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Summary

This article focuses on the members of Generation Y and
their willingness to offer voluntary (unpaid) blood dona-
tions. Using statistics from various sources, a three-
stage model is developed to explain blood donation be-
haviour especially of this generation. It consists of i) de-
veloping altruism, ii) raising the willingness to donate
blood, and iii) activating actual blood donation behav-
iour. Members of Generation Y live in a Darwinistic soci-
ety. They also to some degree act opportunistically, but
not in contradiction to altruism. For that reason, the arti-
cle positions itself in the theoretical framework of Darwi-
portunism and derives practical suggestions as well as
implications for research.

The Challenge

‘(...) blood donation is an example of genuine altruism where
the altruistic behaviour is incorporated into the self as a role’
[1, p. 379]. Regardless of the debate about paid or unpaid do-
nation of blood [2-5], there is and always will be the necessity
of unpaid blood donation, and therefore always the need for
people who are driven by altruistic motives. Even though this
altruism calls for a very specific set of values, it seems that we
do not have any problem either with blood donation in gen-
eral or with the willingness of people to donate: from 2000 to

Schliisselworter
Blutspende - Altruistische Hilfe - Altruismus -
Darwiportunismus: Generation Y

Zusammenfassung

Dieser Artikel befasst sich mit Vertretern der Generation
Y und ihrer Bereitschaft zum freiwilligen (unentgeltli-
chen) Blutspenden. Basierend auf unterschiedlichen em-
pirischen Quellen wird ein Drei-Stufen-Modell konzipiert,
das zur Erklarung des Blutspendeverhaltens speziell in
dieser Generation dient. Es besteht aus 1) Entwickeln
von Altruismus, 2) Erhéhung der Spendebereitschaft
und 3) Aktivierung der tatsachlichen Blutspende. Vertre-
ter der Generation Y leben in einer darwinistischen Ge-
sellschaft. Sie handeln — und das ist kein Widerspruch
zum Altruismus — zum gewissen Grad durchaus auch
opportunistisch. Aus diesem Grund positioniert sich der
Artikel im Darwiportunismus und macht aus diesem Er-
klarungsmodell heraus Vorschlage fir die Praxis und die
empirische Forschung.

2007 there was an increase of blood donations in Germany
from 5.3 million to 6.7 million which, at 58 donors per 1,000
inhabitants, is a little above the European average [6, p. 721].

Looking at the age distribution relating to blood donations,
however, one has to acknowledge that younger people are
less active than older ones. According to the statistics, those
in the age bracket of 36 to 55 or 45 to 55 years are the most
reliable [7]. When we relate this to the date of that particular
statistic, this group is the generation known as ‘baby-boom-
ers’. Looking more closely, we see an even more disturbing
picture: the blood donation system is experiencing real diffi-
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Table 1. Synopsis of four generations (taken from [9])

Generation Year of birth General values Work-related values Credo
Silent generation 1925-1945 conformism obedience ‘we must pay our dues and work hard’
maturity loyalty
conscientiousness obligation
thrift security (stability)
Baby boomers 1946-1964 idealism workaholism ‘if you have it, flaunt it’
creativity criticism
tolerance innovativeness
freedom advancement
self-fulfilment materialism
Generation X 1965-1980 individualism free agency ‘whatever’
scepticism learning
flexibility entrepreneurship
control materialism
fun balance
Generation Y 1981-2001 collectivism balance ‘let’s make this world a better place’
positivity passion
moralism learning
confidence security (not stability)

civic-mindedness

willingness to work

culties. One reason is the demographical problem, which is a
challenge to the whole of society. Another reason is the
changing generations, since the baby-boomers display a to-
tally different value system. In particular, we need to take a
closer look at the behaviour and the value system of Genera-
tion Y, since as a group it is important in terms of size as well
as influence. This Generation Y has a very specific set of val-
ues: on the one hand opportunistic perspectives on the future,
on the other interests in moral issues and work-life balance.

Therefore, this paper restricts itself to just one topic: it will
analyse those specific characteristics of Generation Y which
relate on the one hand to altruism and on the other hand to
attitudes connected with willingness to make blood donations.
Other issues of interest will not be covered.

At this point, we must stress that this paper will not present
an ethical case for or against voluntary unpaid donation. Fol-
lowing the classical argument of McLachlan [3], the paper will
not discuss whether altruism is a particular good thing and
whether we should encourage it for that reason, but it will be
assumed that altruism exists and that altruism is one specific
and important way to increase blood supply. Therefore, the
paper deals with altruism in a positive way.

