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Abstract

The aim of this study was to examine the responses to the fundraising during the COVID-19

pandemic, to support the efforts of government in the Kingdom of Saudi Arabia (KSA), to

counter the COVID-19 pandemic. A quantitative survey instrument was developed, validated,

and administered. A total of 113 usable responses were obtained, by using the snowballing

sampling technique. Hierarchical multiple regression (HMR) was employed to run the

study model and significant results were obtained. The results revealed that all the
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components were positive and did have significant association with donors’ attitudes towards

fundraising appeal for countering the COVID-19 pandemic. It also demonstrated the

moderating and significant effect of ethics on the attitude of donors’ responses. This study is

probably the first study to focus on fundraising attitudes during the COVID-19 pandemic in

KSA.
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1. Introduction

Research has placed the spotlight on many

issues as part of COVID-19, which goes

beyond finding a cure. For example, a number

of countries faced difficulties trying to convince

people on vaccination. Hence Researchers

have been studying the reaction of people to

the vaccine and the attitudes of donors in each

country towards the national calls for supporting

the needy people. The virus has not stopped

spreading since the time it originated from

China. The developing countries have been

affected by COVID-19 due to travelers coming

from China. It is believed that the media

contributed to the confusion about the vaccine’s

validity and safety. Delays in vaccination were

caused in large part by conspiracy theories.

Nevertheless, as the virus has spread through

the MENA region, reaching Saudi Arabia in

March 2020, Saudi Arabia was one of the first

to announce a series of public measures as

entry restrictions, suspension of religious

activities, closure of non-essential shops and

changes at workplaces (Algaissi et al.,

2020). The Government of Saudi continues to

assist the people in need. It is worth noting

that pharmacists helped prevent the spread of

Covid-19 by providing health education and

promotion, medication dispensing, medication

reconciliation, medication and patient counseling,

and training for self-management during this

outbreak (Ahmad et al., 2020). Saudi Arabia’s

government and private sectors collaborated and

developed and launched approximately 19 apps

and platforms that serve public health functions

and provide health care services (Hassounahm

et al., 2020). The data showed that kingdom is

known for providing humanitarian aid as one of

the largest donors. Due to this, Saudi Arabia

has been at the forefront of many natural

disasters. Saudi Arabia provided 158 million

dollars to Bangladesh for Cyclone Sidr in 2007

and 220 million dollars for the Haiti earthquake

in 2010 (Hassounah et al., 2020).  In

conclusion, we must not overlook the role of

Saudi humanitarian aid played in Arab and

Muslim countries between 1975 and 2005. The

kingdom has a reputation for being generous in

their humanitarian aid. Under the King Salman

Humanitarian Aid and Relief Center, spectacular

efforts were made during the COVID-19

pandemic.

2. Review of Literature

2.1 Attitudes towards the COVID-19 Donation

Calls

The understanding of an individual attitude

plays an important role in understanding reasons
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behind his actions. According to Eagly  and

Chaiken, 2007 and Mohammed et al.,

2021, an attitude is a psychological tendency

that is expressed by evaluating a particular

entity with some degree of favor or disfavor.

Attitudes are conceptualized as people’s positive

or negative evaluations of their performing a

behavior  (Kroesen et al., 2017).  The

relationship between attitudes towards charities

and motivation to donate is moderated by

religious beliefs (DeRossett et al., 2021;

Teah, et al., 2014).

2.2 Trust in Charity

One of the main factors, determining the

success of a charity organization, is the trust in

that organization. There is extensive research

work on charity organization and donor behavior,

to stress the need to establish trust in charity.

On the other hand, lack of trust could damage

the reputation of charity organization (Bourassa

& Stang, 2016). Trust in charity is defined as a

state where a person or an organization will never

take advantage of stakeholder vulnerabilities by

being fair, reliable, competent and ethical.

Charity organizations have both internal and

external stakeholders and hence some research

was undertaken from a stakeholder theory

perspective. The relationship between the donor

and agent could be explained by  the agency

theory, according to which soundness of

accountability matters for the suitability of the

charity organization (Hyndman et al., 2021).

