi.org/10.1108/jima-07-2020-0200
https://doi.org/10.1111/j.1467-9221.2010.00795.x


 

 40 

https://doi.org/10.1177/0093650210376190 

Bortree, D. S., & Seltzer, T. (2009). Dialogic strategies and outcomes: An analysis of 

environmental advocacy groups’ Facebook profiles. Public Relations Review, 35(3), 317–

319. https://doi.org/10.1016/j.pubrev.2009.05.002 

Buda, R., & Zhang, Y. (2000). Consumer product evaluation: The interactive effect of message 

framing, presentation order, and source credibility. Journal of Product & Brand 

Management, 9(4), 229–242. https://doi.org/10.1108/10610420010344022 

Campbell, D. A., & Lambright, K. T. (2020). Terms of engagement: Facebook and Twitter use 

among nonprofit human service organizations. Nonprofit Management and Leadership, 

30(4), 545–568. https://doi.org/10.1002/nml.21403 

Cao, X. (2016). Framing charitable appeals: The effect of message framing and perceived 

susceptibility to the negative consequences of inaction on donation intention. International 

Journal of Nonprofit and Voluntary Sector Marketing, 21(1), 3-12.  

https://doi.org/10.1177/1075547015619173 

Castillo, C., Mendoza, M., & Poblete, B. (2011, March). Information credibility on twitter. 

In Proceedings of the 20th international conference on World wide web (pp. 675-684). 

Castillo, M., Petrie, R., & Wardell, C. (2014). Fundraising through online social networks: A 

field experiment on peer-to-peer solicitation. Journal of Public Economics, 114, 29–35. 

https://doi.org/10.1016/j.jpubeco.2014.01.002 

Chang, C. (2007). Interactive effects of message framing, product perceived risk, and mood—

The case of travel healthcare product advertising. Journal of Advertising Research, 47(1), 

51–65. https://doi.org/10.2501/s0021849907070067  

Chang, C. T., & Lee, Y. K. (2009). Framing charity advertising: Influences of message framing, 

image valence, and temporal framing on a charitable appeal 1. Journal of Applied Social 

Psychology, 39(12), 2910-2935. https://doi.org/10.1111/j.1559-1816.2009.00555.x 

Chang, C. T., & Lee, Y. K. (2010). Effects of message framing, vividness congruency and 

statistical framing on responses to charity advertising. International Journal of Advertising, 

29(2), 195–220. https://doi.org/10.2501/s0265048710201129 

Charities Aid Foundation (2023). Indonesia retains top place in world giving index with 

Ukraine climbing to second most generous country. https://www.cafonline.org/home/about-

us/press-office/indonesia-retains-top-place-in-world-giving-index-with-ukraine-climbing-

to-second-most-generous-country 

Charness, G., Gneezy, U., & Kuhn, M. A. (2012). Experimental methods: Between-subject and 

within-subject design. Journal of Economic Behavior & Organization, 81(1), 1–8.  

https://doi.org/10.1016/j.jebo.2011.08.009 

Chen, Y., Dai, R., Yao, J., & Li, Y. (2019). Donate time or money? The determinants of donation 

intention in online crowdfunding. Sustainability, 11(16), 4269.  

https://doi.org/10.3390/su11164269 

Cheng, P., & Zhang, C. (2023). Show me insides: Investigating the influences of product 

exploded view on consumers’ mental imagery, comprehension, attitude, and purchase 

intention. Journal of Retailing and Consumer Services, 70, 103168.  

https://doi.org/10.1016/j.jretconser.2022.103168 

Cheung, M. Y., Luo, C., Sia, C. L., & Chen, H. (2009). Credibility of electronic word-of-mouth: 

Informational and normative determinants of on-line consumer recommendations. 

International Journal of Electronic Commerce, 13(4), 9–38.  

https://doi.org/10.2753/jec1086-4415130402 

Choi, S., Kim, H., Chung, M., & Lee, S. Y. (2018). Online donation experiences, donation 

awareness, and intention of future donation among teenagers in South Korea. Journal of 

Social Service Research, 45(5), 622–633. https://doi.org/10.1080/01488376.2018.1487363 

Chu, X. (Marcos), Tok, D., Zhou, X., & Chen, X. (2022). How companies use typeface design 

to engage consumers in charitable activities. Psychology & Marketing, 40(1), 107–123. 

https://doi.org/10.1002/mar.21732 

https://doi.org/10.1177/0093650210376190
https://doi.org/10.1016/j.pubrev.2009.05.002
https://doi.org/10.1108/10610420010344022
https://doi.org/10.1002/nml.21403
https://doi.org/10.1177/1075547015619173
https://doi.org/10.1016/j.jpubeco.2014.01.002
https://doi.org/10.2501/s0021849907070067
https://doi.org/10.1111/j.1559-1816.2009.00555.x
https://doi.org/10.2501/s0265048710201129
https://www.cafonline.org/home/about-us/press-office/indonesia-retains-top-place-in-world-giving-index-with-ukraine-climbing-to-second-most-generous-country
https://www.cafonline.org/home/about-us/press-office/indonesia-retains-top-place-in-world-giving-index-with-ukraine-climbing-to-second-most-generous-country
https://www.cafonline.org/home/about-us/press-office/indonesia-retains-top-place-in-world-giving-index-with-ukraine-climbing-to-second-most-generous-country
https://doi.org/10.1016/j.jebo.2011.08.009
https://doi.org/10.3390/su11164269
https://doi.org/10.1016/j.jretconser.2022.103168
https://doi.org/10.2753/jec1086-4415130402
https://doi.org/10.1080/01488376.2018.1487363
https://doi.org/10.1002/mar.21732


 

 41 

Chua, V. C., & Wong, C. M. (1999). Tax incentives, individual characteristics and charitable 

giving in Singapore. International Journal of Social Economics, 26(12), 1492–1505. 

https://doi.org/10.1108/03068299910247154 

Coghlan, D., & Brydon-Miller, M. (2014). The SAGE encyclopedia of action research. SAGE 

Publications. 

Cohen, L., Manion, L., & Morrison, K. (2018). Research methods in education (8th ed.). 

Routledge. 

Connolly, C., Hyndman, N., & McConville, D. (2013). UK charity accounting: An exercise in 

widening stakeholder engagement. The British Accounting Review, 45(1), 58–69.  

https://doi.org/10.1016/j.bar.2012.12.006 

Creswell, J. W., & Creswell, J. D. (2023). Research design: Qualitative, quantitative, and mixed 

methods approaches (6th ed.). SAGE Publications. 

Crotty, M. (1998). The foundations of social research: Meaning and perspective in the research 

process. SAGE Publications. 

