An Examination of Donor Involvement and Gender in College Athletics

Abstract


The construct of involvement has been examined extensively in the consumer behavior literature.  However, the literature regarding involvement and donor behavior is limited.  Additionally, research in the area of gender and college athletic fundraising is underdeveloped.  This study examined the role of donor involvement and gender differences in college athletics through use of a modified version of the Personal Involvement Inventory (PII). Data was collected from athletic donors at three NCAA Football Bowl Subdivision institutions (N = 1664). Confirmatory factor analysis (CFA) was initially conducted to assess the factor structure of the PII based on the sample scores.  Multivariate analysis of variance (MANOVA) was subsequently conducted to identify gender differences in donor involvement.  The results showed that the PII provided an adequate fit.  MANOVA results identified significant differences in affective involvement between males and females.  Theoretical and practical implications are discussed and future research is suggested.
Introduction


Charitable contributions represent a significant portion of revenue for college athletic departments.  According to Fulks (2008), athletic donations account for 31% of generated revenue at Football Bowl Subdivision (FBS) institutions.  These findings were similar for Football Championship Subdivision (FCS) institutions, where 29% of generated revenue came from individual donations.  

As the need for fundraising dollars continues to increase in college athletics, understanding donor behavior has become vitally important.  There has been a steady increase in research on athletic donor behavior over the past two decades. However, research on the concept of involvement and athletic donor behavior is limited (Tsiotsou, 2004).  Consumer involvement has an influence on product/service attachment and purchase intentions (Zaichkowsky, 1985).  Involvement in terms of acquisition of knowledge, attitudes, and emotions towards sport and athletic programs help marketers understand consumer behavior (Mullin, Hardy, & Sutton, 2008).  Athletic development offices can use donor involvement as a marketing tool to understand giving behavior and contribution decisions in the same fashion.  Involvement has been addressed within college athletic fundraising research through use of Zaichkowsky’s Personal Involvement Inventory (PII) (Tsiotsou, 2004, 2006).  However, the multi-dimensional nature of this construct has not been examined through analysis of college donors.
In addition, although athletic departments have been generally successful generating revenue through fundraising, it appears that the ability to cultivate female donors is lacking.  Women represent a viable portion of the donor population that has the potential to generate significant revenue through voluntary support.  However, the vast majority of athletic donors appear to be male.  Recent studies (Mahony, Gladden & Funk, 2003; Tsiotsou, 2006) have shown that female donors account for 25% or less of individual athletic donors at various institutions.  

The concepts of involvement and donor gender are two areas that are underdeveloped in the college athletic fundraising literature.  Therefore, the purpose of this study was to examine the construct of involvement and its relationship to donor gender.  First, it is necessary to examine the PII instrument in terms of factor structure as well as validity and reliability to assess the appropriateness of this instrument with a sample of college athletic donors.  Second, the involvement construct was examined to identify any gender differences that exist.

Review of Literature

The Involvement Construct


The majority of involvement research has focused on the level of involvement (low-involvement vs. high involvement) of consumers, and its effect on decision making, information gathering, and information sources (Bienstock & Stafford, 2006). Zaichkowsky (1985) developed the 20-item PII to measure this construct.  However, due to the number and redundancy of items, Zaichkowsky (1994) simplified and updated the PII by reducing the scale to ten total items with two dimensions (cognitive and affective). Cognitive involvement stresses a person’s information processing, where affective involvement is focused on a person’s feelings. 
Celuch and Taylor (1999) investigated the efficacy of Zaichkowsky’s (1994) PII inventory within the context of service research. The results of this study provided strong support for a further reduced eight item version of the PII inventory.  Based on the sample scores, the modified involvement instrument captured both cognitive and affective factors identified in previous research.
Donor Involvement & College Athletic Fundraising

The construct of involvement and Zaichkowsky’s (1994) revised PII has been previously examined in the college athletic fundraising literature.  Tsiotsou (1998) used the PII to measure involvement within a proposed model of giving behavior.  Involvement, along with emotional motivations, was found to be a significant factor in explaining charitable contributions to athletics.  The author concluded that donor involvement should be used in future attempts to understand and/or measure donation behavior. 
More recently, Tsiotsou (2006) focused on donor gender and involvement.  The construct of involvement (along with income, donor motives, annual contributions, spectator attendance, and sport experience) was examined to identify differences between male and female donors.  The revised PII instrument was also used in this investigation.  The results showed that income, sport experience, donation amount, and specific donor motivations significantly classified the two gender groups.  However, no significant difference in level of involvement between male and female donors was found. 

