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Abstract: This research explores the intrinsic and extrinsic motivations driving donors to engage in
fundraising appeals launched through social networking sites (SNSs) to mitigate COVID-19’s im-
pact on vulnerable communities from a cross-national perspective. The research adopted a quanti-
tative approach through a web-based survey; a total of 801 donors were obtained from Kuwait and
Bahrain and were useable for the analysis. Smart PLS structural equation modelling was used to
validate the research model and derive significant insights. In the Kuwaiti sample, we found that
humanitarian projects, internet technology, SNSs and religiosity significantly drive donor attitudes
towards online donation. All these relationships are indirectly related to the intention to give via
SNS through the mediating role of attitudes. As for the Bahraini sample, humanitarian projects,
non-profit organizations (NPOs), SNSs, and religiosity significantly influence donors” attitudes. At-
titudes, on the other hand, have a visible mediating role in the relationships between these predic-
tors and behavioral intentions. The findings could be useful for the development of appropriate
policies that boost online monetary donations to support emergency aid for communities crushed
by the pandemic. This research differs from the existing literature in that its multi-national study
scrutinizes the incorporation of both internal and external predictors of fundraising activities into a
distinctive related context such as SNSs, particularly in a time of epidemiological crises such as
COVID-19.

Keywords: fundraising campaigns; COVID-19; social networking sites; NPO; humanitarian
response; Kuwait; Bahrain

1. Introduction

Although the COVID-19 crisis has led to substantial and unprecedented impacts on
all walks of life, the labour market and socio-economic contexts have garnered a high
degree of interest, as they have been dramatically disrupted. This trend is projected to
continue in the near future, as indicated by the International Labour Organization (ILO)
[1]. Within the labour market context, considering the extraordinary measures taken by
governments worldwide to save humankind from the pandemic, almost all of the workers

Sustainability 2022, 14, 6486. https://doi.org/10.3390/su14116486

www.mdpi.com/journal/sustainability



Sustainability 2022, 14, 6486

2 of 20

across the planet—some 94% —are living in countries that have some kind of strict work-
place closure procedures [1]. In the latest analysis of the ILO on economies and labour
impacted by the pandemic, corporations and employees are facing immense shocks in
both industrialised and emerging economies. Massive losses in working hours and wages
have been reported; it has been estimated that about 1.25 billion members of the global
workforce are threatened in their livelihoods [2].

Shocked by the pandemic and oil price plunge, the wealthy Gulf Cooperation Coun-
cil (GCC) governments are experiencing the biggest economic challenge in history [3].
Within this, most, if not all, business activities from different sectors—e.g., hospitality,
plumbing, blacksmithing, health, trade, transportation, construction, and other activi-
ties—are facing massive shift shocks in demand, supply chains, mobility, transportation,
and worker protection. Those worst hit are low-wage expatriate workers, where the GCC
hosts some 35 million migrant workers, and a significant number of them have lost their
jobs, been stranded, and been rendered unemployed as a result of the economic lockdown
triggered by the epidemic [1,4]. Kuwait and Bahrain are among the GCC countries which
are most reliant on migrant workers. In 2018, migrant workers made up approximately
70% and 55% of the total population in both countries, respectively [5,6]. It could be sur-
mised that although the GCC authorities possess financial reserves to maintain the flow
of money to their citizens, the ongoing COVID-19 catastrophe is showing severe and un-
fortunate consequences, not only for national economies through sharp contraction and
fiscal deficit in GDP, but also for the welfare of migrant workers and their families [7,8].

In addition to governments’ efforts to fight the pandemic, the humanitarian commu-
nity has a huge role to play in responding to the extraordinary needs that this pandemic
is generating. However, the humanitarian sector worldwide is itself facing a critical threat
from this global crisis as a result of funding constraints, forcing non-profit organisations
(NPOs) to downsize and lay-off their workforce at the precise moment when their work
is becoming vitally important [9]. In normal times, there could be uncertainty about how
to bridge the growing funding gap year-in and year-out (Figure 1). In the wake of COVID-
19’s arrival in the world, securing the necessary funds has become a greater challenge than
ever. The UN has asked for $10.3 billion to fight the virus, which is its biggest-ever fund-
raising call, because it is causing a lot of people to go hungry [10].
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Figure 1. Humanitarian funding gap over the 20092019 period. Source [11].
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In a rapid and strategic response to mitigate the impact of the pandemic, some au-
thorities worldwide —including GCC like Kuwait and Bahrain—have launched fundrais-
ing campaigns to provide timely and effective assistance to the developmental and hu-
manitarian sector [5,11]. Within the framework of containment efforts of the pandemic, as
in a collective community, a number of non-profits are promoted into the fundraising ap-
peal through online platforms (i.e., social networking sites). In Kuwait, for example, do-
nations are being solicited, and the total amount raised has surpassed USD30 million, con-
tributing in response to the crisis of COVID-19 to emergency relief operations [12]. The
funds raised are used to provide immediate needs for those who are deeply affected by
the pandemic, such as migrant workers, health centres and logistical support, frontline
healthcare personnel and quarantine facilities [5,11]. However, in this unprecedented cri-
sis, given the inevitable exacerbation of existing inequalities and uncertainty about the
future, governments’ efforts to confront the outbreak may be undermined by insufficient
funds. It is important to determine what needs to be done to encourage donors to provide
sufficient contributions. Therefore, by conducting a multi-national study of donors’ re-
sponses amid the pandemic, this research strives to discover and provide better insights
into the behavioural intentions of donors with regard to online monetary donations in the
time of COVID-19-related social distancing, through social networking sites (SNSs), in or-
der to help the most vulnerable populations affected by the crisis. Following the recent
breakout of COVID-19 and the tactical shutdown of cities throughout the world, platforms
for social networking were adopted more intensively and broadly than anticipated. In
response to the pandemic, SNSs have been used to make pressing aid appeals to possible
contributors.

Some prior research [13-16] has explored behavioural intentions to give money by
applying the theory of planned behaviour (IPB) as the most predictive and viable theory
for understanding donors’ intentions and behaviours. Within the context of monetary do-
nations made online, prior research has relied on extrinsic determinants influencing atti-
tudes towards online donation (e.g., charities or NPOs, charitable activities, technologies,
and SNSs), and specifically on how these factors predict general attitudes of donors to-
wards online donations, as this will boost their behavioural intention to make a monetary
donation online [15-17]. Nevertheless, intrinsic determinants, such as religious faith, that
could drive attitudes towards the online donation model have been neglected. Given the
unique nature of SNSs (e.g., Instagram, Snapchat, Twitter, and Facebook), the current
study has practical importance, in that it investigates both extrinsic and intrinsic drives
that influence donor attitudes towards donating online, fuelling the propensity to donate
money, especially via SNSs.

