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Abstract
Individual, micro-level attitudes towards nonprofit organizations
(NPOs) can have many potential determinants. In this study, we
explore the impact of three categories of potential determinants of
attitudes towards NPOs: Political cleavages (the cultural integration vs.
demarcation cleavage and the economic integration vs. demarcation
cleavage); religiosity and spirituality; and values (the survival vs. selfexpression value dimension). Based on a representative survey in
Switzerland, we estimate the impact of those factors for five different
attitudinal dimensions and six different NPO types. The Bayesian
model estimates show that all three categories of determinants have
small to moderate impact. The effects of religiosity, spirituality, the selfexpression value dimension, and of economic integration are generally
positive. The effects of the survival value dimension and of cultural
demarcation are generally negative, with the exception of the NPO
type of professional associations.
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Introduction: Where do attitudes towards
NPOs come from?

Not all people in a given society care about nonprofit-organizations (NPOs)
to the same degree and in the same manner. Trivial though this observation
may be, it is not easy to explain: The reasons why people care or do not care
about NPOs are not all that obvious. From a general meta-theoretical point
of view, one could attempt to embed the question of attitudes towards NPOs
in one of three conceptual frameworks.
In a macro-level framework, the relationship between the general population and NPOs can be thought of, for example, as a relationship of demand
and supply [1, 2]. From this perspective, attitudes towards NPOs reflect
differential preferences within the population. The closer an NPO matches
a person’s utility function, the more positive the attitudes of that person
towards that NPO is going to be. Both NPOs and the general population
are rational actors within this perspective, meaning that NPOs have their
own utility functions that they are trying to realize the best they can, given
the preference within the population. From this market-based understanding
of NPOs, the genesis of preferences within the population is random noise;
what matters is not where preferences come from, but rather how rational
actors make decisions based on their preferences. Macro-level theoretical
perspectives are not limited to market-based approaches. For example, with
a quasi-evolutionary ecological approach [3], different kinds of NPOs can be
thought of as different populations of NPOs that have different fitness properties with regard to their environment. The environment, in this case, consists
of the attitudes of the general population towards NPOs. Again, however,
the attitudes towards NPOs within the general population are thought of as,
essentially, random noise.
In a meso-level framework, the locus of interest are the specific actions
of NPOs as organizations. More specifically: The actions and strategies
implemented by NPOs in order to reach and affect the general population or
target population(s) within the general population. From this perspective,
marketing efforts by NPOs play an important role in reaching stakeholders and
in shaping their attitudes [4, 5, 6]. There is evidence that marketing efforts, in
a broad sense, have an observable impact on how NPOs are perceived within
their target population(s) and thus on their performance [7, 8, 9, 10, 11].
Furthermore, given a plethora of evidence from cognitive psychology and
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behavioral economics [12], we can be reasonably confident that being exposed
to information can affect preferences and thus have an impact on attitudes.
However, in such a meso-level framework, the actions of NPOs are of central
interest and human preferences are essentially conceptualized as a blank
canvas that is painted by external stimuli.
Attitudes within the general population are neither just random noise
nor are they simply a blank canvas. That is why a micro-level framework
of individual traits and motivations as drivers of attitudes towards NPOs
provides additional explanatory power. In this study, we adopt just such a
perspective.

1.1

Micro-level traits and motivations that shape attitudes towards NPOs

Micro-level reasearch about attitudes towards NPOs is mostly focused on
factors that influence people’s willingness to donate money to and their
willingness to volunteer for nonprofit organizations and causes. There is
evidence that a number of factors play a role in shaping donation and volunteering willingness. These factors can roughly be grouped into four categories:
Socio-demographics, social contexts, personality traits, and attitudinal factors.
The common socio-demographic factors that have been found to have
an impact are gender, ethnicity, age, income, and educational background
[13, 14, 15, 16, 17, 18]. Social contexts are social factors that have an impact
on attitudes towards NPOs, such as the feeling of belonging to a community
[14, 19], prior engagement in and social ties to NPO activities [20] or, more
generally, greater levels of social capital [21, 22], as well as social incentives
such as social conformity and social exchange [23, 24]. Personality traits refer
to the impact of the “Big Five” personality traits [25]. There is some evidence
that greater levels of agreeableness, opennes and extraversion have a generally
positive impact on volunteerism and on donation willingness [14, 24, 26]. The
group of attitudinal factors consist of general attitudinal dimensions that are
not directly related to attitudes towards NPOs. For example, a rather strong
and consistent finding is the positive effect of religiosity on attitudes towards
NPOs [27, 28, 29]. Another attitudinal factor that has an impact on attitudes
towards NPOs are political attitudes: People who identify as conservative
are prone to greater levels of charitable giving and volunteering than liberals
[30, 31]. A third relevant attitudinal dimension are values. There is some
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evidence that pro-social values have a positive impact on the formation of
positive attitudes towards NPOs [32, 5].
The goal of the present study is to contribute to the understanding of the
impact of micro-level attitudinal factors. More specifically, we are measuring
the impact of political cleavages, of religiosity as well as spiritualiy, and of
values. In the following subsections, we briefly explain the rationale behind
those attitudinal dimensions and the research questions we aim to address.

