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Université de Bretagne-Sud

ABSTRACT. In a field setting, students (N = 3600) on different campus locations were
solicited to give blood during a special one-day drive. Solicitations were made through
face-to-face interactions. The solicitors wore a white T-shirt with different inscriptions: no
inscription, Loving = Helping, Donating = Helping. Results showed that, when compared to
the no inscription condition, the number of donors increased when the solicitor-confederates
wore the T-shirt Loving = Helping whereas no effect was found when the confederates
wore the T-shirt Donating = Helping. The activation spreading theory is used to explain
these results. The practical application of these results for blood donation drives and other
health-related fundraising events is explored.

Keywords: priming, mental representation, loving, blood donation

HEALTH SERVICES DEPEND ON SAFE and readily available supplies of blood
to help save lives in many countries. However, the tighter screening of blood
donors in recent years has led to a decrease in the volume of blood collected.
At the same time, however, the demand for whole blood and blood products is
increasing at rates far exceeding the collection rates (Gillespie & Hillyer, 2002).
Unfortunately, there is a worldwide shortage of active blood donors to meet the
increased demand for blood (Barkworth, Hibbert, Horne, & Tagg, 2002). In light
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of these circumstances, researching effective methods to increase blood donations
has become vital.

To help meet fundraising demands, many techniques have been highlighted in
the social psychology literature (see Pratkanis, 2007, for a review). Many of these
techniques use sequential requests: the foot-in-the-door technique (Freedman &
Fraser, 1966), the door-in-the-face technique (Cialdini et al., 1975), the low-ball
tactic (Cialdini, Cacioppo, Basset, & Miller, 1978), the lure (Joule, Gouilloux,
& Weber, 1989), and the 1-in-5 prize tactic (Horvitz & Pratkanis, 2002). Some
of them use ingratiation tactics such as flattery (Dunyon, Gossling, Willden, &
Seiter, 2010), incidental similarity (Burger, Messian, Patel, del Prado, & Anderson,
2004), or mimicry (Van Baaren, Holland, Kawakami, & Van Knippenberg , 2004).
Others use nonverbal behaviors displayed by the solicitors such as tactile contact
(Kleinke, 1977), smiling (Solomon et al., 1981), or gazing (Kleinke, 1980). The
goal of the following experiment was to test the effectiveness of a word-priming
technique on people’s receptivity to a blood donation request.

Priming and Influence Behavior

Previous research on priming has demonstrated that the activation of a con-
cept or mental representation can exert an influence on subsequent information
processing or behavior. Bargh, Chen, and Burrows (1996) found that participants
primed with words related to the elderly stereotype (e.g., traditional, retired)
walked more slowly when leaving the experiment room than those in the control
group; participants primed with the concept of rudeness interrupted the experi-
menter more quickly and frequently than did participants primed with the concept
of politeness. After exposure to sentences describing a stereotyped behavior of
dependence (e.g., can’t make decisions), participants rated as more dependent a
female target who performed the identical behavior as that of a male target. Af-
ter exposure to sentences describing a stereotyped behavior of aggression (e.g.,
threatens other people), participants rated a male target as more aggressive than a
female target (Banaji, Hardin, & Rothman, 1993).

Moreover, impression formation was found to be unrelated to the explicit
memory of primes. Priming effects can take place when techniques of sublimi-
nal priming (i.e., extremely brief exposure to stimuli) are employed. Using this
method, Zemack-Rugar, Bettman, and Fitzsimons (2007) showed that individuals
subliminally primed with guilt-related adjectives were more helpful than those
primed with sadness-related adjectives. Regardless of the duration of exposure to
the stimulus, automatic or implicit social cognition occurs when information pro-
cessing is made without the person’s awareness, intention, possibility of control,
or effort (Bargh, 1994).

To explain how mental representations can shape social behavior, theorists
have hypothesized mental structures consisting of interconnected information or
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attributes. The main assumption is the spreading of activation: the activation of
one concept is assumed to spread along a network of meaningfully associated
information. Activating the concept of gender, for example, would activate the
implicit knowledge structure of gender-linked traits, stereotypes, and norms of
behavior.

