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Abstract

In this study we model how certification affects managers’ choice of the quality of
the nonprofit organizations they run. We analyze a market with one representative
charity, run by a manager with some preference for the provision of a charitable
good, one donor, and a certification agency. We assume that the nature of the
charitable good does not allow for partial provision, thus, the charity can be of
two types only: a good charity that spends all its resources on the charitable good,
and a bad one that diverts all its resources for the private consumption of its
manager (for-profit in disguise). We show that for a wide parameter range, the
presence of an honest certifier in the market increases the incentives for managers
to choose good charities, leading to an improvement in the market as the share of

good charities increases.
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Abstrakt

V tejto Studii modelujeme dopad certifikacie na manazérovo rozhodnutie o kvalite
neziskovej organizacie, ktorti riadi. Analyzujeme modelova situaciu s jednou
reprezentativnou neziskovou organizaciou (charitou), ktord je vedenad manazérom
s istymi danymi preferenciami k poskytovaniu charitativneho produktu, jednym
darcom, a certifikacnou agentirou. Predpokladame, Ze charakteristika tohoto
produktu neumoznuje jeho ciastocné poskytovanie. A teda, neziskova organizacia
modze mat len jednu z dvoch foriem: dobrd neziskové organizécia, ktora vyuziva
vSetky svoje zdroje na poskytovanie charitativneho produktu, a zla neziskova
organizacia, ktord zneuziva vsetky svoje zdroje na privatnu spotrebu svojho
manazmentu. V tejto Studii ukazujeme, ze pre Siroku Skdlu hodndt parametrov
pritomnost certifikacnej agentiry vplyva pozitivne na situdciu na trhu tak, ze
zvySuje manazérovu motivaciu zaistit vyssiu kvalitu neziskovej organizacie, ktora

vedie, a tym celkovy podiel dobrych organizacii na trhu.



