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1: Why People Give And Why They Do Not
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If you spend time in WhatsApp groups, church groups, neighborhood forums, or office committees, you have seen this mystery with your own eyes.

Someone loses a loved one and within hours people are sending money. Targets are hit, sometimes exceeded. The same group will see a parent begging for school fees and the response is slower, smaller, or even silent.

A wedding fundraiser for one person struggles, yet another wedding for a different couple collects generous gifts with ease.

One friend posts a desperate appeal and everyone scrolls past it. Another friend posts one message and support floods in.

On the surface, it looks unfair. Underneath, it is not random at all. There is a logic to how people give, but it is not mathematical logic. It is emotional logic.

Once you understand this emotional logic, you stop taking fundraising results personally and you stop guessing. You begin to design your fundraising in a way that works with how people truly think, feel, and decide, instead of fighting against it.

This chapter is about that deep understanding.

Money Follows Feelings, Not Just Needs

Many fundraisers make one big mistake. They think that the size of the need should automatically determine the size of the contribution.

The hospital bill is big, so people should give big.

The school arrears are huge, so people should respond strongly.

The project is for the community, so the community should automatically support it.

In reality, people do not look at the size of the problem first. They respond to how the problem makes them feel.

The main emotional drivers are:


	urgency and crisis

	fear of loss vs joy of gain

	empathy, guilt, duty, and gratitude



Let us look at each one in a practical way.

Urgency And Crisis

When people sense "this cannot wait", they move faster and give more.

Funerals, emergency hospital bills, last minute surgery, or sudden disasters trigger an inner alarm. The thought is simple:

"If we do not help now, something final and painful will happen or has already happened, and we need to respond quickly."

Urgency does three big things:


	It pushes people to act before overthinking.

	It makes even small contributions feel meaningful.

	It justifies shifting money from other plans, even when their budget is tight.



That is why someone who said they have no extra money for a friend’s school project can suddenly find money for a funeral contribution. The funeral feels like a crisis, with a deadline that cannot be moved.

When you are raising money, how people perceive time is almost as important as how they perceive the need itself. If there is no sense of "now", people delay, then forget, then move on.

Fear Of Loss Vs Joy Of Gain

There is a reason people give more in situations of loss and death compared to growth and opportunity.

Human beings react more strongly to avoiding pain than to gaining something good. The brain wants to stop loss before it wants to chase gain.

Loss examples:


	a family that cannot afford a proper burial

	a patient who might not get treatment

	a child who might be sent out of school

	a widow who might lose her home



Gain examples:


	a couple who want a beautiful wedding

	a youth group that wants to travel for a trip

	a church that wants better sound equipment



Both sides might be important, but emotionally people move faster to protect from loss.

This does not mean you should only fundraise for sad situations. It means when you present an opportunity, you must show what will be lost if no one steps in. For example, instead of only saying, "Help this student with school fees", you could show that if they miss this term, they will repeat or lose their chance to sit exams. That brings the feeling of loss into the story, and people understand the weight of their inaction.

Empathy, Guilt, Duty, And Gratitude

Four emotions often walk together in social fundraising:


	Empathy: "I feel what they must be feeling."

	Guilt: "If I ignore this, I will feel bad later."

	Duty: "This is what people like us are expected to do."

	Gratitude: "Life has been kind to me. I should give back."



Funerals pull on all four at once. People imagine the pain of losing a loved one. They know that in their culture, failing to support the bereaved is shameful. They remember the times others stood with them, or when this family supported others. Their empathy and duty blend with a touch of guilt and gratitude, and the result is strong giving.

With school fees, these four emotions are present, but usually weaker. People view it as an ongoing responsibility, not a one time crisis. They might feel for the child but think, "The parents should have planned better," so duty is weaker, and guilt is lower. That is why you cannot present school fees or long term needs in the same way you present sudden death or accidents. They do not sit in the same emotional category.

As a fundraiser, your job is not to manipulate these emotions. Your job is to recognize which ones are naturally attached to your cause and present your story in a way that lets people genuinely feel what is at stake.

Why Funerals, Medical Bills, And Emergencies Pull More Money

Let us now connect this directly to the question that has been on your mind.

Why do funerals, medical bills, and emergencies attract stronger responses than school fees, weddings, or normal life needs?

There are three big reasons.

	
Cultural expectations and social pressure
In many communities, funerals and emergency sickness are not private matters. They belong to the entire social group. There are unwritten rules that if you belong to this family, clan, church, friendship group, or workplace, you show up and you give something.


People fear social judgment. They do not want to be the one who did nothing when everyone else supported the grieving or the sick. This expectation is sometimes stronger than any personal feeling. It is simply "what people like us do".
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