2

Research questions

2.1

Impact of political cleavages

Political attitudes can refer to any number of things: Party prefernce, ideological self-identification, preferences on legislative matters, philosophical
principles, and so forth. Depending on one’s specific understanding and
operationalization of political attitudes, political attitudes can refer to very
different concepts. One problem of this conceptual vagueness of political
attitudes ist that the resulting measurements can be very context-specific
and not very insightful from a comparative perspective. For example, party
affiliation in a dual-party system like the United States is not comparable to
party affiliation in a European-style multi-party system.
Instead of looking at political attitudes in a broad and vague manner, we
are interested in the impact of a more narrow concept: Political cleavages [33].
Political cleavages are policy dimensions that have strong saliency within a
population. The cleavage structure within Western democracies has been
changing for the past several decades. Traditional cleavages have gradually
been superseded by the globalization-induced cleavages of cultural integration
vs. demarcation and economic integration vs. demarcation [34, 35, 36].
The attitudes towards the policy dimenions of culture and economy are at
least somewhat generalizable, because those cleavages are present in different
Western countries.
The reasearch question related to political attitudes we aim to answer in
this study is the following:
• What is the impact of political attitudes, understood in terms of the
culture and economy cleavages, on attitudes towards NPOs?
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2.2

Impact of religiosity and spirituality

Religiosity has been found, as mentioned above, to have a consistent positive
effect on volunteering and donating activities. In our study, we include the
dimension of religiosity as a predictor of attitudes towards NPOs. Religiosity,
however, is not the only category of transcendental belief-system – significant
portions of the populations in Western countries consider themselves “spiritual”
to some degree [37]. Spirituality is an inherently imprecise, fuzzy concept [38]
that only partially correlates with religiosity. But the fact that considerable
proportions of Western populations consider themselves to be spiritual means
that the concept of spirituality has, at the very least, some identity-building,
performative power.
The fuzzy nature of spirituality makes it difficult to predict its impact on
attitudes towards NPOs. Including both spirituality and religiosity in our
analysis allows us to directly compare the effects of these two dimensions.
If, for example, religiosity and spirituality showed similar effects, then the
underlying causal mechanisms might be similar. If the effects are not similar,
that could indicate that religiosity and spirituality represent distinct causal
mechanisms.
The research question related to religiosity and spirituality we aim to
answer is the following:
• What is the impact of religiosity and spirituality on attitudes towards
NPOs?

2.3

Impact of values

Values are a higher-order, generalized conceptualization of desirability of
states in the world and of the morality of actions. Values are the foundation
upon which specific preferences are generated [39]. Values act as a kind of
“moral compass”: The specific attitudes we adopt towards some objects or
propositions are based on our values. The value dimension we explore in this
study is based on a Maslowian understanding of needs [40]. From such a
perspective, people form values on a survival vs. self-expression dimension,
contingent on the degree of fulfillment of needs during their socialization. This
mechanism of value formation is supported by observations of intergenerational
value change [41, 42, 43, 44].
The relation of the survival vs. self-expression value dimension to attitudes
towards NPOs has, so far, not been thoroughly explored and we do not yet
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know what effect, if any, there is. For example, it could be expected that a
tendency towards survival has a negative impact on attitudes towards NPOs,
since one is preoccupied with their own material needs and can spare no
time or other resources on altruism. On the other hand, it could also be
plausibly expected that a tendency for self-expression means a tendency for
an egocentric, non-communitarian outlook on life, resulting in a negative
effect on attitudes towards NPOs.
The research question related to values we aim to answer is the following:
• What is the impact of the survival vs. self-expression value dimension
on attitudes towards NPOs?

3

Design, data and methods

In order to answer our research questions, we have conducted a representative
survey among the Swiss population. Before delving into the data collection
process, we first need to clarify how we have operationalized the response
(dependent) and predictor (independent) variables.