The extent to which trust in Canadian charities

was associated with accountability and

transparency, was examined by Farwell et al.,

2019.

2.3 Charity Project

There are some events which require urgent

fundraising and this kind of fundraising is called

charity project. It can focus on a social cause

or project to aid persons in need (Morton,

1995). The owners of the project are generally

organizations or individuals. The cause can be a

single human victim or it can be a fundraising

campaign where the needy are not identified

yet. In fact, the positive feeling toward a project

can lead to a positive attitude toward donation

online (Batson et al., 2002).

2.4 Religion and Donation

Studies have documented that liberal

individuals are less effective towards donations

compared with conservative individuals (Bin-

Nashwan et al., 2020; Eger et al., 2013).

Several studies establish a positive relationship

between religious belief and prosocial behaviors

such as volunteering and charitable giving. In

fact, major religions like Islam, Christianity,

Judaism, Buddhism and Hinduism go hand in

hand with charity giving (Bonner et al., 2003).

For example, in Islam, Zakah is a charitable

donation given annually (Owoyemi, 2020).

Based on the literature, it is evident that

individuals, with high religion, have high intention

to donate to charitable organizations, especially

in a Muslim country like Saudi Arabia, during a

special situation as COVID- 19 outbreak

(Maleki and Hosseini, 2020; Reitsma et al.,

2006; Roberts and David, 2019).

2.5 Moral Norms

In recent years, there has been increasing

number of studies on the contribution of moral

norms in the prediction of the Theory of Planned

Behavior (TPB) (Van der Linden, 2011).

Moral norms are the most important source of

normative influence. They are defined as ‘the

rules of morality that people ought to

follow’(Erceg et al., 2018; Knowles et al.,

2012; Letheren et al., 2018; Mohammed

et al., 2021) . In fact, the moral obligation is

also the belief in the significance of moral and

altruistic conduct (Goenka and Van Osselaer,

2019). According to social cognitive theory
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(SCT), moral standards are built from observed

social reaction of someone’s behavior (Cheung

and Chan, 2000; Rasouli and Hamdi, 2020).

2.6 Past Behavior

According to Septianto, 2020,  past

behavior is one of the most important predictors.

There is sufficient theoretical support to add past

behavior in the TPB in charitable giving as it is

an independent predictor of behavior intention

to donate (Urbonavicius et al., 2019).

2.7 Normative belief and Ethics

According to the Theory of Reasoned

Action (TRA), the behavior of a person is

determined by the intention to perform the

behavior (Ajzen and Fishbein, 1972), The

results of regression analysis suggested that by

targeting specific beliefs during different phases

of an outbreak, donors’ intentions to keep

donating would be strengthened the most

(Masser et al., 2012). In addition, norms

positively predicted reported stewardship

behaviors (Van Riper et al., 2019). Ethics

affect how people make decisions and lead their

lives. Giving depends not only on the organization

type but also the ethnicity of the beneficiary

(Jones, 2017). Furthermore, an increase in

ethnic diversity decreases donations and that this

effect is driven by non-minorities and blacks

(Andreoni et al., 2016).

3. Statement of the Problem

Literature has shown that during the crisis

time such as Covid-19, people intend to show

willingness towards fundraising. The context

of Kingdom of Saudi Arabia has its own

characteristics. Studies have shown that

developing countries differed from the highly

developed countries in terms of responding to

fund raising. Therefore, this study intends to

explore the determinants of fund raising and

donation during the Covid-19 time. The study

considered those factors that are in line with

the theory of reasoned actions.

4. Need of the Study

This study would add new evidence to the

determinants of fundraising during the Covid-19

crisis. The previous studies attributed  importance

to the financial system in developing countries,

considering the religious characteristics (Al-

Nasser Mohammed, 2021; Al-Nasser

Mohammed  and Joriah Muhammed, 2017;

Mohammed and Al-Matari, 2016). The  study

on the Saudi context is considered to be in  the

infant stages. Future researchers would enlarge

the understanding of the status of attitudes

towards fundraising in Saudi Arabia. The previous

studies showed that religious norms and past

behaviors were examined in developing countries

to understand the determinants of fund raising.

