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Abstract:  
Organ and tissue transplantation have become one of the most effective lifesaving procedures 
for people with end-stage organ failure. Hence, considering the quality of life benefits gained 
from transplantation and encouraging people to become organ donors is a critical focus for 
health and social initiatives. This research examines the positive beliefs about organ donation, 
including perceived benefit, and altruism and solidarity in influencing donation intentions. An 
understanding of what motivates individuals to donate and comprehending how their decisions 
are construed is critical to design effective social marketing interventions that can increase the 
number of actual organ donors. The data were collected from a convenience sample of 1022 
via an online questionnaire. Structural Equation Modelling and bias correct bootstrapping 
techniques were used to test the hypothesised relationships. The findings of this study make a 
significant contribution to the existing understanding and knowledge of organ donation and its 
role in influencing pro-social behaviour.  
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Background and Research Aim  
Organ donation is considered a selfless, charity-oriented and purely altruistic act based on 
empathy for those who are in need of a transplant (Morgan & Miller, 2002). Shaw and Webb 
(2015) describe posthumous organ donors as people who give the gift of life, thus reflecting 
the ethic of volunteerism that is central to the system of organ donation. Giving the gift of life 
appears to involve some degree of generosity, which is often undertaken to benefit the recipient 
and without explicit expectations of recompense to the donor (Gill & Lowes, 2008). Deguchi 
(2002) states that successful organ transplantation will actually save the life of the organ 
recipient. Therefore, the gift in the donation is not simply the organ, but also more related to 
giving life itself. The lack of external rewards or reciprocity as well as donating to a stranger 
suggests that posthumous organ donation can be motivated by the following beliefs and desires: 
an altruistic desire to help others; to alleviate suffering; to allow something positive to come 
out of death; to increase the availability of organs; to save or improve the lives of the recipients; 
a sense of obligation (Godin, Bélanger-Gravel, Gagné, & Blondeau, 2008); an empathy toward 
the needy; a civil duty; a form of charity; a virtuous act or a type of sacrifice (Mongoven, 2003).  
  
Why would a person donate their blood or organs, give money, or time for the benefit of others? 
According to the TRA, individuals’ decisions can be grounded in subjective utility and 
costbenefit rationality (Fishbein & Ajzen, 2011). White and Peloza (2009) state that the benefits 
and barriers are usually evaluated before making a decision, and are more likely to engage in 
the behaviour if the benefits of doing so outweigh the costs. Al-Suqri and Al-Kharusi (2015) 
suggested that considering the appeals of other benefits can provide a better understanding of 
people’s intentions to act above self-interested rationality alone. An understanding of what 
motivates or encourage individuals to donate as well as comprehending how they construe their 
decisions is critical to design effective social marketing interventions that can increase the 
number of actual organ donors, and ultimately reduce the number of patients on transplant 
waiting lists (Veloso, Rodrigues, Resende, & Rezende, 2017). Therefore, this research 
investigates the non-cognitive values and positive beliefs about organ donation that were 
included in the conceptual model comprised of self-benefit and other-benefit appeals in 
influencing donation intentions, as well as, altruism and solidarity. This study seeks to explore 
the influence of these factors in the decision-making. The positive beliefs about donation may 
be the key factors that differentiate individuals who intend to sign donor cards or discuss their 
donation wishes with their family from those who do not intend to sign donor cards or even to 
engage in a family discussion. This research aims to address the following research question:  
  
RQ1: To what extent do factors such as altruism and solidarity, and perceived benefits act as 
motivators towards organ donation?  
  