Based on the aforementioned studies, it appears that donor involvement may have an impact on donation amount, but there was no evidence of any gender differences.  However, multiple measurement issues existed in assessment of the PII with college athletic donors.  First, the involvement construct has been identified as multi-dimensional, yet a uni-dimensional measure was used to examine the nature involvement in terms of donation amount and gender.  The cognitive and affective involvement factors offer unique assessments of involvement, which may provide different results when measured separately.  Second, reliability and validity were not examined prior to analysis of the PII to provide evidence that it is an appropriate measure of athletic donor involvement.
Gender & Financial Support of Athletics

While data-based research on women’s philanthropy in general is limited, studies that examine gender differences of athletic donors are almost non-existent.  One of the first published studies to focus on women and athletic fundraising was conducted by Staurowsky (1996). She found that female athletic donors appear to be younger than male donors, contribute less money, and are more inclined to give to women’s athletic programs.  Furthermore, women donors were not as motivated as men by the material gain associated with the act of giving and by the social interaction and approval related to being part of an athletic support group.

Verner (1996) reviewed the literature pertaining to women’s philanthropy and provided ideas for intercollegiate athletic programs to cultivate female donors.  Keying in on studies by Shaw and Taylor (1995) and Stone and Sublett (1992), both based on anecdotal data collected from interviews and focus groups, Verner outlined several reasons why women make charitable contributions.   Recurring themes associated with women’s giving that emerged included personal commitment, volunteer involvement, and strong feelings about a cause or charitable organization.  Family tradition also was an influencing factor as most of the participants in these studies had family role models, particularly mothers, who donated to charities.  Another finding was that women were interested in collaboration or forming partnerships to accomplish goals.  In addition, women expressed a sense of responsibility or desire to “give back” to meaningful causes as well as a need to bring about change and make a difference.  Thus, it is important to keep female donors informed about the impact of their contributions and to cultivate a connection with the organization.  The female donor characteristics identified by the previous literature suggest motivations based on personal preferences.  According to Zaichowsky (1985) personal preferences are the essence of involvement in terms of purchasing products or services and future purchase intentions.
Methods

Sample & Procedures

An online survey was sent to 7,467 current donors from three NCAA Division I institutions.  Three institutions were chosen in order to collect a large enough sample of current female donors for data analysis.  A total of 1,664 usable surveys were returned for a response rate of 22.2%.  The majority of respondents (N = 1664) were male (77.3%).

Instrumentation

The questionnaire used for the current study consisted of three sections with a total of 19 items. The first section focused on donor information items such as donation amount, donor level, and total years as a donor.  The second section was comprised of an adapted version of the Celuch and Taylor (1999) reduced, eight item PII instrument.  Semantic scale items were measured from 1 = low involvement to 5 = high involvement. The adapted PII had two sub-dimensions of involvement; cognitive involvement, which is made up of 5 items (Needed, Important, Relevant, Means A Lot, and Valuable) and affective involvement, which is made up of 3 items (Exciting, Appealing, Fascinating).  The final section of the survey focused on demographic items in order to profile the typical donor at the institutions being examined.

Data Analysis

A confirmatory factor analysis (CFA) was initially conducted on the PII to examine the factor structure of the involvement construct based on the pooled sample of current donors. Multiple measures of fit were used to examine the factor structure of the PII including: Satorra-Bentler chi-square statistic, standardized root mean square residual (SRMR), root mean square error of approximation (RMSEA), and the comparative fit index (CFI). Convergent and discriminant validity assessments were also conducted on the final PII solution.  Average variance extracted (AVE) and correlations between factors were assessed for validity-related evidence. Additionally, alpha coefficients were examined within each factor of the PII in order to assess internal consistency and reliability-related evidence.  

