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Abstract 

Organizations are oftentimes perceived through their pictorial appearance also known as logos. 

Previous studies have mainly focused on the visual impact of logos of for-profit organizations. 

However, scarcely any study examined the impact of logos of charity organizations anchored 

by verbal stimuli among different cultures or nationalities. Thus, the current study investigated 

how Dutch and Hungarian participants perceived the logos of two charity organizations with 

different level of verbal anchoring conditions (no-, incomplete-, complete) on the attitude 

towards the logos, the attitude towards the charity, donation intention, and tolerance of 

ambiguity. 130 Dutch and 65 Hungarian participants took part in an online experiment. In the 

online experiment, participants were exposed to both logos with one of the verbal conditions. 

Findings suggested that, there was no cultural difference between the Netherlands and 

Hungary. Moreover, generally participants were not affected by the level of verbal condition 

in terms of attitude towards the logo, attitude towards the charity organization and donation 

intention. However, nationality was found to have a significant impact on attitude towards the 

logo and towards the charity organization. It is, therefore, advisable for charity organizations 

in these countries that instead of a culture specific strategy, organizations adapt their strategy 

to nation.  
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Introduction 

Logos are defined as the pictorial representations that companies use in order to 

distinguish themselves and their products from competitors without explicitly using the 

company name (Bresciani & Del Ponte, 2017). In other words, logos’ main purpose is to 

provide visual representation of a brand (Kohli, Thomas & Suri, 2013). Kohli et al. (2013) have 

investigated logos as a visual tool and the impact of logos’ change in terms of consumer 

behaviour. Oftentimes, logos are represented as an image for instance ‘a panda’ or acronyms 

such as ‘UNICEF’ which are at times accompanied by the brand name and their slogan. 

Depending on the presence of verbal anchoring a logo may evoke positive or negative 

impression of organizations (Bergkvist, Eiderbäck & Palombo, 2012). 

Besides that, culture plays and important role in how individuals perceive 

organizations. Hence the current study reflects on two different countries with the aim to reveal 

cultural differences particularly on logo and verbal anchoring perception. A difference between 

the Netherlands and Hungary was found in terms of uncertainty avoidance (Hofstede, 2010). 

Further difference is expected to be found in tolerance of ambiguity, since uncertainty affects 

tolerance of ambiguity (Furnham & Ribchester, 1995). 

However, scarcely any study has investigated charity organizations and their impact of 

verbal anchoring on potential consumers which led to our research questions. Knowles, Hyde 

and White (2012) emphasized this issue and projected the difficult situation of charity 

organizations which are struggling due to the lack of donation. Deciding how charity 

organizations are perceived by the implication of complete-, incomplete- or no verbal 

anchoring in the charity organization context is the main focus of this study with the goal to 

fill in this research gap. 

 

Theoretical framework 

Visual implication and verbal anchoring in use 

Barthes (1964) suggests that within an image there is a linguistic message at work. 

Within the linguistic message Barthes (1964) distinguishes further two types of messages, 

namely, connoted and denoted messages. The connoted message implies that an image has 

further meaning or meanings beyond its appearance. While, a denoted message does not 

represent or convey more information than itself. Moreover, in general images are anchored by 

linguistic messages to some extent. The anchor of the linguistic message can function as 

‘anchorage’ or ‘relay’. In the light of logo – slogan investigation ‘anchorage’ and ‘relay’ is 
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further discussed. Relay provides meaning both to image and text to express meanings. Whilst 

anchorage in a sense helps to shrink the multiple meanings of images, thus anchorage serve the 

same purpose as slogans. In relation to literal message (denotation) of an image, Barthes (1964) 

argues that there is no other medium which can reproduce that but photography. If that was not 

the case, humans would be able to comprehend the ‘first degree of intelligibility’ of images. 

Consequently, Barthes (1964) refuses the idea of literal images. Since logos are not 

photographs, they might have connoted meanings. The symbolic message (connotation) of an 

image cannot be removed, and it can have more than one meaning. The perception of 

meaning(s) of images can be interpreted individually and differently, since everyone fabricates 

meaning(s) of images according to their ‘idiolect’. Hence, the chief purpose of slogans is to 

clarify more the organization’s identity.  