Cryder, C., Botti, S., & Simonyan, Y. (2017). The charity beauty premium: Satisfying donors’ 

“want” versus “should” desires. Journal of Marketing Research, 54(4), 605–618.  

https://doi.org/10.1509/jmr.14.0658 

Cryder, C. E., Loewenstein, G., & Seltman, H. (2013). Goal gradient in helping behavior. 

Journal of Experimental Social Psychology, 49(6), 1078–1083.  

https://doi.org/10.1016/j.jesp.2013.07.003 

De Vries, L., Gensler, S., & Leeflang, P. S. (2012). Popularity of brand posts on brand fan 

pages: An investigation of the effects of social media marketing. Journal of Interactive 

Marketing, 26(2), 83–91. https://doi.org/10.1016/j.intmar.2012.01.003 

DellaVigna, S., List, J. A., & Malmendier, U. (2012). Testing for altruism and social pressure 

in charitable giving. The Quarterly Journal of Economics, 127(1), 1–56.  

https://doi.org/10.1093/qje/qjr050 

Douglas, B. D., Ewell, P. J., & Brauer, M. (2023). Data quality in online human-subjects 

research: Comparisons between MTurk, Prolific, CloudResearch, Qualtrics, and SONA. 

PLOS ONE, 18(3), e0279720. https://doi.org/10.1371/journal.pone.0279720 

Doyle, J. R., & Bottomley, P. A. (2006). Dressed for the occasion: Font-product congruity in 

the perception of logotype. Journal of Consumer Psychology, 16(2), 112–123.  

https://doi.org/10.1207/s15327663jcp1602_2 

Duhachek, A., Agrawal, N., & Han, D. (2012). Guilt versus shame: Coping, fluency, and 

framing in the effectiveness of responsible drinking messages. Journal of Marketing 

Research, 49(6), 928–941. https://doi.org/10.1509/jmr.10.0244 

Durdenic, K. (2017). Crowdfunding - Croatian legal perspective and comparison to other 

sources of financing. Public Sector Economics, 41(2), 259–287. 

https://doi.org/10.3326/pse.41.2.5 

Elvira-Lorilla, T., Garcia-Rodriguez, I., Romero-Merino, M. E., & Santamaria-Mariscal, M. 

(2023). The role of social media in nonprofit organizations’ fundraising. Nonprofit and 

Voluntary Sector Quarterly. https://doi.org/10.1177/08997640231213286 

Erlandsson, A., Nilsson, A., & Västfjäll, D. (2018). Attitudes and donation behavior when 

reading positive and negative charity appeals. Journal of Nonprofit & Public Sector 

Marketing, 30(4), 444–474. https://doi.org/10.1080/10495142.2018.1452828 

Feng, Y., Du, L., & Ling, Q. (2017). How social media strategies of nonprofit organizations 

affect consumer donation intention and word-of-mouth. Social Behavior and Personality: 

An International Journal, 45(11), 1775–1786. https://doi.org/10.2224/sbp.4412 

Fernández-Luque, L., & Bau, T. (2015). Health and social media: Perfect storm of information. 

Healthcare Informatics Research, 21(2), 67. https://doi.org/10.4258/hir.2015.21.2.67 

Fiandini, M., Nandiyanto, A. B. D., Husaeni, D. F. A., Husaeni, D. N. A., & Mushiban, M. 

(2023). How to calculate statistics for significant difference test using SPSS: 

Understanding students comprehension on the concept of steam engines as power plant. 

https://doi.org/10.1108/03068299910247154
https://doi.org/10.1016/j.bar.2012.12.006
https://doi.org/10.1509/jmr.14.0658
https://doi.org/10.1016/j.jesp.2013.07.003
https://doi.org/10.1016/j.intmar.2012.01.003
https://doi.org/10.1093/qje/qjr050
https://doi.org/10.1371/journal.pone.0279720
https://doi.org/10.1207/s15327663jcp1602_2
https://doi.org/10.1509/jmr.10.0244
https://doi.org/10.3326/pse.41.2.5
https://doi.org/10.1177/08997640231213286
https://doi.org/10.1080/10495142.2018.1452828
https://doi.org/10.2224/sbp.4412
https://doi.org/10.4258/hir.2015.21.2.67


 

 42 

Indonesian Journal of Science and Technology, 9(1), 45–108. 

https://doi.org/10.17509/ijost.v9i1.64035 

Flanagin, A. J., & Metzger, M. J. (2007). The role of site features, user attributes, and 

information verification behaviors on the perceived credibility of web-based information. 

New Media & Society, 9(2), 319–342. https://doi.org/10.1177/1461444807075015 

Freebody, P. R. (2003). Qualitative research in education. SAGE Publications. 

Ganzach, Y., & Karsahi, N. (1995). Message framing and buying behavior: A field experiment. 

Journal of Business Research, 32(1), 11–17. 

 https://doi.org/10.1016/0148-2963(93)00038-3 

Gavilan, D., Avello, M., & Martinez-Navarro, G. (2018). The influence of online ratings and 

reviews on hotel booking consideration. Tourism Management, 66, 53–61.  

https://doi.org/10.1016/j.tourman.2017.10.018 

Geiger, M., & Moore, K. (2022). Attracting the crowd in online fundraising: A meta-analysis 

connecting campaign characteristics to funding outcomes. Computers in Human Behavior, 

128, 107061. https://doi.org/10.1016/j.chb.2021.107061 

Gershon, R., & Cryder, C. (2018). Goods donations increase charitable credit for low-warmth 

donors. Journal of Consumer Research, 45(2), 451-469. https://doi.org/10.1093/jcr/ucx126 

Gibson, T. (2008). Religion and civic engagement among America’s youth. The Social Science 

Journal, 45(3), 504–514. https://doi.org/10.1016/j.soscij.2008.07.007 

Gilliland, A., & Mckemmish, S. (2004). Building an infrastructure for archival research. 

Archival Science, 4(3–4), 149–197. https://doi.org/10.1007/s10502-006-6742-6 

Grau, S. L., & Folse, J. A. G. (2007). Cause-Related Marketing (CRM): The influence of 

donation proximity and message-framing cues on the less-involved consumer. Journal of 

Advertising, 36(4), 19–33. https://doi.org/10.2753/joa0091-3367360402 

Gray, D.E. (2018). Theoretical perspectives and research methodologies. In doing research in 

the real world (4th ed.). SAGE Publications. 

Gugenishvili, I. (2022). I was thinking to help but then I changed my mind! The influence of 

injunctive and descriptive norms on the donation intention-behavior link. Journal of 

Nonprofit & Public Sector Marketing, 35(3), 308–327.  

https://doi.org/10.1080/10495142.2022.2066599 

Gunaratne, C., Baral, N., Rand, W., Garibay, I., Jayalath, C., & Senevirathna, C. (2020). The 

effects of information overload on online conversation dynamics. Computational and 

Mathematical Organization Theory, 26(2), 255–276. 

 https://doi.org/10.1007/s10588-020-09314-9 

Guo, C., & Saxton, G. D. (2014). Tweeting social change: How social media are changing 

nonprofit advocacy. Nonprofit and Voluntary Sector Quarterly, 43(1), 57-79.  

https://doi.org/10.1177/0899764012471585 

Hair, J. F., Ortinau, D. J., & Harrison, D. E. (2010). Essentials of marketing research (2nd ed). 

