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DO ACCOUNTING STUDENTS DIFFER FROM OTHERS IN SELF-INTEREST,
CONCERN FOR OTHERS AND ETHICAL PERCEPTIONS - FINDINGS FROM AN
ATLANTIC CANADA STUDY

This paper presents the results of a study using participants from an Atlantic Canadian
university (n=997) which indicates that accounting students differ significantly in their level of
self-interest and perceptions of academic dishonesty — but not in their concern for others- from
some of the other business majors and students in other programs.

Introduction

Integrity is the foundational basis of the accounting profession. Nevertheless the past
involvement of accountants in fraudulent financial reporting has resulted in heightened attention
of both business leaders and academics on building an even stronger ethical base among
accountants, including those planning to enter the accounting profession. Since research
indicates that students who cheat academically are more likely to commit an unethical act in the
workplace, it is important to understand the ethical values of accounting students if one is to
improve the integrity of the accounting profession (Jurdi, Hage & Chow, 2011; Payan, Reardon
& McCorkle, 2010; Plinio, Young, & Lavery, 2010; Iyer & Eastman, 2006). Further, there are
often corollaries between unethical behaviors in an academic context and those in the workplace
context. For example, Malone (2006) indicated cheating on an exam may be analogous to
falsifying an expense report. In addition, research also indicates that an individual’s perceptions
of what constitute unethical behavior and his/her attitudes towards the behavior strongly influence
whether or not a person will actually engage in fraudulent behavior. For example, Buchan (2005)
studied the ethical attitudes of accountants and found these attitudes were directly related to their
intention to commit unethical acts. Given these findings, it is important to study accounting
students’ perceptions of what constitutes academic dishonesty and to understand the factors that
impact and influence such perceptions.

While understanding the causes of unethical behavior is filled with complexities, many
researchers feel that underlying personality factors play a critical role in determining whether or



not a person will commit an unethical act (Brown, Sautter, Littway, Sautter & Bearnes, 2010).
The two personality traits most often related to unethical behaviors are self-interest or selfism
(often also called narcissism) and concern for others or empathy (e.g., Brown, et al., 2010; Shaub,
Collins, Holzmann & Lowensohn, 2005). Research has examined these variables in the context
of business students in general (Bloodgood, Turnley & Mudrack, 2010), and a few have even
compared accounting majors to other business majors (Cohen, Pant & Sharp, 2001; Malone,
2006). However, most of these studies have been conducted in the US; there are very few
Canadian studies in this area and very few (if any) studies in Atlantic Canada. This paper aims to
fill this void in the literature by examining the differences between accounting majors and other
students in terms of two personality variables - self-interest and concern for others - and their
perceptions of academic dishonesty.

Literature Review

Personality variables: Self —interest (or Selfism) and Concern for others

The Merriam-Webster’s dictionary defines self-interest as “concern for one's own
advantage and well-being” and selfism as “concentration on self-interest” (Merriam-Wesbster,
2014, self-interest). While narcissism is often associated with a love of one’s own body, the term
is also used as a synonym for self-interest or self-concernedness (Merriam-Wesbster, 2014, self-
interest). In this paper, we will use these terms interchangeably. Self-interest has also been
related to Machiavellianism; as Bloodgood, Turnley, and Mudrack (2010) note, a ‘high-Mach’
individual is one who focuses on his/her self-interest with little or no regard to the social
acceptability of their actions. Thus the personality trait of self-interest and Machiavellianism tend
to be highly correlated.

How does a higher level of self-interest relate to ethics? Lack of concern for societal
norms combined with a greater self-interest is likely to lead an individual to actions that would
promote his/her own welfare even if such actions are not considered ethical by society. Research
does indicate that people who score higher on selfism (or concepts highly related to it such as
Machiavellianism and narcissism) tend to be less critical of unethical or ethically questionable
behaviors; they also tend to behave less ethically (O’Fallon and Butterfield, 2005) and more
opportunistically or at the expense of others (Wilson, Near, & Miller, 1996). In an academic
context, students who score high on Machiavellianism have been shown to behave unethically in
hypothetical ethical dilemmas (Brown, et al., 2010), and to be more accepting of academic
cheating and ‘passive cheating’ in a non-academic context (Bloodgood, et al., 2010). For
example, Bloodgood et al. (2010) found that students who scored higher on Machiavellianism
were more likely than ‘low-Machs’ to be accepting of unethical behaviors in an academic context
(e.g., copying another student’s homework/class assignment, using unauthorized cheat sheets,
etc); ‘high-Machs’ were also found to accept passive cheating behaviors (e.g., not saying



anything when they received a good or service that they had not paid for, not saying anything
when given too much change back for a purchase, etc) than ‘low-machs’. Interestingly, these
researchers found that academic dishonesty was also significantly related to passive cheating in
other situations (Bloodgood, et al., 2010). Brown et al., (2010) in a study of business majors
found that in two hypothetical situations (taking/returning $100 bill and keeping/returning extra
merchandise), students who scored higher on self-interest were more likely to behave unethically
when presented with ethical dilemmas. It is even more interesting is that both the above studies
found that the findings held even after demographic variables such as age, sex, and GPA of the
students were controlled for (Bloodgood et al., 2010; Brown, et al., 2010). These findings
indicate that underlying personality traits may be more important in understanding a student’s
ethical values and future ethical behaviors than demographic variables.

The second personality variable included in this study — concern/empathy for others — has
also been related to a person’s ethical attitudes and behaviors. Empathy is defined as “the feeling
that you understand and share another person's experiences and emotions: the ability to share
someone else's feelings” (Merriam-Webster, 2014). Higher levels of empathy has been related to
efforts to prevent unjust acts (Davis, 1996; Smith-Lovin, 1995). In addition, Brown, et al., (2010)
found that students who scored higher on empathy were less likely to act unethically in
hypothetical ethical dilemmas. Again, the results held true even when demographic variables such
as age, sex, and GPA were controlled for (Brown, et al., 2010).

Academic dishonesty

Academic dishonesty is a broad term that covers several forms of academic misconduct
or unethical behaviors by students. While some researchers equate this to cheating, academic
dishonesty covers a broad range of behaviors including cheating (as in using ‘cheat sheets’),
plagiarism (submitting another person’s work as one’s own — both those of other students’ and
copying from the internet), letting others copy one’s work (or passive cheating), and other
behaviors.