In order to examine potential gender differences in cognitive and affective donor involvement, a one-way multivariate analysis of variance (MANOVA) was conducted. Finally, a descriptive discriminate analysis (DDA) was used as a post hoc procedure for MANOVA to identify the dependent variable that maximally discriminates among the groups associated with the independent variable (Duarte Silva & Stam, 1995).
Results
Confirmatory Factor Analysis
The CFA results indicated that the data fit the model well.  Absolute fit, parsimony correction, and comparative indices all represented a reasonably good fit: X2(19) = 49.41, p = <.001; RMSEA = .037; SRMR = .025; CFI = 1.0. The final model consisted of two sub-dimensions of involvement.  The cognitive facet contained a total of five items and the affective facet contained a total of three items.  
Validity & Reliability
Two validity tests were conducted on the PII based on the current donor sample scores.  Convergent validity was assessed with reference to AVE. According to Fornell and Larcker (1981), AVE scores above .50 indicate an adequate ratio of total variance that is due to the latent variable.  AVE values were .818 and .844 for the affective and cognitive factors, respectively.  Discriminant validity was assessed to observe whether the factors were distinct from one another. AVE scores should be greater than the square of the correlations between factors to ensure discriminant validity (Fornell & Larcker).  The AVE scores for the two factors in the PII were greater than the squared correlations among the respective factors.  Finally, internal consistency for the cognitive and affective involvement factors was examined using Cronbach’s alpha estimates.  Internal consistency was above the standard .70 cutoff (Allen & Yen, 2002) with coefficient alphas of .87 and .92 for affective and cognitive factors, respectively. 

Multivariate Analysis

Results of the one-way MANOVA indicated a significant gender difference for at least one of the involvement factors F(2,1643) = 3.52, p = .030.  A post hoc DDA was examined to identify which involvement factor(s) significantly differed between male and female donors.  A structure (loading) matrix of correlations between predictors and discriminant functions suggested that affective involvement was the best predictor for distinguishing between male and female donors (.85).  Based on an assessment of structure matrix and the standardized discriminant function coefficients, the cognitive involvement variable did not effectively distinguish between male and female donors.  A follow up one-way ANOVA was found to be significant F(1,1644) = 5.05, p = .024. Affective involvement means indicated that female donors had a stronger sense of affective involvement (M = 4.24, SD = .715) compared to male donors (M = 4.14, SD = .707).  
Discussion

Theoretical Implications

The reduced, 8-item, PII instrument (Celuch & Taylor, 1999) appears to be applicable in terms of donor involvement based on the current sample scores.  These findings demonstrate strong support for use of a parsimonious measure of the construct of involvement. The reduced scale appears to capture both cognitive and affective dimensions of involvement within a college athletic development setting.  
The current results also provided evidence of gender differences in terms of donor involvement.  Only affective involvement had a significant difference between male and female donors.  From a theoretical standpoint, this information extends the knowledge base regarding the PII and the construct of involvement.  The significant gender difference within the affective dimension represents a distinction between male and female donors at an emotional level.  Affective involvement is focused on emotional and self-image issues that influence attitude formation (Park & Young, 1983).  Females appear to have stronger affective involvement which may influence donor attitudes and behavior in a unique fashion.
Practical Implications

According to Zaichowsky (1985), involvement is focused on a consumer’s personal relevance to a product.  It appears that females have stronger relevance to the cause in terms of emotions and self-image.  These findings present an opportunity for athletic departments to develop unique donor marketing strategies focused specifically on the interests of potential female contributors.  Prior to making financial contributions, women oftentimes want to be involved with the organizations that they support (Hall, 2004).  It may be prudent for athletic departments to develop opportunities for involvement for women prior to soliciting donations.   Meet and greet interactions with coaches and players provide a way for female fans to get to know the school’s athletic teams and feel more emotionally attached to them.  Furthermore, in comparison to men, women ask more questions and have a stronger desire to know how their charitable dollars are being used (Hall, 2004; Verner, 1996).   Thus, it is important for athletic departments to establish regular communication with their female donors.   This could be done via newsletters, websites, phone calls, direct mail, and meetings or socials for athletic support group members.  Marketing strategies that target the population of potential female donors can have a vital impact on recruitment and retention of a group that has not been successfully cultivated in the past.   
Future Research

There are multiple opportunities for future investigations of the PII instrument and the influence of involvement on charitable contributions in college athletics.  As mentioned previously, additional assessment of the PII using athletic donors from diverse institutions (i.e., size of school and athletic department, geographic location, level of competition) will enhance generalizability for the population of college athletic donors.  Additionally, there may be some interaction between donor motivations and donor involvement.  These two attitudinal measures could be examined within the same sample of donors to assess the relationship between the two constructs.  Finally, more research should be conducted regarding gender differences in donor behavior.  The potential population of female donors will continue to grow.  Therefore, an increased understanding of male and female donor attitudes will ultimately enhance recruitment and retention strategies for development offices.
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