Machado et al. (2012) introduces the three pillars of organizations. The first one, the 

“identity pillar” which consists of name, logo and slogan. Thereafter, the second and the third 

pillars are the “object” and the “marketing pillar”. Logos play a crucial role in organizations’ 

life, since this is the primary visual tool that customers see, therefore its maintenance and 

change require considerable amount of financial investment. Theoretically, logos should be 

recognizable, memorable, generate positive affect, and project common associations. 

However, recognition of abstract logos is more challenging and often poorly interpreted.  

According to Bresciani and Del Ponte (2017) logos play an essential role to build a 

unique image which differentiates one brand from another. Furthermore, a logo can help to 

connect with customers. Consequently, organizations should consider their logo appearance as 

customers evaluate organizations through this visual tool and formulate their purchase 

intention. Two major logo characteristics were identified, such as logo as an icon, logo as brand 

name, or both, and coloured or black logos (Bresciani & Del Ponte, 2017). Logos not only 

serve as a pleasant visual tool, but also assists the progress of a strong bond between customers 

and the brand itself via its aesthetic appearance. It was unveiled that logo designs were similar 

in the US and in two other Asian countries, suggesting that customers see logo features 

similarly across the globe (Bresciani & Del Ponte, 2017). To obtain further insights in 

customers’ preferences, the features of logo roundness, - proportions, - naturalness and - colour 

were investigated. Strong distinction preferences were made among grouping possibilities such 

as “only logo and / or brand name” and “coloured logo or black / white”, while a logo “with 

slogan or without it” was barely clustered. Bresciani and Del Ponte (2017) found evidence that 

logo with the brand name was significantly more attractive than only a logo or a logo without 
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brand name which signals the importance of verbal stimuli. Furthermore, other scholars 

investigated verbal stimuli and logo function in a connection to brand perception (Das & van 

Hooft, 2015; Henderson et al., 2003; Urde, 2003).  

Other authors argued that in certain cases logo frames can function as second brand 

identifiers such as slogans (Fajardo, Zhang & Tsiros, 2016). Therefore, logo frames may have 

a similar impact on brand identification or perception as verbal stimuli (Fajardo et al., 2016). 

Depending on the perceived risk of logo frame (high or low) that a company projects on 

consumers, frames may aid or hinder consumers’ purchase intent and brand perception. Since, 

consumers are not exposed to any risk by charity organizations it can be perceived as rather 

low risk when consumers consider their intention to donate, hence a frame such as a slogan 

would most likely be confining (Fajardo et al., 2016). Moreover, due to the low risk that charity 

organizations elicit from consumers it is possible that slogans would have a similarly confining 

effect on the perception of charity brands. With regard to the present study, this suggests that 

slogans might have a hindering effect on both donation intention and perception of the charity 

brand. 

Kohli et al. (2013) argue that slogans are considered to be a powerful tool and are very 

captivating in order to emerge company associations. Moreover, they often aid to recall brands, 

even when the logo is not provided. There are chief factors which increase slogan recall, such 

as media exposure and slogan design. With regard to exposure the higher it is, the longer people 

are able to recall the slogan. Within design, complexity, length, rhyming, and jingle play 

significant roles. Slogans are better remembered if they are simple and short. Although, in some 

cases a certain complexity helps consumers to remember as they spend some time of cognitive 

process with organizations’ slogans. Furthermore, the number of words that a slogan contains 

play a role in recalling. Commonly thought that the less word a slogan has the quicker it 

remembered. Interestingly, jingles trigger cognitive processes too, hence they serve recall 

purposes in consumers mind. Kohli et al. (2013) emphasized the importance of slogans since 

they significantly shape associations and perceptions of organizations. 