Academic dishonesty has been a concern in education for decades. In 1986 a group of
researchers concluded that academic cheating was an epidemic (Haines, Diekhoff, Labeff &
Clark, 1986). For example, Jones (2011) and Davis, Grover, Becker & Macgregor (1992)
indicated that 80% and 83% of students reported that they had cheated. This is disconcerting for
educational institutions since there is a risk that students might be cheating their way through a
program rather than earning their rite of passage (Jurdi et al., 2011). As a result, ethics has
received more emphasis in business schools (Bloodgood et al., 2010; Nguyen, Basuray, Smith,
Kopka & McCulloch, 2007).



Students’ acceptance of academic dishonesty (i.e., the more it is viewed as not ethically
wrong) is a key variable in understanding the occurrence of actual dishonest behaviors within the
educational system. The more positive the attitude towards a behavior is, the more likely it is that
the individual will actually engage in that behavior. The Theory of Planned Behavior (TPB)
provides a framework to analyze academic dishonesty. TPB states that a person’s chances of
behaving in a certain way is a function of many things: his/her attitudes towards the behavior, the
person’s subjective norms (i.e., whether or not the person feels that the behavior is acceptable in
his/her general environment), and the level of personal control a person has over the action. These
variables will affect both the individual’s intention to indulge in the behavior and his/her actual
behavior (Ajzen, 1991). While TPB has been used by marketers extensively to study various
aspects of consumer behavior, a few researchers (e.g., Beck and Ajzen, 1991; Stone, Jawahar, &
Kisamore, 2009; Whitley, 1998) have used it to explain academic misconduct. For example,
Stone, et al., (2009) in a detailed empirical study tested TPB in the context of academic
misconduct using a sample of 438 management, marketing, accounting and economics
undergraduates in a large mid-western university in the US. Besides attitudes, subjective norms,
and personal control, these researchers also added a new variable — the students’ justifications for
cheating — to the TPB model. This study found that attitudes towards academic misconduct (i.e.,
whether or not it is ethically right or wrong) was positively correlated to an individual’s intention
to engage in academic misconduct, his/her justifications for such behavior, and actual cheating
behavior (Stone, et al., 2009).

Other researchers have also examined the relationship between academic dishonesty and
other variables. For example, Bloodgood, et al., (2010) found that academic dishonesty was
related to social desirability, Machiavellianism, and passive cheating in a business context.
Smyth, Davis, and Kroncke (2009) looked at how students saw academic dishonesty and
dishonesty in business situations. They paired 13 academically dishonest behaviors with 13
instances of business misconduct and found that 12 of the pairings were seen as different by the
students; the results indicated that in some instances, students perceived academic misconduct to
be more ethically wrong than business situations that were of a similar nature.

Program of study and academic dishonesty, self-interest, and concern for others

While past research indicates that both self-interest and concern for others are correlated
with dishonesty/unethical behaviors (academic and non-academic), very few studies have tested
these relationships in the context of students majoring in various business areas. Brown, et al
(2010) tested the differences in narcissism and concern for others among business majors and
found that those majoring in finance and accounting had lower levels of concern for others than
marketing/management majors; the same study also found that finance majors scored higher on
self-interest than management and marketing majors, but accounting majors did not. The
researchers attribute the difference in empathy between the business majors to the nature of the
subjects; in their opinion, management and marketing being more people-focused majors



(compared to accounting and finance), probably help the students develop more people-oriented
and other-focused skills. Finance majors were the least empathetic group and the researchers state
that this is “perhaps not surprising, considering the sort of pecuniary values that are emphasized
in their discipline” (Brown, et al, 2010, p. 207). However, contradictory findings have been
reported by others (e.g., Cohen, Pant, & Sharp, 1998; Malone, 2006). Cohen, et al., (2001), in
one of the earliest studies on this topic, compared the ethical values of accounting majors to other
business majors and students from other disciplines using eight business situation vignettes and
found accounting students scored higher on ethical values and evaluation of the vignettes than
other business majors and liberal arts students. Malone (2006) found no difference between
accounting majors and other business majors in their ethical perceptions. Given that there is little
research to draw definitive directional hypotheses related to these variables, we developed the
following hypotheses:

H;: Accounting majors will differ from other business majors in their level of self-interest.
H,: Accounting majors will differ from other business majors in their level of concern for others.

H;: Accounting majors will differ from other business majors in their perceptions of academic
dishonesty.

Most of the research on this topic has focused on comparing business students to non-
business students; in general, results indicate that business students are more likely to be
dishonest than non-business students (e.g., Baird, 1980; Brown, 1995; McCabe and Travino,
1995). For example, Brown (1995) compared business students to those in engineering and
education and found that business students were more likely to participate in unethical academic
behaviors. Similarly, McCabe and Travino (1995) in a large-scale study of undergraduate
students in the US found that business students were more likely than others to report having
cheated. While there have been a few studies (e.g., Iyer, et al.,2006) that have found
contradictory results, overall, there is more evidence to back the hypotheses that business students
are more likely than others to engage in academic dishonesty. In addition, research has shown
that individuals higher in self-interest are more likely to engage in unethical activity (Brown et
al., 2010; Shaub et al., 2005). There is also some evidence that business students are likely to
score higher on self-interest than non-business students. For example, Skinner (1981) indicated
scores related to Machiavellianism (self-interest) and achievement were higher for business
students than non business students. Further, research has shown that individuals that have high
self- interest are more likely to place their needs ahead of others (Wilson et al., 1996). Thus,
overall, existing research indicates that business and non-business students differ in their level of
self-interest, concern for others, and academic dishonesty. If business students as a group differ
from non-business students, then it seems reasonable to hypothesize that accounting majors will
also differ from non-business students on these variables. Thus, we hypothesize that:

Hy: Accounting majors will differ from students in other programs in their level of self-interest.

Hs: Accounting majors will differ from students in other programs in their level of concern for
others.

Hs: Accounting majors will differ from students in other programs in their perceptions of
academic dishonesty.