This study attempts to discover cross-national differences and similarities by under-
taking a multi-national study on fundraising campaigns via SNSs during the COVID-19
outbreak. It is expected that the findings of this research will not only shed light on do-
nors’ motivations for these campaigns, but also investigate the consistency of the findings
and motivations in such countries as Kuwait and Bahrain, which are deemed to be among
the most generous countries in the World Giving Index (see Table 1) by the Charities Aid
Foundation [18]. Although previous research has investigated how SNSs can aid in the
promotion of internet-based donations and how NPOs control the use of SNSs to boost
giving behaviours and humanitarian activities [19,20], the extrinsic and intrinsic drivers
that shape SNS-driven donations to encounter the unavoidable consequences of epidemic
diseases have yet to be fully investigated.

Table 1. Culture characteristics: Kuwait and Bahrain.

Criteria Kuwait Bahrain
1. Area (capital) 17,818 sq. km (Kuwait City). 760 sq. km (Manama).
. Population (migrants %) 4.2 million (70%). 1.7 million (55%).
3. Religion (language) Islam (Arabic). Islam (Arabic).
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4. Economic status

5. Internet penetration

6. SNSs penetration

Monetary donation and
giving indices

- A petroleum-based economy. - The fastest-growing economy in the

GDP (PPP) $289.7 billion, World rank Arab world.
- (PPP) $289.7 billion, World rank_ -, (PPP) $71.17 billion, World rank
58th. ap
- rC;Ir)ﬂI: ér;;);nmal) $120. 7 billion, World GDP (nominal) $$35.33 billion,
' World rank 91st.
- GPD growth 1.2%.

- GPD growth 1.8%.
99.1%, approximately 4.1 million of the =~ 94.9%, approximately 1.6 million of the

population. population.

Social networking penetration 99% Social networking penetration 84%

Facebook 79%, Twitter 61%, Instagram  Snapchat 63%, Facebook 60%, Twitter

55%, Snapchat 54 %. 58%, Instagram 51%.

- World Giving Index 2018 ranking -  World Giving Index 2018 ranking
33rd (43% of the population donate). 10th (53% of the population donate).

- Helping strangers ranking 3rd (80%). Helping strangers ranking 6th (74%).

- Volunteering time ranking 120th Volunteering time ranking 24th
(11%). (33%).

Source: Criteria 1-4 [5,6,21]; 5-6 [22,23]; 7 [18].

2. Theoretical Basis
2.1. Cross-National Context: Kuwait and Bahrain

Based on the scenario (people donate money using SNSs in the time of COVID-19-
related social distancing), this study intends to carry out an online survey in order to ex-
plore the differences in donors’ responses to fundraising appeals for the COVID-19 fight
via SNSs between Kuwaitis and Bahrainis. In both countries, Islam and the Arabic lan-
guage are dominant and widely used. Kuwait and Bahrain have shown steady economic
growth in the Middle East over the past few years. In terms of internet penetration, they
have high penetration rates of over 90%. Similarly, the rate of SNS penetration across the
countries is high (over 80%). Worldwide, there are some indices which are used to meas-
ure and capture giving behaviour and donating practices. The World Giving Index is ar-
guably the most prevalent measure of global giving behaviour. As exhibited in Table 1,
Bahrain and Kuwait were ranked, in 2018, among the most generous countries in the
world. Of the 144 countries surveyed, Bahrain and Kuwait were ranked 10th and 33rd in
the World Giving Index 2018. Admirably, Kuwait and Bahrain have occupied the third
and sixth positions among the top 10 countries through their participation in helping
strangers. However, according to the proportion of people who volunteer, Bahrain and
Kuwait have low scores, with the 24th and 120th positions, respectively [18].

It could be argued that previous comparative research on online fundraising has been
undertaken between Western countries, such as the comparison of the United States and
Netherlands [24], and East Asian countries, such as the comparison between South Korea
and Malaysia [16]. What has not yet been explored, however, is comparison research on
online fundraising and donating activities between Middle Eastern countries, e.g., Kuwait
and Bahrain. The researchers’ motivation to embark on this study is borne out of the need
for potential meaningful insights into donation intentions via SNSs in countries located in
similar Middle Eastern and Arabian Gulf culture zones, as well as with expected differ-
ences in responses to fundraising appeals to defeat the pandemic.

2.2. Monetary Donation Intentions via SNSs for the COVID-19 Epidemic Fight

Social responsibility, ethics and social finance innovation play a crucial role in attain-
ing the wellbeing of all during crises such as COVID-19 [25,26]. In the context of donation,
the burgeoning literature on giving behaviour has identified various forms of donations,
such as blood [27], organs [28], money [17] or alms [8,29]. In order to survive and thrive
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as non-profit organisations and their development agendas, financial solutions and fund-
ing from donors (monetary donations) have a crucial role to play in breathing fresh life
into the association between the surplus funds and the funding needs [30]. Donor financial
contributions can be made not only in physical form but also electronically (for example,
through online donation). However, one of the drivers of charitable donation within the
context of online donations is basically the act of collecting monetary donations [16,31].
SNSs, or social networking sites, are regarded as the most effective tool for achieving this.
Because they are viewed as a social venue, through the concept of bridging and bonding,
users can grow networks and retain interactions and social relationships [31]. According
to Kietzmann et al. [32], SNSs are critical interactive tools built on network and mobile
technology that enable societies and individuals to create, modify, share, and analyse
user-generated information.

Previous studies have found that a significant number of funders give priority to the
usage of a range of social media platforms to communicate with humanitarian organisa-
tions [16,31,33,34]. For this reason, humanitarian organisations have successfully ex-
ploited social networking sites (SNSs) to extend their outreach to current and future do-
nors. However, Lovejoy and Saxton [35] and Kim and Lee [36] indicated that the NPOs
are aware that certain users of their websites may not be compelled to donatee. They re-
garded SNSs as a promotional and marketing tool to be used to encourage and increase
donation rates.