Bergkvist et al. (2012) discussed whether additional verbal stimuli such as headline to 

ads will enhance brand message communication. More thoroughly, they investigated the brand 

message communication effectiveness with regard to pictorial metaphors and straight ads, 

expecting to obtain more positive effects of ads with pictorial metaphors. However, more 

verbal completeness of an ad might confine the pleasure of solving the underlying meaning of 

brand message. On the other hand, it is likely that supplementary headline impacts 
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comprehension, and attitude towards the ad and brand positively. As the study revealed, 

headline completeness significantly influences comprehension, brand attitude and brand 

beliefs, but not the attitude towards the ad (Bergkvist et al., 2012). Another study showed 

similar assumptions that more complete verbal stimuli aid comprehension but hinders positive 

attitude of an ad (Phillips, 2000). Phillips (2000) revealed that consumers had the least positive 

attitude towards the complete verbal stimuli. However, incomplete or no verbal stimuli evoked 

more positive attitude. Furthermore, ads are more effective if they convey straight messages 

rather if they were more ambiguous leaving a chance for misinterpretation. In addition, humans 

naturally abstain from ambiguous choices (Highhouse, 1994). Thus, the question arises 

whether verbal completeness will impact logotype appreciation, perception of an organization 

and consumers’ donation intention. 

 

International marketing 

Kashif et al. (2015) highlighted the challenges that non-profit organizations face with 

regard to marketing. The lack of public trust and challenging competition hider these 

organizations to continuously grow on an international level. Thus, the adoption of a thorough 

international marketing strategy for instance market segmentation and product or service 

positioning would be crucial for organizations (Dolnicar & Lazarevski, 2009). Global strategy 

is often used by organizations to show universal values around the globe (Dumitrescu & 

Vinerean, 2010). Therefore, organizations use a standardized logo in countries they are present. 

However, organizations oftentimes adopt their slogans to the country’s language they are 

operating in, which suggests a tendency to a more local orientation. Furthermore, Dumitrescu 

and Vinerean (2010) argue that organizations should develop their glocal strategies in order to 

be more successful. Hence, the current study may indicate important cultural factors based on 

which charity organizations can adjust their international marketing strategies.  

 

The cultural factor 

The inner core of culture can be defined as people who share the same history, identity, 

beliefs, values and worldview among each other (Dodd, 1998). Culture impacts perception 

processes such as selection, organization and interpretation. Individuals shape their perception 

of the external word independently just as they organize and interpret various stimuli 

differently (Liu et al., 2014). Since, culture effects perception we assumed that the verbal 

stimuli of charity organizations are perceived differently by the two target countries.  
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Hofstede (1980) conducted a thorough cross-cultural analysis in which he distinguishes 

five dimensions, namely individualism-collectivism, masculinity-femininity, power distance, 

uncertainty avoidance and long- and short-term orientation. Generally, uncertainty avoidance 

regards to the extent that people feel threatened by uncertain and ambiguous situations. 

Previous studies have linked uncertainty avoidance and tolerance of ambiguity (Highhouse, 

1994; Madzar, 2005). However, limited studies examined the Netherlands and Hungary in this 

matter therefore this study aims to fill this gap. Hofstede’s cultural dimension corroborates that 

there is a difference and provides higher uncertainty avoidance index for Hungary (83) than to 

the Netherlands (53). Nevertheless, Hofstede’s cultural dimensions are often criticised to be 

outdated. Therefore, tolearance of ambiguity was used which can be linked to uncertainty 

avoidance and it provides a narrower perspective for the research (Furnham & Ribchester, 

1995). 

Furnham and Ribchester (1995) argue that high uncertainty avoidance of a county is in 

line with greater intolerance of anxiety and lower tolerance to ambiguity. Moreover, lower 

tolerance of ambiguity complies with higher information demand even if it is more effortful 

(Madzar, 2005). Hence, we would expect that a country with high uncertainty avoidance and 

low tolerance to ambiguity such as Hungary would have higher information need and would 

appreciate more complete verbal anchoring. On the other hand, the Netherlands with lower 

uncertainty avoidance and higher tolerance to ambiguity might be more pleased with no or 

incomplete verbal anchoring. Therefore, uncertainty differences between modern societies are 

present (Furnham & Ribchester, 1995). This may lead to the expectation that there is a cultural 

difference between Netherlands and Hungary with regard to the level of verbal completeness. 

 

Non-profit organization 

Limited studies discussed non-profit organizations, especially scarcely any study 

investigated the verbal completeness of charity organizations’ logos. Although, few scholars 

such as Kashif, Sarifuddin and Hassan (2015) unfolded the importance of charities which 

became more significant as government subsides cannot provide enough support in many 

fields. Investigating the underlying reasons why people donate may increase affective 

initiatives of non-profit organizations. Furthermore, Kashif et al. (2015) argues that 

collectivistic countries might have higher intention to donate, since they are less self-centred 

and willing to work toward a collective. Past behaviour, injunctive norms, and intentions to 
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donate were proved to be significant in terms of actual donation intention. However, these 

norms are more likely to drive intentions in collectivistic cultures.  

