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Social media, social causes, giving behavior and money contributions
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5.1. Limitations and recommendations for future research

Our results are the outcome of a secondary data analysis and are
limited by the lack of information that could contribute to better
understanding of the link between social media, voluntary engage-
ment, and contributions. We were unable to identify the reason
why different social causes have different effects on donations.
Thus the study would benefit from an additional source of data
that would enable combining individual-level information pro-
vided by the PEW survey with information about the attitudes
and socioeconomic characteristics of individuals supporting a
cause, and extent of organizational use of social media to promote
such causes (Jones, 2006). Increasing voluntary engagement and
monetary contributions may suggest missed marketing strategies
(Mano, 2009). Finally, we suggest that future research should be
extended to examination of whether individual motivation behind
online monetary contributions is related to trust in the type of
communication.
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