3.1

Typology of NPOs

The survey participants of this study were not asked about their attitudes
towards NPOs in general. Instead, they were asked about their attitudes
towards six different types of NPOs. These six types are: Professional
associations, charities, religious organizations, political organizations, cultural
organizations, and sports organizations.
The typology we use is a simplified version of the typology proposed in
the International Classification of Non-profit Organizations (ICNPO) [45, 46].
We have opted for a simplified typology for two reasons. First, the full ICNPO
typology is too complex to be meaningfully applied in a survey. Second, our
simplification aims to employ a most different systems logic [47]: We have
included NPO types that are so distinct from one another that no confusion
should arise.

3.2

Operationalizing attitudes towards NPOs

Our operationalization of attitudes towards NPOs consists of five dimensions
in total. The survey items that correspond to these five dimensions are
6

summarized in Table 1.
Table 1: Operationalization of attitudes towards NPOs.
Item

Question

Item scale

General interest

How interested are you, generally, in the following types of NPOs?
How likely are you to join one of the following types of NPOs as a member in the next 12
months?
How likely are you to donate to one of the following types of NPOs in the next 12 months?
How likely are you to volunteer for one of the
following types of NPOs in the next 12 months?
How much would you like to work professionally
for one of the following types of NPOs?

1 – 10

Membership

Donating
Volunteering
Professional work

1 – 10

1 – 10
1 – 10
1 – 10

The first dimension of attitudes towards NPOs is general interest. General
interest in and of itself is not very informative, but it is a simple approximation
of salience. With the next three items, we measure how likely the participants
are to engage in specific actions pertainint to NPOs: Joining an NPO as a
member, donating money to an NPO, and volunteering for an NPO. With
the final item, we measure how interested the study participants are to work
professionally for an NPO. Volunteering, donating, and becoming a member
are traditional activities associated with the nonprofit sector [48, 49, 50, 51].
Professional paid work might not be as prevalent an activity as donating
or volunteering, but it is a relevant part of the NPO ecosystem nonetheless
[52, 53], which is why we include it as an attitudinal dimension.

3.3

Operationalizing political attitudes, religiosity and
spirituality, and values

We have operationalized political cleavages of cultural integration vs. demarcation and of economic integration vs. demarcation with two items, as
summarized in Table 2.
The culture item is about immigration, and the economy item is about
deregulation. We have phrased the deregulation question the way we did in
order to minimize “contamination” with the cultural cleavage. For example,
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Table 2: Operationalization of political cleavages.
Item

Question

Culture

What do you think: Do we have too much immi- 1 – 10
gration in Switzerland?
What do you think: Should we loosen and get rid 1 – 10
of laws in order to stimulate economic growth?

Economy

Item scale

economic integration could also be measured by asking how the participants
feel about the free movement of workers across borders for the sake of companies. Such an item, however, would possibly tap into the cultural cleavage
dimension. The two items in Table 2 barely correlate (the correlation coefficient is 0.08), so they it is unlikely that they are measuring the same
dimension.
The operationalization of religiosity and spirituality is done with two
simple items, as summarized in Table 3.
Table 3: Operationalization of religiosity and spirituality.
Item

Question

Item scale

Religiosity
Spirituality

How religious would you say you are?
How spiritual would you say you are?

1 – 10
1 – 10

The items for religiosity and spirituality correlate moderately (the correlation coefficient is 0.50). This is in line with the fuzzy nature of spirituality:
Not all religious people are spiritual, and not all spiritual people are religious,
but some people are both religious and spiritual.
The operationalization of the survival vs. self-expression value dimension
consists of two items as well, as summarized in Table 4.
These two items have some degree of correlation (the correlation coefficient
is 0.39), possibly indicating that they do not measure the opposite ends of
one dimension. For that reason, we have not combined both items into a
single scale but kept them separate in the data analysis. We suspect that the
phrasing of both items was somewhat loaded and elicited an acquiescence
effect.
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Table 4: Operationalization of the survival vs. self-expression value dimension.
Item

Question

Self-actualization

How important is realizing your ideas, ambitions, 1 – 10
and dreams to you?
How important is having a stable and secure 1 – 10
income to you?