McGraw-Hill Education. 

Hallahan, K. (1999). Seven models of framing: Implications for public relations. Journal of 

Public Relations Research, 11(3), 205-242. https://doi.org/10.1207/s1532754xjprr1103_02 

Harken, S., Mertins, V., & Urselmann, M. (2023). Online fundraising for NPOs via email 

Marketing – A critical success factors analysis in Germany, Austria, and Switzerland. 

International Review on Public and Nonprofit Marketing, 21(2), 511-538.  

https://doi.org/10.1007/s12208-023-00391-5 

Harris, E. E., Neely, D. G., & Saxton, G. D. (2021). Social media, signaling, and donations: 

Testing the financial returns on nonprofits’ social media investment. Review of Accounting 

Studies, 28(2), 658–688. https://doi.org/10.1007/s11142-021-09651-3 

Haruvy, E. E., & Popkowski Leszczyc, P. T. L. (2023). Social media and nonprofit fundraising: 

The influence of Facebook likes. European Journal of Marketing, 58(1), 33-65. 

https://doi.org/10.1108/ejm-05-2022-0364 

https://doi.org/10.17509/ijost.v9i1.64035
https://doi.org/10.1177/1461444807075015
https://doi.org/10.1016/0148-2963(93)00038-3
https://doi.org/10.1016/j.tourman.2017.10.018
https://doi.org/10.1016/j.chb.2021.107061
https://doi.org/10.1093/jcr/ucx126
https://doi.org/10.1016/j.soscij.2008.07.007
https://doi.org/10.1007/s10502-006-6742-6
https://doi.org/10.2753/joa0091-3367360402
https://doi.org/10.1080/10495142.2022.2066599
https://doi.org/10.1007/s10588-020-09314-9
https://doi.org/10.1177/0899764012471585
https://doi.org/10.1207/s1532754xjprr1103_02
https://doi.org/10.1007/s12208-023-00391-5
https://doi.org/10.1007/s11142-021-09651-3
https://doi.org/10.1108/ejm-05-2022-0364


 

 43 

Hassan, L. M., Shiu, E., & Shaw, D. (2016). Who says there is an intention–behaviour gap? 

Assessing the empirical evidence of an intention–behaviour gap in ethical consumption. 

Journal of Business Ethics, 136(2), 219–236. https://doi.org/10.1007/s10551-014-2440-0 

Hauser, D. J., Ellsworth, P. C., & Gonzalez, R. (2018). Are manipulation checks necessary?. 

Frontiers in psychology, 9, 998. https://doi.org/10.3389/fpsyg.2018.00998 

Hayes, A. F. (2017). Introduction to mediation, moderation, and conditional process analysis: A 

regression-based approach. Guilford Publications. 

Henderson, P. W., Giese, J. L., & Cote, J. A. (2004). Impression management using typeface 

design. Journal of Marketing, 68(4), 60–72. https://doi.org/10.1509/jmkg.68.4.60.42736 

Hirst, D. Eric., Joyce, E. J., & Schadewald, M. S. (1994). Mental accounting and outcome 

contiguity in consumer-borrowing decisions. Organizational Behavior and Human 

Decision Processes, 58(1), 136–152. https://doi.org/10.1006/obhd.1994.1031 

Hoefer, R. (2012). From web site visitor to online contributor: Three internet fundraising 

techniques for nonprofits. Social Work, 57(4), 361–365. https://doi.org/10.1093/sw/sws002 

Homar, A. R., & Cvelbar, L. K. (2021). The effects of framing on environmental decisions: A 

systematic literature review. Ecological Economics, 183, 106950.  

https://doi.org/10.1016/j.ecolecon.2021.106950 

Hommerová, D., & Severová, L. (2018). Fundraising of nonprofit organizations: Specifics and 

new possibilities. Journal of Social Service Research, 45(2), 181–192.  

https://doi.org/10.1080/01488376.2018.1479678 

Hou, J.-R., Zhang, J., & Zhang, K. (2023). Pictures that are worth a thousand donations: How  

emotions in project images drive the success of online charity fundraising campaigns? An 

image design perspective. MIS Quarterly, 47(2), 535–584.  

https://doi.org/10.25300/misq/2022/17164. 

Hou, X., Wu, T., Chen, Z., & Zhou, L. (2022). Success factors of medical crowdfunding 

campaigns: Systematic review. Journal of Medical Internet Research, 24(3), e30189. 

https://doi.org/10.2196/30189 

Huang, H., & Liu, S. Q. (2020). “Donate to help combat covid-19!” How typeface affects the 

effectiveness of CSR marketing? International Journal of Contemporary Hospitality 

Management, 32(10), 3315–3333. https://doi.org/10.1108/ijchm-05-2020-0462 

Huang, Y., Ma, E., & Wang, D. (2021). Message framing strategies, food waste prevention, and  

diners’ repatronage intentions: The mediating role of corporate social responsibility. 

Journal of Sustainable Tourism, 29(10), 1694–1715.  

https://doi-org.ezproxy.aut.ac.nz/10.1080/09669582.2020.1867151 

Ibarra, J. L., Agas, J. M., Lee, M., Pan, J. L., & Buttenheim, A. M. (2018). Comparison of 

online survey recruitment platforms for hard-to-reach pregnant smoking populations: 

Feasibility study. JMIR Research Protocols, 7(4), e101. 

https://doi.org/10.2196/resprot.8071 

Izadi, A., & Patrick, V. M. (2020). The power of the pen: Handwritten fonts promote haptic 

engagement. Psychology & Marketing, 37(8), 1082-1100. 

https://doi.org/10.1002/mar.21318 

Jensen, E., Jones, N., Rabe, M., Pratt, B., Medina, L., Orozco, K., & Spell, L. (2021, August 

12). 2020 U.S. population more racially and ethnically diverse than measured in 2010. The 

United States Census Bureau. https://www.census.gov/library/stories/2021/08/2020-united-

states-population-more-racially-ethnically-diverse-than-2010.html 

Jeong, E. S., Shi, Y., Baazova, A., Chiu, C., Nahai, A., Moons, W. G., & Taylor, S. E. (2010). 

The relation of approach/avoidance motivation and message framing to the effectiveness of 

charitable appeals. Social Influence, 6(1), 15–21.  

https://doi.org/10.1080/15298868.2010.524369 

Johnson, R. B., & Christensen, L. (2019). Educational research: Quantitative, qualitative, and 

mixed approaches. SAGA Publications. 