Previous studies have shown considerable interest in the ways in which social net-
working sites aid and facilitate online fundraising activities, and particularly how human-
itarian organisations can leverage and manipulate SNSs to promote their charitable efforts
[19,20,35-37]. However, a small number of studies have explored the behavioural inten-
tions of people to contribute to charity by using SNSs, particularly for the reduction of the
socioeconomic effects of coronavirus epidemics. The literature puts emphasis on the ex-
trinsic factors influencing the behavioural intentions to contribute through social media
channels, not taking into consideration the impact of internal predictors (e.g., religious
faith) that might be a compelling reason to donate through the SNSs. Consequently, the
current research seeks to address the intrinsic (religiosity) and the extrinsic (humanitarian
activities, SNS features, NPOs, internet technologies, IT) determinants influencing the at-
titude of donors, as well as their intention to give via SNSs in response to the COVID-19
crisis.

2.3. Intrinsic and Extrinsic Motivations

In donation research, the TPB is a predictive and unique theory for the assessment of
individuals’ intentions to donate online, relying primarily on extrinsic determinants in-
fluencing donors’ attitudes toward online donation: the internet, the type of project, and
the characteristics of charities. In accordance with Treiblmaier and Pollach’s [17] recom-
mendations, Sura et al. [16] empirically discovered the influence of extrinsic factors on
attitude and intention to donate online, incorporating social network site features into the
model as an essential aspect of online donations, Users’ profiles are included in social
networking sites, forums for discussion, real-life broadcasting, photos, and videos, closely
associating with the stakeholders (beneficiaries and donors) and the general public. This
can play a major role in the evaluation of the value of stakeholder engagements and online
communications at a time when SNSs continue to increase. Even though researchers be-
lieve that the intrinsic features of donation behaviour are the primary motives to boost
donations and help the disadvantaged [38,39], they have received little attention in prior
research, specifically in the context of internet-based donations using SNSs. Conse-
quently, this current research aims to uncover new facts about the influence of both inter-
nal and external factors on attitudes and intentions to make online donations using SNSs,
mobilising financial resources for vulnerable populations who are immediately hit by a
reduction in job income and opportunities.
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2.3.1. Humanitarian Projects

The type of humanitarian or charitable activity itself has a crucial role in social work
and the process of donations and fundraising practices [40]. A humanitarian project can
be explained as the charitable cause and event that NPOs support and fund [17,41]. In this
study, humanitarian projects are about the social and charitable activities, events, and
causes undertaken by individuals or organisations in order to improve human welfare
and support those in need. These projects vary among those necessitated by poverty, nat-
ural disasters (e.g., epidemics and earthquakes) and man-made disasters (e.g., crimes, civil
disorders, and wars). The COVID-19 pandemic poses a dire threat to human lives and
livelihoods. In addition to the rapid outbreak of the virus and the alarming number of
infected and dead people, unprecedented restrictive measures adopted by governments
worldwide to contain the outbreak have inevitably triggered social and financial disrup-
tion, creating immense human suffering. In the Gulf region, for instance, there are some
35 million migrant workers, who form over 10% of all migrants globally [2]. In this climate,
millions of low-wage workers have been affected, and have endured a great deal of pain;
they have been stranded, laid off, and are in need of emergency aid and relief. The GCC
authorities and NPOs have, in response, launched urgent humanitarian projects and
urged donors to contribute to funding these projects, which are geared towards mitigating
COVID-19’s consequences.

Prior research has argued that donors’ feelings towards humanitarian projects may
build their attitudes towards donation, reinforcing the willingness to donate online
[16,17,33]. To be clear, the literature has indicated that prior to funding, donors are likely
to be inclined to evaluate the features of humanitarian or charitable projects, such as the
project’s location, type, and connection to and attachment to the humanitarian project it-
self. Therefore, it can be assumed that donors would be willing to donate online in order
to help people and families crushed by the pandemic if they feel connected and attached
to the humanitarian projects involved.

Hypothesis 1 (H1). Donors’ perceptions of humanitarian projects positively influence their atti-
tudes towards online monetary donations for COVID-19-affected people.

2.3.2. NPOs

Since the late 1970s, NPOs have played an increasingly vital role in the social, finan-
cial, and development sectors. NPOs are formal entities and foundations that arise when
a group of people organise themselves into a social unit that is established with the ex-
press purpose of achieving certain goals [42]. The goal of NPOs is almost always linked
to development issues, that is, to issues surrounding the social, cultural, and economic
order of a region. For NPOs to survive, they usually seek out funding from existing and
potential donors, with the aim of properly managing the resources and processes in-
volved. However, NPOs need to maintain a high level of stakeholder confidence, as the
voluntary sector’s unique status depends on the legitimacy granted to it by public interest.

The changed situation of the COVID-19 crisis and coping with travel restrictions and
extraordinary lockdown and health concerns, has triggered an acute funding crisis for
charities and non-profit organisations across the humanitarian community [9]. To help
address such a challenge, this study attempts to provide emerging ideas and insights by
empirically examining donors” attitudes and perceptions of NPOs, providing a sound un-
derstanding of the level to which donors are inclined to grant financial support to front
the surge in capacity needed to fight this crisis. The literature has claimed that the way
NPOs approach donors can shape their attitudes and propensity to donate online [19,31].
This would lead to good communication and coherent relationships between donors and
non-profit organisations. In order to rapidly respond to humanitarian needs and relief,
NPOs have mostly harnessed various social networking sites to improve and promote
online fundraising campaigns and funding solutions [16,31]. Previous studies have
pointed out some important characteristics that can positively trigger donors” attitudes
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and intentions to give money, such as financial management [17], the affinity and attach-
ment to donors [30,34], image and reputation [30,43], and the management of donation-
related information [16,44].

Hypothesis 2 (H2). Donors’ perceptions of NPOs positively influence their attitudes towards
online monetary donations for COVID-19-affected people.

2.3.3. IT Features

In recent years, the conditions of the third non-profit sector have changed dramati-
cally as a result of prevailing social trends. Although NPOs have been considered among
the early adopters of IT, it is, at the same time, relatively unattended by scientific research
[16]. Digital technology is being employed to streamline and improve charity activities. A
study by Quinton and Fennemore [20] claimed that donations and fundraising appeals
can be democratized using technological solutions, e.g., SNSs, by gaining mass audience
engagement, while simultaneously connecting audiences on a personal scale. IT can be
extremely beneficial in terms of increasing donations, productivity, and efficiency, as well
as being secure, simple, and time saving [17,31,33,34].

Researchers have indicated that digital technology features (reliability, security,
trustworthiness, effectiveness, and privacy) have much to offer in boosting donor atti-
tudes to donating money online [16,34]. According to Sura et al. [16], attitudes towards
online fundraising were positively shaped by IT. Nevertheless, Bandyopadhyay [45] ar-
gued that a donor is more concerned about digital technology-related security and privacy
matters than actual fundraising. As such, this can forge either a positive or negative atti-
tude towards online fundraising. Thus, overall satisfaction with IT features could
strengthen the online donation processes to be both effective and well-received. Success
in grasping donors’ beliefs regarding digital technology is likely to significantly motivate
their attitude towards online fundraising to support the COVID-19 emergency response.