METHODOLOGY

Students enrolled in business and non-business courses in an Atlantic Canadian
university were asked to complete a survey on the ethical values of students. Instructors were
approached for permission to administer the survey in their classes and participation by students
in these classes was voluntary. The courses were chosen to get a wide distribution of business and
non-business courses. Care was taken to include courses at all levels (i.e., first, second, third, and
fourth year courses). The survey included (among other variables), an eight-item self-interest
scale and an eight-item empathy or concern for others scale, that were modified and tested by
Brown et al. (2010). The researchers indicated these scales were versions of existing scales:
Phares and Erskine Selfishism Test, 1984 and Goldberg’s Empathy Test, 1999. Each item on the
modified scales was scored on a 5-point scale (1=strongly agree to 5=strongly disagree). Lower
scores indicated a higher self-interest and a higher concern for others. Students also self reported
on their views towards academic dishonesty using a modified version of the scale used by
Bloodgood, et al. (2010). The scale consisted of 11 items which were scored on a 5-point scale (1
= strongly believe that it is right; 5 = strongly believe it is wrong). Higher scores indicated the
student believed the academic behavior was wrong. We also tested the internal consistency of the
scales in this study; the Cronbach’s alpha was 0.751 for self-interest, 0.865 for concern for others,
and 0.845 for academic dishonesty, indicating that these scales are internally consistent and
reliable. Details of the instruments used in this study are provided in Table 1. The survey also
included questions on demographics such as program and major as well as other variables that are
not part of this research paper. The questionnaire had received ethics approval from the
University Ethics Review Board.

Data was collected over two terms: Fall, 2012 and winter, 2013. A total of 997 students
participated in the study: 425 business students, 111 arts, 54 science students, 220 public relations
students and 100 other. Among the 425 business students, there were 154 accounting, 129
marketing, 61 management, 18 finance, 35 tourism/hospitality and 38 general business.

RESULTS

Self-interest. A low score on this scale indicates that students have a high level of self-
interest. The item with the lowest score is item 3 (I regard myself as someone who looks after
his/her own interest) with a mean of 2.38 followed by item 1 (thinking of yourself is no sin in this
world) with a mean of 2.39. All other items have a higher mean indicating on average participants
did not place more emphasis on their own self-interest. The highest mean was for item 5 (getting
ahead in life depends mainly on thinking of yourself first) with a mean of 3.27 followed by item 4
(it’s best to live for the present and not worry about tomorrow) with a mean of 3.25. The overall
mean of all items was 2.798.



Concern for Others. A low score on this scale indicates the student has a high concern
for others. Item 3 (I love to help others) had the lowest mean of 1.70. The next lowest mean was
item 1 ( make people feel welcome) with a mean of 1.76. The highest mean was item 5 (I have a
good word for everyone) with a mean of 2.43. This was followed by item 2 (I anticipate the needs
of others) with a mean of 1.98. Overall, based on their self-reports, participants seem to have a
high level of concern for others as the mean score was 1.930.

Academic Dishonesty. The items on the scale measure whether or not students
considered certain academic behaviors to be unethical; lower scores indicate that students
perceived the action to be ethical. No items had a mean of less than 3.29 indicating that most
students perceived the 11 actions as wrong or unethical. The item that scored lowest (believed to
be right) was item 5 (obtaining the answer on the internet) with a mean of 3.29. This was
followed by item 2 (asking someone to help you with a take home test) with a mean of 3.39. The
highest mean was item 6 (furning in another student’s work as your own) with a mean of 4.75.
This was followed by item 8 (purchasing a paper as your own) with a mean of 4.74. The overall
mean of all items was 4.16 (Table 1).

Accounting majors vs other business majors (H1-H3)

Due to their small sample size (n=18), Finance majors were dropped from this analysis;
accounting majors were then compared to all other business majors (Management, Marketing,
and General Business) using one way ANOVA. Given the high internal consistency of the
measures of self-interest, concern for others, and academic dishonesty, the total mean scores on
these were used for the ANOVA. Overall, the results (Table 2) indicate that there were significant
differences between the various business majors in their scores on self-interest (F=5.724; p<.01)
and perceptions of academic dishonesty (F=7.774; p<.001), but not in their concern for others.
Post-hoc tests indicate that accounting majors differ from those majoring in management in their
level of self-interest (mean difference=0.241; std. error=1.09; p<.05) and marketing majors (mean
difference=0.274; std. error=0.086, p<.01), but not from those majoring in General Business. The
mean score for accounting majors was higher (2.97) than that of marketing (2.70) and
management (2.73) students indicating that accounting majors - as a group — have a lower level of
self-interest than those majoring in marketing and management. Interestingly, one-way ANOV As
indicate that there were no significant differences between accounting majors and other business
majors in terms of their level of concern for others. Thus the results partially support H1 but not
H2.

Do accounting and non-accounting majors in the business program have differing
perceptions of what constitutes academic dishonesty (H3)? Results of the one-way ANOVA
indicate that the differences between the groups were significant (F=7.74; p<.001). Once again,
post hoc tests indicated that accounting students differed from those majoring in marketing and
management but not general business students. Accounting students also had a higher mean
score (4.31) than marketing (4.1), and management majors (4.0) which indicates that they were



more likely to perceive the dishonest academic behaviors listed as more unethical than the others.
Thus, the results partially support H3.

Accounting majors vs. students in other programs (H4-H6):

Accounting students were compared to students in arts, science, tourism and hospitality
and public relations. One way ANOVAs indicated that there was a significant difference between
accounting students and students in other programs on self-interest (F (4, 557) = 4.785, p <.001).
Post hoc tests revealed that the significant differences were between accounting students and
those in the BSc and Public Relations programs, but not between accounting majors and those in
the BA or BTHM (Tourism and Hospitality Management) programs. Accounting students had a
higher mean (2.9703) indicating they had lower self-interest than public relations (2.7162) and
science students (2.6392). Thus there is partial support for Hy as accounting majors do differ
from those in two of the four other programs examined in this study. There were no significant
differences between accounting students and students in other programs in their concern for
others. Therefore, there is no support for Hs. A significant difference was also found between
accounting students and students in other programs in their perceptions of academic dishonesty
(F=7.488, p <.001). Post hoc tests indicated that significant differences existed between
accounting and science students and public relations students but not accounting students in the
BA or BTHM programs. Accounting students had a higher mean (4.309) indicating they viewed
the academic dishonesty items to be more wrong than the public relations students (4.138) and
science students (3.904). Thus, again, there is partial support for Hg (there is a difference in the
perceptions of academic cheating between accounting and students in other degree programs).

Other findings

To examine how the variables (self-interest, concern for others, and perceptions of
academic dishonesty) relate to each other, the correlations between these variables were analyzed
using Pearson’s correlation coefficient. There was positive correlation between self-interest and
perceptions of academic dishonesty (r = .237, p <.001), and a negative correlation between
concern for others and perceptions of academic dishonesty (r = -.136; p<.001). These results
indicate that students with high levels of self-interest are more likely to see many negative
(dishonest) academic behaviors (e.g., copying from the internet, submitting another person’s
work as one’s own, etc.) as acceptable. On the other hand, those with higher levels of concerns
for others seem to possess a stronger moral compass; these students are more likely than others to
perceive the negative academic behaviors as unethical. The effect size was near medium for self-
interest and ethical perceptions but smaller for ethical perceptions and concern for others.