Surrounding Cues and Behavioral Influence

Sentences, words, and visual images are environmental cues that can affect the
behavior of individuals. Berkowitz and LePage (1967) found that in the presence
of a weapon, participants in a laboratory administered more electric shocks to
a confederate than without the presence of the weapon. In a restaurant, Jacob,
Guéguen, and Boulbry (2011) displayed various figurative cues related to the sea
(a boat or the figurine of a sailor, a napkin with a picture of a boat and poetry related
to the sea) or not, in the control condition. The study results showed that figurative
cues related to the sea increased the patrons’ consumption of fish dishes. In a
second experiment, they found the same effect with the word fish or fish drawings
displayed in several places in the dining room of the restaurant.

Other research studies have shown that pictures present in the immediate
environment of an individual affect behavior. Feinberg (1986) showed that in the
presence of credit card cues, individuals were more likely to give money to a
charitable cause than individuals who were not exposed to the credit card cues.
Similarly, McCall and Belmont (1996) found that a tip tray stamped with a credit
card insignia led restaurant patrons to leave bigger tips for the waiters or waitresses
than when no insignia was primed on the tip tray. Using donation boxes located in
various stores, Perrine and Heather (2000) found that responses to a fundraising
request to benefit an animal welfare organization increased when color pictures of
puppies were displayed on the donation boxes.

From a theoretical perspective, the behavioral consequences of environmen-
tal cues are not explained by a priming effect. Marketing scientists have used the
stimulus-organism-response (SOR) theoretical model to explain these behavioral
effects (Donovan & Rossiter, 1982; Mehrabian & Russel, 1974). When a verbal
cue is a single word, this word is the stimulus (S) which causes a participant’s (or
organism’s) evaluation (O) followed by some behavioral response (R). Two dif-
ferent evaluations are possible: positive or negative. Consequently, two behavioral
responses are activated: approach or avoidance. Approach behaviors are seen as
positive responses to someone or to an environment, such as a desire to interact
with the person or to explore the environment whereas negative responses include
not wanting to interact with the person or to spend time exploring the environment.
Therefore, a single word could have the property of activating a positive response,
which, in return, will lead the person who is exposed to this word to initiate con-
tact with somebody or to be motivated to perform further behavior. The words
love or loving, which represents important concepts in human groupings, could be
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potentially effective words to use for priming or as a cue in people’s environment
in order to influence their behaviors.

Love and Helping Behavior

Despite advances in the field of priming, automatic social cognition, or the
role of environmental cues on people’s behaviors, few attempts have been made
to test the influence of an automatic activation of the cognition of love on social
behavior. In a natural setting experiment by Lamy, Fischer-Lokou, and Guéguen
(2008), participants were interviewed in the street and asked to recall a memory
involving love, or, in the control condition, a piece of music they loved. Then, they
met another confederate who asked them for money. Results showed that inducing
the idea of love had a significant positive effect on compliance to the request for
male passersby who were asked for help (giving some money “to take the bus”)
by a female confederate, but not for female passersby.

These results were confirmed in another study by Fischer-Lokou, Lamy, and
Guéguen (2009) in which passersby were asked for directions. Participants induced
to recall a memory of love agreed to give directions and spent more time giving
directions to the requester than participants in the control condition who were
induced to retrieve a piece of music they loved. By using the same methodology
for inducing the idea of love versus the idea of music, Lamy, Fischer-Lokou,
and Guéguen (2009) observed participants’ reactions toward a confederate who
inadvertently dropped a stack of compact discs when they were near each other.
The results demonstrated that participants were more helpful when they were
induced to recall a memory involving love.

In these studies, participants were asked to recall a memory of love that
was important to them before their helpfulness was tested. However, research
has shown that such behavioral effects can be reached in the absence of any
direct reminiscence of love or conscious awareness of love scripts, by means
of an automatic activation of the concept of love. In a recent experiment by
Lamy, Fischer-Lokou, and Guéguen (2010), male passersby were asked by a
female confederate to indicate the direction of Saint Valentine Street or Saint
Martin Street in the control group. Thirty meters ahead, the participants then
encountered another female confederate who asked for help, pretending a group
of four disreputable-looking male confederates had taken her mobile telephone
and refused to give it back. Results showed that participants primed with the
cognition of Valentine helped the female confederate recover her mobile more
frequently than those primed with the cognition of Martin.

