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                    Abstract
We offer a unified conceptual, behavioral, and econometric framework for optimal fundraising that deals with both synergies and discrepancies between approaches from Economics, Marketing, Psychology, and Sociology. The purpose is to offer a framework that can bridge differences and open a dialogue between disciplines in order to facilitate optimal fundraising design. The literature is extensive, and our purpose is to offer a brief background and perspective on each of the approaches, provide an integrated framework leading to new insights, and discuss areas of future research.
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                    Notes
	This should not be confused with the so-called sharing economy which is based on short-term rental and has nothing to do with sharing (Belk 2014).


	For a more complete and more technical exposition, see Online Appendix A.


	A challenge in implementing this approach is that donors’ constructs (such as moral identity, empathy, and charitability) are often measured on scales involving multiple items, and direct inclusion of these constructs in the heterogeneity distribution leads to a coefficient matrix of intractably high dimension. To reduce the dimensionality of the coefficient matrix, these variables can be replaced with model-based summaries of much lower dimension.
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