Jonassen, D. H. (1991). Objectivism versus constructivism: Do we need a new philosophical 

paradigm? Educational Technology Research and Development, 39(3), 5–14.  

https://doi.org/10.1007/s10551-014-2440-0
https://doi.org/10.3389/fpsyg.2018.00998
https://doi.org/10.1509/jmkg.68.4.60.42736
https://doi.org/10.1006/obhd.1994.1031
https://doi.org/10.1093/sw/sws002
https://doi.org/10.1016/j.ecolecon.2021.106950
https://doi.org/10.1080/01488376.2018.1479678
https://doi.org/10.25300/misq/2022/17164
https://doi.org/10.2196/30189
https://doi.org/10.1108/ijchm-05-2020-0462
https://doi-org.ezproxy.aut.ac.nz/10.1080/09669582.2020.1867151
https://doi.org/10.2196/resprot.8071
https://doi.org/10.1002/mar.21318
https://www.census.gov/library/stories/2021/08/2020-united-states-population-more-racially-ethnically-diverse-than-2010.html
https://www.census.gov/library/stories/2021/08/2020-united-states-population-more-racially-ethnically-diverse-than-2010.html
https://doi.org/10.1080/15298868.2010.524369


 

 44 

https://doi.org/10.1007/bf02296434 

Kahneman, D., & Tversky, A. (1979). Prospect theory: An analysis of decision under risk. 

Econometrica, 47(2), 263–292. https://doi.org/10.2307/1914185 

Kahneman, D., & Tversky, A. (1984). Choices, values, and frames. American Psychologist, 

39(4), 341–350. https://doi.org/10.1037/0003-066X.39.4.341 

Kamal, S. S. L. B. A. (2019). Research paradigm and the philosophical foundations of a 

qualitative study. PEOPLE: International Journal of Social Sciences, 4(3), 1386-1394. 

https://doi.org/10.20319/pijss.2019.43.13861394 

Kang, S., & Norton, H. E. (2004). Nonprofit organizations’ use of the World Wide Web: Are 

they sufficiently fulfilling organizational goals? Public Relations Review, 30(3), 279–284. 

https://doi.org/10.1016/j.pubrev.2004.04.002 

Kasri, R. A., & Indriani, E. (2021). Empathy or perceived credibility? An empirical study of 

Muslim donating behaviour through online charitable crowdfunding in Indonesia. 

International Journal of Islamic and Middle Eastern Finance and Management, 15(5), 

829–846. https://doi.org/10.1108/imefm-09-2020-0468 

Kellaris, J. J., Cox, A. D., & Cox, D. (1993). The effect of background music on ad processing: 

A contingency explanation. Journal of Marketing, 57(4), 114-125. 

https://doi.org/10.1177/002224299305700409 

Kennedy A., Sommerfeldt E. (2015). A postmodern turn for social media research: Theory and 

research directions for public relations scholarship. Atlantic Journal of Communication, 

23(1), 31-45. https://doi.org/10.1080/15456870.2015.972406 

Kietzmann, J. H., Hermkens, K., McCarthy, I. P., & Silvestre, B. S. (2011). Social media? Get 

serious! Understanding the functional building blocks of social media. Business Horizons, 

54(3), 241–251. https://doi.org/10.1016/j.bushor.2011.01.005 

Kim, D. H., Spiller, L., & Hettche, M. (2015). Analyzing media types and content orientations 

in Facebook for global brands. Journal of Research in Interactive Marketing, 9(1), 4-30. 

https://doi.org/10.1108/jrim-05-2014-0023 

Kim H. J. (2011). The effects of gender and gain versus loss frame on processing breast cancer 

screening messages. Communication Research, 39(3), 385–412.  

https://doi.org/10.1177/0093650211427557 

Kim, J., & Song, H. (2020). The influence of perceived credibility on purchase intention via 

competence and authenticity. International Journal of Hospitality Management, 90, 

102617. https://doi.org/10.1016/j.ijhm.2020.102617 

Kim, S., Jung, A-R., & Kim, Y. (2020). The effects of typefaces on ad effectiveness considering 

psychological perception and perceived communicator’s power. Journal of Marketing 

Communications, 27(7), 1–26. https://doi.org/10.1080/13527266.2020.1765407 

Kim, S., & Kim, D. (2014). The effects of message framing and source credibility on green 

messages in hotels. Cornell Hospitality Quarterly, 55(1), 64–75.  

https://doi.org/10.1177/1938965513503400 

Koksal, A., Darrat, M., & James, K. (2021). Online donation behavior in nonprofit 

organizations: The role of congruent processing styles. Journal of Philanthropy and 

Marketing, 27(1). https://doi.org/10.1002/nvsm.1708 

Koutromanou, E., Sotirakou, C., & Mourlas, C. (2023). Examining visual impact: Predicting 

popularity and assessing social media visual strategies for NGOs. Online Media and 

Global Communication, 2(4), 594-620. https://doi.org/10.1515/omgc-2023-0025 

Kosslyn, S. M., Reiser, B. J., Farah, M. J., & Fliegel, S. L. (1983). Generating visual images: 

Units and relations. Journal of Experimental Psychology: General, 112(2), 278–303.  

https://doi.org/10.1037/0096-3445.112.2.278 

Kowalczyk, C. M., & Pounders, K. R. (2016). Transforming celebrities through social media: 

The role of authenticity and emotional attachment. Journal of Product & Brand 

Management, 25(4), 345–356. https://doi.org/10.1108/jpbm-09-2015-0969 

https://doi.org/10.1007/bf02296434
https://doi.org/10.2307/1914185
https://doi.org/10.1037/0003-066X.39.4.341
https://doi.org/10.20319/pijss.2019.43.13861394
https://doi.org/10.1016/j.pubrev.2004.04.002
https://doi.org/10.1108/imefm-09-2020-0468
https://doi.org/10.1177/002224299305700409
https://doi.org/10.1080/15456870.2015.972406
https://doi.org/10.1016/j.bushor.2011.01.005
https://doi.org/10.1108/jrim-05-2014-0023
https://doi.org/10.1177/0093650211427557
https://doi.org/10.1016/j.ijhm.2020.102617
https://doi.org/10.1080/13527266.2020.1765407
https://doi.org/10.1177/1938965513503400
https://doi.org/10.1002/nvsm.1708
https://doi.org/10.1515/omgc-2023-0025
https://doi.org/10.1037/0096-3445.112.2.278
https://doi.org/10.1108/jpbm-09-2015-0969


 

 45 

Kumar, A., Bezawada, R., Rishika, R., Janakiraman, R., & Kannan, P. K. (2016). From social to 

sale: The effects of firm-generated content in social media on customer behavior. Journal 

of Marketing, 80(1), 7-25. https://doi.org/10.1509/jm.14.0249 

Kumar, A., & Chakrabarti, S. (2021). Charity donor behavior: A systematic literature review and 

research agenda. Journal of Nonprofit & Public Sector Marketing, 35(1), 1–46.  

