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PSICOLOGIA SPERIMENTALE
MINI TALK

HOW RESILIENCE INFLUENCES DONATION BEHAVIOR: A
NEUROMARKETING STUDY

Riccardo Circi (Libera universita di lingue e comunicazione IULM), Marco Bilucaglia (Libera universita
di lingue e comunicazione IULM), Vincenzo Russo (Libera universita di lingue e comunicazione IULM),
Margherita Zito (Libera universita di lingue e comunicazione IULM), Mara Bellati (Istituto di Biologia e
Biotecnologia Agraria, Consiglio Nazionale delle Ricerche - Libera universita di lingue e comunicazione
IULM), Fiamma Rivetti (Universita IULM), Alessandro Fici (Universitd IULM)

In recent years there has been a growing interest in the role played by emotions in determining willingness
to donate when viewing social campaigns. According to Bennett (2014), campaigns are most effective when
they elicit ‘mixed emotions’ (alternating between negative emotions from describing the problem and pos-
itive emotions from being able to help). Our study investigates this phenomenon by collecting personality
variables and neurophysiological measurements. Our aim is to demonstrate that personality variables can
influence the emotions experienced when watching social campaigns and, thus, the willingness to donate.
We are administering a spot selected during a pilot study to 150 subjects. Personality variables and neuro-
physiological data (EEG) is being collected in conjunction with the administration of the spot. The results
will allow to test the following hypotheses: - Resilience affects the experience of mixed emotions while
watching the campaign; thus, higher scores on this dimension are expected to positively affect the propen-
sity to donate. - In low resilient individuals the EEG withdrawal index (Vecchiato et al., 2012) detected at the
time of exposure to the problem is longer lasting than in high resilient individuals.
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