Understanding the Field of Analysis

Four Generations and Four Sets of Values

Marketing research, psychology, human resource manage-
ment, behavioural studies, and demographics usually relate to
the concept of generations. Consequently, a generation can be
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seen as a specific group of people which is defined by a spe-
cific age bracket and characterised by a distinctive set of val-
ues. These, particularly the latter, generate recognisably dif-
ferent behavioural patterns. The logic behind this is the un-
derlying assumption of an external environment which shapes
the character of a person: obviously a generation shaped by
the paradox of Woodstock and the Vietnam War, a genera-
tion affected by the Cold War and the true meaning of the
paradigm ‘money makes the world go round’, will develop a
particular set of values. This concept, of course, has its limita-
tions, since behavioural strategies should focus on values,
which are not on the whole tied simply to a person’s year of
birth. This concept of generations, however, has proven to be
very productive: it can be used, among other things, to define
career patterns which fit specific generations.

The first generation to receive a distinctive and provo-
cative name was Generation X, a name derived from Doug-
las Coupland’s book ‘Generation X’ [8]. This generation,
which is sometimes seen as ‘lost’, is very sceptical about the
future. As a result, Generation X seeks fun and excitement in
the here and now, conveying an almost apocalyptic mood and
atmosphere. The definition of Generation X encouraged the
definition of the two earlier generations: the ‘silent genera-
tion’ of World War II and the following ‘baby-boomers’ with
all their opportunities. ‘Generation Y’ is the fourth genera-
tion to be endowed with a specific name. It is characterised
by an optimistic view of life and overall philosophy, but is
at the same time realistic and to some degree egocentric.
Table 1 illustrates the basic differences between the four
generations.
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What Makes Generation Y Tick?
There is no standardised way of setting age brackets to define
the generations. We do, however, have a clear picture of
‘what makes Gen Yer tick’ [10]. On the one hand, they ‘seek
to explore boundaries, push limits, and experiment in the
name of self-awareness, independence and self-expression’
[10, p. 38]. They seek opportunities and are to some degree
willing to work. This attitude results in various archetypes of
Generation Y, which makes it difficult for industry to deal
with this group, but Generation Y plays an important role
within the economy because of its enormous size and its even
more impressive capital. Generation Y ‘is arguably the savvi-
est generation ever to walk the planet’ [10, p. 39]. Against this
backdrop Generation Y is a very interesting group for compa-
nies, both in terms of valuable custom and in terms of valua-
ble employees. This generation lives with and on the internet,
is perfectly connected, and is confident about the future.
Looking in particular at the value system of this generation
[11, p. 988], we can see that the top five values are (1) deter-
mination to succeed, (2) personal goals, (3) good pay, (4) self-
development, (5) opportunities for training and development;
at the end of the 37-item scale we see that (33) running own
business, (34) sacrifice work-life balance, (35) personal sacri-
fices, (36) moving companies, and (37) working long hours are
not so popular with the members of Generation Y. It is fair to
say therefore that Generation Y is driven by the search for suc-
cess and a career but at the same time by a refusal to sacrifice
personal life to achieve them. Generation Y is ready to invest in
the future but not at any time and not under any circumstances.

Darwiportunism as a Realistic Interpretation of Generation Y

To understand the motives that could bring Generation Y at
least close to donating blood, one has to look at the main
trends which drive and shape this generation. There are two
trends [12]. The first is the dominance of Darwinism in society
and economy. This logic is an analogy to the work of Charles
Darwin [13]. According to him, competition between different
groups within populations and between populations is based
on the evolutionary paradigm of ‘survival of the fittest’. The
dominance of Darwinistic ideas is reflected, for example, in
the concept of shareholder value, which sees the selection of
companies by the capital market. As a consequence, employ-
ees no longer have guaranteed jobs. Their survival depends
upon their capabilities and their strategies as well as on the
success of their companies. The second trend is opportunism.
This is understood as the practice of taking advantage of given
chances or circumstances regardless of the consequences for
others. Opportunistic people do not intend to harm other peo-
ple, but they do not really care if others are suffering negative
consequences from their activities. At this point it is of no
interest to examine why and how these two trends emerged.
Neither do we have to debate whether these trends are ethi-
cally acceptable. For our discussion, it only matters that these
two trends exist as general trends. Both Darwinism and oppor-
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tunism hold true for companies as well as for non-profit and all
other kinds of groups, including soccer teams and hospitals.