https://doi.org/10.1080/10495142.2021.1905134 

Kureshi, S., & Thomas, S. (2018). Testing the influence of message framing, donation 

magnitude, and product category in a cause-related marketing context. Journal of 

Marketing Communications, 1–22. https://doi.org/10.1080/13527266.2018.1528475 

Kurniawati, D. T., Rosita, N. H., & Anggraeni, R. (2021). The role of emotional marketing and 

UTAUT on donation intention through social media. International Journal of Research in 

Business and Social Science (2147-4478), 10(1), 38–46.  

https://doi.org/10.20525/ijrbs.v10i1.1026 

Levin, I. P., Schneider, S. L., & Gaeth, G. J. (1998). All frames are not created equal: A typology 

and critical analysis of framing effects. Organizational Behavior and Human Decision 

Processes, 76(2), 149–188. https://doi.org/10.1006/obhd.1998.2804 

Li, Y. M., & Yeh, Y. S. (2010). Increasing trust in mobile commerce through design aesthetics. 

Computers in Human Behavior, 26(4), 673-684. https://doi.org/10.1016/j.chb.2010.01.004 

Lincoln, Y. S., Lynham, S. A., & Guba, E. G. (2011). Paradigmatic controversies, contradictions, 

and emerging confluences, revisited. In The SAGE handbook of qualitative research (4th 

ed., pp. 97-128). SAGE Publications. 

Liu, L., Suh, A., & Wagner, C. (2018). Empathy or perceived credibility? An empirical study 

on individual donation behavior in charitable crowdfunding. Internet Research, 28(3), 

623–651. https://doi.org/10.1108/intr-06-2017-0240 

Liu, S. Q., Choi, S., & Mattila, A. S. (2019). Love is in the menu: Leveraging healthy restaurant 

brands with handwritten typeface. Journal of Business Research, 98, 289–298. 

https://doi.org/10.1016/j.jbusres.2019.02.022 

Loroz, P. S. (2007). The interaction of message frames and reference points in prosocial 

persuasive appeals. Psychology and Marketing, 24(11), 1001–1023.  

https://doi.org/10.1002/mar.20193 

Lovejoy K., & Saxton G. (2012). Information, community, and action: How nonprofit 

organizations use social media. Journal of Computer-Mediated Communication, 17(3), 

337-353. https://doi.org/10.1111/j.1083-6101.2012.01576.x 

MacKiewicz, J. (2005). How to use five letterforms to gauge a typeface’s personality: A 

research-driven method. Journal of Technical Writing and Communication, 35(3), 291–

315. https://doi.org/10.2190/lqvl-ej9y-1lrx-7c95 

Mackiewicz, J., & Moeller, R. (2004, September). Why people perceive typefaces to have 

different personalities. In International Professional Communication Conference, 2004. 

IPCC 2004. Proceedings. (pp. 304-313). IEEE. 

Majumdar, A., & Bose, I. (2018). My words for your pizza: An analysis of persuasive narratives 

in online crowdfunding. Information & Management, 55(6), 781-794.  

https://doi.org/10.1016/j.im.2018.03.007 

Mano, R. S. (2014). Social media, social causes, giving behavior and money contributions. 

Computers in Human Behavior, 31, 287–293. https://doi.org/10.1016/j.chb.2013.10.044 

Manton, A., Wolf, L. A., Baker, K. M., Carman, M. J., Clark, P. R., Henderson, D., & Zavotsky, 

K. E. (2014). Ethical considerations in human subjects research. Journal of Emergency 

Nursing, 40(1), 92-94. https://doi.org/10.1016/j.jen.2013.11.001 

McGregor, L. M., Ferguson, E., & O’Carroll, R. E. (2012). Living organ donation: The effect of 

message frame on an altruistic behaviour. Journal of Health Psychology, 17(6), 821–832. 

https://doi.org/10.1177/1359105311423862 

Mesch, D. J., Rooney, P. M., Steinberg, K. S., & Denton, B. (2006). The effects of race, gender, 

and marital status on giving and volunteering in Indiana. Nonprofit and Voluntary Sector 

Quarterly, 35(4), 565–587. https://doi.org/10.1177/0899764006288288 

https://doi.org/10.1509/jm.14.0249
https://doi.org/10.1080/10495142.2021.1905134
https://doi.org/10.1080/13527266.2018.1528475
https://doi.org/10.20525/ijrbs.v10i1.1026
https://doi.org/10.1006/obhd.1998.2804
https://doi.org/10.1016/j.chb.2010.01.004
https://doi.org/10.1108/intr-06-2017-0240
https://doi.org/10.1016/j.jbusres.2019.02.022
https://doi.org/10.1002/mar.20193
https://doi.org/10.1111/j.1083-6101.2012.01576.x
https://doi.org/10.2190/lqvl-ej9y-1lrx-7c95
https://doi.org/10.1016/j.im.2018.03.007
https://doi.org/10.1016/j.chb.2013.10.044
https://doi.org/10.1016/j.jen.2013.11.001
https://doi.org/10.1177/1359105311423862
https://doi.org/10.1177/0899764006288288


 

 46 

Metzger, M. J. (2007). Making sense of credibility on the Web: Models for evaluating online 

information and recommendations for future research. Journal of the American Society for 

Information Science and Technology, 58(13), 2078–2091. https://doi.org/10.1002/asi.20672 

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

examination attitudes, intentions, and behavior. Journal of Personality and Social 

Psychology, 52(3), 500–510. https://doi.org/10.1037/0022-3514.52.3.500 

Morgan, D. L. (2007). Paradigms lost and pragmatism regained: Methodological implications of 

combining qualitative and quantitative methods. Journal of Mixed Methods Research, 1(1), 

48–76. https://doi.org/10.1177/2345678906292462 

Mulisa, F. (2022). When does a researcher choose a quantitative, qualitative, or mixed research 

approach? Interchange, 53(1). https://doi.org/10.1007/s10780-021-09447-z 

Nan, X. (2007). The relative persuasive effect of gain- versus loss-framed messages: Exploring 

the moderating role of the desirability of end-states. Journalism & Mass Communication 

Quarterly, 84(3), 509–524. https://doi.org/10.1177/107769900708400307 

Nelson, K. M., Bauer, M. K., & Partelow, S. (2021). Informational nudges to encourage pro-

environmental behavior: Examining differences in message framing and human interaction. 

Frontiers in Communication, 5. https://doi.org/10.3389/fcomm.2020.610186 

Neuman, W. (2014) Social research methods: qualitative and quantitative approaches. Pearson. 