The objective of the present experiment was to study the impact of a new
but more basic method that induced love cognition and to evaluate its effect on
a new dependent variable associated with pro-social behavior. We decided to test
the effect of the single presence of the word loving on people’s behavior. In the
aforementioned studies, possible confounding effects are associated with helping
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behavior. Indeed, in these experiments, it was found that the love inducing variable
led men to help a female confederate more readily than a male confederate or that
such a love inducing variable was not effective with female participants. It would
thus appear that the love inducing method led to further interest for romantic
relations more often for men than for women, which, in turn, led only men to
help female confederates. When participants were asked to recall a memory of
a previous love episode that had occurred in their lives, such a memory could
increase the motivation for further romantic relations. In the same way, the word
Valentine, which was used as the priming concept in Lamy et al.’s (2010) study, is
clearly associated with romantic relationships given the fact that Saint Valentine’s
Day is an annual commemoration, held on February 14, celebrating love and
affection between intimate companions. Both types of priming information are
clearly associated with romantic and intimate relationships, but not with general
affection toward people.

We thus decided to test the single effect of the word loving, without any other
associations, on people’s altruistic behavior. Research by Guéguen, Jacob, and
Charles-Sire (in press) has shown that altruistic behavior can also be obtained
by a single exposition to a physical object related to love. In 12 bakeries, a pink
opaque donation box was placed near the cash register with a message soliciting
donations for a humanitarian project. The moneybox had a heart shape, a round
shape, or a square shape. Results showed that more donations were placed in
the moneybox with the heart shape. Guéguen (in press) confirmed this effect
in a tipping behavior study. In three restaurants, a bill was placed under a dish
that had a heart shape, a round shape, or a square shape. Results showed that
more tips were left in the bill dish with the heart shape. The author found that
the heart shape had no effect on the evaluation of the employee or on the self-
evaluation of the patrons’ usual level of altruistic behavior, thus showing that
the effect of the heart shape was probably explained by the spreading activation
theory only.

Love Prime and Blood Donation

Given the positive effects of the priming word love on helping requests, we
undertook to test the effects of exposition to this love prime on solicited blood
donor behavior. Compliance-growth procedures used in previous research failed
to increase blood donations. The well-known foot-in-the-door technique (i.e., im-
mediately following small upfront requests with more costly ones) failed, in three
experiments, to increase the number of blood donors (Foss & Dempsey, 1979).
The researchers explained this failure by arguing that although the foot-in-the-
door technique is probably effective for minimal forms of aid, it is unlikely to
significantly affect willingness to comply with more substantial requests involv-
ing behaviors that are psychologically costly to perform, such as blood donation
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requests. Similarly, use of the door-in-the-face technique (i.e., immediately follow-
ing an initial extreme request with a less costly one) increased verbal compliance
with blood donation requests but failed to increase behavioral compliance (Cial-
dini & Ascani, 1976). Applying the survey effect technique (Morwitz, Johnson, &
Schmittlein, 1993) on very large samples, Godin, Sheeran, Conner, and Germain
(2008) found that previous blood donors who were first asked to complete a mail-
in questionnaire about donating blood more readily donated 6 months (+6.4%)
and 12 months (+6.4%) later, as opposed to previous blood donors who did not
receive the questionnaire.

Thus, given the discrepancies in results obtained between these various
compliance-growth procedures, and in light of the positive effect of the loving
prime technique on compliance with a broad spectrum of helping behaviors, we
decided to test the effect of the loving prime technique with blood donation re-
quests. As the studies mentioned in the previous section had shown that people
primed with love show more altruism, we hypothesized that blood donation so-
licitors wearing the inscription Loving = Helping on their clothes would obtain
more compliance to their request.