On the other hand, the similar TPB model was used in Australia which is considered to 

be an individualistic county (Knowles et al., 2012). The model contained attitude (positive or 

negative), subjective norms, perceived behavioural control (PBC), moral norm, and past 

behaviour. There is a relatively low intention to donate in Australia in terms of money and time 

comparing to other developed countries. Within TPB model attitude, PBC, moral norm, and 

past behaviour arose as significant predictors of intentions to donate money. Culture vastly 

influences attitude which determines how much consumers intend to donate (Kashif et al., 

2015).  

Culture was mentioned to be a significant determiner of the study thus uncertainty 

avoidance as a factor might impact donation intention. It is assumed that a country with low 

uncertainty avoidance would have higher tolerance to ambiguity which would yield to less 

verbal anchoring (Furnham & Ribchester, 1995). Thus, a country like the Netherlands would 

have higher intention to donate under less complete verbal anchoring condition. In contrast to 

this, it is presumed that a country such as Hungary which has a high uncertainty avoidance 

would be more pleased with more complete verbal anchoring (Furnham & Ribchester, 1995). 

Hence, more complete verbal anchoring would trigger more positive attitude towards the 

charity organization which would result higher intention to donate. 

Kashif et al. (2015) in their findings pointed out that attitude did not significantly 

contribute to donation intention. Furthermore, communicating the result of donation enhances 

positive attitude and donation purposes. Although, in another study a significant correlation 

was found between attitude towards helping others and attitude towards charity organizations 

(Ranganathan & Henley, 2008). Perceived behaviour suggests a correlation between students’ 

intention and the amount of money they possess, hence the lack of money will discourage them 

from the purpose (Knowles et al., 2012). Moreover, moral norms arose donation intention if 

the participants had personal, relating connection to the charity organization. Considering the 

previous literatures and the lack of investigation in terms of charity organization the following 

research questions emerged: 

 

RQ: What is the effect of the completeness of verbal anchoring in logos of charity organizations 

and what is the role of culture with regard to the Netherlands and Hungary: 

1. On the attitude towards the logos? 
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2. On the attitude towards the charity? 

3. On donation intention? 

4. On tolerance of ambiguity? 

 

Methodology 

Materials 

In this research study an online experiment was used to reach a wide range of 

participants. In total, there were two different charity organizations’ logos displayed (SOS 

Children’s Villages, WWF) which operate in both countries and have a slogan in both countries 

(see Table 1 and Table 2). Only the completeness of verbal elements of the logos were 

modified. Participants were exposed to one condition of the two logos, with either no verbal 

anchoring (control condition), incomplete verbal anchoring (only the name of the organization) 

or completed verbal anchoring (the name of the organization and the slogan). The slogans were 

adapted from the organizations’ official websites in the respected language. Moreover, 

participants were asked to fill in the online experiment in their first language, Dutch and 

Hungarian due to the anchor contraction effect (De Langhe et al., 2011). The measurement 

level of independent variables corresponded to nominal level. The non-profit organizations’ 

logos covered two different fields, namely children’s well-being and environmental. 

 

Table 1.  

The three levels of verbal completeness of the two logos that Dutch participants were exposed 

to. 

 SOS Children’s Village WWF 

No verbal anchoring 

  

Incomplete verbal anchoring 
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Complete verbal anchoring 

 

 

 

Table 2.  

The three levels of verbal completeness of the two logos that Hungarian participants were 

exposed to. 

 SOS Children’s Village WWF 

No verbal anchoring 

  

Incomplete verbal anchoring 

 

 

Complete verbal anchoring 

 

 

 

Subjects 

In total, 195 participants were exposed to the experimental conditions. The participants’ 

nationality was required to be either Hungarian or Dutch. As previously mentioned, the 

nationality played an important factor hence, participants must spoke one of the latter 

mentioned languages as their native language. 130 participants indicated Dutch nationality, and 

65 participants were Hungarians. Their average age, standard deviation and rage were (M = 

22.29; SD = 4.69; range 15 – 64). However, participants were required to be between 18 - 25 

years old and preferably enrolled higher education students, because they are the most 

accessible to the researchers, and furthermore they are expected to have sufficient income in 

the near future, which would increase the relevance of measuring their intentions to donate 

(Knowles et al., 2012). In this experiment the gender distribution was as follows: 43.1% of the 
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participants were male and 56.9% of the participants were female. The most frequently 

indicated education level was enrolled bachelor students in a higher education institution. 