Hypothesis 3 (H3). Donors’ perceptions of IT positively influence their attitudes towards online
monetary donations for COVID-19-affected people.

2.3.4. SNS Features

Over the last few years, the application of SNSs (e.g., Instagram, Snapchat, Twitter
and Facebook) has grown in popularity, as many people use these platforms on a daily
basis. Social networking sites (SNSs) are often regarded as the most effective online plat-
forms for communication and other engagement. They provide one-to-one communica-
tion, and offer content personalization, own interest, customization and sharing. Like-
wise, they can accurately describe target information and facilitate communities with the
same interests [46,47]. As reported by Wong and Jusoff [33], the strength of SNSs may be
leveraged to sustain and attract existing and prospective donors. SNSs have been identi-
fied as a positive motivator for strengthening attitudes towards online donations and, as
a result, increasing humanitarian fundraising [47]. Social networking sites can provide a
perceived neutral environment in which humanitarian organisations and donors may en-
gage, particularly with benefactors and other major stakeholders [20].

Prior research in this area shows that donors are more likely to prefer social media
channels to interact with humanitarian organisations, and are more inclined to donate in
this way to fundraising efforts [20,36]. The audience’s attention cannot be sustained by
communication alone; as such, some elements of social network platforms (sharing videos
and photos in related charity events) are required in order to encourage and attract pro-
spective donors [33]. Following the recent outbreak of COVID-19 and the tactical shut-
down of cities throughout the world, platforms for social networking were adopted more
intensively and broadly than anticipated. As claimed by Xiang et al. [48], the SNSs—such
as WeChat, which is used China—were utilised extensively for supervision, administra-
tion, communication and the sharing of information for the purpose of providing addi-
tional advantages to the ecosystem in order to deal with the epidemic. Along the same
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line, using donations to mitigate COVID-19’s severe socio-economic impact and enor-
mous public health consequences, in order to support relief operations and vulnerable
communities, SNSs have been used to make pressing aid appeals to possible contributors.
Therefore, the usage of SNS components is predicted to have an important impact on do-
nor attitudes regarding monetary donations in these scenarios.

Hypothesis 4 (H4). Donors’ perceptions of SNS features positively influences their attitudes
towards online monetary donation for COVID-19 affected people.

2.3.5. Religiosity

The propensity to donate is seen to be a complicated pattern, and religious beliefs
should not be underestimated by scholars when this labyrinthine matter is scrutinized
[49]. Charitable practices and religious beliefs can often go hand in hand; in the known
main religions—Islam, Judaism, Christianity, Hinduism and Buddhism —donations are
determined to be a common practice of social behaviours [50,51]. Religious commands
have always stimulated philanthropists to lend a helping hand to the underprivileged
through charitable activities. In Islam, for example, annual charitable donations that stem
from religious teachings [52], such as voluntary charity (Sadgah) and mandatory alms (Za-
kat), are imposed on Muslims from all walks of life. Likewise, other religions like Hindu-
ism and Christianity emphasize the significance of giving and generosity. Therefore, re-
ligiosity has been deemed to be a decisive motive in boosting donors” inclination to do-
nate, as religion itself is simply the basis on which the idea of donation is conceived and
nurtured [49,50,52-54].

Some credible evidence has claimed that religiosity and donation behaviour are pos-
itively related. For instance, Ranganathan and Henley’s [51] research of 214 students in
the United States revealed that religiosity exerts a significant effect on donors’ attitudes
towards helping others and behavioural intentions as well. They showed that an individ-
ual with a high degree of religiosity possesses altruistic behaviour, and consequently
would have a positive attitude toward charitable activities and positive intentions to do-
nate. Similarly, Abreu et al. [50] conducted a study of 612 charitable donors in Portugal
and found that the religiosity levels of donors positively influence their donation behav-
iour. However, despite the abundance of empirical studies on the association between
donation practices and religiosity, research on the effect of religious beliefs on donor atti-
tudes and intentions to donate online, especially via SNSs, is relatively scarce. In a collec-
tive Muslim community (e.g., Bahrain or Kuwait), we could envisage that religious donors
would demonstrate a robust attitude and intention towards donating money online, es-
pecially in light of the ongoing crisis of COVID-19. That is, the greater the level of religi-
osity the donors have, the stronger their attitudes and intentions towards online fundrais-
ing.

Hypothesis 5 (H5). Donors’ religiosity positively influences their attitudes towards online
monetary donations for COVID-19-affected people.

Hypothesis 6 (H6). Donors’ religiosity positively influences their monetary donation intentions
via SNS for the COVID-19 epidemic fight.

2.3.6. Attitudes towards Online Monetary Donation

Attitude, in this study, can be labelled as the degree of a donor’s positive feelings
towards helping to support and fund the fundraising campaigns to fight the pandemic
using social media-based donation platforms. Prior studies dedicated to behavioural in-
tentions in general [14,55,56], and the most feasible behavioural model of TPB in particular
[567-59], have deduced that attitude is an important and vital factor in shaping behavioural
intentions. More so, the growing body of studies on social work has highlighted the sig-
nificance of attitudes in the identification of positive outcomes of social interaction. It is
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critical to foster positive attitudes toward charitable initiatives, which will strengthen do-
nation behaviour intention [52]. Other findings showed that the views of individuals are
directly related to their intentions to contribute to charity [15,55,56].

In connection with an online donation, a study by Treiblmaier and Pollach [17]
claimed that the degree to which donors are knowledgeable of fundraising websites has
a significant impact on the contribution process. It showed that when there is a favourable
attitude towards online donations, donors’ inclination to make donations online would
be stronger, by administering an online survey to 258 potential contributors from Malay-
sia and South Korea. However, Sura et al. [16] argued that attitudes have a crucial role in
influencing people’s behavioural intentions about donating practises through social net-
working sites. This conclusion was further confirmed by Mittelman and Rojas-Méndez
[41]. As COVID-19 rapidly spreads across the globe, the main battle is around ensuring
that social protection reaches people with low incomes, and around defending their wel-
fare and livelihoods. Fundraising campaigns are one of the economic support packages
and financial interventions implemented by many governments around the world. How-
ever, the underlying issue is not only related to these fundraising appeals; understanding
donors’ responses and attitudes towards these appeals might be the lingering obstacle.
We think that donors who are more set in their minds about giving money online will be
more likely to give money through social networking sites.