Putting both trends together, we get a phenomenon which
has been called ‘Darwiportunism’ [14]. Company and society
play in a Darwinistic way, individuals play opportunistically.
Both companies and individuals know that each of them sim-
ply maximise their utility, but they also know that they only
can maximise their utility together and that they are co-
destined. The companies try to get more efficient in order to
survive which means there is no guarantee of jobs for the
employees. The employees show disobedience and a kind of
disloyalty towards the company. Both parties accept this, if,
on the one hand, the employees do a good job as long as they
work in the enterprise and if, on the other hand, the em-
ployees earn enough money. As shown by Terjesen and Frey
[15, p. 68], this concept of Darwiportunism both helps us to
understand Generation Y and heuristically empowers us to
deal with it.

As regards the altruistic act of blood donation, one has to
take into account the medical sector with its extreme mone-
tary and Darwinistic tendencies as well as the opportunistic
players, including the members of Generation Y. This raises
the question whether in a Darwiportunistic scenario altruistic
behaviour exists and how it can be developed.

Altruism, Helping Behaviour, and Egoism

Looking at altruism from a historical perspective [16], we find
studies from biology and psychology which support serious
arguments in favour of altruism as a genuine part of human
nature. As to what constitutes human nature, there are vari-
ous types of answers, which either go back to the disputable
(descriptive) conundrum of whether humans are basically
good or to the less disputed (normative) idea that humans
should be good and take altruistic care of others.

What is striking is the immediate connection of the history
of the biological studies of altruism with the oft-cited works of
Charles Darwin. This means we have to look at a process la-
belled ‘the natural selection of altruism’ [17]. Given the logic
of Darwiportunism, here in particular the connection between
altruism and opportunism will be of interest. It has been dis-
cussed already by Dawkins [18]. His theory of the Selfish
Gene proves that individual entities of a group have to act to
some degree in an altruistic way in order to care for survival
of the whole group. This altruistic behaviour, in order to guar-
antee the survival of a whole population — and thus of human-
kind — within the evolutionary process, is based on fundamen-
tal genes, egoistic by nature. Thus, it is essential for an indi-
vidual to act altruistically within the group because of its ego-
istic intention to survive. Therefore, there is also a helping
connection between altruism and egoism.

For the analysis of altruism and blood donation it is impor-
tant to look at this connection between altruism and egoism.
Both altruism and egoism are behavioural patterns, which
connect a trigger with a specific action. Batson and Coke, who
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Goal B: Reduce own
distress (egoistic)
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Behaviour A: Helping
Cost A: Cost of helping

\/ Cost B: Cost of escaping
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Goal A: Reduce other’s
distress (altruistic)

Behaviour B: Escaping

Fig. 1. Model of egoistic and altruistic motivation [taken from 19].

deal with helping behaviour and focus their discussion on that
topic, see a clear difference: ‘Egoistically-motivated helping is
directed toward the end-state goal of increasing the helper’s
own welfare. (...) Altruistically-motivated helping is directed
toward the end-state goal of increasing the other’s welfare’
[19, p. 171]. Tt is important that, according to this logic, it is the
end-state goal, and not the behaviour that makes the differ-
ence between altruism and egoism, as can be seen in figure 1.

The focus of interest is the arrow that leads from goal A to
goal B. It suggests that even true altruism has some proportion
of egoism connected to it. Thus, help can be seen as a means of
helping oneself. Following this argument, donating blood could
be part of the lifestyle even of Generation Y. This, however,
leaves the question unanswered of where the barriers to blood
donation come from. An empirical analysis in Australia showed
that the decision to donate blood is a complex one and that in-
dividuals do not donate blood for purely altruistic reasons [20]:
The authors ‘... suggest that donation is a rational response to
incentives based on reciprocity and the reinforcement of social
norms in an overlapping generations model’ [20, p. 501].