Income

3.4

Item scale

Additional variables

In addition to the variables described in the previous subsections, we have
included a number of additional control variables in our analysis. They are
summarized in Table 5.
Table 5: Control variables for the analysis.
Item

Question

Item scale

Age
Sex
Language
Education level

How old are you?
What is you sex?
Language region (automatically detected)
On what level is the latest educational
degree that you have obtained?
Political position- Where do you see yourself politically on a
ing
scale from left to right?

number (integral)
female, male
German, French
primary, secondary,
tertiary
1 (left) – 7 (right)

Age, (biological) sex and educational level are socio-demographic variables
that have been shown, in prior research, to have an impact on attitudes
towards NPOs. We did not collect any ethnic data in the survey, but we
included the information about the primary language of the participants
(either German or French). The Swiss language divide is not an ethnic one,
but an important cultural one. Finally, we have also included a measure of
political self-assessment on a left to right scale. This political positioning item
correlates only weakly with the economic cleavage item (0.14) and moderately
with the immigration cleavage item (0.38).
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3.5

Data collection

In order to explore our research question, we have conducted an online survey
among residents of the German- and French-speaking parts of Switzerland.
The survey was fielded in February 2017 through a general population online panel curated by a market research firm1 , and 735 participants have
participated. Surveys that rely on online panels apply so-called nonprobability sampling [54], meaning that not every member of the target population
has an equal probability of being included in the survey sample. A consequence of nonprobability sampling is that one cannot calculate survey variance
(popularly referred to as “margin of error”). However, through a Bayesian
approximation, it is possible to estimate so-called Bayesian credible intervals
for online panel-based surveys [55]. The credible interval for the survey used
in this study is 3.7%. 75% of the survey respondents reside in the Germanspeaking part of Switzerland, and the other 25% in the French-speaking
part. 49.9% of respondents are women, and the mean and median ages of all
respondents are 43.8 and 45, respectively. The survey sample resembles the
Swiss population closely, and we have decided against post hoc adjustments
such as post-stratification or raking [56].

3.6

Data analysis and researcher degrees of freedom

There are five outcome variables of interest, the five dimensions of attitudes
towards NPOs. We have estimated the impact of the predictor variables
on the five response variables, and we did so for each of the six NPO types
separately. Overall, this results in 30 separate models.
We have estimated these models in the form of Bayesian regression models
[57]. The specific form of our models is the following:
y ∼ N (µ, σ)
µ = α + βx
α ∼ N (0, 5)
β ∼ N (0, 5)
σ ∼ Cauchy(0, 2.5)
1

Innofact AG, http://innofact.ch/
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The above model is fairly simple: We use a normal distribution as the
sampling distribution (noise distribution), and very broad, noncommittal
priors both for the intercept α and the coefficients β. The prior for the
standard deviation σ is also vague, a half-Cauchy distribution trunkated at
zero [58]. All in all, this model puts great emphasis on the data and hardly
any on the priors.
We have performed the model estimation with the package rstanarm [59]
within the computational environment R [60]. The rstnarm package is based
on the probabilistic programming language Stan [61]. We have estimated all
30 models with 1000 warmup and 1000 sampling iterations for four separate
sampling chains. The sampling chains for all models converged sucessfully, as
indicated by the potential scale reduction factor [62] of 1.0 for all estimates
of all models.
In any data analysis context, so-called researcher degrees of freedom [63]
pose a challenge and a problem: Choices made prior to, during, and after the
data analysis have a strong impact on the outcomes of the data analysis as
well as the interpretation of the outcomes. In our data analytic approach,
we have not engaged in any form of data dredging [64] at any point of the
data analysis. Furthermore, we have avoided so-called p-hacking [65] both
in a direct (our Bayesian approach does not produce frequentist p-values)
and an indirect way (we estimated the model as presented above in all 30
estimation instances, without any post hoc modifications to the data or the
model). The main researcher degrees of freedom in our analysis pertain to
the model specification. We posit a model that is as sparse as possible, and
the priors we have chosen are very broad, non-specific priors that lie in the
range of the plausible.

4

Results

We present the results of the model estimations in graphical form. In each of
the following subsections, the chart of interest contains the model estimates
for one of the five dimensions of attitudes towards NPOs. The model estimates
for the six different NPO types per response variable are all contained within
a single chart; the different NPO types can be discerned by the different
colors.
The charts contain two pieces of information. The first are the mean
values for the parameter estimates, represented as dots. The second are the
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so-called 95% credible intervals, represented as lines. Credible intervals are
what researches often believe confidence intervals to mean [66]: The interval
in which the true value of the parameter, given the data and the model, lies
with some probability, in this case with 95% probability.