5. Objectives of the Study

The aim of this study was to examine the

responses to the fundraising during the COVID-

19 pandemic,  to support the efforts of

Government in the Kingdom of Saudi Arabia

(KSA), during the COVID-19 pandemic.

6. Hypotheses of the Study

H1: Attitude has positive impact on the donor.

H2: A donor’s perception on charity project

significantly influences general attitude

towards online donation.

H3: Religious level positively affects donors’

attitudes toward online donation for those

affected by the COVID-19 pandemic.

H4: Moral norms have  positive relationship

with charity giving.

H5: Past behavior will positively influence the

intention to donate.

H6: Normative belief influences positively the

attitude of donors towards charitable giving.
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H7: Ethics has positive relationship with attitude

7. Research Methodology

7.1. Sample Selection

The study selected a sample of donors, based

on their donation initiatives during covid-19 fund

raising campaign, by stratified sampling. Those

who showed interest in donation or potential

donors, were administered a set of questionnaire

to answer. A total of 113 usable responses were

obtained. Respondents’ profiles  revealed  that

69.8% were males. The majority of the

respondents (65.48%) were aged between 20-

40.

7.2. Sources of Data

The data were collected based on potential

Saudi Arabia donors and the questionnaire  was

designed in a way that could be filled by those

who showed an interest in donating or had a

previous history of donations.

7.3. Period of the Study

The study was conducted between January

23, 2021 and May 21, 2021.

7.4. Tools used in the Study

All constructs were measured by using 5

point Likert scale. Normality test and Regression

analysis were used to analyze the data. The SPSS

software was used for analyzing the data.

8. Data Analysis

This pioneering study examined the

moderating role of ethics and trust and the

attitude toward monetary donation for those

affected by the pandemic (COVID-19). As

given in the Table-1, Hierarchical multiple

regression (HMR) was employed (Maleki &

Hosseini, 2020; Smith & McSweeney,

2007). KMO index and Bartlett test proved that

the principal component analysis was the

appropriate method to factor analyse the items

supporting the convergent validity. Further, the

study examined assumptions of normality, by

using values of skewness and kurtosis and all

were found to be within normal ranges. Hence

H3 was accepted.  Project charity (PCR)

contributed significantly to the variance (R

square=0.416) and hence H2 was accepted. In

other words, the charity project was a good

predictor of donors’ attitude towards charitable

giving and this inference was in line with the

work of  Bin-Nashwan et al. (2020a). Trust

exercised positive and significant effect on

donor ’s attitude to charitable giving and

contributed to the variance (R- square = 0.519),

showing that charitable organizations have to

build trust with donors and hence H4 and H5

were accepted. Religious belief exercised

positive and significant effect, as revealed by

R-square of 0.536. This finding concurred with

Ranganathan and Henley (2008) and Sarea

(2021). In fact, persons with a high religious

belief are more likely to donate to fundraising

campaigns. Hence H1 was accepted.

Normative belief did have positive and

significant impact on attitude towards giving and

this component could be augmented by the

inclusion of past behavior and moral norms.

Since R-square was 6.035, moral norms were

found to be a strong predictor of donors’ attitude

toward charitable donation. The finding supports

the fact that when there are moral standards, it

will lead to action. Hence H6 was accepted. A

positive effect was found for past behavior and

therefore, people who donated to charitable

cause in the past, will do now because people

who donated to a fundraising campaign, felt good

after helping needy people. Hence H5 was

accepted. The results of moderating effect of

ethical beliefs showed that trust exercised

positive impact on attitude towards fundraising

campaigns against COVID-19 and the relation

remained the same with significant effect when
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the moderating effect was integrated. Hence H7

was accepted. In fact, the ethics strengthened

the relation between trust and attitude towards

charitable giving, as indicated by the R- square

increase from 0.678 to 0.712. Having trust on

the project and ethics can help donors to give for

persons affected by the disease.