Surprisingly, there was no significant correlation between self-interest and concern for others. In
other words, higher levels of self-interest do not necessarily lead to lower concern for others.

DISCUSSION

The primary aim of this study was to examine the differences between accounting
students and others (both other business majors and students in other programs) in self-interest,
concern for others and in their perceptions of academic dishonesty. Results indicate that
accounting students differ from marketing and management majors and from students in public
relations and science programs in their level of self-interest and in their perceptions of academic
dishonesty. Accounting students seem to have lower levels of self-interest and a higher level of
academic honesty (i.e., they seem more ethical) than the others. This leads to many interesting
questions: Is there something in the curriculum that makes them more ethical and/or less self-
interested? From another perspective do these students already have these personality traits and as
a result are drawn to the accounting profession? Of interest might be consideration as to whether
there is a difference in the results for accounting, other business majors and non business students
when other variables such as gender, age and year of study are considered. Further research is
required to answer these questions.

This study does lend support to some of the findings from other studies but there are also
some contradictory findings. As in other studies, self-interest was found to be related to attitudes
towards academic honesty; students with higher self-interest were found to be less academically
ethical (i.e., they did not perceive the examples of academic misconduct to be wrong) than those
with lower self-interest. Similarly, this study reinforces the connection between concern for
others and perceptions of academic dishonesty; the higher the concern for others, the more
uncomfortable students were with the dishonest behaviors. Yet, there seems to be no connection
between self-interest and concern for others; perhaps this indicates that students see a high level
of self-interest as not precluding them from being concerned for others; that caring for others
does not mean that one should not care for oneself too. This is consistent with research where the
important factor was harm to others or one’s self and not just self interest (Malone, 2006).
Perhaps the real test will be when the participants are asked to choose between their own welfare
and those of others!

It should be noted that this study examined only how students viewed academic
misconduct — i.e., how they perceived behaviors that were dishonest in an academic context; it
did not examine if the participants had engaged in behaviors that constitute academic dishonesty.
The finding that accounting students rate academic misconduct as morally/ethically wrong need
not translate into lower levels of actual academic dishonesty. In other words, there is a need for
future studies that examine the link between perceptions of what constitutes academic dishonesty
to actual dishonest behaviors. An overall limitation of the study is that all variables were



measured based on self-reports of students using surveys as a tool. As is common with surveys,
students may have responded with the response that they thought was expected rather than how
they truly felt. Further, the use of students as participants in the study may limit generalizing the
results, particularly for self interest and concern for others, to the general population.

This research is a small part of a much larger study. Further studies in this area include
looking at all business students and non business students from many programs. To expand on
students’ perceptions and personality traits the study will include ethical scenarios as well as the
use of defining issues tests (DIT). This will allow analysis across programs and disciplines as
well as identifying areas of further research.



Table 1: Scales used in the study

Scale (mean, std. deviation)

Self-interest (Overall mean= 2.798,; Cronbach’s Alpha=0.751)

1. Thinking of yourself is no sin in this world. (2.39, 1.027)

2. It is important to live for yourself rather than for other people, parents or for posterity.
(2.88, 1.171)

3. I regard myself as someone who looks after his/her personal interests. (2.38, 0.937)

4. It’s best to live for the present and not worry about tomorrow. (3.25, 1.142)

5. Getting ahead in life depends mainly on thinking of yourself first. (3.27, 1.035)

6. Call it selfishness if you will, but in this world today we all have to look out for
ourselves first. (2.91, 1.080)

7. In striving to reach one’s potential, it is sometimes necessary to worry less about others
people. (2.88, 1.07)

8. Not enough people live for the present.(2.53, 0.979)

Concern for Others (Overall mean=1.93; Cronbach’s Alpha=0.865)

. I make people feel welcome. (1.76, .682)

. I anticipate the needs of others.(1.98, 0.727)

. I'love to help others.(1.70, 0.717)

. I'am concerned about others.(1.82, 0.749)

. I' have a good word for everyone. (2.43, 0.959)

. I'am sensitive to the feelings of others.(1.95, 0.829)
. I make people feel comfortable.(1.89, 0.696)

. I take time for others. (1.93, 0.722)
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Academic dishonesty (Overall mean=4.160; Cronbach’s Alpha=0.845)

. Copying another student’s homework assignment. (4.30, 0.723)

. Asking someone to help you with a take home test. (3.39, 1.078)

. Allowing another student to copy your assignment. (4.18, 0.786)

. Allowing another student to copy from your exam. (4.74, 0.562)

. Obtaining the answer to your assignment question on the internet. (3.29, 1.081)
. Turning in another student’s work as your own. (4.75, 0.568)

. Using unauthorized cheat sheets during an exam. (4.88, 0.712)

. Purchasing a paper to turn in as your own. (4.74, 0.589)

. Using sources for your paper that were not cited or referenced. (4.14, 0.798)
10. Providing unauthorized assistance to a classmate. (3.51, 0.981)

11. Borrowing parts of a case analysis that someone else had done or that you found on
the internet. (4.01, 0.919)
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Table 2: Results of one-way ANOVA tests

Variable Sum of d.f. Mean F-value | Significance
Squares Squares level

Business Major

Self Interest
Between Groups 5.541 2 2.771 5.724 | p<.01
Within Groups 153.446 317 484

Concern for Others
Between Groups 1.325 2 .662 1.984 | Not

i Significant

Within Groups 110.177 330 334

Ethical Perceptions*

Between Groups 5.000 2 2.500 7.774
o p<.001
Within Groups 102.60 319 322
Program
Self Interest
Between Groups 7.322 4 1.831
o p<.001
Within Groups 213.091 557 383 4.785

Concern for Others

Between Groups 2.337 4 584
Not
Within Groups 168.803 573 295 1983 | g
ignificant
Ethical Perceptions*
Between Groups 7.053 4 1.763 p<.001
Within Groups 133.047 565 235 7.488

*Ethical Perceptions showed unequal variances and hence Dunnett’s for unequal variances was
used for this; all others used the LSD test to assess the significance of the F value.
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LA REPRESENTATIVITE REGIONALE DES PLUS GRANDES SOCIETES
PUBLIQUES CANADIENNES

Les sieges sociaux sont importants pour 1’économie d’une région pour le dynamisme
économique qu’ils créent dans une région. La recherche a pour objectifs d’identifier
si 1) les siéges sociaux des plus grandes sociétés publiques canadiennes et si 2) les
administrateurs siégeant aux conseils d’administration de ces sociétés se répartissent
d’une fagon proportionnelle a la démographie des différentes provinces canadiennes.
Les résultats de la recherche montrent que 1’ Alberta est fortement représentée sur ces
deux plans et que I’ensemble des autres provinces sont sous-représenté.