Method

Participants
The study participants were 3,600 students (1,536 males and 2,304 females)

who were solicited to donate blood in various areas on the campus of a large
university on the West-Atlantic coast in France during a during a one-day blood
drive.

Materials
Our collaborators who solicited students on the campus wore a white, short-

sleeved T-shirt. One T-shirt had no inscription; on the second one, Aimer = Aider
(Loving = Helping) was written on the front (see Figure 1); on a third T- shirt, the
inscription Donner = Aider (Donating = Helping) appeared.

Procedure
Sixteen young female students (M = 20.4 years, SD = 1.1) and 16 young

male students (M = 20.6 years, SD = 1.3) were recruited on a voluntary basis in a
social psychology course to act as solicitors in the study during the one-day blood
drive regularly organized on this campus each year. This blood-collecting event is
a typical type of event organized to obtain new donors: most of the students are
young and in good health, and it appears that when people give blood for the first
time when they are young, the probability that they will become regular donors is
increased. Each solicitor wore a t-shirt and the rest of his/her clothing appearance
was the same among female and male solicitors: black trousers and a second,
black, long-sleeved t-shirt under the white t-shirt.
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FIGURE 1. Graphical representation of the T-shirt used in the “Loving =
Helping” condition.

The experiment was conducted on different campus locations in a large town
of more than 300,000 inhabitant near the West Atlantic coast of France. The
participants were solicited when entering different areas of the campus: libraries,
cafeteria, and School buildings or when walking on the campus. As in previous
years, announcements about the blood drive were posted in several places inside
and outside the campus buildings.

Each solicitor was instructed to approach a student walking on the campus or
entering/leaving one of the locations previously listed by saying the following:

Hello, I have been sent by the blood bank of France to make you aware of our
blood drive, which is being conducted today near the cafeteria of the campus,
from 10.00 a.m. to 5.30 p.m. Would you like to participate? (the solicitor noted
the participant’s intent). Please take this card with you (the solicitor offered a
business card with information about the blood collection venue and collection
hours) and provide it as proof that we have spoken with you. Thanks very much
and have a great day.

In order to enable a later determination of which experimental group par-
ticipants were in, the business cards offered were slightly different. There was a
vertical bar on the upper right corner for the control (no inscription) group, the
same vertical bar on the upper left corner for the Loving = Helping group, and a
vertical bar on the bottom right corner for the Donating = Helping group. Then,
later, the medical assistant who greeted potential donors as they entered the blood
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collection room was instructed to ask them whether they had received cards and,
if so, to collect the cards from them.

Each solicitor was instructed to test 16 men and 24 women in each experimen-
tal condition. Thus, each of the 16 male and 16 female solicitors approached 120
participants (48 men and 72 women). This gender difference results from the fact
that in the university where this experiment was carried out, there were 1.5 female
students to every male student. The solicitor was instructed to change T-shirts after
testing 8 men and 12 women. The order of the T-shirts worn by the solicitor was
randomly determined. To prevent possible variations in the solicitors’ behavior
according to the experimental conditions, the solicitors were not informed of the
experimental hypothesis. Earlier, a pre-test had been conducted in the street in
order to enable the solicitors to familiarize themselves with the request and to
make sure that they acted in the same way in the three experimental conditions.

Results

The dependent variables used in this experiment were the number of verbal
agreements to blood donation requests during solicitor/participant interactions
(i.e., verbal compliance, see Table 1) and the number of participants who actually
came to the blood collection venue to offer a donation (i.e., behavioral compliance,
see Table 2). A 3 (experimental conditions) × 2 (solicitor gender) × 2 (participant
gender) Loglinear analysis test was performed with the number of participants
who complied with the solicitors’ request.