Hypothesis 7 (H7). Donors’ attitudes positively affect monetary donation intentions via SNSs
for the COVID-19 epidemic fight.

In addition to the direct effect of extrinsic and intrinsic factors on donors’ inclination
to give money via SNSs, the study investigates the role of attitudes in mediating relation-
ships between extrinsic factors (i.e., internet technologies, NPOs, humanitarian projects,
and SNSs) and intrinsic motivation (religiosity) and the behavioural intention to donate
online in order to alleviate acute financial strains and provide urgent relief for those af-
fected by the virus. Attitudes as a mediator may help boost or increase the likelihood that
donors will contribute using SNSs. Scholars [16,51,57] proposed that altruism (the desire
to help others) has a direct impact on behavioural intention, but it also influences attitudes
toward philanthropic endeavours, technology characteristics, and NPOs, where donors
are more enthusiastic and are actively encouraged to make online donations. Therefore,
for the mediation analysis in this research model, the following hypotheses were devel-
oped:

Hypothesis 8 (H8). The relationships between humanitarian projects and monetary donation in-
tentions via SNSs is mediated by online donation attitudes.

Hypothesis 9 (H9). The relationships between NPOs and monetary donation intentions via SNSs
is mediated by online donation attitudes.

Hypothesis 10 (H10). The relationships between internet technologies and monetary donation
intentions via SNSs is mediated by online donation attitudes.

Hypothesis 11 (H11). The relationships between SNSs and monetary donation intentions via
SNSs is mediated by online donation attitudes.

Hypothesis 12 (H12) The relationships between levels of religiosity and monetary donation in-
tentions via SNSs are mediated by online donation attitudes.

3. Materials and Methods
3.1. Sampling and Data Collection

As there is a pressing need to understand the factors driving donors’ attitudes and
behavioural intentions to donate through SNSs for funding relief efforts aimed at contain-
ing the COVID-19 crisis, the study followed a multi-national perspective among donors
in two of the most generous societies in the world (Kuwait and Bahrain), as indicated by
the World Giving Index of 2018 [18]. Drawing on the back-translation procedure (English
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vs. Arabic), the study relied on an online survey [60], and was distributed based on snow-
ball sampling by sharing and posting its URL via online platforms (SNSs such as Insta-
gram, Snapchat, Twitter, and Facebook) among potential donors in both countries. The
survey was conducted between 1 May and 31 July 2020. A final set of 801 questionnaires
was retrieved from respondents in Kuwait (565 responses) and Bahrain (236 responses),
and was used for the subsequent analysis, after some incomplete responses were dis-
carded.

The characteristics of the sample indicated that the gender split was fairly even in
both samples, demonstrating that two-thirds (63%) of the respondents from Kuwait were
female. In contrast, 56% of the Bahraini respondents were male. Coincidentally, the age
groups in both samples were similar: 84% of the participants in both samples were aged
20—40 years, while the rest (16%) were aged 41 years and over (see Table 2). The study
found that a larger proportion of respondents reached a higher level of education (bache-
lor’s degree and above) in the Bahrain sample than in the Kuwait sample (82% and 73%,
respectively). Of a total of 801 potential donors, 90% and 70% of Kuwaitis and Bahrainis,
respectively, identified their financial situation as equal to or higher than the average. Ac-
cording to the World Bank’s [61] statistics, USD2000 and USD1480 are the average
monthly incomes in Kuwait and Bahrain, respectively. In general, we can deduce that both
samples from these two countries appear to be well-diversified with regard to gender,
age, educational background and income level. This could be an indication that the re-
spondents of this study possess at least a certain level of educational background, and the
basic knowledge to respond appropriately to the research survey.

Table 2. Sample profile.

. . Kuwaiti Sample Bahrain Sample
Variable Categories =565 % =236 %
Gender Male 209 37 133 56

Female 356 63 103 44
Age 20-30 years 330 59 136 57
3140 years 142 25 63 27
41-50 years 51 9 21 9
51- above 42 7 16 7
Education level Diploma certificate 152 27 43 18
Bachelor’s degree 343 61 124 53
Master’s degree 52 9 38 16
PhD degree 18 3 31 13
Income level Less than average 59 10 68 29
Average * 266 47 81 34
Higher than average 240 43 87 37

Note(s): * The average monthly incomes per capita in Kuwait and Bahrain were KD620 and BD560
(i.e.,, USD2000 and USD1480, respectively) in July 2020.

3.2. Measurement and Analysis

As elaborated in Section 3.1, the survey instrument began with questions to gather
demographic information from the participants. Parts 2-7 of the survey were designed for
the observable variables (humanitarian projects, NPOs, IT features, SNS features, religi-
osity, attitude, and monetary donation intention). In order to measure these extrinsic and
intrinsic constructs, a 5-point Likert scale for 35-item questions was developed (see all
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measurement items in Supplementary Materials). Table 3 summarizes the conceptualiza-
tion and operationalization sources of all of the constructs in this study. In order to ensure
the appropriateness of the instrument, we surveyed a pilot study of 30 sampled respond-
ents. Accordingly, we decided to conduct the main distributions of the survey after the
syntax of sentences was checked and amended, and after we ensured their readability,
reliability, and validity.

Using the SmartPLS variance-based structural modelling equation (PL-SEM), the re-
search model and hypotheses of this study were built and tested. Unlike covariance-based
SEM, SmartPLS has the advantage that it is a more suitable technique and a more effective
tool for the prediction-oriented strategy that characterises this study. In contrast to covar-
iance-based-SEM, PLS-SEM performs better and possesses more statistical power for non-
normal data, as reported by Hair et al. [62]. In order to ensure that the most appropriate
data analysis tool was employed, we performed Mardia’s analysis for potential multivar-
iate normality using online software called Web Power [62,63]. We found that the data in
both samples seem to be non-normally distributed. For the Kuwaiti data, the multivariate
skewness and kurtosis measures were 9.755 and 79.948, respectively, at significance level
of 0.000, with similar results for Bahrain (skewness p = 11.505; kurtosis g = 80.351, p =
0.000). Consequently, as a non-parametric analytical instrument, we continued to use PLS-
SEM.

Table 3. Conceptualization and source of the variables.

Variable Conceptualization No. of Item Source

Humanitarian endeavors and logistical

assistance that provide unique and

urgent responses and activities intended 5 [17]
to mitigate the impact of COVID-19 on

the most vulnerable populations.