Nonprofits Source. (2024, July 23). 2024 charitable giving statistics, trends & data: The 

ultimate list of charity giving stats | Nonprofits Source. 

https://nonprofitssource.com/online-giving-statistics/#online 

Nonprofit Tech for Good (2023). The 2023 nonprofit tech for good report.  

https://funraise.org/techreport 

Nwogwugwu, C. E., & Ovat, S. V. (2021). Role of gender in students’ perception of research 

and statistics in education: A panacea for sustainable governance. Global Journal of 

Educational Research, 20(2), 139-143. 

Obermiller, C., & Spangenberg, E. (2000). Improving telephone fundraising by use of self‐

prophecy. International Journal of Nonprofit and Voluntary Sector Marketing, 5(4), 365-

372. https://doi.org/10.1002/nvsm.126 

O'Keefe, D. J., & Jensen, J. D. (2008). Do loss-framed persuasive messages engender greater 

message processing than do gain-framed messages? A meta-analytic review. 

Communication Studies, 59(1), 51-67. https://doi.org/10.1080/10510970701849388 

O’Keeffe, G. S., & Clarke-Pearson, K. (2011). The impact of social media on children, 

adolescents, and families. Pediatrics, 127(4), 800–804.  

https://doi.org/10.1542/peds.2011-0054 

Ordanini, A., Miceli, L., Pizzetti, M., & Parasuraman, A. (2011). Crowd‐funding: Transforming 

customers into investors through innovative service platforms. Journal of Service 

Management, 22(4), 443–470. https://doi.org/10.1108/09564231111155079 

Park, Y. S., Konge, L., & Artino, A. R. (2020). The positivism paradigm of research. Academic  

Medicine, 95(5), 690–694. https://doi.org/10.1097/acm.0000000000003093 

Purwandari, B., Khairiyah, L., Purwaningsih, M., Hidayanto, A. N., Budi, N. F. A., & Phusavat, 

K. (2023). Why do people donate online? A perspective from dual credibility transfer. 

International Review on Public and Nonprofit Marketing, 20(2), 393–425.  

https://doi.org/10.1007/s12208-022-00345-3 

Reddick, C. G., & Ponomariov, B. (2012). The effect of individuals’ organization affiliation on 

their internet donations. Nonprofit and Voluntary Sector Quarterly, 42(6), 1197–1223. 

https://doi.org/10.1177/0899764012452670 

Reinhart, A. M., Marshall, H. M., Feeley, T. H., & Tutzauer, F. (2007). The persuasive effects of 

message framing in organ donation: The mediating role of psychological reactance. 

Communication Monographs, 74(2), 229–255. 

https://doi.org/10.1080/03637750701397098 

https://doi.org/10.1002/asi.20672
https://doi.org/10.1037/0022-3514.52.3.500
https://doi.org/10.1177/2345678906292462
https://doi.org/10.1007/s10780-021-09447-z
https://doi.org/10.1177/107769900708400307
https://doi.org/10.3389/fcomm.2020.610186
https://nonprofitssource.com/online-giving-statistics/#online
https://funraise.org/techreport
https://doi.org/10.1002/nvsm.126
https://doi.org/10.1080/10510970701849388
https://doi.org/10.1542/peds.2011-0054
https://doi.org/10.1108/09564231111155079
https://doi.org/10.1097/acm.0000000000003093
https://doi.org/10.1007/s12208-022-00345-3
https://doi.org/10.1177/0899764012452670
https://doi.org/10.1080/03637750701397098


 

 47 

Rosenblatt, D. H., Dixon, H., Wakefield, M., & Bode, S. (2019). Evaluating the influence of 

message framing and graphic imagery on perceptions of food product health warnings. 

Food Quality and Preference, 77, 32–42. https://doi.org/10.1016/j.foodqual.2019.05.003 

Sabate, F., Berbegal-Mirabent, J., Cañabate, A., & Lebherz, P. R. (2014). Factors influencing 

popularity of branded content in Facebook fan pages. European Management Journal, 

32(6), 1001–1011. https://doi.org/10.1016/j.emj.2014.05.001 

Saffer, A. J., Yang, A., Morehouse, J., & Qu, Y. (2019). It takes a village: a social network 

approach to NGOs’ international public engagement. American Behavioral Scientist, 

63(12), 1708–1727. https://doi.org/10.1177/0002764219835265 

Sargeant, A., & Hudson, J. (2008). Donor retention: an exploratory study of door‐to‐door 

recruits. International Journal of Nonprofit and Voluntary Sector Marketing, 13(1), 89-101.  

https://doi.org/10.1002/nvsm.301 

Sargeant, A., & Woodliffe, L. (2007). Individual giving behaviour (pp. 111-144). London: 

Routledge. 

Saxton, G. D., & Wang, L. (2013). The social network effect. Nonprofit and Voluntary Sector 

Quarterly, 43(5), 850–868. https://doi.org/10.1177/0899764013485159 

Sayer, A. (1992). Method in social science: A realist approach. Routledge. 

Schneider, T. R., Salovey, P., Pallonen, U., Mundorf, N., Smith, N. F., & Steward, W. T. (2001). 

Visual and auditory message framing effects on tobacco smoking. Journal of Applied 

Social Psychology, 31(4), 667–682. https://doi.org/10.1111/j.1559-1816.2001.tb01407.x 

Schroll, R., Schnurr, B., & Grewal, D. (2018). Humanizing products with handwritten 

typefaces. Journal of Consumer Research, 45(3), 648–672. 

https://doi.org/10.1093/jcr/ucy014 

Schwandt, T. A. (2001). Dictionary of qualitative inquiry (2nd ed.). Thousand Oaks, CA: Sage. 

Shier, M. L., & Handy, F. (2012). Understanding online donor behavior: The role of donor 

characteristics, perceptions of the internet, website and program, and influence from social 

networks. International Journal of Nonprofit and Voluntary Sector Marketing, 17(3), 219–

230. https://doi.org/10.1002/nvsm.1425 

Singh, S. (2024, July 10). Social media users 2024 (Global data & statistics). DemandSage. 

https://www.demandsage.com/social-media-

users/#:~:text=Which%20Country%20Has%20the%20Most,reach%201.21%20billion%20i

n%202027. 