Elements for a Theoretical Model

There are no really conclusive data available for the topic
under discussion. Therefore, we will use other data as a proxy
indicator to create a framework which will suggest certain
themes and lead, as we hope, to future research. Some articles,
however, do have a very particular focus, even if it does not
translate into the typical Generation Y framework. For in-
stance, a survey conducted among military personnel from Is-
rael [21] found that the approval of the supervisor who asked
for volunteers to donate blood was the most important driver.
Although this may hold true for the armed forces, it may not
be applicable to the altruism debate in terms of Generation Y.
Therefore, even though there is a lot of solid empirical re-
search, only a little fits the topic directly or indirectly. In the
following, these observations will be combined in a small hy-
pothetical model which consists of these three steps: i) the de-
velopment of altruism, ii) the chance to increase the intention
to donate blood, and finally iii) the activation of behaviour.
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Developing Altruism Through Volunteerism

There is a lot of literature about the factors influencing the
development of altruism [22, 23]. There are, however, only
two dominant drivers: the logic of volunteerism and the con-
textual logic of the development stage (e.g. welfare stage) of
the group under consideration. Volunteerism is to be under-
stood as the readiness to engage in community work and
other activities. Even though there could be many motives for
that, one of them is usually the idea of improving one’s own
well-being by improving the well-being of others. For the pur-
pose of our discussion it is also important that volunteerism
looks at people as spenders of time, and not (only) as spend-
ers of money [24]. The degree of this volunteerism depends,
however, on the characteristics of certain generations.

For an understanding of the specifics of volunteerism in
certain generations, the study by Reisenwitz and Iyer [25] is
helpful. The authors investigated differences between Gener-
ation X and Generation Y in order to deduce implications for
organisations and marketers. Besides internet usage, brand
loyalty, work orientation and risk aversion, volunteerism was
also on their research agenda. Although their hypothesis was
that there might be no significant difference between genera-
tions regarding volunteerism, results showed the mean value
of volunteerism in Generation X was 3.9, whereas Generation
Y at 4.3 showed a significantly higher value [25, p. 100]; we
see the level of volunteerism in Generation Y is significantly
higher than in Generation X. Even though this research was
not directly performed in relation to donating blood, it tells us
that the members of Generation Y are ready for volunteerism,
which means, there should also be a tendency towards donat-
ing blood, which is also a specific way of improving one’s own
well-being by improving the well-being of others.

Developing Altruism: The Role of the Human Development
Index

The World Health Organization [26] uses for its statistics the
Human Development Index (HDI), which has been created
by the United Nation Development Programme. The HDI
classifies nations by criteria such as education and income. It
then brings this information together with blood donations on
a voluntary basis and with remunerated donations. If one
takes these criteria and connects them with the idea of gener-
ations, it becomes obvious that Generation Y ranks high on
the HDI scale, particularly if we include money and property
as a legacy to Generation Y bequeathed by the other three
generations. Of course, this index deals with countries, but it
gives us important information when translated to the concept
of generations. First, it is more likely we can accept Genera-
tion Y as an HDI generation that makes much higher volun-
tary donations than the other generations. We see high-HDI
countries with 40 donations per 1,000 population and 98%
voluntary non-remunerated donations. Conversely, low-HDI
countries have 2 donations per 1,000 population and only
31% voluntary donations (but a larger family-replacement
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percentage). Second, we cannot wait for lower-HDI groups to
solve our problems, since they will not do it, regardless of
whether we take generations or countries as our subject.

Raising the Intention Through Personal Moral Norms

The main focus of interest is the intention to become a blood
donor and the factors influencing this decision. A cross-sec-
tional study in the Netherlands tried to find out why young
people do not volunteer to give blood [27]. Among other
things, the researchers analysed the connection between the
intention to donate blood on the one hand and seven inde-
pendent variables on the other: ‘self-efficacy’ described the
perception that one can manage the process of blood dona-
tion; ‘attitude’ analysed the general feeling toward blood do-
nation in the sense of, e.g., ‘good or bad’ and ‘OK or fright-
ened’. As for the values, the researchers looked into the ‘sub-
jective norms’ (e.g. ‘most people important to me think I
should donate blood’) and ‘personal moral’ (‘I feel a moral
obligation’). Finally, scales for ‘affected by consequences’,
‘perceived knowledge’, and ‘true knowledge’ were used.

With regard to the results [27, p. 949], we see the greatest
influence coming from personal moral norms (r = 0.5), atti-
tude (r = 0.49), subjective norms (r = 0.36), and self-efficacy
(r = 0.35). The other variables showed no relevant influence.
This result is important for understanding the members of
Generation Y, since they are particularly driven by their atti-
tude and their norms. Looking at blood donation as a moral
obligation seems to be the only real driver that works. On the
other hand, these data tell us that campaigns should neither
focus on ‘blood and needles’ nor on trying to give too much
information which nobody really wants.