NPOs or Non-profit organizations set-

up by citizens with the aim of support

social protection services, human

NPOss welfare, and seeking out financial 5 [16,41]
generosity from existing and potential
donors as well as well-managed
fundraising.

Features of digital technology and
information, e.g., effectiveness, privacy,
trustworthiness, reliability, security, that
assist philanthropic activities.

Features of social network sites and
platforms, such as information

Humanitarian
projects

IT-features 5 [16]

presented, familiar SNS, user-friendly,
communication and interactive features,
that are harnessed for charity and
donation.

The level to which donors adhere to the
religious teachings, including helping
vulnerable groups and those affected by
the pandemic.

Feelings or evaluations of donors,

SNS-features 5 [36]

Religiosity

. whether favorable or unfavorable
Attitude . ) 4 [64]
toward online monetary donation to

fight the pandemic.
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Monetary Donors’ willingness to donate via SNSs

donations to financially support relief efforts and 5 [64]
intentions via ~ respond positively to the current

SNSs fundraising appeals.

4. Results

4.1. Model Evaluation

Reliability and discriminant and convergent validity are the important criteria for the
evaluation of the model’s reflective measurements. The composite reliability (CR) was
tested in order to assess the internal consistency of all of the latent constructs. The findings
of both samples show that the CR values in the online donation model well exceeded the
recommended value of 0.50, affirming the reliable constructs. Most of the factor-standard-
ized loadings of both samples were above the benchmark of 0.60, and some loaded in the
range of 0.40-0.60, while a few items loaded poorly with values less than 0.40, and were
discarded in accordance with Hair et al. [62]. In the data from Kuwait, the average vari-
ance extracted (AVE) values varied from 0.505 to 0.833, whereas in the data from Bahrain,
the values ranged from 0.628 to 0.897. This result establishes the convergent validity, as
all of the values were above 0.50 (see Table 4).

As shown in Table 5, the study also scrutinized the heterotrait-monotrait (HTMT)
ratio to check the discriminant validity. In both samples, we concluded that the HTMT
ratios were considerably less than the indicated 0.85 threshold for all latent constructs [65].
This shows that the discriminant validity was affirmed. Generally, the results of the meas-
urement model evaluations for the Kuwaiti and Bahraini data confirm that the measure-
ment scales of the online donation model are satisfactory, valid, and reliable. Thus, we can
move on to the testing of the structural model.

Table 4. Measurement model assessment.

Kuwaiti Sample n = 565 Bahraini Sample n = 236
Constructs Items Ite

Loadingg AVE CR - Loadings AVE CR
HUP1 0820 0556 0832 HUP3 0701 0.833 0.628

Humanitarian projects HUP2  0.700 HUP4  0.900
(HUP) HUP3  0.816 HUP5  0.763
HUP4  0.630
NPO1 0.782 0.658 0.885 NPO1 0575 0.505 0.797
Non-profit NPO2  0.816 NPO2 0537
organisations (NPO) NPO3  0.842 NPO4  0.868
NPO4  0.804 NPO5  0.805
ITF1 0.814 0.767 0.943 ITF1 0.502  0.554 0.857
ITE2 0.908 ITF2 0.663
IT-features (ITF) ITF3 0.919 ITF3 0.852
ITF4 0.879 ITF4 0.820
ITF5 0.854 ITF5 0.824
SNS1 0.728  0.533 0.849 SNS1 0.637  0.527 0.846
SNS2  0.852 SNS2  0.688
SNS-features (SNS) SNS3 0.796 SNS3 0.803
SNS4  0.647 SNS4  0.660
SNS5  0.596 SNS5  0.822
REL1 0.584 0.549 0.827 REL1 0.623  0.533 0.850
L REL4  0.783 REL3  0.693
Religiosity (REL) REL5  0.852 REL4 0818

REL6 0.719 REL5 0.768
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REL6  0.734
Attitude toward ATT1 0731 0713 0908 ATT2 0.654 0.576 0.801
online moncary g AT 07
donation (ATT) ATT4  0.894
Monetary donation INT1 0.889  0.764 0942 INT1 0.809  0.687 0.897
intentions via SNSs INT2 0.920 INT2 0.903
for COVID-19 INT3 0.885 INT3 0.876
epidemic fight (INT) INT4 0.892 INT4  0.716
INTS5 0.776
Table 5. Discriminant validity — HTMT criterion.
Kuwaiti Sample

1 2 3 4 5 6 7
1. HUP
2. NPO 0.438
3.ITF 0.310 0.460
4. SNS 0.269 0.391 0.133
5.REL 0.280 0.288 0.209 0.109
6. ATT 0.526 0.358 0.470 0.223 0.296
7. INT 0.405 0.208 0.268 0.345 0.214 0.538 --

Bahraini sample

1. HUP
2. NPO 0.411
3. ITF 0.332 0.377
4. SNS 0.317 0.368 0.420
5.REL 0.257 0.142 0.288 0.492
6. ATT 0.539 0.562 0.357 0.507 0.590
7. INT 0.378 0.282 0.230 0.246 0.542 0.425 --

Note(s): HUP = humanitarian projects; NPO = non-profit organizations; ITF = IT features; SNS =
social networking sites; REL = religiosity; ATT = attitude; INT = intention.

4.2. Hypothesis and Significance Tests

To validate the study model, we estimated the coefficient of determination (R?) of all
of the latent variables in order to assess the predictive capability of the model. The online
donation model for both the Kuwaiti and Bahraini data reveals that the endogenous con-
struct of attitude toward donating online has an adequate R? value of 0.319 and 0.428,
respectively, implying that the five exogenous variables (humanitarian projects, NPOs, IT
features, SNS features and religiosity) can account for around 32% and 43% of the differ-
ence in the Kuwaiti and Bahraini donor attitude towards online donations for the most
vulnerable individuals affected by the COVID-19 pandemic. Moreover, the second endog-
enous construct’s R? values (monetary donation intention) for both samples were 0.240
and 0.235, showing that religiosity and attitude have the potential to play a critical role in
forecasting both Kuwaiti and Bahraini donors’ intentions to donate via SNSs. Further-
more, we evaluated the online donation model’s predictive relevance (Q2) using the blind-
folding procedure in PLS-SEM. The findings from the endogenous variable Q? analysis
(attitude and monetary donation intention) in both countries were above zero. This indi-
cates that the online donation model developed for this study has the ability to predict the
observed values of the items used to measure either endogenous or exogenous constructs.
Hair et al. [62] suggested that a Q? value above zero implies that the model is able to pre-
dict the original data accurately.
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In both samples, bootstrapping —a technique in PLS-SEM that allows the determina-
tion of the significance of direct and indirect proposed hypotheses, was employed with
5000 bootstrap samples. For direct relationships in the Kuwaiti sample (Table 6), the re-
sults show that all of the relationships between independent constructs and dependents
are accepted, except for two paths (NPOATT and RELINT). Therefore, the analysis sup-
ports H1, H3, H4, H5, and H7 as p <0.05, while it does not support H2 and Hé6. For Bahrain,
all of the direct relationships are supported (p < 0.05), except for internet technology fea-
tures (p > 0.05).