Small, D. A., & Verrochi, N. M. (2009). The face of need: Facial emotion expression on charity 

advertisements. Journal of Marketing Research, 46(6), 777-787. 

 https://doi-org.ezproxy.aut.ac.nz/10.1509/jmkr.46.6.777%5FJMR6F 

Smith, G. E., & Berger, P. D. (1996). The impact of direct marketing appeals on charitable 

marketing effectiveness. Journal of the Academy of Marketing Science, 24(3), 219-

231.https://doi.org/10.1177/0092070396243003 

Smith, S. M., & Shaffer, D. R. (2000). Vividness can undermine or enhance message 

processing: The moderating role of vividness congruency. Personality and Social 

Psychology Bulletin, 26, 769–779. https://doi.org/10.1177/0146167200269003 

Sorensen, A., Andrews, L., & Drennan, J. (2017). Using social media posts as resources for 

engaging in value co-creation. Journal of Service Theory and Practice, 27(4), 898–922. 

https://doi.org/10.1108/jstp-04-2016-0080 

Stadlthanner, K. A., Andreu, L., Ribeiro, M. A., Font, X., & Mattila, A. S. (2022). The effects of 

message framing in CSR advertising on consumers’ emotions, attitudes, and behavioral 

intentions. Journal of Hospitality Marketing & Management, 31(7), 1–20.  

https://doi.org/10.1080/19368623.2022.2065399 

Statista. (2024, July 5). U.S. average online donation to nonprofits 2021, by subsector. 

https://www.statista.com/statistics/1370535/average-amount-donated-online-subsector-us/ 

Statista. (2024, August 14). U.S. generations: preferred donation channels used for charitable 

giving 2018. https://www.statista.com/statistics/305866/us-generational-comparison-

charitable-contributions-online-giving-channels/ 

https://doi.org/10.1016/j.foodqual.2019.05.003
https://doi.org/10.1016/j.emj.2014.05.001
https://doi.org/10.1177/0002764219835265
https://doi.org/10.1002/nvsm.301
https://doi.org/10.1177/0899764013485159
https://doi.org/10.1111/j.1559-1816.2001.tb01407.x
https://doi.org/10.1093/jcr/ucy014
https://doi.org/10.1002/nvsm.1425
https://www.demandsage.com/social-media-users/#:~:text=Which%20Country%20Has%20the%20Most,reach%201.21%20billion%20in%202027
https://www.demandsage.com/social-media-users/#:~:text=Which%20Country%20Has%20the%20Most,reach%201.21%20billion%20in%202027
https://www.demandsage.com/social-media-users/#:~:text=Which%20Country%20Has%20the%20Most,reach%201.21%20billion%20in%202027
https://doi-org.ezproxy.aut.ac.nz/10.1509/jmkr.46.6.777_JMR6F
https://doi.org/10.1177/0092070396243003
https://doi.org/10.1177/0146167200269003
https://doi.org/10.1108/jstp-04-2016-0080
https://doi.org/10.1080/19368623.2022.2065399
https://www.statista.com/statistics/1370535/average-amount-donated-online-subsector-us/
https://www.statista.com/statistics/305866/us-generational-comparison-charitable-contributions-online-giving-channels/
https://www.statista.com/statistics/305866/us-generational-comparison-charitable-contributions-online-giving-channels/


 

 48 

Stepaniuk, K. (2015). The relation between destination image and social media user engagement 

– Theoretical approach. Procedia - Social and Behavioral Sciences, 213, 616–621. 

https://doi.org/10.1016/j.sbspro.2015.11.459 

Sura, S., Ahn, J., & Lee, O. (2017). Factors influencing intention to donate via social network 

site (SNS): From Asian’s perspective. Telematics and Informatics, 34(1), 164–176. 

https://doi.org/10.1016/j.tele.2016.04.007 

Svensson P., Mahoney T., & Hambrick M. (2015). Twitter as a communication tool for 

nonprofits: A study of sport-for-development organizations. Nonprofit and Voluntary Sector 

Quarterly, 44(6), 1086-1106. https://doi.org/10.1177/0899764014553639 

Tafesse, W. (2016). An experiential model of consumer engagement in social media. Journal of 

Product & Brand Management, 25(5), 424-434.  

https://doi.org/10.1108/jpbm-05-2015-0879 

Tafesse, W., & Wien, A. (2017). A framework for categorizing social media posts. Cogent 

Business & Management, 4(1). https://doi.org/10.1080/23311975.2017.1284390 

Tang, J., Gong, H., Bian, X., Zheng, C., & Yang, X. (2022). Impact of experienced regret on 

donation willingness: Advertising appeal and framing effect. Nonprofit and Voluntary 

Sector Quarterly, 52(6), 1681–1702. https://doi.org/10.1177/08997640221138263 

Tassiello, V., Viglia, G., & Mattila, A. S. (2018). How handwriting reduces negative online 

ratings. Annals of Tourism Research, 73, 171–179. 

https://doi.org/10.1016/j.annals.2018.05.007 

Tavakol, M., & Dennick, R. (2011). Making sense of Cronbach's alpha. International Journal of 

Medical Education, 2, 53. https://doi.org/10.5116/ijme.4dfb.8dfd 

Thomas, S., & Duffett, R. G. (2024). Using social media as a marketing communication 

strategy: Perspectives from health-related non-profit organizations. Journal of Nonprofit & 

Public Sector Marketing, 1–25. https://doi.org/10.1080/10495142.2024.2361342 

Thornton, B., Kirchner, G., & Jacobs, J. (1991). Influence of a photograph on a charitable 

appeal: A picture may be worth a thousand words when it has to speak for itself. Journal of 

Applied Social Psychology, 21(6), 433-445.  

https://doi.org/10.1111/j.1559-1816.1991.tb00529.x 

Tian, F., Labban, A., Shearer, R., & Gai, Q. (2021). The impact of social media activity on 

nonprofit donations in China. VOLUNTAS: International Journal of Voluntary and 

Nonprofit Organizations, 32, 488-497. https://doi.org/10.1007/s11266-019-00168-7 

Tormala, Z. L., & Petty, R. E. (2004). Source credibility and attitude certainty: A metacognitive 

analysis of resistance to persuasion. Journal of Consumer Psychology, 14(4), 427–442. 

https://doi.org/10.1207/s15327663jcp1404_11 

Tugrul, T. O., & Lee, E.-M. (2017). Promoting charitable donation campaigns on social media. 

The Service Industries Journal, 38(3-4), 149–163.   

https://doi.org/10.1080/02642069.2017.1380190 

Tversky, A., & Kahneman, D. (1981). The framing of decisions and the psychology of choice. 

