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We predict:

H1: Consumers primed with communal concept (vs. control group) will perceive a normative 

appeal to donate private information more persuasive, resulting in a higher willingness to 

donate.

H2: Heuristic information processing will mediate the effect of communal salience on the 

perceived persuasiveness of a normative appeal to donate private information.

 After the COVID-19 pandemic emerged the Canadian government launched the COVID Alert 

app to monitor the disease and analyze the effectiveness of containment measures 

(Government of Canada, 2020). 

 However, misconceptions about the privacy of the app impeded people’s willingness to use 

it (Daigle, 2020; National Post, 2020).

Research question:  How to persuade individuals to sacrifice some of their privacy by making 

their private information available?

 Informational and normative persuasion messages 

 Persuasion messages occur in two forms, informational and normative.  

 Informational messages use evidence, justification, and confidence in the source to accept 

new views and integrate them into one’s own, and are processed systematically (Petty & 

Cacioppo, 1986)

 Normative messages encourage individuals to use others’ beliefs and actions as a guide for 

their own behavior (Aronson, Wilson, & Akert, 2005). They are a subjective experience 

based on pressure to normalize within a group, and are processed heuristically (Deutsch & 

Gerard, 1955; Aronson et al., 2005; Dennis, Hilmer, & Taylor, 1997).

 Strack and Deutch (2005) posit that environmental information is processed primarily by 

heuristic cognition, not systematic cognition. 

 Communion and agency

 Communion and agency, two basic dimensions of social cognition, judgement and behaviour

(Bakan, 1966; Abele & Wojciszke, 2013) also link to different cognitive systems (i.e., 

systematic and heuristic) with heuristic processing dominant for communal information, and 

systematic processing dominant for agentic information (Strack & Deutch, 2005). 

• The agentic dimension determines characteristics related to goal-achievement and task 

functioning. 

• The communal dimension, focuses on relationships and social functioning. 

• Importantly, research points towards individuals exhibiting a preference for processing 

communal information over agentic (Baumeister & Leary, 1995; Leach, Ellemers & Barreto, 

2007; Ybarra et al., 2008).

INTRODUCTION

• Study design: Web content analysis.

• Sample: A data set of messages found on websites soliciting private information donation 

was created. A search was conducted via the Google Search Engine for all results containing 

the keywords: “data donation”, “private information donation”, “digital footprint donation”. 

Forty-eight private data donation messages are contained in the final sample were accessed 

from September 7 to 20, 2020. The average length of each donation message was 61 words.

• Procedure: One coder was asked to read the list of messages and the definition of agency 

and communion of Abele and Wojciszke (2013), then evaluate how agentic and how 

communal each donation persuasive message was, respectively, on 7-point Likert scales 

from 1 = Not at all to 7 = Very much so. 

• We also coded the collected messages employing a second coding technique, Linguistic 

Inquiry and Word Count software (LIWC). Amongst the 93 coded categories from the 

dataset, we applied The Big Two Dictionaries for LIWC (Pietraszkiewicz et al., 2019) to 

determine the compositions of agentic and communal contents. 

• Results: Agentic and Communal Content. In the analysis of the agentic and communal 

content of the messages a pattern emerges whereby communal content is used more often. 

From the first method of coding, a paired samples t-Test shows the mean evaluation of 

donation persuasive message communal level is higher than the mean evaluation of 

donation persuasive message agentic level (MCommunal = 4.85; SDCommunal = 2.07; MAgentic = 

3.3; SDAgentic = 2.2; p = .01).

STUDY

DISCUSSION

• Our study demonstrates the relative popularity of agency and communion constructs in 

real-world private data donation appeals with communal content being used more often 

and with higher levels than agentic content. 

• Future experimental studies will demonstrate the direct positive effects of communal 

salience messages on consumer’s perceived persuasiveness and willingness to donate 

private information for public good as well as the mediating effect of heuristic information 

cognition processing.
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Figure 1: Conceptual framework of the study
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• A second paired samples t-Test for the second method of coding replicated the result with 
the mean evaluation of donation persuasive message communal level being marginally 
higher than the mean evaluation of donation persuasive message agentic level (MCommunal

= 20.48; SDCommunal = 9.27; MAgentic = 18.14; SDAgentic = 6.82; p = .079).

Figure 3: Means of Agentic and Communal Evaluation from the 
sencond coding method
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