In particular, the attitudes of donors toward donating online are influenced by hu-
manitarian initiatives. In Bahrain but not in Kuwait, NPOs had a positive effect on atti-
tudes. In Kuwait, both the SNS and IT features exhibited a strong relationship with the
online attitudes towards donation. Similarly, Bahraini donors’ attitudes were significantly
influenced by SNSs, while technology failed to reveal statistical evidence. The religiosity
level and attitude towards online donation in both countries revealed a positive relation-
ship. Religiosity had a positive relationship with the intentions of Bahraini donors to give
via SNSs to support the humanitarian efforts to fight the pandemic, but not in Kuwait. In
both countries, the willingness to donate through SNSs was found to be linked to how
people felt about online donations.

Table 6. Structural model results.

Kuwaiti Sample Bahraini Sample

p t p Sig? B t p Sig?

Hypothesized
Relationship

Direct effects

Hi1 HUP — ATT 0.279 6.388 0.000 Yes 0.168 2.626 0.009 Yes
H2 NPO — ATT 0.019 0.421 0.674 No 0.356 5.704 0.000 Yes
H3 ITF — ATT 0307 6.925 0.000 Yes 0.014 0.251 0.802 No
H4 SNS — ATT 0.128 3.756 0.000 Yes 0.150 2.081 0.037 Yes
H5 REL — ATT 0.128 3.071 0.002  Yes 0.305 4.666 0.000 Yes
Hé6 REL — INT 0.073 1.685 0.092 No 0.362 5.881 0.000 Yes
H7 ATT — INT 0.467 12.001 0.000  Yes 0.203 4.022 0.000 Yes
Indirect effects

H8 HUP — ATT — INT 0.130 5.558 0.000 Yes 0.034 2.057 0.040 Yes
H9 NPO — ATT — INT 0.009 0417 0.676 No 0.072 2.810 0.005 Yes
H10 ITF — ATT — INT 0.143 5.773 0.000 Yes 0.003 0.237 0.812 No
H1l SNS — ATT — INT 0.060 3.430 0.001 Yes 0.030 2.093 0.036 Yes

H12 REL — ATT — INT 0.060 2.901 0.004 Yes 0.062 2.968 0.003 Yes

Note(s): HUP = humanitarian projects; NPO = non- profit organizations; ITF = IT features; SNS =
social networking sites; REL = religiosity; ATT = attitude; INT = intention.

Given the recommendations made by Rungtusanatham et al. [66] regarding the indi-
rect (mediation) effects, as shown in Table 6, the current study investigated the mediating
effects of attitudes towards monetary donations on the relationship between the intrinsic
and extrinsic factors, and the intentions of donors to give through SNSs. In Kuwait, the
findings from this study show that the relationships of humanitarian activities — inten-
tions, internet technology — intentions, SNS features — intentions, and religiosity — in-
tentions through attitudes were seen to be statistically significant. As a result, H8, H10,
H11, and H12 are supported. On the other hand, attitudes did not mediate the relationship
of NPOs — intentions, rejecting H9. As for Bahrain, all of the indirect relationships (for
the paths HUP—-ATT— INT, NPO—ATT— INT, SNS -ATT— INT, and REL->ATT—
INT) were accepted, with one exception (for the path ITF—ATT— INT).
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5. Discussion

The pandemic has wreaked havoc on the world’s health, social, and economic sys-
tems [67-71]. Within the framework of the contradictory debates about whether extrinsic
or intrinsic determinants influence donor attitudes and behavioural intent to donate
online, a more extensive online fundraising model was empirically tested and adopted in
this study, covering both the extrinsic (the humanitarian initiatives, NPOs, IT features,
and SNS features) and intrinsic (religiosity) factors that drive donor attitudes towards
online monetary donations, and which thus eventually shape the inclination to donate via
SNS.

This work is pioneering research on the potential donors of two different markets,
i.e., Kuwaiti and Bahraini. The findings support the conclusions reached by Sura et al. [16]
and Chen et al. [56], demonstrating the influence of attitude in shaping online donation
behaviour, which is among the three main components of TPB theory, and should not be
disregarded. The consistency of the outcomes in this study shows that the model estab-
lished might accurately reflect the donors’ tendencies for donations and fundraising ac-
tivities through SNSs. This can eventually be translated into effective financial solutions
to deal with threats like COVID-19.

The outcomes from this research have provided interesting insights into donors’ be-
havioural makeups, especially amid a crisis of uncertainty such as the COVID-19 epi-
demic. The nature of humanitarian projects (i.e., project location, type, connection, and
attachment to project) to mitigate the social impact of COVID-19 had a positive and sig-
nificant effect on donor attitudes to donation online, according to both Kuwaiti and Bah-
raini donors. This outcome is in agreement with the findings of research conducted by
Ahn et al. [72], suggesting that prior to funding humanitarian projects, donors are very
concerned about the features of such projects and obtaining complete and explicit related
information. Bahraini respondents believe that NPOs play an important role in predicting
their attitude towards online donation; however, in Kuwait, donors did not consider that
NPOs can shape their attitudes towards giving money. We could attribute this discovery
to the nature of a collectivist society with a low individualism rate like Kuwait society
[73]. Moreover, as Kuwaitis are wholly Muslims, apart from fundraisers or NPOs, we
could argue that donors are likely to obey and adhere to the Islamic religious guidelines,
which to make donations and help the needy, through legitimate entities such as the gov-
ernment. As for the Kuwaiti technology features such as privacy, trustworthiness, relia-
bility and security, it was found that the attitude toward giving money online was posi-
tively and significantly related to these IT features. This finding is in line with those of
other researchers [17,34], but Bahrainis had different views of technology insignificantly
related to attitudes. This could be linked to people’s intense enthusiasm for donations and
helping the vulnerable who are greatly affected by the outbreak; when people are highly
willing to participate in fundraising and donations, this could make them less concerned
about the internet features.