9. Findings of the Study

 The method of principal competent analysis

is an appropriate method for designing and

constructing of a new index, due to its ability

to show the variable loading in proportionate

aspect.

 Information availability about charity projects

played a significant role in shaping the

attitudes of donors.

 Past behavior and trust exercised significant

role in determining the attitudes of donors

towards donations.

 Ethics strengthened the relationship between

trust and attitudes towards donation during

the Covid-19 crisis.

10. Suggestions

Responses about charity projects showed

that respondents were not aware of the

mechanism of distributing the donations and

hence there is need for more effort in explaining.

One of the strategies to increase the awareness

about donations, could be allowing people to

participate in the fundraising campaigns. Another

finding of the study could be the influence of

religious belief on the attitude towards donations.

Therefore, individuals, with religious backgrounds,

could be identified for fundraising campaigns.

11. Conclusion

The emergence of COVID-19 disease all

over the world has had important consequence

on the economies. Measures, taken to combat

the health crisis, have had important

consequences and populations have been

disproportionately affected by the pandemic.

Therefore, to combat the consequences of the

disease, fundraising campaigns were launched

and positive responses were reported from

donors and volunteers. The objective of this

study was to understand the donor’s attitude

towards fundraising campaigns during a specific

period (COVID-19) and how the moderating

effect of ethics could strengthen the relationship

between trust and attitude. The study concludes

that external factors and internal ones could

affect the attitude of donors toward charitable

giving. Building trust and ethics would promote

donor’s attitude towards helping needy people.

12. Limitations of the Study

This study acknowledges its limitations as

these limitations could pave the way for future

research. The study’s limitation was the fact

that it was applied to the Saudi context, without

conducting a comparison with any developed or

even developing country.

13. Scope for Further Research

Future studies may consider this comparison,

that is expected to provide new insights. Future

studies may benefit from the current studies,

discussing the topic from the theory of planned

behavior perspective (Mohammed et al.,

2021). Islamic countries’ environments require

an extra consideration in relation to the Islamic

culture.

14. Acknowledgement

This paper was part of a full research, which
has been funded by the Scientific Research
Deanship at the University of Ha’il - Saudi
Arabia, through project number RG- 20102

15. References

Ahmad, A., Alkharfy, K. M., Alrabiah, Z., &

Alhossan, A. (2020) . Saudi Arabia,

46Determinants of Attitudes towards  Covid-19  Donations and  the Moderating Role  of  Ethics...



pharmacists and COVID-19 pandemic.

Journal of Pharmaceutical Policy and

Practice. https://doi.org/10.1186/s40545-020-

00243-1

Ajzen, I. (2011). Ajzen, I. (2011). Theory of

planned behavior. In Handbook of Theories

of Social Psychology: Vol One.

Ajzen, I., & Fishbein, M. (1972). Attitudes and

normative beliefs as factors influencing

behavioral intentions. Journal of Personality

and Social Psychology. https://doi.org/

10.1037/h0031930

Al-Nasser Mohammed, S. A. S. (2021) .

Financial crisis, financial system and the

impact of artificial intelligence: an attempt

towards discussion. Studies in Computational

Intelligence. https://doi.org/10.1007/978-3-

030-72080-3_11

Al-Nasser Mohammed, S. A. S., & Joriah

Muhammed, D. (2017). Financial crisis, legal

origin, economic status and multi-bank

performance indicators. Journal of Applied

Accounting Research. https://doi.org/10.1108/

jaar-07-2014-0065

Algaissi, A. A., Alharbi, N. K., Hassanain, M.,

& Hashem, A. M. (2020). Preparedness and

response to COVID-19 in Saudi Arabia:

Building on MERS experience. Journal of

Infection and Public Health. https://doi.org/

10.1016/j.jiph.2020.04.016

Andreoni, J., Payne, A. A., Smith, J., & Karp,

D. (2016). Diversity and donations: The

effect of religious and ethnic diversity on

charitable giving. Journal of Economic

Behavior and Organization. https://doi.org/

10.1016/j.jebo.2016.05.010

Batson, C. D., Chang, J., Orr, R., & Rowland,

J. (2002). Empathy, attitudes, and action: Can

feeling for a member of a stigmatized group

motivate one to help the group? Personality

and Social Psychology Bulletin. https://

doi.org/10.1177/014616702237647

Bin-Nashwan, S. A., Al-Daihani, M., Abdul-

Jabbar, H., & Al-Ttaffi, L. H. A. (2020).

Social solidarity amid the COVID-19

outbreak: fundraising campaigns and donors’

attitudes. International Journal of Sociology

and Social Policy. https://doi.org/10.1108/

IJSSP-05-2020-0173

Bonner, K., Koven, L. P., & Patrick, J. H.

(2003). Effects of religiosity and spirituality

on depressive symptoms and prosocial

behaviors. Journal of Religious Gerontology.

https://doi.org/10.1300/J078v14n02_07

Bourassa, M. A., & Stang, A. C. (2016).

Knowledge is power: Why public knowledge

matters to charities. International Journal of

Nonprofit and Voluntary Sector Marketing.

https://doi.org/10.1002/nvsm.1537

Brown, D. J., Hagger, M. S., & Hamilton, K.

(2020). The mediating role of constructs

representing reasoned-action and automatic

processes on the past behavior-future

behavior relationship. Social Science and

Medicine . https://doi.org/10.1016/

j.socscimed.2020.113085

Cheung, C. K., & Chan, C. M. (2000). Social-

cognitive factors of donating money to

charity, with special attention to an

international relief organization. Evaluation

and Program Planning. https://doi.org/

10.1016/S0149-7189(00)00003-3

DeRossett, T., LaVoie, D. J., & Brooks, D.

(2021). Religious Coping Amidst a Pandemic:

Impact on COVID-19-Related Anxiety.

Journal of Religion and Health. https://

doi.org/10.1007/s10943-021-01385-5

Eagly, A. H., & Chaiken, S. (2007). The

advantages of an inclusive definition of

attitude. Social Cognition. https://doi.org/

10.1521/soco.2007.25.5.582

47ISSN  0973-1598 (Print)      ISSN  2321-2012 (Online)    Vol-18  Number-2       July - December 2022



Eger, R. J., McDonald, B., & Wilsker, A. L.

(2013). Religious Attitudes and Charitable

Donations. SSRN Electronic Journal. https://

doi.org/10.2139/ssrn.2256020

Erceg, N., Burghart, M., Cottone, A., Lorimer,

J., Manku, K., Pütz, H., … Willems, M.

(2018). The effect of moral congruence of

calls to action and salient social norms on

online charitable donations: A protocol study.

Frontiers in Psychology. https://doi.org/

10.3389/fpsyg.2018.01913

Farwell, M. M., Shier, M. L., & Handy, F.

(2019) . Explaining Trust in Canadian

Charities: The Influence of Public Perceptions

of Accountability, Transparency, Familiarity

and Institutional Trust. Voluntas. https://

doi.org/10.1007/s11266-018-00046-8

Goenka, S., & Van Osselaer, S. M. J. (2019).

Charities Can Increase the Effectiveness of

Donation Appeals by Using a Morally

Congruent Positive Emotion. Journal of

Consumer Research. https://doi.org/10.1093/

jcr/ucz012

Hassounah, M., Raheel, H., & Alhefzi, M.

(2020). Digital response during the COVID-

19 pandemic in Saudi Arabia. Journal of

Medical Internet Research. https://doi.org/

10.2196/19338

Hyndman, N., Liguori, M., & McKillop, D.

(2021). Many stones can form an arch, singly

none: (Re-)establishing trust in charities.

Financial Accountability and Management.

https://doi.org/10.1111/faam.12286

Jones, K. (2017). Government or charity?