I. Introduction

Cette étude a pour objectif d’analyser la représentativité régionale du pouvoir de décision
chez les plus grandes sociétés publiques canadiennes. Elle cherche a savoir si les siéges sociaux
effectifs se répartissent entre les diverses provinces sur une base similaire a celle du prorata de la
population. Comme les études antérieures ont démontré que les si¢ges sociaux tendent a se
concentrer dans les grands centres urbains tant dans le contexte canadien que celui mondial
(Bloom et Grant, 2011), la présente étude pousse le regard plus loin pour analyser si I’effet de la
concentration de ces siéges sociaux est atténué par une plus grande représentativité régionale des
administrateurs siégeant aux conseils d’administration.

II. Les sieges sociaux

Les siéges sociaux sont importants pour l’économie d’une région (Institute for
Competitiveness & prosperity, 2008) ou d’une province pour de multiples raisons. La recherche
considere ici les siéges sociaux effectifs ou les décisions stratégiques se prennent et non ceux
officiels pouvant se justifier pour des raisons politiques comme le cas de la Banque Royale dont
le siége social est a Montréal ou historiques comme celui de la banque Nouvelle-Ecosse dont le
siége social est a Halifax. Les si¢ges sociaux sont importants, car c’est 1a que se prennent les
décisions sur I’allocation des ressources de I’entreprise. Ils constituent le centre névralgique des
décisions sur la localisation des installations, les fusions et acquisitions et le choix des
fournisseurs par exemple. Les études antérieures semblent démontrer que ces décisions ont
tendance a favoriser la région ou se situe le siége social (Bloom et Grant, 2011). Il s’agit aussi
d’un endroit ou se concentrent des emplois hautement qualifiés et trés bien rémunérés'
contribuant a la vitalit¢ économique régionale. Ces centres de décisions font vivre dans leur
sillage une multitude de professionnels de la consultation qui sont eux aussi hautement qualifié et
bien rémunérés. A ce titre, il est possible d’identifier, par exemple, les bureaux d’avocats et de

" Pour donner une idée de I’importance de cette rémunération Mackenzie (2014) fait ressortir
que la rémunération totale pour les PDG des 240 sociétés cotées sur I’indice TSX aurait été de de
7,96 millions de dollars en 2013. Puisque cela met seulement en évidence le salaire des cadres
supérieurs, on peut s’imaginer I’impact économique que peut avoir un siége social dans une
région si on considere tous les salaires.



comptables. Le biais décisionnel en faveur de la région pourrait aussi se faire valoir au niveau des
activités philanthropiques de ’entreprise.

Les siéges sociaux des entreprises se situent généralement dans des lieux différents des
activités opérationnelles de production pour permettre une gestion plus détachée du portefeuille
d’actifs (Bloom et Grant, 2011). Ce détachement des opérations permet aux siéges sociaux de se
localiser par exemple dans les tours de bureaux des centres-villes. L attraction des grandes villes
pour les siéges sociaux provient de 1’accés a une main-d’ceuvre qualifiée (ex.: présence
d’universités), des infrastructures publiques (ex.: aéroport permettant aux dirigeants de se
déplacer rapidement) et de 1’acces au financement (ex.: institutions financieres) (Bloom et Grant,
2011). Les entreprises d’'un méme secteur ont aussi tendance a se concentrer dans une méme ville
et a former des grappes industrielles de sieges sociaux afin de bénéficier de certains avantages
compétitifs (Porter, 2000; Glasmeier, 1988). Les différentes juridictions peuvent aussi entrer en
compétition en ce qui concerne la fiscalité pour attirer les siéges sociaux.

Les plus grandes sociétés publiques canadiennes considérées sont celles composant
I’indice composé S&P/TSX de la bourse de Toronto. Cet indice se composait de 242 entreprises
en janvier 2014. De ces 242 entreprises, 234 avaient leur si¢ge social effectif au Canada si on
considére ’adresse officielle de I’entreprise selon la base de données Thomson One. Le tableau 1
présente la localisation par province de ces 234 entreprises et le pourcentage de la population
canadienne de chacune des provinces canadiennes en avril 2014 selon Statistique Canada.

Tableau 1
Localisation par province des siéges sociaux des entreprises composant 1’indice composé

S&P/TSX

Provinces Nombre de Pourcentage des Pourcentage de la Nombre théorique Surreprésentation Pourcentage du
siéges sociaux  siéges sociaux population canadienne siéges sociaux Sous représentation nombre théorique

T.-N.etL 1 0,4% 1,5% 4 (3) 27,8%
|.P.E. 0 0,0% 0,4% 1 (1) 0,0%
N.-E. 4 1,7% 2,8% 6 2 62,2%
N.-B. 1 0,4% 2,2% 5 (4) 19,1%
Prov. Atla. 6 2,6% 7,0% 16 (10) 36,9%
Québec 32 13,7% 23,6% 55 (23) 57,9%
Ontario 82 35,0% 38,4% 90 (8) 91,3%
Manitoba 5 2,1% 3,6% 8 (3) 59,2%
Saskatchewan 2 0,9% 3,1% 7 (5) 27,7%
Alberta 79 33,8% 10,9% 25 54 310,0%
C.-B. 28 12,0% 13,1% 31 (3) 91,1%
Total 234 100,0% 99,7% 233

L’analyse de ces résultats montre que de ces 234 siéges sociaux, 82 (35%) sont situés en
Ontario et 79 (33,8 %) en Alberta laissant loin derriere le Québec a 32 et la Colombie-
Britannique a 28 qui représentent respectivement 13,7 % et 12 % des entreprises de 1’indice.
Aucune des autres provinces ne compte plus que 5 entreprises cotées a 1’indice. Les 4 provinces
atlantiques regroupées ne sont représentées que par 6 entreprises.