Raising the Intention: The Role of Risk Aversion

Another important aspect is risk aversion: donating blood has
something to do with needles, with blood, with medical insti-
tutions. Regardless of the statistical probability of the risk in-
volved, the subjective perception of the risk and the willing-
ness to take risks shape behaviour. Usually Gen X-ers ‘have
an attitude of risk avoidance and a low capacity for risks. (...)
they have levels of distrust, scepticism, and possess a self-
esufficient attitude’ [25, p. 95]. On the other hand, Gen Y-ers
see themselves more in the position of making the world a
better place, which implies willingness to help. Looking again
at the research from Reisenwitz and Iyer [25] described
above, we see a lower degree of risk aversion in Generation Y
(5.0) than in Generation X (5.2). Therefore, even if Genera-
tion Y see subjectively the same risk connected with donating
blood, they may be more willing to engage in that activity.

Activating Behaviour by Altruistic Advertisement

If we look at the process chain from altruism to intention and
behaviour, we must take into account the variables that influ-
ence actual behaviour of donating blood. We noted earlier
that particularly for Generation Y it is definitely counter-pro-
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ductive to discuss issues of ‘blood and needles’ (the risk is-
sues) as part of raising the intention of donating blood. This
does not mean that risks should be concealed and people un-
informed. The risk issues should just not be part of the adver-
tising campaigns. But what can be done to transform the in-
tention to donate blood into the actual behaviour of donating
blood? Given the title of this paper, the answer seems to be
obvious: if Generation Y is at least partially driven by altruis-
tic motives and if one responds at least partially to altruistic
stimuli, the advertisement campaign should focus largely on
altruistic motives.

Empirical data show that this is in fact a promising strat-
egy: Windley [28] ran several experimental studies dealing
with the issue of how to persuade young people actually to
donate blood. In doing so, she compared the reaction to altru-
istic advertisements such as ‘Blood donors hold a special place
in my heart’ with social (pressure) norms such as ‘It takes us
all’’. Her main message was: with regard to these kinds of ad-
vertisements, both (prior) non-donors and (prior) donors
rated altruistic advertisements much higher than those that
focus on social norms. Therefore, with regard to Generation
Y, advertisement campaigns need to focus strictly on altruistic
aspects in order to activate behaviour.

Activating Behaviour by Avoiding Crowding-Out

Of course, increasing the system of paid donations could be
one alternative. It has been proven, however, that this will
reduce the number of altruistic blood donations: Png [29]
measured this crowding-out effect and found that a 1% in-
crease in incentivised blood collection is associated with a
0.55-0.71% reduction in voluntary donations. Turning this
empirical observation of crowding-out into realistic recom-
mendations, we might look into totally separate systems with
totally separate incentives and markets.

The controversy about payment for blood is also discussed
by Buyx [30]. Against the backdrop of the described crowd-
ing-out effects and ethical aspects, she drafts a compromise of
different incentives. These non-cash incentives range from
tokens of appreciation like medals or certificates to goods and
gifts like t-shirts or vouchers for restaurants [30, p. 337].

Putting the Model Together

When we put i) developing altruism, ii) raising the intention,
and iii) activating behaviour together, we get a stage model
for voluntary blood donation, which deals in particular with
Generation Y (fig. 2).

This model can be used in three different ways. As a theo-
retical model, it describes reality. As a starting-point for em-
pirical research, it defines specific hypotheses to be tested. As
a practical tool, it gives us some information on how to
increase voluntary blood donations, particularly from Gener-
ation Y.
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Fig. 2. The three-stage model of blood donation for Generation Y.

Theoretical Description

When interpreting the empirical data which are available, it is
important to note the difference between the three stages in
the model:

The first stage describes how altruism develops and
whether a person is ready to donate blood. Both voluntarism
and the development of altruism play a positive role for the
members of Generation Y since they rank high on these fac-
tors compared with other generations. This leads to a rather
positive situation because the attitude of Generation Y is to
help improve the well-being of oneself by improving the well-
being of others (volunteerism). In addition to that, Genera-
tion Y shows the characteristics of a high-HDI population
that strengthen the willingness to donate blood, too. There-
fore, the first stage describes readiness in the sense of basic
propensity towards donating blood. Taking the analogy from
jogging, readiness refers to fitness in the sense that one is ca-
pable at all of running.