4.1

General interest in NPOs

The estimation results for the six models with general interest in NPOs as
the response variable are summarized in Figure 1.
Figure 1: Parameter estimates for the six models with interest in NPOs as the
response (dependent) variable.
Interest in NPOs
Values:
Self−Actualization
Values:
Income
Religiosity

Spirituality

Parameter

NPO type
Politics:
Position (Right)

Sports organizations
Religious organizations

Politics:
Immigration

Professional associations
Political organizations

Politics:
Economy

Cultural organizations
Charities

Language (F)

Sex (f)

Education

Age
−1.0

−0.5

0.0

0.5

1.0

Estimate

The first two variables, the self-actualization and the income variables,
have unequal impact. Self-actualization has a robust, consistent effect for
sports organizations, cultural organizations, and charities (in that the 95%
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credible interval line does not cross zero). The importance of income, on the
other hand, has no consistent effect for any of the NPO types.
Religiosity and spirituality are similar in the direction of their impact:
They have a positive effect for some NPO types, but not for the same ones.
Most notably, religiosity has a very strong effect on the interest in religious
organizations, whereas spirituality has no such effect.
The political variables have different kinds of impact. The further one
positions themselves to the right, the lower the interest in professional associations and in charities. The stronger someone believes that there is too much
immigration, the lower their interest in political and religious organizations
as well as in charities. The stronger someone is in favor of deregulation, the
more likely they are to be interested in sports organizations.
Among the socio-demographic variables, belonging to the French-sepaking
part of Switzerland and being female tend to have negative impact on some
NPO types. The effect of sex is strongly negative for sports organizations and
political organizations, but positive for charities. One additional educational
level tends to increase interest in NPOs; the effect is consistent for professional
associations and cultural organizations. Age has, overall, small and noisy
effects; it is robust only for sports organizations: The younger someone is,
the greater their interest in sports organizations.

4.2

Becoming a member

The estimation results for the six models with interest in joining an NPO as
the response variable are summarized in Figure 2.
The effects are not dissimilar to the results for general interest. In terms
of values, self-actualization once again has some positive effects, albeit weaker
ones and for fewer NPOs, only for cultural organizations and charities. The
importance of income has a small negative effect for all NPO types except
professional associations and charities. This could indicate that people who
put greater importance on a stable income are hesitant to join NPOs because
membership usually is not free.
The effects of religiosity and spirituality are both positive. However, the
effect of religiosity on the interest in joining a religious organization is stronger
than the effect of spirituality.
The self-positioning on the lef-right scale as well as the the attitude
towards immigration have no consistent effect on any NPO type. That is
not true, however, for the deregulation variable: People who are in favor
13

Figure 2: Parameter estimates for the six models with interest in becoming a
member of an NPO as the response (dependent) variable.
Membership in NPOs
Values:
Self−Actualization
Values:
Income
Religiosity

Spirituality

Parameter

NPO type
Politics:
Position (Right)

Sports organizations
Religious organizations

Politics:
Immigration

Professional associations
Political organizations

Politics:
Economy

Cultural organizations
Charities

Language (F)

Sex (f)

Education

Age
−1.0

−0.5

0.0

0.5

1.0

Estimate

of deregulation tend to be more willing to join just about every NPO type
except charities.
The socio-demographic variables have effects that are somewhat surprising
given their effects on general interest. Most notably, being in the Frenchspeaking part of Switzerland now has a positive effect for several NPO types,
whereas it had no effect or negative effects on general interest. The effect of
sex is similar as before: Being female has a strong negative impact on the
willingness to join sports or political organizations. The previously observable
positive effect of the level of education is present only for charities. Finally,
age has a more pronounced negative effect: The younger someone is, the more
likely they are to join a sports organization or a professional association.
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4.3

Donating

The estimation results for the six models with donation intention as the
response variable are summarized in Figure 3.
Figure 3: Parameter estimates for the six models with donation intention as the
response (dependent) variable.
Donating to NPOs
Values:
Self−Actualization
Values:
Income
Religiosity

Spirituality

Parameter

NPO type
Politics:
Position (Right)

Sports organizations
Religious organizations

Politics:
Immigration

Professional associations
Political organizations

Politics:
Economy

Cultural organizations
Charities

Language (F)

Sex (f)