L’analyse est ensuite raffinée en comparant la représentativité régionale au prorata de la
population canadienne. Le lecteur averti remarquera que la somme des pourcentages de la
population des 10 provinces canadiennes ne donne pas 100 % étant donné qu’il existe 3 territoires
au Canada. Le pourcentage de la population canadienne de la colonne 4 est ensuite utilisé a la
colonne 5 pour calculer le nombre théorique de siéges sociaux qui devrait étre localisé dans
chaque province selon une répartition au prorata de la population. Ce nombre théorique comparé
au nombre réel permet de dégager a la colonne 6 une surreprésentation ou une sous-
représentation pour chacune des provinces. Il ressort de ces résultats que toutes les provinces sont




sous-représentées a I’exception de 1’Alberta. En effet, méme si 1’Ontario est représenté par plus
d’entreprises que 1’ Alberta 82 par rapport a 79, une fois pris en considération sa population pres
de 4 fois plus importante, elle devient sous-représentée. La surreprésentation de 1’ Alberta pourrait
s’expliquer par la force de I’économie poussée par I’industrie pétroliere et la plus grande
propension des entreprises de ce secteur a devenir publique.

La 7° colonne aide le lecteur & se donner une idée de I’ampleur de la surreprésentation ou
de la sous-représentation en faisant le rapport du nombre réel d’entreprises sur le nombre
théorique. L’Alberta est a 310 % au-dessus de son nombre théorique signifiant qu’elle compte 3
fois plus de siéges sociaux que son prorata de la population canadienne. L’Ontario a 91,3 % et la
Colombie-Britannique a 91,1 % ont a peu pres leur prorata de siéges sociaux. On aurait pu penser
que I’Ontario, lieu géographique de la Bourse de Toronto, aurait ét¢ plus avantagé en s’inscrivant
comme le centre financier canadien. Les autres provinces sont toutes a moins de 70 % de leur
prorata.

La collecte de données a permis de faire ressortir un phénoméne marqué de grappes
industrielles au Canada ou les siéges sociaux de I’industrie pétroliére se situe en Alberta, ceux de
I’industrie financiére a Toronto et ceux de l’industrie miniére a Toronto et a Vancouver. Les
siéges sociaux situés au Québec, principalement & Montréal, sont moins associés a un secteur
spécifique et sont plus tributaires de I’identité propre de la province. Les résultats, somme toute
prévisibles, montrent que les siéges sociaux au Canada se concentrent dans les plus grands
centres urbains de Toronto, de Calgary, de Montréal et de Vancouver ne laissant que peu de place
pour les Prairies et les provinces de I’ Atlantique.

Le constat qui ressort de I’analyse est qu’a 1’exception de I’ Alberta, de I’Ontario et de la
Colombie-Britannique, les autres provinces sont fortement sous-représentées. La seconde partie
de la recherche visera a voir si cette sous-représentation est en contrepartie atténuée par la
présence aux conseils d’administration d’administrateurs provenant des provinces sous-
représentées.

II1. Les administrateurs

La présence de si¢ges sociaux pour une région, due au pouvoir décisionnel, fait en sorte
que cette derniére a tendance a étre avantagée lors de I’allocation des ressources et des activités
philanthropiques (Bloom et Grant, 2011). Cependant, 1’ultime pouvoir décisionnel concernant les
orientations stratégiques ne reléve pas du président directeur général et de son équipe de gestion,
mais plutét du conseil d’administration de I’entreprise. Les conseils d’administration sont
confrontés et doivent voter sur les décisions importantes auxquelles fait face I’entreprise, que ce
soit les fusions, les acquisitions ou la fermeture d’usines. Les discussions au sein de ces conseils
ont donc un impact sur les décisions stratégiques. (Harris et Helfat, 2007). Selon Finkelstein &
Mooney (2003), Dinterrelation entre les membres du conseil d’administration peut é&tre
considérée comme un réseau, qui a un influence aupreés du président directeur général, mais qui
établit les régles et qui distribue les roles et les influences au sein de ce conseil. De plus, Zojac
((2001) a démontré que la structure et la composition démographique jouent un réle important
dans I’orientation du conseil. A cet effet, la diversité régionale chez les administrateurs pourrait
en quelques sorte faire contrepoids a la propension de 1’équipe de gestion a favoriser la région du
siége social. L objectif de la recherche n’est pas ici de démontrer si cette diversité arrive a cette
fin, mais plutot a déterminer si au Canada les régions détenant peu de sieges sociaux de sociétés
publiques d’importance arrivent quand méme a étre représenté dans les conseils d’administration.
Ces administrateurs, provenant des provinces moins favorisées en siéges sociaux, seraient alors
en mesure de faire valoir les atouts de leurs régions par exemple pour I’implantation d’un centre
de production ou lors de I’identification des causes philanthropiques a supporter. Le tableau 2 fait
état de la représentativité provinciale des administrateurs de 239 des 242 entreprises composant



I’indice composé S&P/TSX. L’exclusion de 3 entreprises s explique par I’absence d’information
dans la circulaire d’information sur le lieu de résidence des administrateurs.

Tableau 2
Lieu de résidence des administrateurs des sociétés composant I’indice composé S&P/TSX

Provinces Nombre Pourcentage des Pourcentage de la Nombre théorique Surreprésentation Pourcentage du

d'administrateur administrateurs  population canadienne d'administrateurs Sous représentation nombre théorique
T.-N.etL. 8 0,5% 1,5% 27 (19) 29,3%
I.P.E. 0 0,0% 0,4% 7 (7) 0,0%
N.-E. 35 2,0% 2,8% 49 (14) 71,9%
N.-B. 10 0,6% 2,2% 40 (30) 25,2%)
Prov. Atla. 52 2,9% 7,0% 123 (71) 42,2%
Québec 273 15,4% 23,6% 418 (145) 65,3%)
Ontario 659 37,2% 38,4% 680 (21) 96,9%
Manitoba 32 1,8% 3,6% 64 (32) 50,1%
Saskatchewan 20 1,1% 3,1% 55 (35) 36,5%|
Alberta 510 28,8% 10,9% 193 317 264,4%
C.-B. 224 12,6% 13,1% 233 (9) 96,3%
Total 1771 100,0% 99,7% 1765

L’analyse du tableau 2 sur les administrateurs se présente sous la méme forme que celle du
tableau 1 sur le lieu des siéges sociaux. On voit que parmi les 1 771 administrateurs recensés 37,2
% et 28,8 % proviennent respectivement de 1’Ontario et de I’ Alberta. Le Québec et la Colombie-
Britannique suivent avec respectivement 15,4 % et 12,6 % ne laissant qu’un maigre 5,8 % pour
les autres provinces.