Gender (2 (2) = 5.44, p = .066), age (F (2,192) = 1.68, p = .188) and education (2 (8) = 2.86, 

p = .943) were distributed evenly across the verbal anchoring conditions. 

The distribution of subjects in terms of age (t (193) = 0.32, p = .083) was even across 

the participants groups. However, gender (2 (1) = 4.61, p = .032) and education (2 (4) = 

71.32, p < .001) were significantly different across the nationalities. There were significantly 

more Dutch male participants (58.3%) than their Hungarian counterparts (41.7%). Moreover, 

there were significantly more Dutch female participants (73%) than Hungarian female 

participants (27%). There were significantly more Hungarian high school participants (96.6%) 

than Dutch participants (3.4%). Moreover, significantly more Dutch participants indicated to 

have completed HBO education (92.3%) than Hungarians (7.7%). Similarly, there were 

significantly more Dutch participants (85.7%) who completed a master’s degree than 

Hungarians (14.3%). However, there was not significantly more Dutch participants who 

indicated to have MBO or bachelor’s degree than Hungarian participants.  

 

Design 

The experiment had a 3 (level of verbal completeness: no-, incomplete-, or complete 

verbal anchoring) x 2 (nationality: Dutch, Hungarian) design. The level of verbal completeness 

and nationality were between-subject factors. Each participant evaluated two charity 

organizations with the same level of verbal completeness. The order of the level of 

completeness of the two logos that the participants were exposed to were randomized.  

 

Instruments 

Participants filled out an online experiment which was created in Qualtrics (see 

Appendix A). Participants evaluated the two charity organizations based on the level of verbal 

completeness. A questionnaire was designed for the experiment according to Bruner II’s (2019) 

Marketing scales handbook and McLain’s (2009) English version of tolerance of ambiguity 

scale (MSTAT-II). The first part of the questionnaire contained Vermeulen and Beukeboom’s 

(2016) scale of attitude toward the logo (as cited in Bruner II, 2019, p. 53). The following 

evaluative question ‘Do you perceive the logo as…’ with three items such as ‘good, positive, 

valuable’ was anchored by ‘I strongly disagree – I strongly agree’ on a 7-point Likert scale. 

The reliability of the items was good α = .84. 



The effect of verbal anchoring with charity logos on the willingness to donate in two 

countries: Netherlands and Hungary 

 

Szalay, D. Zs. 

s1005773 

12 

 

The second part of the questionnaire contained Xie and Keh’s (2016) scale with regard 

to copmany reputation (as cited in Bruner II, 2019, p. 91). The evaluation of the charity 

organizations introduced the first question as ‘Do you perceive the charity as…’ with the 

following items ‘successful, respected, admiring, positive’ which was anchored by ‘I strongly 

disagree – I strongly agree’ on a 7-point Likert scale. The reliability of the items was good α = 

.83. 

The third set of questions in the questionnaire contained Zúñiga’s (2016) scale of 

willingness to purchase (as cited in Bruner II, 2019, p. 515). Likewise, participants were 

introduced to the question by ‘Me donating this charity is…’ on three items ‘likely, probable, 

would consider’ on a 7-point Likert scale. The reliability of the items was good α = .82. 

Moreover, the study aimed to measure tolerance of ambiguity in the light of the two 

target countries (the Netherlands, Hungary) (McLain, 2009). The scale contained thirteen items 

which were anchored by ‘I strongly disagree – I strongly agree’ with the statements and 

assessed by the respondents on a 7-point Likert scale. The reliability of the items was good α 

= .84. 

