An Assessment of Altruistic Behaviors and Material Incentives 

In Department of Defense Blood Donors

The purpose of our research was to determine the prevalence of altruism, measure donor satisfaction, and evaluate the desirability of material incentives in DoD blood donors.  In our study, we also assessed donor demographics, frequency of donation, and marketing strategies.  In order to do this, my partners and I obtained data from the Ft. Sam Houston Blood Donor Center based on two donor surveys, which were disseminated to individuals during 28 blood drives in the fall of 2003.  

A review of the literature revealed that established blood donors or those who gave more than four times did so based on altruistic reasons and did not require material incentives to donate.  Conversely, a very seminal study performed by the Retrovirus Epidemiology Donor Study (REDS) group found that more than 50% of donors claimed to be enticed by material incentives.  

The methodology we used a quantitative, analytical, three phase process to help illustrate the relationship between altruism and numerous variables like demographics and frequency of donation.  The first phase assessed the blood donor’s military status and the reasons for donating.  The second phase measured marketing strategies and frequency of donation.  The third phase assessed donor satisfaction, material incentives, and altruism.  

Our findings concluded that the majority of the donors were active duty members.  The most popular marketing strategy was word of mouth.  The most popular material incentive was movie tickets followed closely by Certificate from Commander.  Altruistic motives were present in 49% of DoD blood donors.  Overall, satisfaction rates were very good, and the interview process scored the lowest.  This tends to be the case normally, because during the interview process the donor is asked very personal questions about their sexual history and their lifestyle.  

The statistics we chose to represent our analysis were various descriptive statistics and a multivariate correlation matrix.  The reason we chose to use descriptive statistics like an n percent table was to display the frequencies of the responses and Pearson’s r to determine the correlation between variables and altruism.  The multivariable correlation matrix allowed us to compare the correlation between altruism and donor satisfaction.  Donor satisfaction is critical in ensuring donors return for a repeat donation and as they do so, they will most likely become altruistic donors.  

If we could improve the project for future studies, we would first change the survey format.  Most of the questions asked the respondent to simply check a box, thus we were only able to measure frequencies.  A more appropriate survey would ask the respondent to rank order the answers to obtain a better assessment of the more desirable options.  For instance, knowing the significant marketing strategies is critical to the blood donor center and if they were rank ordered, the center could better determine where to obligate its finances to best reach its customers.  The survey could also be improved by adding a question regarding the individual’s rank to best determine how to draw in various donors and which material incentives are most attractive based on rank.