Education

Age
−1.0

−0.5

0.0

0.5

1.0

Estimate

The self-actualization and income variables have similar effects as before.
The more someone values self-actualization, the more likely they are to donate
– but only to charities. The more one values a stable income, on the other hand,
the less likely they are to donate, to religious and political organizations.
Religiosity and spirituality are different when it comes to donating.
Whereas being more spiritual has no effect at all, being more religious makes
one more likely to donate to all NPO types, especially to religious organizations.
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The political self-positioning has a somewhat robust negative effect only
for charities: The more one locates themselves to the right, the less likely
they are to donate to charities. A slight negative effect for charities is also
present for the immigration variable, along with a negative effect for cultural
variables. For professional organizations, on the other hand, there is a slight
positive effect. The deregulation variable, once again, has a small positive
effect for most NPO types except for charities.
The socio-demographic variables have fewer consistent effects for donation
intention than they did for the other response variables. Language has no
consistent effect at all, and being female has a negative effect only for political
organizations. Higher educational levels, however, have a positive effect
both for charities and, rather strongly, for cultural organization. Age has no
consistent effect for any of the NPO types.

4.4

Volunteering

The estimation results for the six models with volunteering intention as the
response variable are summarized in Figure 4.
The estimation results for the volunteering intentions are similar to the
results for donation intentions. Self-actualization has a positive effect for
cultural organizations and charities, whereas the income variable has a negative
effect for all NPO types except professional and cultural organizations.
Religiosity and spirituality differ once again. Religiosity has a positive
impact on the volunteering intention for all NPO types, especially religious
organizations. Spirituality, in contrast, only has a positive impact on the
volunteering intention for cultural organizations and charities.
The effects of the left-right self-assessment and of the immigration variable
are similar to the donation intentions. Seeing oneself more to the right has a
negative impact on the volunteering intention for charities. Similarly, believing
that there is too much immigration has a positive impact on the volunteering
intentions for professional associations and a negative impact for charities.
The effects of the deregulation variable are, once again, positive, this time for
all NPO types.
Among the socio-demographic variables, some common patterns of effects
are observable. Being from the French-speaking part of Switzerland has a
positive efect for cultural organizations, and being female has a negative
effect for sports and for political organizations. A higher education level has,
once again, a positive effect, but only for cultural organizations. Age has a
16

Figure 4: Parameter estimates for the six models with volunteering for an NPO
as the response (dependent) variable.
Volunteering for NPOs
Values:
Self−Actualization
Values:
Income
Religiosity

Spirituality

Parameter

NPO type
Politics:
Position (Right)

Sports organizations
Religious organizations

Politics:
Immigration

Professional associations
Political organizations

Politics:
Economy

Cultural organizations
Charities

Language (F)

Sex (f)

Education

Age
−1.0

−0.5

0.0

0.5

1.0

Estimate

slight, but robust negative effect for sports organizations and for professional
associations.

4.5

Interest in professional work

The estimation results for the six models with interest in working professionally
for an NPO as the response variable are summarized in Figure 5.
The self-actualization variable has, once again, a positive effect for cultural
organizations and for charities. The income variable, on the other had, once
again has negative effects, namely for religious and political organizations.
The results for religiosity and spirituality are very similar to the previous
ones. Religiosity has a consistently positive effect for all NPO types, especially
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Figure 5: Parameter estimates for the six models with interest in professional
work for an NPO as the response (dependent) variable.
Working for NPOs
Values:
Self−Actualization
Values:
Income
Religiosity

Spirituality

Parameter

NPO type
Politics:
Position (Right)

Sports organizations
Religious organizations

Politics:
Immigration

Professional associations
Political organizations

Politics:
Economy

Cultural organizations
Charities

Language (F)

Sex (f)

Education

Age
−1.0

−0.5

0.0

0.5

1.0

Estimate

for religious organizations. Spirituality, on the other hand, has a positive
effect only for cultural organizations and for charities.
The general direction of effects for the left-right self-assessment and for
the immigration attitude is similar to the previous effects. Seeing oneself
as more to the right has a negative impact on the interest in working for
charities, and being of the opinion that there is too much immigration has a
negative impact for cultural organizations and for charities. Being in favor of
deregulation has, once again, positive effects, but this time only for sports
and for cultural organizations.
Among the socio-demographic variables, the most noticeable pattern of
effects is present for educational level: The higher someone’s educational
level, the more interested they are in working for any NPO, especially for
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cultural organizations and for professional associations. Being from the Frenchspeaking part of Switzerland has a negative effect for religious organizations,
but a positive effect for cultural organizations. The effects of sex follow a
similar pattern as for the other response variables: Being female has a strong
negative effect for sports organizations and a less strong, but still notable
effect for political organizations. Age has, once again, a negative effect for
sports organizations and for professional associations: The younger someone
is, the more likely they are to be interested in working for one of those two
NPO types.