The adopted scales which were measuring attitude towards charity, attitude towards 

logo, intention to donate, and tolerance of ambiguity were translated into Dutch and Hungarian 

by the authors since, the authors were L1 speakers of one of these languages. The verbal 

anchoring was not translated but reproduced from the organizations’ official websites from the 

respected countries. Translation was a salient step since as it is assumed that participants would 

use more intense emotions in L2 than in their L1 when they were completing the questionnaire. 

Therefore, to avoid anchor contraction effect (ACE) the questionnaire will be in the 

participants’ native languages (De Langhe et al. 2011). The measurement level of dependent 

variables corresponded to interval level. Further questions, such as participants’ age, gender, 

nationality, and education level were asked at the end of the questionnaire. 

 

Procedure 

Two versions of the same online questionnaire were created in Qualtrics thus 

particiapnts could complete the experiment in their native language (Dutch, Hungarian). 

Convenience sampling was applied to approach participants due to first language purposes. 

Moreover, the questionnaire was sent out to the partakers online. Anonymity and the chance to 

stop the questionnaire any time was provided to the participants who completed the 

questionnaire voluntarily and out of generosity. 
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Firstly, the participants were exposed to one condition of the two logos with the 

modified completeness of verbal anchoring (no-, incomplete-, or complete verbal anchoring). 

Thereafter, a set of questions were asked respecting attitude towards the charity, attitude 

towards the logo, and donation intention. The proposed questions in the questionnaire aimed 

to provide answers to the research questions. The questionnaire’s length was estimated to be 5 

minutes (M = 5.89, SD = 8.56). After it was successfully completed, participants received a 

short automatic message provided by Qualtrics which thanked their participation, however 

participants were not provided further debrief. 

 

Statistical treatment 

Three two-way ANOVAs were used to measure three dependent variables such as the 

attitude towards the logos, the attitude towards the charity and donation intention. A t-test 

measured the mean difference of tolerance of ambiguity between the two countries. Moreover, 

a Chi-square test measured the participants’ familiarity with the logos. 

 

Results 

The main purpose of the current study was to unveil the impact of the level of verbal 

anchoring (no-, incomplete-, or complete verbal anchoring) in logos of two charity 

organizations (SOS Children’s Village, WWF) with regard to nationality (Dutch, Hungarian). 

 

Tolerance of ambiguity between the Netherland and Hungary 

An independent samples t-test did not show a significant difference between the 

Netherlands and Hungary with regard to tolerance of ambiguity (t (103.06) = 0.24, p = .812). 

Table 3 shows the different scores on tolerance of ambiguity between the two countries.  

 

Table 3.  

Means and standard deviations of participants score on tolerance of ambiguity (1 = low, 7 = 

high). 

 Dutch Hungarian 

 n = 130 n = 65 

 M (SD) M (SD) 

Tolerance of ambiguity 3.81 (0.82) 3.85 (1.07) 
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Attitude towards the logo 

A two-way ANOVA with level of verbal completeness (condition) and nationality as 

factors showed a significant main effect of the level of verbal completeness on the attitude 

towards the logo (F (1,189) = 7.60, p = .006). See Table 4 for the average attitudinal scores 

and standard deviations towards the logo of the two countries. Level of verbal completeness 

was not found to have a significant main effect (F (2,189) < 1). The interaction effect between 

nationality and level of verbal completeness was not statistically significant (F (2,189) < 1). 

Hungarians (M = 5.59, SD = 1.04) were shown to have a higher attitude towards the logo in all 

three verbal completeness conditions than Dutch participants (M = 5.14, SD = 1.07).  

 

Table 4.  

Means, standard deviations and n of participants attitude towards the logo (1 = low, 7 = high). 

Condition  Dutch Hungarian 

 n M (SD) M (SD) 

No verbal anchoring 65 5.28 (1.22) 5.60 (1.03) 

Incomplete verbal anchoring 61 5.09 (1.04) 5.60 (1.12) 

Complete verbal anchoring 69 5.05 (0.93) 5.57 (0.95) 

Total 195 5.14 (1.07) 5.59 (1.04) 

 

Attitude towards the charity organizations 

A two-way ANOVA with level of verbal completeness (condition) and nationality as 

factors showed a significant main effect on the attitude towards the charity organization (F 

(1,189) = 25.65, p < .001; see Table 5). Hungarian participants showed a higher attitude 

towards the charity organization (M = 5.94, SD = 0.91) than their Dutch counterparts (M = 

5.23, SD = 0.90). Level of verbal completeness was not found to have a significant main effect 

towards the charity organization (F (2,189) < 1). The interaction effect between nationality and 

level of verbal completeness was not statistically significant (F (2,189) = 1.29, p = .278). 