TABLE 1. Number of Participants Having Complied with the Blood Request
in the Experimental Conditions According to Gender of the Participant and of
the Confederate

Experimental condition Male participants Female participants Total

No inscription
Male confederates 34.7% (82/236) 43.0% (154/358) 39.7%
Female confederates 31.7% (79/249) 39.4% (148/376) 36.3%
Total 33.2% 42.5% 38.0%

“Loving = Helping”
Male confederates 51.3% (117/228) 54.7% (191/349) 53.4%
Female confederates 49.8% (108/217) 55.2% (207/375) 53.2%
Total 50.6% 55.0% 53.3%

“Donating = Helping”
Male confederates 40.7%% (98/241) 49.1% (183/373) 45.8%
Female confederates 42.7% (94/220) 47.4% (171/361) 45.6%
Total 41.6% 48.2% 45.6%
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TABLE 2. Number of Participants Having Donated Their Blood in the Ex-
perimental Conditions According to Gender of the Participant and of the
Confederate

Experimental condition Male participants Female participants Total

Part 1: Versus total sample
No inscription
Male confederates 10.6% (25/236) 11.5% (41/358) 11.1%
Female confederates 9.2% (23/249) 11.7% (44/376) 10.7%
Total 9.9% 11.6% 10.9%

“Loving = Helping”
Male confederates 15.8% (36/228) 16.9% (59/349) 17.1%
Female confederates 14.7% (32/217) 13.6% (51/375) 14.0%
Total 15.3% 15.2% 15.2%

“Donating = Helping”
Male confederates 11.6% (28/241) 12.1% (45/373) 11.9%
Female confederates 13.2% (29/220) 11.6% (42/361) 12.2%
Total 12.4% 11.9% 12.1%

Part 2: Versus verbally compliant participants
No inscription
Male confederates 30.5% (25/82) 26.6% (41/154) 28.0%
Female confederates 29.1% (23/79) 29.7% (44/148) 29.5%
Total 29.8% 28.1% 28.7%

“Loving = Helping”
Male confederates 30.8% (36/117) 30.9% (59/191) 30.8%
Female confederates 29.6% (32/108) 24.6% (51/207) 26.3%
Total 30.0% 27.6% 28.6%

“Donating = Helping”
Male confederates 28.6% (28/98) 24.6% (45/183) 26.0%
Female confederates 30.9% (29/94) 24.6% (42/171) 26.8%
Total 29.7% 24.6% 26.4%

When considering verbal compliance, a main effect of the experimental con-
ditions was found (χ2(2, N = 3583) = 56.22, p < .001, r = 0.12). Additional
comparisons revealed that the no inscription response condition was statistically
different from both the Loving = Helping condition (38.0% vs. 53.3%, χ2(1, N =
2388) = 56.42, p < .001, r = .15) and the Donating = Helping condition
(38.0% vs. 45.6%, χ2(1, N = 2414) = 14.74, p < .001, r = .08). Comparison
between the Loving = Helping condition and the Donating = Helping condition
was significant (53.3% vs. 45.6%, χ2(1, N = 2364) = 14.74, p <.001, r = .08).
A main effect of participant gender was found (χ2(1, N = 3583) = 14.64, p <

.001, r = 0.06) revealing that women complied more frequently than men. No
significant main effect of solicitor gender was found (χ2(1, N = 3583) = 0.64,
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p = .42, r = 0.01). We found no significant interaction between participant gender
and/or solicitor gender and experimental conditions ( p >.20).

When considering behavioral compliance, a statistical analysis was performed
with the total sample of participants solicited and with the subset of those who
had verbally complied. The analysis of the number of total participants solicited
(Table 2, Part 1). showed a main effect of the experimental conditions (χ2(2,
N = 3583) = 10.58, p = .005, r = 0.05). Further comparisons revealed that
the no inscription response condition was statistically different from the Lov-
ing = Helping condition (10.9% vs. 15.2%, χ2(1, N = 2388) = 9.31, p =
.002, r = .06) but not significantly different than the Donating = Helping condi-
tion (10.9% vs. 12.1%, χ2(1, N = 2414) = 0.88, p = .35, r = .02). Comparison
between the Loving = Helping condition and the Donating = Helping condition
was significant (15.2% vs. 12.1%, χ2(1, N = 2364) = 4.79, p = .03, r = .04).
Neither a main effect of participant gender (χ2(1, N = 3,583) = 0.01, p = .75, r =
0.01) nor a main effect of solicitor gender (χ2(1, N = 3,583) = 0.47, p = .49, r =
0.01) was found. We found no significant interaction between participant gender
and/or solicitor gender and experimental conditions (p >.20).