Lorsque I’on considére I’importance démographique des provinces, I’ Alberta montre encore une
forte surreprésentation avec ses 510 administrateurs. Elle ne devrait qu’en avoir 193 si on
considere son prorata de la population canadienne, c'est-a-dire que le nombre d’administrateurs
représente 264 % du nombre théorique. Cette surreprésentation est toutefois moins importante
que celle affichée pour les si¢ges sociaux de 310 % (voir tableau 1) laissant ainsi plus de place
pour les autres provinces. Toutefois, aucune autre province canadienne n’est surreprésentée
quand on considére son poids démographique. Elles sont cependant toutes moins sous-
représentées a 1’exception du Manitoba qui bénéficie de deux siéges sociaux émanant du secteur
financier soit ceux de la Great-West et de IGM Financial, tous deux liés a la société de Holding
Power Corporation du Canada.

L’Ontario a 96,9 % et la Colombie-Britanique a 96,3 % sont a peu prés équipondérés en regard
de leurs proportions dans la démographie canadienne. Ces chiffres se comparent
avantageusement a ceux respectifs de 91,3 % et 91,1 % (voir tableau 1) chez les si¢ges sociaux.
Ces provinces sont donc a un peu plus de 5 % prés de leur représentation proportionnelle quand
on considere les administrateurs au lieu des siéges sociaux. Le bond est plus important pour le
Québec. Les 273 administrateurs québécois (15,4 %) sont bien en dega d’une représentation au
prorata 418 (23,6 %). La sous-représentation est toutefois moins prononcée que pour les siéges
sociaux, car les administrateurs québécois représentent 65,3 % du chiffre théorique alors que les
sieges sociaux ne sont que 57,9 % de ce qu’ils devraient étre en regard du prorata de la
population canadienne. Les sociétés publiques des provinces a majorité anglophone porteraient
donc une attention particuliére a la présence de Québécois au sein de leur conseil
d’administration. Le Manitoba et la Saskatchewan n’ont respectivement que 1.8 % et 1,1 % des
administrateurs pour une représentation totale de 2,9 % ce qui est bien inférieur a leur
pondération de la population canadienne de 6,7 %. Ce déficit d’administrateurs se traduit par un
manque de 67 administrateurs par rapport a leur quote-part. Ce faible nombre d’administrateurs
s’expliquerait par le faible nombre de siéges sociaux et ’affiliation de ces provinces a la grande
région des prairies qui est déja souvent représentée par des administrateurs albertains chez les
entreprises n’ayant pas leur siége social dans cette région. La force économique de 1’Alberta
imposerait un administrateur de cette province au détriment du Manitoba et de la Saskatchewan.



Les 4 provinces Atlantiques sont quant a elles représentées par le méme nombre
d’administrateurs, soit 52, que le Manitoba et la Saskatchewan en dépit d’une population
légérement supérieure. Les 4 provinces de 1’Atlantiques regroupent 7 % de la population
canadienne contre 6,7 % pour le Manitoba et la Saskatchewan. Il en résulte donc une sous-
représentation encore plus importante de 1I’Atlantique. Le nombre d’administrateurs provenant
des ces provinces ne représentant que 42,2 % de ce qu’il devrait étre en regard d’une pondération
selon le poids démographique. Il s’agit tout de méme d’une amélioration (5,3 %) quand on
compare cette pondération a celle de 36,9 % affichée en ce qui concerne les siéges sociaux. Il est
a noter que sur les 52 administrateurs de 1’ Atlantique 35 résident en Nouvelle-Ecosse, soit 67 %.
Cette concentration s’expliquerait par le fait que 4 des 6 entreprises de 1’Atlantiques ont leur
siége social en Nouvelle-Ecosse et par un intérét plus marqué des entreprises canadiennes
soucieuses d’une représentation de 1’Atlantique a considérer la présence d’un administrateur de
cette province.

IV. Conclusion

L’Alberta est largement surreprésentée tant en ce qui a trait aux siéges sociaux qu’aux
administrateurs. La surreprésentation est un peu moins prononcée pour les administrateurs. Il en
résulte, qu’en contexte canadien, la composition des conseils d’administration pallierait que trés
partiellement a la concentration des sieges sociaux. La concentration des sieges sociaux vers les
centres urbains est un phénomene déja bien connu (Bloom et Grant, 2011). La provenance des
administrateurs est un sujet moins traité. La présente étude fait ressortir un lien entre
I’emplacement des siéges sociaux et le lieu de résidence des administrateurs, car les provinces ou
les sieges sociaux sont relativement plus présents jouissent aussi d’un plus grand nombre
d’administrateurs.

La présente recherche considére uniquement les sociétés publiques. Dans une perspective
plus large, il serait intéressant de regarder aussi les entreprises privées. Statistique Canada fait
état, par province, des 500 plus grandes entreprises canadiennes (publiques et privées) en termes
de revenus totaux sans les identifier. A la lecture de ces statistiques, datant de 2012, on y apprend
que pres de la moitié (247) sont domiciliées en Ontario et que 1’Alberta avec ses 77 (15,4 %) est
beaucoup moins surreprésentée que chez les sociétés publiques. Le Nouveau-Brunswick avec ses
11 siéges sociaux a quant a lui un nombre représentatif de sa population.
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COPORATE SOCIAL RESPONSIBILITY BEYOND DONOR FATIGUE: IDENTIFYING
CORPORATE SOCIAL EXHAUSTION AMONG SMALL ENTERPRISE IN NOVA SCOTIA

Studies have examined corporate social responsibility (CSR). However, limited
research has discussed the role of CSR within the small enterprise (SE) environment.
This qualitative study examines the role of CSR within a SE environment in rural NS.
Using grounded theory and situational analysis the phenomenon corporate social
exhaustion has been identified.

Corporate Social Responsibility, beyond Donor Fatigue

Within existing literature various definitions of Corporate Social Responsibility (CSR) can
be found. The World Business Council for Sustainable Development has defined CSR as “the
continuing commitment by business to contribute to economic development while improving the
quality of life of the workforce and their families as well as of the community and society at
large.” McWilliams and Siegel (2001, 117) define CSR as “actions that appear to further some
social good, beyond the interests of the firm and that which is required by law”. As well, CSR is
considered to take into account the following five dimensions as identified by Dahlsrud (2006, 6)
stakeholder, social, economic, volunteerism, and environmental dimensions.

