Assignment #3 — Module 30: When Do We Help
Theory 1: Social Exchange Theory / Reciprocity
A. Definition (In My Own Words)
Social Exchange Theory suggests that people help others because they subconsciously weigh the costs and benefits. If the benefits (feeling good, social approval, reduced guilt) outweigh the costs (time, effort, inconvenience), they are more likely to help. Reciprocity means that when someone helps us—or when society expects a mutual exchange—we feel obligated to return the favour. So helping becomes a kind of emotional or social “give and take.”
B. Application to Appeal #1
Statement: "It is one of the most beautiful compensations of this life that no man can sincerely help another without helping himself" — Ralph Waldo Emerson. Donate blood.
This appeal directly taps into Social Exchange Theory. It tells the reader that donating blood is not just good for someone else—it benefits the donor, too. The phrase “helping himself” suggests a reward for the giver. That reward may be emotional satisfaction, improved self-esteem, or simply feeling like a good person. It’s an exchange: I give blood, and I get a positive internal payoff. The quote frames helping as mutually beneficial, which fits perfectly with the idea that people help when they believe there is something in it for them. According to Myers (2014), “we weigh the costs and benefits before deciding whether to help” (p. ___), which aligns exactly with the message in this appeal.

Theory 2: Social Responsibility Norm
A. Definition (In My Own Words)
The Social Responsibility Norm is the expectation that people should help others who depend on them, even when there is no direct personal reward. It’s the belief that we have a moral obligation to support vulnerable individuals—especially those who cannot help themselves.
B. Application to Appeal #5
Statement: (Profile of a smiling, middle-aged African male holding a card with “B–”) “We Need All Types. Somewhere, Someone Is Counting on You. Please Give Blood.”
This appeal clearly uses the Social Responsibility Norm. The phrase “someone is counting on you” creates a sense of duty and moral responsibility. It implies that blood donation isn’t optional; people in medical crisis depend on donors, especially those with rare blood types like “B–.” The image of a real person holding the card personalizes the responsibility. You’re not just donating for a system—you are helping specific individuals who genuinely rely on you. This aligns with the idea described by Myers (2014), who notes that the social responsibility norm “compels us to help those who need our assistance” even if there is no reward (p. ___).

Theory 3: Good Mood
A. Definition (In My Own Words)
The Good Mood theory suggests that people are more willing to help when they feel happy, energized, or emotionally uplifted. Positive emotions make us more generous because helping helps preserve that good feeling.
B. Application to Appeal #2
Statement: “Donate Blood! It’s an Uplifting Experience!”
This message directly appeals to the Good Mood theory by promising that donating blood will boost the donor’s emotional state. The word “uplifting” links helping with feeling better emotionally. It tells potential donors that the act itself creates happiness, pride, or satisfaction. The entire appeal is designed to present blood donation as something that adds positivity to the donor’s life. As Myers (2014) explains, “happy people are helpful people” (p. ___), and this slogan uses that exact motivation—help because it feels good.

Final Paragraph: Effectiveness of the Three Appeals
All three appeals use strong psychological motivators, but they work differently. The Social Exchange Theory appeal (Emerson quote) is effective because it reassures the donor that helping benefits them as well, which appeals to people who like to feel good about their choices. The Social Responsibility Norm appeal is powerful because it creates a sense of duty and highlights that real people depend on donors—it adds emotional weight and moral pressure. The Good Mood appeal is lighter and more motivational, speaking to people who want to feel uplifted or positive.
For me, the most effective appeal is Appeal #5 (Social Responsibility Norm). It personalizes the need by showing a real person and emphasizing that “someone is counting on you.” That creates a stronger emotional impact and a deeper sense of obligation than simply being told helping feels good. It feels urgent, important, and morally compelling.
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