When considering the analysis of participants who had verbally agreed with
the request (Table 2, Part 2), no main effect of the experimental conditions was
found (χ2(2, N = 1632) = 0.93, p = .63, r = 0.02) and further pairwise com-
parisons revealed no significant difference (p >.30). Neither a main effect of
participant gender (χ2(1, N = 1,632) = 1.87, p = .17, r = 0.03) nor a main effect
of solicitor gender (χ2(1, N = 1,632) = 0.19, p = .66, r = 0.01) was found. We
found no significant interaction between participant gender and/or solicitor gender
and experimental conditions (p >.40). Overall, these results suggest that the rate
of behavioral compliance compared with the number of participants who verbally
agreed to donate blood remained the same in the different experimental groups.

Discussion

Results from this field experiment confirm our initial hypothesis that associ-
ating words in an equation (Love = Helping) increased compliance with a blood
donation request. First, a higher level of compliance was found when considering
the data for verbal and behavioral compliance together. However, when consider-
ing only those people who initially consented to give blood (but did not actually
donate), the Loving = Helping prime was not associated with higher compliance.
Second, we found that the word Loving was linked to increased donations when
compared with the control (no word) condition and was more effective than the
word Donating. This effect is particularly interesting when considering behavioral
compliance with the total number of participants solicited. In this case, it appears
that the loving prime increased behavioral compliance compared to the control
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condition and the Donating = Helping condition, whereas the Donating = Help-
ing condition revealed no statistical difference with the control condition. Thus,
overall, these results seem to show that the loving prime had a high activation level
compared to the other prime.

Such effect confirms previous research results that showed the influence of
an automatic activation of the cognition of love on helping behavior (Fischer-
Lokou et al., 2009; Lamy et al., 2008, 2009, 2010). In these previous studies,
the activation of the love cognition was done by asking participants to think
about previous romantic events in their life or through the name of a street (Saint
Valentine Street). Results showed each time that the love activation increased the
helping behavior only when male participants had the opportunity of offering some
help to a female confederate. The love cognition had no effect when considering
female participants and/or when a male confederate solicited help. In the present
blood donating experiment, we did not find this gender effect. In all the conditions,
we found that male and female participants complied in the same way to the blood
donation request, whether a male or a female solicitor made the request. This
no-gender effect could be explained by the fact that the cognition of love used
in this experiment is not associated with romance or romantic relationships, but
more probably with support, solidarity, and community relationships.

In France, where this experiment was carried out, blood donors receive no
money. Giving blood is purely a type of human solidarity behavior. This could
probably explain why the love cognition in our experiment led men and women
to react in the same way to the request addressed by our male and female con-
federates. In the studies of Fischer-Lokou et al. (2009) and Lamy Fischer-Lokou,
and Guéguen (2008, 2009, 2010), the love cognition was probably not related
to support, solidarity, and community relationship, but rather to romance, ro-
mantic relationships, courtship, or, perhaps, with sex. This could be why only
men reacted positively to such a priming effect when a woman asked them for
help.

Studies highlighting cultural stereotypes have consistently shown that men
are more eager for courtship relations or sexual intercourse than women (Hatfield,
1983; Sadalla, Kenrick, & Vershure, 1987). Such a variation in male and female
behavior could explain why, in the love prime studies previously mentioned, male
passersby helped female confederates more readily than female passersby did.
The love cognition, in these circumstances, may have increased men’s desire for
romantic relationships, courtship, or sex, which, in turn, led them to help female
confederates. Such cognition was probably not activated in female passersby
when help was requested by a male confederate and/or was not appropriated when
interacting with a female confederate. In the blood donating experiment, the love
prime activated a different type of cognition, one that can be activated in the same
way and at the same level with men and women, and that is why the same rate
of compliance was found according to participant and/or confederate gender. In
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summary, the love prime was different in the previous set of studies and in this
blood donating experiment, which explains the discrepant results found in helping
behavior according to participant gender.