 

Table 5.  

Means, standard deviations and n of participants attitude towards the charity organization (1 = 

low, 7 = high). 

Condition  Dutch Hungarian 
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 n M (SD) M (SD) 

No verbal anchoring 65 5.24 (0.98) 5.72 (0.72) 

Incomplete verbal anchoring 61 5.29 (0.83) 5.91 (1.09) 

Complete verbal anchoring 69 5.16 (0.87) 6.16 (0.80) 

Total 195 5.23 (0.90) 5.94 (0.91) 

 

Attitude towards donation intention 

A two-way ANOVA with level of verbal completeness (condition) and nationality as 

factors did not show a significant main effect on donation intention (F (1,189) = 1.42, p = .235). 

Level of verbal completeness was not found to have a significant main effect on donation 

intention (F (2,189) < 1). The interaction effect between nationality and level of verbal 

completeness was statistically not significant (F (2,189) < 1). See Table 6 for paricipants’ 

donation intention scores depending on the different levels of verbal completeness. 

 

Table 6.  

Means, standard deviations and n of participants donation intention (1 = low, 7 =   high). 

Condition  Dutch Hungarian 

 n M (SD) M (SD) 

No verbal anchoring 65 4.45 (1.25) 4.46 (1.22) 

Incomplete verbal anchoring 61 4.39 (1.26) 4.82 (1.28) 

Complete verbal anchoring 69 4.17 (1.06) 4.40 (1.41) 

Total 195 4.33 (1.19) 4.57 (1.30) 

 

Familiarity with the logo 

A Chi-square test showed a significant relation between nationality and the familiarity 

with the logo (2 (1) = 5.54, p = .019). Hungarian participants were more familiar with the logo 

of SOS Children’s Village (24.6%) than the Dutch participants (11.5%). 

A Chi-square test showed a significant relation between nationality and the familiarity with the 

logo (2 (1) = 11.04, p < .001). Dutch participants were more familiar with the logo of WWF 

(24.6%) than Hungarian participants (11.5%). 
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Moreover, Dutch and Hungarian participants were more familiar with the logo of WWF than 

with the logo of SOS Children’s Village (95.9%) and (15.9%) respectively. Table 7 shows the 

number and percentage of familiarity with the presented logos between the two countries.  

 

Table 7.  

Count and percentage of the familiarity with the displayed logos.  

Familiarity   Dutch Hungarian 

SOS Children’s Village Yes N 15a 16b 

  % 11.5% 24.6% 

WWF Yes N 129a 58b 

  % 99.2% 89.2% 

 

Conclusion and discussion 

The purpose of the present study was to examine the level of verbal completeness (no-

, incomplete-, or complete verbal anchoring) of the displayed logos (WWF, SOS Children’s 

Village) with regard to nationality (Dutch, Hungarian). Participants were exposed to one 

condition with both logos and had to indicate their tolerance of ambiguity, attitude towards the 

logo with the verbal stimuli, charity organization, donation intention and familiarity with the 

logos. In general, nationality was a significant factor concerning the attitude towards the level 

of verbal completeness of logos and the attitude towards the charity. However, this experiment 

did not detect any evidence of the influence of verbal stimuli in relation to the attitude towards 

the level of verbal completeness of logos, the attitude towards the charity and intention to 

donate. 

 

Tolerance of ambiguity between the Netherlands and Hungary 

Surprisingly, no significant difference was found between the Netherlands and Hungary 

with regard to tolerance of ambiguity. This outcome is contrary to Hofstede’s dimension of 

uncertainty avoidance. Moreover, findings are in contrast with Furnham and Ribchester (1995), 

who suggested an inversely proportional relation with the level of uncertainty avoidance and 

the level of tolerance of ambiguity. However, this outcome is consistent with the findings of 

van Hooft, van Mulken and Nedertigt (2013) who also did not find difference of tolerance of 

ambiguity between France, the UK, Netherlands and Germany. Thus, a possible explanation 
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of the findings might be that Hofstede’s dimensions (1980) are slightly outdated. Therefore we 

can assume that nowadays these countries are culturally more interconnected.  