Preferences for welfare provision by ethnicity.

Journal of Behavioral and Experimental

Economics . https://doi.org/10.1016/

j.socec.2016.04.011

Knowles, S. R., Hyde, M. K., & White, K. M.

(2012) . Predictors of Young People’s

Charitable Intentions to Donate Money: An

Extended Theory of Planned Behavior

Perspective. Journal of Applied Social

Psychology. https://doi.org/10.1111/j.1559-

1816.2012.00932.x

Kroesen, M., Handy, S., & Chorus, C. (2017).

Do attitudes cause behavior or vice versa?

An alternative conceptualization of the

attitude-behavior relationship in travel

behavior modeling. Transportation Research

Part A: Policy and Practice. https://doi.org/

10.1016/j.tra.2017.05.013

Letheren, K., Lee, S., Kwak, D. H., &

Ramamurthy, K. (2018) . Effects of

gendered anthropomorphism and image appeal

on moral norms in the context of charity

website design. In Proceedings of the 22nd

Pacific Asia Conference on Information

Systems - Opportunities and Challenges for

the Digitized Society: Are We Ready?, PACIS

2018.

Maleki, F., & Hosseini, S. M. (2020). Charity

donation intention via m-payment apps: donor-

related, m-payment system-related, or charity

brand-related factors, which one is overkill?

International Review on Public and Nonprofit

Marketing. https://doi.org/10.1007/s12208-

020-00254-3

Masser, B. M., White, K. M., Hamilton, K., &

McKimmie, B. M. (2012). Beliefs underlying

blood donors’ intentions to donate during two

phases of an avian influenza outbreak.

Transfusion and Apheresis Science. https://

doi.org/10.1016/j.transci.2011.11.001

Mohammed, S. A. S. A., & Al-Matari, E. M.

(2016). Examining the influence of capital

adequacy and Islamic ratios on Islamic bank

performance: Insights from developing

countries. Social Sciences (Pakistan). https:/

/doi.org/10.3923/sscience.2016.5703.5709

Mohammed, S. A. S. A., Qataan, A. M. Al,

48Determinants of Attitudes towards  Covid-19  Donations and  the Moderating Role  of  Ethics...



Ghawanmeh, F., & Alqaadan, F. (2021).

Personality traits, self-efficacy, and students’

entrepreneurial intention towards

entrepreneurship - is there a contextual

difference. SMART Journal of Business

Management Studies. https://doi.org/10.5958/

2321-2012.2021.00007.5

Morton, K. (1995). The Irony of Service Charity

Project and Social Change in Service-

Learning.pdf. Michigan Journal of

Community Service Learning.

Owoyemi, M. Y. (2020). Zakat management: The

crisis of confidence in zakat agencies and the

legality of giving zakat directly to the poor.

Journal of Islamic Accounting and Business

Research. https://doi.org/10.1108/JIABR-07-

2017-0097

Ranganathan, S., & Henley, W. (2008).

Determinants of charitable donation intentions:

A structural equation model. International

Journal of Nonprofit and Voluntary Sector

Marketing, 13(March 2019), 1–11. https://

doi.org/10.1002/nvsm

Rasouli, G., & Hamdi, K. (2020). Helping relief

campaigns: Social cognitive factors

underlying important issues using structural

equation modelling. Cogent Business and

Management. https://doi.org/10.1080/

23311975.2020.1823596

Raut, R. K. (2020). Past behaviour, financial

literacy and investment decision-making

process of individual investors. International

Journal of Emerging Markets. https://doi.org/

10.1108/IJOEM-07-2018-0379

Reitsma, J., Scheepers, P., & Grotenhuis, M.

Te. (2006) . Dimensions of individual

religiosity and charity: Cross-national effect

differences in European countries? Review of

Religious Research.

Roberts, J. A., & David, M. E. (2019). Holier

than thou: Investigating the relationship

between religiosity and charitable giving.