However, if the spreading activation explanation is plausible when considering
the love prime, it does not explain why no effect was found in the Donating =
Helping condition. Two possible explanations of this lack of significance are
possible. First, this null effect could be explained by the reactance theory (Brehm
& Brehm, 1981; Wicklund, 1974). This theory assumes that people feel free to do
certain things. When this perceived freedom is threatened, people are motivated
to restore it. In our experiment, the words Donating = Helping may have been
perceived by the participants as a form of order to comply, which may have
activated some reactance and led them to consider the request less favorably. In
French, donner means “to donate,” but the same verb is also used when people
want to order someone to do something. Thus, in our experiment, this verb was
perhaps interpreted as an order to give, which in turn led the solicited participants
to see their freedom of behavior as threatened or restricted. This negative feeling
could explain why we found a significant decrease in compliance to the request
compared to that in the control condition.

Practical Applicability for Fundraising Professionals

This experiment has some practical applicability. Increasing the number of
blood donations has become urgent (Barkworth et al., 2002), particularly in France
where the number of donations per donor has decreased during the last decade
(Danic & Lefrère, 2008). Thus, increasing the number of donors becomes impor-
tant to compensate for this reduction and to increase number of blood products to
treat people. Accordingly, organizations all around the world that are responsible
for blood collection might be interested in testing various primes that would ac-
tivate cognition associated with support, solidarity, and community relationships
in their public relations, communications, or marketing campaigns.

The results found in this experiment show that one strategy might be to
give the Loving = Helping T-shirt, or a variation thereof, to the thousands of
volunteers who offer their time to organize blood collection events. An important
increase in the total amount of blood donations could be expected. However,
precautions must be taken in the choice of words printed on the T-shirt. In this
experiment, we found that Loving was associated with an increase in the rate and
the amount of donations whereas the word Donating was not. Testing the word
prime on actual behavior beforehand is thus essential. Various pre-tests using an
experimental design seem to be a good method to evaluate the efficiency of a prime.
This experiment, conducted in a field setting, has demonstrated that simple and
low-cost interventions can increase blood donations. A slogan such as Loving =
Helping is easy to use in various solicitation situations and media, such as mail,
electronic mail, face-to-face interactions, or on a badge worn by solicitors. This
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technique is easy to replicate, easy to use, and easy to adapt to other fundraising
solicitations and pro-social requests.

Limitations

This study has some methodological limitations. In this experiment, we ex-
amined only students’ compliance to a blood request addressed by a confederate
of the same age. Previous studies conducted with the love inducing technique
(Fischer-Lokou et al., 2009; Lamy et al., 2008, 2009) showed that this technique
remains effective when the participants’ age ranges between 20 and 60. However,
these studies did not examine blood donation requests, and previous studies found
that influence techniques used with blood donation requests are not always asso-
ciated with an increase in the number of blood donors (Cialdini & Ascani, 1976;
Foss & Dempsey, 1979).

This study was conducted in France, as were the previous studies that focused
on activation of the cognition of love on helping behavior (Fischer-Lokou et al.,
2009; Lamy et al., 2008, 2009). The positive effect of the word loving on blood
donation might not be generalizable to other countries. Hence, replication in other
countries is now necessary. Another limitation is that the Loving = Helping con-
dition might have yielded more donations because the confederates changed their
manner of solicitation. However, the confederates were unaware of the hypothesis
made, and they had been trained in a pre-test to ensure that they acted in the same
way in the three conditions.

Conclusion

In this study, we have stated that the loving concept acts as a prime that
leads to the activation of further concepts associated with compassion, support,
or solidarity that, in turn, lead participants to offer blood donations more readily.
Such an explanation is congruent with the results of previous studies on priming
(Bargh et al., 1996; Zemack-Rugar et al., 2007) which, unfortunately, never tested
the word love, or words related to love, as primes. Our explanation, however,
remains speculative, given that this study focused on end-behavior only. It appears
necessary to test in further experiments whether feelings of compassion, support,
or solidarity increase among groups of individuals who are exposed to a love
prime.
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