5

Discussion

In the previous sections, we have presented the results of the model estimations. Even though the results of the 30 model estimations contain a lot
of information, the main insights from the results allow us to answer our
research questions.

5.1

The impact of political cleavages

We have operationalized political cleavages with two items, one for the cultural
integration vs. demarcation cleavage and one for the economic integration vs.
demarcation cleavage. The item for the cultural cleavage, the attitude towards
immigration, tends to have a negative impact on attitudes towards some kinds
of NPOs. For all five dimensions of attitudes towards NPOs, being of the
opinion that there is too much integration has a negative impact for charities
and, in most cases, for cultural organizations. Interestingly, the impact is not
consistently negative: For professional associations, there is a positive impact.
This could mean that the perception of too much immigration pertains to
the economic cleavage after all: People might be prone to support and join
professional associations precisely because they are worried about the effects
of immigration.
The attitude towards deregulation, on the other hand, tends to have a
positive impact only. This effect is most consistent and strongest for sports
organizations, but it is also present for other NPO types, including professional
associations. This pattern of effects might be explained by an underlying
anti-regulation and pro civil society attitude of people who tend to be in favor
of economic deregulation. People who favor keeping government as small
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as possible might feel obliged to engage with and contribute to civil society
more.

5.2

The impact of religiosity and spirituality

We have estimated effects of self-assessed religiosity and self-assessed spirituality. The pattern of effects is similar for all dimensions of attitudes towards
NPOs and for all NPO types: Religiosity has a consistent positive effect (especially for religious organizations), whereas spirituality also exhibits positive
effects, but less universally and less strongly so.
These results strongly suggest that the causal mechanisms of the impact of
religiosity and spirituality on attitudes towards NPOs are not the same. The
large contemporary religions are typically strongly communitarian in nature:
The experiences of social belonging and of social obligations are very strong.
Spirituality, on the other hand, can be very individualistic and fragmented
and thus without a dominant pro-social impetus, both in doctrine and in
practice.

5.3

The impact of values

We have measured the survival vs. self-expression value dimension with two
items, a self-actualization item and an income item. The self-actualization
item, the question of how important it is for someone to realize their ideas,
ambitions, and dreams, has a pattern of positive effects. But not for all NPO
types: The effects are predominantly present for cultural organizations and for
charities. The income item, the question of how important it is for someone
to have a stable income, exhibits an opposite pattern: The income variable
mostly produced negative effects. Notably, the only NPO type for which
the income variable did not produce any negative effects are professional
associations. This could indicate that people who value a stable income still
see professional associations as beneficial, since they can make sure that their
incomes stay stable.
Overall, the two value items resulted in effects that are consistent with one
single value dimension of survival vs. self-expression. The more people value
self-expression (as measured by self-actualization), the more positive (some
of) the attitudes towards NPOs. The more people value survival (as measured
by stable income), the more negative (some of) the attitudes towards NPOs.
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6

Conclusion

The results of this study add to and expand existing research of microlevel attitudinal factors as potential determinants or antecedents of attitudes
towards NPOs.
We have measured political cleavages with two items that correspond to
the political cleavages of cultural integration vs. demarcation and economic
integration vs. demarcation. The analysis of the impact of political cleavages
should be pursued in future research since it could help link attitudes towards
NPOs to attitudes on salient policy dimensions that transcend narrow structural contexts. The operationalization of cleavages should be expanded and
validated in future research; the operationalization in the present study is
only preliminary.
The results for the impact of religiosity are consistent with previous
research: Higher levels of religiosity result in more positive attitudes towards
NPOs. The inclusion of a spirituality item has shed additional light on this
category of potential influence: Religiosity and spirituality are not the same
on a conceptual level, and they are different in terms of their impact.
Finally, the items that we have implemented as an operationalization of
the survival vs. self-expression value dimension have produced results that
suggest that this value dimension plays a role in the formation of attitudes
towards NPOs. However, as with our operationalization of political cleavages,
future research should explore and validate different approaches towards
measuring the survival vs. self-expression value dimension.

6.1

NPO types matter

One important insight from this study is the role of different NPO types.
The effects of the predictors we analyzed are not uniform over all types of
NPOs. Quite the opposite: Attitudes seem to be contingent on NPO type.
Of course, the finding that attitudes are not the same towards all types
of NPOs is not all that surprising, but rather plausible. In the public as
well as the academic discourse on NPOs, however, there is a tendency to
treat NPOs as one homogeneous “third sector” [52]. In the taxonomy of
all social organizations, NPOs probably do belong to a family or cluster of
organization types with shared traits. But the fact that all NPOs share some
traits does not mean that those traits are the only intrusive traits from the
point of view of the general population. In other words: The fact that an
21

NPO is an NPO matters, but additionally, it matters what kind of NPO it is.
The taxonomic nature of NPOs is almost certainly more complex than the
typology we propose in this study, but adding even such a single aditional
layer or level offers a more precise and less incomplete picture.