International Journal of Nonprofit and

Voluntary Sector Marketing. https://doi.org/

10.1002/nvsm.1619

Sarea, A., & Bin-Nashwan, S. A. (2021). Guide

to giving during the COVID-19 pandemic: the

moderating role of religious belief on donor

attitude. International Journal of Ethics and

Systems. https://doi.org/10.1108/IJOES-08-

2020-0133

Septianto, F. (2020). Do past scandals influence

the present performance? The moderating role

of consumer mindset. Journal of Business

Research. https://doi.org/10.1016/j.jbusres.

2019.09.011

Smith, J. R., & McSweeney, A. (2007) .

Charitable giving: The effectiveness of a

revised theory of planned behaviour model in

predicting donating intentions and behaviour.

Journal of Community and Applied Social

Psychology. https://doi.org/10.1002/casp.906

Sudhahar, J. C., Israel, D., Britto, A. P., &

Selvam, M. (2006). Service loyalty

measurement scale: A reliability assessment.

American Journal of Applied Sciences, 3(4),

1814-1818.

Sudhahar, D. J. C., & Selvam, M. (2006).

Service quality measurement in Indian retail

banking sector: CA Approach. Journal of

Applied Sciences, 6(11).

Sudhahar, C. J., & Selvam, M. (2008). Service

quality perception in the health care services:

A case study of hospital services.

International Journal of Biosciences and

Technology, 1(1), 25-31.

Teah, M., Lwin, M., & Cheah, I. (2014).

Moderating role of religious beliefs on attitudes

towards charities and motivation to donate.

Asia Pacific Journal of Marketing and

Logistics. https://doi.org/10.1108/APJML-09-

2014-0141

49ISSN  0973-1598 (Print)      ISSN  2321-2012 (Online)    Vol-18  Number-2       July - December 2022



Urbonavicius, S., Adomaviciute, K., Urbutyte,

I., & Cherian, J. (2019). Donation to charity

and purchase of cause-related products: The

influence of existential guilt and experience.

Journal of Consumer Behaviour. https://

doi.org/10.1002/cb.1749

van der Linden, S. (2011). Charitable Intent: A

Moral or Social Construct? A Revised Theory

of Planned Behavior Model. Current

Psychology. https://doi.org/10.1007/s12144-

011-9122-1

van Riper, C. J., Browning, M. H. E. M.,

Becker, D., Stewart, W., Suski, C. D.,

Browning, L., & Golebie, E. (2019). Human-

Nature Relationships and Normative Beliefs

Influence Behaviors that Reduce the Spread

of Aquatic Invasive Species. Environmental

Management. https://doi.org/10.1007/

s00267-018-1111-9

Table 1: Results of Hierarchical Multiple Regression Analysis of

Determinants of Attitudes towards Covid-19 Donations

Variables Model 1 

β 

Model 2 

β 

Model 3 

β 

Model 4 

β 

Model 5 

β 

Model 6 

β 

Model 7 

β 

Model 8 

β 

constant -1.368 -1.384 -1.503 -1.691* -1.670* -1.175 -0.943 4.231*** 

PCR 3.487*** 3.376*** 3.496*** 3.714*** 3.638*** 3.683*** 3.562** 3.911*** 

TRUST  3.165** 3.005** 3.058** 2.965** 2.966** 2.728** 3.221** 

RELB   1.906* 1.966** 3.431*** 6.503*** 4.484*** 1.996** 

NORMA-
TIBE 

   1.908* 3.493*** 6.035*** 5.813*** 4.151*** 

MORAL     5.082*** 6.035*** 5.267*** 5.140*** 

PAST      0.665 4.650*** 4.555*** 

ETHICS       6.566*** 6.045*** 

ETHICS* 

TRUST 

       2.159** 

R square 0.416 0.519 0.536 0.555 0.555 0.559 0.678 0.712 

Variation R 
square 

0.100 0.076 0.015 0.017 0.000 0.003 0.018 0.033 

F 12.162 10.016 1.978 2.275 0.007 0.442 2.453 4.663 

Source: Primary data computed using SPSS software
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