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Abstract

A number of not-for-profit organizations (NPO) are actively contributing to the
society nowadays., however, they have many problems left to solve. One of them is to
attract donors, money donation and volunteer workers. This thesis approaches it from
the marketing viewpoint and showed the individual principles and personalities play a
big role in making decision of a donation. As well as donations, this examines the
efficiency of indirect donations, such as charity events, and the importance of the
word-of-mouth starting from the volunteer experienced.
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6.2

H1 BCOS

BCOS

H1.1
H1.1.1

Estimate Std. Error z value Pr(>]z])
(Intercept) 2.7453 1.2584 2.182 0.0291 *
-0.2881 0.2243 -1.285 0.1989

Estimate Std. Error z value Pr(>]z])
(Intercept) -4.7787 1.5920 -3.002 0.00268 **
0.6683 0.2723 2.454 0.01412*

Estimate Std. Error z value Pr(>]z])
(Intercept) -3.7594 1.3969 -2.691 0.00712 **
0.5304 0.2467 2.150 0.03154 *

Signif. codes: 0 "™**'(0.001 **'0.01™*'0.05''0.1''1

Estimate Std. Error z value Pr(>]z])
(Intercept) 5.0058 2.0183 2480 0.0131*
-0.5333 0.4595 -1.161 0.2458
-1.0066 0.5352 -1.881 0.0600.
0.6006 0.4548 1.321 0.1866
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Estimate Std. Error z value Pr(>]z])
(Intercept) -1.7758 1.6662 -1.066 0.2865
0.5742 0.4976 1.154 0.2485
-0.9820 0.4820 -2.038 0.0416 *
0.6402 0.5022 1.275 0.2024

Estimate Std. Error z value Pr(>]z])
(Intercept) -0.1981 1.6342 -0.121 0.90350
-0.8990 0.4628 -1.943 0.05207 .
-1.0415 0.5104 -2.041 0.04129 *
1.6844 0.5953 2.829 0.00466 **

Signif. codes: 0 '*** 0.001 **' 0.01™*'0.05''0.1"''1

H1.1.2 4

H1.1.2
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Estimate Std. Error z value Pr(>]z])
(Intercept) 2.5140 1.6822 1.495 0.1350
0.2851 0.2238 1.274 0.2028
-0.4941 0.2805 -1.762 0.0781.
-0.2269 0.2391 -0.949 0.3425
0.2771 0.2802 0.989 0.3227

Estimate Std. Error z value Pr(>]z])
(Intercept) -4.33539 1.65818 -2.615 0.00893 **
-0.04760 0.21194 -0.225 0.82228
0.16200 0.25319 0.640 0.52228
-0.01975 0.19545 -0.101 0.91949
0.53491 0.26058 2.053 0.04009 *

Estimate Std. Error z value Pr(>]z])
(Intercept) -2.6651 1.4858 -1.794 0.0729.
-0.2938 0.2080 -1.412 0.1579
0.2069 0.2373 0.872 0.3831
-0.1604 0.2010 -0.798 0.4250
0.4916 0.2499 1.967 0.0491*

Signif. codes: 0 "™**'(0.001 **'0.01™*'0.05''0.1''1
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H1.2

Estimate Std. Error z value Pr(>]z])

(Intercept) -0.40360 0.86511 -0.467 0.641
-0.21926 0.31223 -0.702 0.483

-0.04272 0.31573 -0.135 0.892

H1.3

H1.3.1
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Estimate Std. Error z value Pr(>]z])
(Intercept) 1.2649 0.2969 4.260 2.04e-05 ***
0.2744 0.2761 0.994 0.320
-0.4106 0.2981 -1.377 0.168

Estimate Std. Error z value Pr(>]z])
(Intercept) -1.2821 0.3204 -4.002 6.28e-05 ***
0.7260 0.3771 1.925 0.0542.
-0.3689 0.2998 -1.231 0.2184

Estimate Std. Error z value Pr(>]z])
(Intercept) -5.3650 1.9756 -2.716 0.00662 **
recognition  0.7913 0.3382 2.340 0.01929 *

Signif. codes: 0 "™**'(0.001 **'0.01™*'0.05''0.1''1

H1.4
H1.4.1 H1.4.2
H1.4.1
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(Intercept)

Estimate Std. Error z value Pr(>]z])
1.33997 0.88792 1.509 0.131

-0.31201 0.22666 -1.377 0.169
0.03534 0.31686 0.112 0.911
0.28825 0.27600 1.044 0.296

(Intercept)

Signif. codes:

H2

Estimate Std. Error z value Pr(>]z])
0.80234 1.14102 0.703 0.48194
0.06655 0.28524 0.233 0.81553
-1.19211 0.37970 -3.140 0.00169 **
0.30239 0.35134 0.861 0.38942

0 ***'(0.001 **'0.01"™*'0.05"'."0.1'"'1

H2.1
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Welch Two Sample t-test

data: and

t=1.9191, df = 82.346, p-value = 0.05844

alternative hypothesis: true difference in means is not equal to 0
95 percent confidence interval:

-0.02196969 1.22482057

sample estimates:

mean of x mean of y

2.236842 1.635417

H2.2

Welch Two Sample t-test

data: and
t = 0.1566, df = 44.984, p-value = 0.8763
alternative hypothesis: true difference in means is not equal to 0
95 percent confidence interval:
-0.6662566 0.7785754
sample estimates:
mean of x mean of y
3.347826 3.291667

H2.2
3.3(5 )
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H3

Welch Two Sample t-test

data: and

t =-5.4024, df = 23.015, p-value = 1.725e-05

alternative hypothesis: true difference in means is not equal to 0

95 percent confidence interval:
-2.588581 -1.155116

sample estimates:

mean of x mean of y
1.892857 3.764706
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