 

Attitude towards the logo 

The findings show that Hungarian participants had a generally higher attitude towards 

the logos than Dutch participants in all verbal anchoring conditions. These findings do not 

support the previous research which emphasized that the visual perception of logos does not 

differ among nations, but the difference is owing to the level of verbal completeness (Bresciani 

& Del Ponte, 2017). It is difficult to explain this result, but it might be related to the fact that 

Dutch and Hungarian participants had different levels of familiarity with the showcased logos. 

Furthermore, one unanticipated finding was that the level of verbal completeness did not 

influence the perception of the displayed logos. This finding is in contrast with previous studies 

which indicated more verbal completeness higher comprehension but to lower attitude towards 

logos (Bergkvist et al., 2012; Phillips, 2000). This rather contradictory result may be due to the 

lack of cultural difference in terms of tolerance of ambiguity which would elicit a certain level 

of information demand (Madzar, 2005). Thus, participants may have completely ignored the 

level of verbal completeness of the presented logos. 

 

Attitude towards the charity organizations 

Findings indicate that generally Hungarian participants had a higher attitude towards 

the charity organizations than Dutch participants. Although, the present study did not measure 

personal significance of the charity organizations, the discrepancy could be attributed to higher 

or lower personal involvement (Knowles et al., 2012). Therefore, we might assume that 

Hungarian participants found environment or children’s welfare personally more significant. 

Yet again, the level of verbal completeness did not impact the attitude towards the charity 

organizations. This opposes previous assumptions which suggested that charity organizations 

elicit low risk for consumers, thus consumers do not require additional verbal completeness 

with the logo (Fajardo et al., 2016). 

 

Attitude towards donation intention 

Surprisingly, the observed correlation between nationality, the level of verbal 

completeness and the attitude towards donation intention in this study was not significant. As 

participants did not differ in terms of tolerance of ambiguity, previous studies which connected 
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the impact of higher tolerance of ambiguity to less verbal completeness and lower tolerance of 

ambiguity to more verbal completeness and to higher intention to donate (Furnham & 

Ribchester, 1995). However, findings could not be compared due to the insignificant result of 

tolerance of ambiguity. Moreover, findings are in contrast with previous studies, in which 

Fajardo et al., (2016) suggested that slogans decrease the intention to donate, while no-, or 

incomplete verbal completeness facilitate the intention. It seems possible that the results of this 

study are due to another reason. It might be participants’ age, since Knowles et al. (2012) 

argued that students often do not feel themselves financially stable to donate. Therefore, age 

could be a reason to lower donation intention. 

 

Limitations and suggestions for future studies 

This particular study faces few limitations, such as age which was purposely 

investigated with the age between 18 and 25 years old (Knowles et al., 2012). Moreover, there 

were only two nationalities compared to each other such as the Netherlands and Hungary. 

There were only two logos of charity organizations displayed in the online experiment. 

Therefore, the study could not draw generalizable conclusions to the whole population. In 

addition, it remains unclear why exactly participants had rather low intention to donate and 

whether it is correlated with participants’ pocket money or salary. Notwithstanding these 

limitations, the study suggests that further research examines different age groups and different 

nationalities. Furthermore, other logos of charity organizations can be examined in the same 

terrain such as children’s well-being and environment or in different areas. Additionally, in 

total, participants were more familiar with the logo of WWF than with the logo of SOS 

Children’s Village, which might have distorted participants’ attitude towards the logo and 

towards the charity organizations. Therefore, it is advised for future studies to carry out a more 

thorough pre-test with regard to logo familiarity and participants’ pocket money. 

 

Practical implications and recommendations 

The findings of this study have a number of important implications for future practice. 

Since, there was no significant difference between the Netherlands and Hungary with regard 

to tolerance of ambiguity, we can eliminate the possibility of cultural difference with regard to 

tolerance of ambiguity. Therefore, charity organizations could use the same logo in both 

countries as a rather global strategy. 
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However, nationality was significant with regard to attitude towards the logo and 

attitude towards the charity organization. Therefore, it is recommended for charity 

organizations that they adapt their slogans and fundraising methods to the country they wish to 

operate in. 
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