The second stage has a different focus and tells us if and
how the basic intention transforms itself in the willingness to
go further and to donate blood. Regarding Generation Y,
there are two drivers, one in favour and one against. As re-
gards the positive driver, Generation Y is moved particularly
by personal moral norms. They consider blood donation
makes sense. On the other hand, however, the tendency to risk
awareness pushes the issue in the right direction. As regards
risk awareness it looks as if Generation Y is responsive to feel-
ing risks, but to a lesser degree than Generation X. As regards
the second stage of the model, in the same analogy, willingness
refers to the question whether a person, even if he or she can
run, really wants to put on their shoes on and start to run.

The real challenge is to achieve the third stage, which is to
generate action. This third step is difficult because it does not
deal with the intrinsic characteristics of Generation Y itself.
Again, we see two main factors, one in favour and one work-
ing the other way. It looks as if the final push comes from a
specific type of advertising: it should not emphasise social
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norm, but rather focus on altruistic motives. This means we
can activate the motives from the first stage. This process re-
fers to the argument put forward by Healy [31]. According to
him, altruism is really a phenomenon created as a social con-
struction. Altruism therefore does not constitute a specific set
of unselfish values. Rather, people and society talk about
something to be labelled altruism and create it through that
communication. Healy concedes the necessity of a market
mechanism. This brings us to the crowding-out effects in the
interplay of paid donations and altruistic donations. In the
same analogy from jogging, behaviour refers to whether one
starts to run, which could depend upon the telephone ringing,
bad weather, or a TV programme.

At this point we know that the process of activating Gen-
eration Y is a complex process. Also, it is important to know
that we do not have to distinguish between altruistic and op-
portunistic motives, since these motives are connected and
can be activated together.

Testable Hypotheses

The three-stage model can also be used to generate hypothe-

ses which could be tested empirically. There are eight groups

of hypotheses.

1) Altruism is positively correlated with the intention to give
blood.

2) Intention to give blood and actually donating blood are
positively correlated.

3a)Members of Generation Y have a higher volunteerism
than the other generations.

3b)High volunteerism is positively correlated with altruism.

4a) Members of Generation Y have a higher HDI than mem-
bers of other generations.

4b)HDI and altruism are positively correlated.

S5a)Members of Generation Y have higher personal moral
norms than other groups.

Sb)Higher personal norms and intention to donate blood are
positively correlated.

6a) Members of Generation Y have a lower risk aversion than
other groups.

6b)Lower risk aversion and intention to donate blood are
positively correlated.

7) For Generation Y, advertisement campaigns that focus on
altruistic messages in order to increase blood donations
are more effective than alternative advertisement
campaigns.

8) For Generation Y, paid donation systems should be run
totally independently in order to increase blood
donations.

Owing to hypotheses 2), 7), and 8), this empirical test can only

be performed in a setting which includes real blood donations.

Practical Suggestions
Using it as a practical tool, we know that we can count on vol-
unteerism in Generation Y, as long as it is connected with
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feeling good. From the HDI discussion above, we know the
positive impact of a high development culture for voluntary
donations. These two statements tell us where to look for do-
nors. The same holds true for moral norms and risk aversion,
but with the additional recommendation that the communica-
tion should include these aspects. This is even truer for the
suggested advertisement campaigns that should explicitly
focus on altruistic motives.

In combination with Generation Y it is important to note
that altruism is not just a hidden variable which influences at-
titudes and behaviour. Altruism is the core of the communica-
tion, regardless of whether we see it as a given value or as so-
cially constructed. ‘Donating blood voluntarily’ is to be seen
as part of the lifestyle of Generation Y and the relevant norms
at least partially the consequences of social construction.

The second recommendation refers to the market situa-
tion, which we have to take into account. At this point, how-
ever, we do not discuss it solely in the sense of willingness to
pay. ‘Market’ means considering alternatives for the blood
donor. These alternatives could be spending time on other
activities or donating blood for money. Bringing altruistic
blood donations close to paid-for donations, however, would
not in the case of members of Generation Y lead to a switch
from altruistic blood donations to paid-for donations. It
would disturb the picture of blood donation as an altruistic
gift and would simply make members of Generation Y walk
away and spend their time (and other resources) on other is-
sues, such as Greenpeace, the World Wildlife Fund, or other
worthy projects.
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count the weak empirical research on the core relationships
between Generation Y, altruistic help and blood donation.
The presented assumptions and the framework may help us,
however, to understand the behaviour of Generation Y in
terms of altruistic behaviour in general and their attitude to
blood donation in particular.

This brings us back to the Darwiportunistic scenario: mem-
bers of Generation Y donate blood on an altruistic basis, but
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