Research Method  
This study applied a quantitative method, and the data was gathered from a convenience sample 
of 1022 via an online questionnaire. The relationships between the constructs of the proposed 
conceptual model were tested using Structural Equation Modelling (SEM) and bias correct 
bootstrapping techniques. Several alternative models were compared to confirm the mediation 
effects. Given low donor card registration rates of the sample, as expected, the majority of the 
participants were largely representative of non-registered organ donors 93.3% (n = 954), with 
the remaining respondents identifying as a registered donor 6.7% (n = 68). Of those who stated 
that they were not currently registered as an organ donor, 34.2% (n = 350) stated an intention 
to become organ donors but hadn’t signed donor cards yet, compared with 41.3% (n = 422) that 
were still undecided and 17.8% (n = 182) who refused to donate.  

1391



Results, Discussion, Recommendations, Contributions  
The empirical results of this study reveal that perceived self-benefits (e.g., positive feeling of 
pride and self-approval) and other-benefits (e.g., saving or improving the lives of others) are 
the strongest and most robust predictors of attitudes towards donation (β = .80, P < .001, t = 
19.93). This finding confirms the importance of perceived benefits on influencing the donation 
decision as suggested in prior studies (Cohen & Hoffner, 2013; White & Peloza, 2009). This 
provides an opportunity for government agencies and health communicators to position the act 
of organ donation as helping to reduce the suffering and quality of life of others who are 
seriously ill or to highlight the value that healthy organs of deceased persons should not be 
wasted. It is important to use the motivation function approach and informative research to 
guide health message designs. It was found that if the health message addresses the motivation 
function that an individual holds, the messages become more persuasive and have higher 
quality (Joshi & Stevens, 2017). Moreover, White and Peloza (2009) show that the 
effectiveness of both self-benefits and other-benefits appear to encourage positive donor 
support. From a psychological point of view, performing pro-social and altruistic acts found to 
benefit the donors by increasing their feelings of personal satisfaction or gaining social 
approval. Therefore, increasing positive attitudes can be achieved by explaining the potential 
benefits to the donors. For example, participation in an altruistic act can help to promote 
heightened feelings of self-worth and improved self-image (Cohen, 2010).   
  
Furthermore, altruism and solidarity were the determinants for an individual to feel favourably 
towards donating organs, as altruistic values increase, attitudes become more favourable (β 
=.64, P < .001, t = 8.22). This present finding is consistent with previous research suggesting 
that one’s altruistic values have a strong impact on attitude and the tendency to become organ 
donors (Mostafa, 2010; Nijkamp, Hollestelle, Zeegers, van den Borne, & Reubsaet, 2008; 
Strahilevitz, 2011). In order to facilitate individuals’ behavioural intentions to donate organs, 
it is important to change the values underlying the value-expressive function by addressing 
altruistic values in messages, for instance, suggesting that non-registration is incompatible with 
one’s values. An example of a successful campaign is the American Red Cross (2006) that 
notes “I can’t say we’ve ever met, but I will give you my blood” (Anker, Feeley, & Kim, 2010). 
To increase public discussion and involvement in this issue, it has been suggested that key 
influential figures and role models trusted by the community are advocated as the best 
promoters for organ donation, and this may create greater acceptance by the community.  
Respected and valued government officials have the capability to influence organ donation 
decision-making on talk-back programs or advertisements, leveraging benefits and altruistic 
values of organ donation while simultaneously reducing perceived risks and advocating for 
greater discussion with families (Kelly, Morgan, & Coule, 2014).   
  
This study has addressed a number of criticisms of the existing organ donation literature, such 
as the absence of using a strong and well-validated underlying conceptual or theoretical 
framework, the lack of considering important cognitive and emotional influences, and the 
dearth of research in the Marketing context. In light of the scant marketing research on 
individual decision-making for posthumous organ donation, this study discusses and delineates 
the underlying mechanisms of individuals’ attitudes and intentions to sign donor cards and to 
discuss their organ donation wishes. The findings of this study make a significant contribution 
to the existing understanding and knowledge of organ donation and its role in influencing 
prosocial behaviour. This study also represents an important step towards understanding the 
individual’s decision-making process and has assisted in developing more audience-oriented 
programs, which could ultimately help to increase the actual donation behaviour.   
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