Science, 211(4481), 453–458. https://doi.org/10.1126/science.7455683 

Unkelbach, C. (2007). Reversing the truth effect: Learning the interpretation of processing 

fluency in judgments of truth. Journal of Experimental Psychology: Learning, Memory, 

and Cognition, 33(1), 219–230. https://doi.org/10.1037/0278-7393.33.1.219 

USA facts. (2022, July). US population by year, race, age, ethnicity, & more. USAFacts. 

https://usafacts.org/data/topics/people-society/population-and-demographics/our-changing-

population/ 

Van Rompay, T. J., De Vries, P. W., & Van Venrooij, X. G. (2010). More than words: On the 

importance of picture–text congruence in the online environment. Journal of Interactive 

Marketing, 24(1), 22–30. https://doi.org/10.1016/j.intmar.2009.10.003 

Van Rompay, T. J. L., & Pruyn, A. T. H. (2011). When visual product features speak the same 

language: Effects of shape-typeface congruence on brand perception and price 

expectations*. Journal of Product Innovation Management, 28(4), 599–610. 

https://doi.org/10.1111/j.1540-5885.2011.00828.x 

https://doi.org/10.1016/j.sbspro.2015.11.459
https://doi.org/10.1016/j.tele.2016.04.007
https://doi.org/10.1177/0899764014553639
https://doi.org/10.1108/jpbm-05-2015-0879
https://doi.org/10.1080/23311975.2017.1284390
https://doi.org/10.1177/08997640221138263
https://doi.org/10.1016/j.annals.2018.05.007
https://doi.org/10.5116/ijme.4dfb.8dfd
https://doi.org/10.1080/10495142.2024.2361342
https://doi.org/10.1111/j.1559-1816.1991.tb00529.x
https://doi.org/10.1007/s11266-019-00168-7
https://doi.org/10.1207/s15327663jcp1404_11
https://doi.org/10.1080/02642069.2017.1380190
https://doi.org/10.1126/science.7455683
https://doi.org/10.1037/0278-7393.33.1.219
https://usafacts.org/data/topics/people-society/population-and-demographics/our-changing-population/
https://usafacts.org/data/topics/people-society/population-and-demographics/our-changing-population/
https://doi.org/10.1016/j.intmar.2009.10.003
https://doi.org/10.1111/j.1540-5885.2011.00828.x


 

 49 

Wang, B., Zhang, B., Kandampully, J., Xie, F., & Wang, J. (2024). “Assertive + machine-

written” and “non-assertive + human-written” just feel right: How do language 

assertiveness and typeface interact to impact environmental messaging persuasiveness in 

tourism?. Journal of Sustainable Tourism, 1–23. 

https://doi.org/10.1080/09669582.2024.2388094 

Wang, Y., & Yang, Y. (2020). Dialogic communication on social media: How organizations use 

Twitter to build dialogic relationships with their publics. Computers in Human Behavior, 

104, 106183. https://doi.org/10.1016/j.chb.2019.106183 

Waters, R. D., Burnett, E., Lamm, A., & Lucas, J. (2009). Engaging stakeholders through social 

networking: How nonprofit organizations are using Facebook. Public Relations Review, 

35(2), 102-106. https://doi.org/10.1016/j.pubrev.2009.01.006 

Wathen, C. N., & Burkell, J. (2002). Believe it or not: Factors influencing credibility on the 

Web. Journal of the American Society for Information Science and Technology, 53(2), 

134–144. https://doi.org/10.1002/asi.10016 

White, K., & Peloza, J. (2009). Self-benefit versus other-benefit marketing appeals: Their 

effectiveness in generating charitable support. Journal of Marketing, 73(4), 109–124. 

https://doi.org/10.1509/jmkg.73.4.109 

White, K. M., Poulsen, B. E., & Hyde, M. K. (2016). Identity and personality influences on 

donating money, time, and blood. Nonprofit and Voluntary Sector Quarterly, 46(2), 372–

394. https://doi.org/10.1177/0899764016654280 

Wiepking, P., & Maas, I. (2009). Resources that make you generous: Effects of social and 

human resources on charitable giving. Social Forces, 87(4), 1973–1995. 

https://doi.org/10.1353/sof.0.0191 

Williamson, K., & Johanson, G. (2017). Research methods: Information, systems, and contexts. 

Chandos Publishing. 

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

related beliefs and behaviors: The role of mediating factors. Journal of Applied Social 

Psychology, 31(5), 925–950. https://doi.org/10.1111/j.1559-1816.2001.tb02656.x 

Xiao, A., Huang, Y., Bortree, D. S., & Waters, R. D. (2021). Designing social media fundraising 

messages: An experimental approach to understanding how message concreteness and 

framing influence donation intentions. Nonprofit and Voluntary Sector Quarterly, 51(4), 

832–856. https://doi.org/10.1177/08997640211022838 

Yilmaz, G., & Blackburn, K. G. (2020). How to ask for donations: A language perspective on 

online fundraising success. Atlantic Journal of Communication, 30(1), 32–47. 

https://doi.org/10.1080/15456870.2020.1808660 

Young, J. A. (2017). Facebook, Twitter and Blogs: The adoption and utilization of social media 

in nonprofit human service organizations. Human Service Organizations: Management, 

Leadership & Governance, 41(1), 44–57. https://doi.org/10.1080/23303131.2016.1192574 

Zhang, X., Hu, W., & Xiao, Q. (2021). Influences of medical crowdfunding website design 

features on trust and intention to donate: Controlled laboratory experiment. Journal of 

Medical Internet Research, 23(5), e25554. https://doi.org/10.2196/25554 

Zhang, Y., Dong, C., & Cheng, Y. (2023). How do nonprofit organizations (NPOs) effectively 

engage with the public on social media? Examining the effects of interactivity and emotion 

on Twitter. Internet Research, 33(2), 550-577. https://doi.org/10.1108/INTR-05-2021-0290 

Zhao, L., & Shneor, R. (2020). Donation crowdfunding: Principles and donor behaviour. 

Advances in Crowdfunding: Research and Practice, 145-160.  

https://doi.org/10.1007/978-3-030-46309-0_7 

Zheng, C., Qian, F., Song, J., & Wang, H. (2024). Make the photo in good shape: The matching 

effect of photo shapes and donation appeals on donation intentions. Journal of Retailing 

and Consumer Services, 77, 103657–103657. 

https://doi.org/10.1016/j.jretconser.2023.103657 

Zhu, H., Yin, K., & Yang, L.H. (2020) Effects of beneficiaries’ facial expressions and donor-

beneficiary relationship on donations towards online crowdfunding for charity. Studies of 

Psychology and Behavior, 18(4), 570. 

https://doi.org/10.1080/09669582.2024.2388094
https://doi.org/10.1016/j.chb.2019.106183
https://doi.org/10.1016/j.pubrev.2009.01.006
https://doi.org/10.1002/asi.10016
https://doi.org/10.1509/jmkg.73.4.109
https://doi.org/10.1177/0899764016654280
https://doi.org/10.1353/sof.0.0191
https://doi.org/10.1111/j.1559-1816.2001.tb02656.x
https://doi.org/10.1177/08997640211022838
https://doi.org/10.1080/15456870.2020.1808660
https://doi.org/10.1080/23303131.2016.1192574
https://doi.org/10.2196/25554
https://doi.org/10.1108/INTR-05-2021-0290
https://doi.org/10.1007/978-3-030-46309-0_7
https://doi.org/10.1016/j.jretconser.2023.103657


 

 50 

Appendices 

Appendix A: Ethics Approval 

 



 

 51 

Appendix B: Participant Information Sheet 

 

 

 

 



 

 

 52 

 

 

 

 