6.2

Implications for NPOs

The results of this study are of practical relevance for NPOs in at least two
ways. First, NPOs can utilize the results in order to reduce the uncertainty in
their strategic and marketing activities. More specifically, the results of this
study can form the basis for deciding which population segments to target for
what purpose. For example, targeting people with higher levels of religiosity is
potentially an effective strategy. Or, as another example, sports organizations
might want to reduce their marketing efforts towards women because women
have consistently less positive attitudes than men.
Second, NPOs can potentially develop strategies in order to appeal to
certain types of people. For example, the results of this study suggest
that charities and cultural organizations are popular with people who value
self-expression more. If, for example, professional associations wanted to
attract people who value self-expression, then they might try to emulate the
communication strategies and values of cultural organizations and charities.
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[29] René Bekkers and Pamala Wiepking. Who gives? A literature review of
predictors of charitable giving Part One: Religion, education, age and
socialisation. Voluntary Sector Review, 2(3):337–365, November 2011.
[30] Michele F. Margolis and Michael W. Sances. Partisan Differences in
Nonpartisan Activity: The Case of Charitable Giving. Political Behavior,
pages 1–26, December 2016.
[31] Arthur C. Brooks and James Q. Wilson. Who Really Cares: The Surprising Truth About Compassionate Conservatism. Basic Books, 1 reprint
edition edition, December 2007.
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A

Descriptives for the attitudes towards NPOs

The descriptive information for general interest in different NPO types is
summarized in Table 6.
Table 6: Descriptives of general interest in NPOs.
NPO type

mean

median

SD

Professional associations
Charities
Religious organizations
Political organizations
Cultural organizations
Sports organizations

4.54
5.9
3.18
3.88
5.11
5.19

5
6
2
4
5
5

2.67
2.59
2.57
2.53
2.56
2.86

The descriptive information for interest in joining an NPO type as a
member is summarized in Table 7.
Table 7: Descriptives of interest in joining as a member.
NPO type

mean

median

SD

Professional associations
Charities
Religious organizations
Political organizations
Cultural organizations
Sports organizations

2.54
3.42
2.16
2.30
3.28
3.24

1
2
1
1
2
2

2.39
2.82
2.18
2.10
2.60
2.76

The descriptive information for donation willingness is summarized in
Table 8.
The descriptive information for volunteering willingness is summarized in
Table 9.
The descriptive information for interest in professional work for NPOs is
summarized in Table 10.
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Table 8: Descriptives of donation willingness.
NPO type

mean

median

SD

Professional associations
Charities
Religious organizations
Political organizations
Cultural organizations
Sports organizations

2.42
5.02
2.81
2.21
3.49
3.40

1
5
1
1
3
2

2.28
3.25
2.79
2.15
2.67
2.74

Table 9: Descriptives of volunteering willingness.
NPO type

mean

median

SD

Professional associations
Charities
Religious organizations
Political organizations
Cultural organizations
Sports organizations

2.60
4.04
2.52
2.36
3.59
3.70

1
3
1
1
3
3

2.48
2.96
2.47
2.21
2.78
2.99

Table 10: Descriptives of interest in professional work.
NPO type

mean

median

SD

Professional associations
Charities
Religious organizations
Political organizations
Cultural organizations
Sports organizations

3.60
4.88
2.70
2.86
4.43
4.36

3
5
1
1
4
4

2.82
3.04
2.47
2.46
2.90
3.04
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B

Descriptives for the predictor variables

The descriptive information for the ordinal and metric predictor variables is
summarized in Table 11.
Table 11: Descriptives of metric and orginal predictor variables.
Variable

mean

median

SD

Self-actualization
Income
Politics: Economy
Politics: Immigration
Religiosity
Spirituality
Political position (left - right)
Age

7.75
8.24
5.1
6.00
3.75
4.67
4.05
43.79

8
9
5
6
3
5
4
45

1.91
1.96
2.32
2.85
2.68
2.8
1.48
15.94

Absent from Table 11 are the variables sex (50.1% men), language region
(75.0% German-speaking part, 25.0% French-speaking part), and educational
level (6.1% primary level, 65.2% secondary level, 28.7% tertiary level).
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