Primarily CSR research has focused on the positive relationship between corporate
citizenship and financial returns for businesses. Karmens (1985) examined the self-interest theory
of business social responsibility and concluded that businesses that contribute to the greater
societal welfare, in excess of their economic responsibilities would prosper. Similarly, Orlitzky,
Schmidt and Rynes (2003) reported good corporate citizenship is related with positive financial
outcomes for all businesses. It is undeniable that CSR has become an effective marketing tool,
and a vehicle to positively shape a company’s reputation. Companies branded through images of
caring and compassion have often been rewarded with economic success (Bronn & Vrioni, 2001).

Limited research exists that has examined CSR from a SE perspective. SE has been
identified with medium enterprise as often contributing more to individual communities than
large corporations (Hammann, Habisch & Pechlaner, 2009). Socially responsible corporate
behaviour has also been identified as crucial to the long-term success of the SE (Chrisman &
Archer, 1984; Njite, Hancer, & Slevitxh, 2011). Social capital as described by Pierre Bourdieu
has been used as an underpinning to examine the SE experience in relationship to CSR (Njite,



Hancer, & Slevitch, 2011). Various researchers (e.g.: Besser & Miller, 2004; Worthington, Ram,
& Jones, 2006) have examined the SE’s motives for engagement in CSR and have found their
motives differ from larger enterprises. SE managers and owners report a commitment to the
community and a desire to give back as primary reasons for participating in CSR (Besser &
Miller, 2004; Worthington, Ram, & Jones, 2006).

Besser (2012) examined the motives and consequences of SE’s involvement in socially
responsible practises. Besser interviewed twenty SE businesses owners and managers from the
Midwest USA. The majority of participants were sole proprietorships and their business’s
revenues were generated from their local communities. Sixty percent of participants reported
being actively involved in leadership roles within community organizations; eighty percent
reported having been involved in a community betterment program during the previous year. All
participants reported they feel an obligation to support their community. Besser (2012) identified
enlightened self-interest and moral obligation as the driving motivators for these owners and
managers’ decision to engage in CSR. The consequences of CSR on these SE were also
examined. Participants reported that contributing to their business’s success was a motivating
factor to engaging in socially responsible initiatives. However, only six participants reported CSR
resulting in enhanced business success. Participants recounted the occurrence of negative
financial outcomes associated with SE CSR. Five business owners reported losing business as a
result of specific activities of support provided within their community. If individuals within the
community disagreed with the support the SE had provided to a community need they withdrew
support from the SE. One participant revealed a frustration with the community’s lack of
reciprocal support. Besser (2012) concluded that although SE expects to receive financial benefits
from supporting their community there is no specific evidence to support that presumption.

In recent years CSR has been embraced by businesses of all sizes. From 1990 to 2009
Canadian corporate donations increased 581% (Imagine Canada, 2011). Corporations have
recognized that many stakeholders are influenced by a company’s level of CSR and a company’s
policies surrounding CSR (Bhattacharya, Sankar, & Korschum, 2011). The Federal Government
cuts in funding to charitable organizations as well as their decrease in provincial transfer
payments is creating increases in the already strained resources of many communities (CBC.ca,
2012; Ramos & Ron, 2012). In spite of increased financial demands incurred as a result of the
economic decline corporate donations have generally been increasing since 1961 (Imagine
Canada, 2011). There are many reasons which can be attributed to these increases in charitable
donations. One reason identified is larger corporations have recognized the return on investment
from investing socially, and have developed successful marketing strategies concerning CSR
(Frankental, 2001; Laroche, Bergeron & Barboro-Forleo, 2001; Mohr & Webb, 2005).

Statistics Canada reported in 2008 that small and medium size enterprise (SME) employed
64% of private sector employees in Canada. It is undeniable that SME is a significant contributor
to the Canadian economy. Of the total SME in Canada 98% are small enterprise having fewer
than 100 employees, 75% of those small enterprise (SE) have fewer than 10 employees and 55%
have only 1 to 4 employees. SE, on its’ own, has a significant influence on the Canadian
economy. Considering that Imagine Canada reports 76% of Canadian businesses donate money, it
can be inferred that a considerable proportion of charitable donations made in Canada are given



by small enterprise. The US Small Business Administration reported in 2011 an equally
staggering influence of SE on the US economy. SE represents 99.9% of the 29.6 million
businesses in the US and paid 44% of the total private payroll of the US. SE plays a significant
role in the economy. Engaged SE is responsible for contributing positively to the betterment of
the communities they work in (Tolbert, 2005).

The present study examines social capital as a construct and theoretical component of the
dynamics which are being experienced by SE participants. Researchers have previously made
links between social capital, SE, and CSR (Besser, 2004; Casson & Giusta, 2007; Van Aaken,
Splitter, & Seidl, 2013). Social capital represents the intrinsic value and often actuated power of
social connections. Social capital is a very relevant aspect of our social dynamic. In 1986, Pierre
Bourdieu identified the volume of social capital possessed by an individual to be dependent on
the size of the individual’s network connections and on the volume of economic and cultural
capital possessed by those to whom the individual is connected (Bourdieu, 1986, 249).
Individuals that know the ‘right’ people are perceived as having valuable social leverage. As well,
increased relationship links create social capital which can be cashed in within a charitable
request situation. Therefore, social capital has a two-fold implication in SE. Social capital is the
aggregate of the actual or potential resources which are linked to possession of a durable network
of more or less institutionalized relationships of mutual acquaintance and recognition. The
volume of the social capital possessed by a given agent thus depends on the size of the network of
connections he can effectively mobilize and on the volume of the capital (economic, cultural or
symbolic) possessed in his own right by each of those to whom he is connected (Bourdeau, 1986).

Significant academic examination has been given to philanthropy of individuals.
Overburdened donors who cease donating or reduce their average contribution is a phenomenon
identified as ‘donor fatigue’ (Aldhous & Ewing, 1990; Bekkers & Wiepking, 2010; Carney, 1997,
Hall & Kerkman, 2005; Sadanand, 2001, Van Diepen, Donker & Frances, 2009). According to
Putman (2000) those that give are asked to give more often. As a rule, individuals who donate to
charities are not motivated by material gain “donors will always be better off not making a
donation” (Sargent & Jay, 2004, p.100). Individuals who give to charity are held in high regard,
receiving recognition and approval from their peers. In addition, those individuals are willing to
incur costs to achieve this approval from their peers (Clark, 2002; Wiepking 2007).

T