Internet-based platforms, such as social networking sites, provide the framework for
NPOs to function and perform properly. Remarkably, the study discovered that the SNS
characteristics—such as the information provided and fully used, interactive, user-
friendly, and familiar features —have a beneficial and critical role across both countries in
determining attitudes towards online donations for less-privileged segments affected by
the pandemic. The effect of these extrinsic factors was also observed in conjunction with
that of the intrinsic perspective of religiosity in positively triggering donors” attitudes to-
ward contributing to the COVID-19 fundraising campaigns. As was found in research by
Ranganathan and Henley [51], religious beliefs are an important motive in encouraging
donation behaviour. However, the religiosity level of donors from Kuwait did not show
a strong relationship with the intention to donate using SNS, indicating the robustness of
religious faith in influencing attitudes, as opposed to behavioural intention. Bahraini re-
spondents showed that the greater the levels of religiosity, the stronger the attitudes as
well as the intent to donate via the SNS.
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However, the online donation attitude in the model had the greatest effect on peo-
ple’s intentions to donate using SNSs. This corresponds to the findings of the literature
[16,56]. From a theoretical point of view, the result is also in line with the TPB model de-
veloped by Ajzen [57], which argues that attitude exerts a strong positive relationship
with human behavioural intention. Moreover, according to the analysis of the Kuwaiti
data, attitudes towards internet-based donations significantly mediate the pathways that
connect humanitarian initiatives, the technology features, SNSs, and religious beliefs to
the intention to donate using SNSs. Even though religious belief had no direct effect on
behavioural intent, we found that when religiosity is coupled with donor attitude, the
intention to donate via social media platforms can be strengthened. As for Bahrain, atti-
tude mediated all of the relationships between the predictors examined and the intentions
to donate via SNS but failed with the association between IT and intentions. These results
can offer important implications and insights into policy and theory.

5.1. Theoretical Implications

To the best of the authors” knowledge, to date, no study has examined online fund-
raising and donation behaviours that are driven by internal and external determinants in
a cross-country context, especially among Middle Eastern or Arabian Gulf countries.
Thus, the analysis of similarities and differences between Kuwait and Bahrain in this
study significantly enriches the extant literature on donation behaviour. The results con-
tribute by exploring donors’ behaviours and motivations for donating and responding to
the rapidly escalating humanitarian needs caused by the global unprecedented crisis of
COVID-19.

The empirical investigations have mainly focused on the extrinsic motivations of do-
nors to donate online [16,17]. However, it is somewhat surprising that few studies have
been devoted to internal perspectives (e.g., religious beliefs) that encourage online dona-
tions. Therefore, this study adds to the existing body of knowledge by expanding our un-
derstanding of donors’ psychological behavioural makeups by providing a broader per-
spective of both intrinsic and extrinsic motives, particularly in a unique and novel related
setting like SNSs. Meanwhile, in contrast to the empirical results provided by Sura et al.
[16] in the Malaysian and South Korean contexts, which failed to discover a statistically
significant relationship between attitude and external variables, some significant and in-
teresting results emerged in the present work. We conclusively found that both intrinsic
and extrinsic predictors have much to offer in fostering monetary donations via SNSs
among both Kuwaiti and Bahraini donors. The study adds to and expands on previous
research by looking at the mediating effects of online monetary donation attitudes on
pathways from external and internal factors to the donor inclination to donate through
SNSs in order to help poverty-stricken segments and those affected by the pandemic.

5.2. Policy Implications

The pandemic of COVID-19 is seen as an unprecedented event in terms of need and
scope. Almost all nations, sectors, organisations, communities, and households are reeling
from the impacts of this crisis on the economy, society, and health. Although the global
humanitarian community is at the forefront of responding to the extraordinary inequali-
ties and needs that this catastrophe is generating, this sector is facing acute funding con-
straints and threats from the pandemic at the moment when it is needed most. With this
in mind, this study sought to generate better insights into the internal and external
makeups of donor responses to the recent fundraising appeals to alleviate the pandemic
impacts on the welfare of vulnerable groups. Based on the results of this study, some ap-
propriate proactive strategies could be formulated for the humanitarian community
(NPOs and donors) and governments.

Now more than ever, it is important to bring people together and to help innovate an
effective humanitarian financial model. We need to set up humanitarian projects with in-
clusive information and statistics in terms of location and type, and connected to human
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welfare, which are geared towards protecting vulnerable populations. Donors could also
be encouraged to donate money via SNSs by their attitudes and perceptions of NPOs, as
in the case of Bahraini respondents. The general views of NPOs may indicate that they are
prone to wasting financial resources [74,75]. It is essential for all local NPOs to carefully
manage their brand image and perception of efficiency. Creating transparency in all re-
lated processes and maintaining consistent communication with current and potential do-
nors could be vitally important. The results also suggest another fundamental aspect to
consider is digital technology in the charity sector. NPOs have to put in place transform-
ative platforms so that donors are able to give money easily, and to find out where and
how to help those on the receiving end. SNSs could help to boost donor attitudes towards
contributing, which may help guide policymakers to come up with promotional exposure
campaigns using the SNSs to raise the general public’s attitude toward making online
donations. As a crucial internal driver, the positive religious beliefs of donors are signifi-
cant in tailoring the policies that match donors’ attitudes and religious doctrines. Highly
religious donors may feel that helping people affected by the pandemic is their duty, and
they would be rewarded with a sense of satisfaction. To this end, boosting attitudes to-
wards monetary donations using digital initiatives, such as SNSs, could serve the human-
itarian community as a means of developing feasible financial solutions at scale to address
immediate needs.

6. Conclusions

In the wake of COVID-19, the third non-profit sector is facing a complicated hoard of
unprecedented financial challenges. The humanitarian and NPO communities have seen
a catastrophic drop in liquidity and pressure to rapidly downsize operational capacity.
With the hope of finding and developing all of the available solutions, this study aimed
to develop a clearer understanding of the way in which donors respond to the current
fundraising appeals in order to replenish the financial resources that philanthropic efforts
crave. Based on a cross-national perspective, we found some interesting differences be-
tween donors’ attitudes and perceptions of fundraising campaigns to fight the pandemic
across Kuwait and Bahrain. Overall, there is agreement across the samples that donor’s
attitudes and intentions towards monetary donation via SNSs can be fostered by both in-
trinsic and extrinsic motivations. Humanitarianism, well-defined projects, transparent
NPOs, advanced IT-based infrastructure, user-friendly and more interactive SNSs, and
favourable religious beliefs can all have an important role in future fundraising prospects
amid COVID-19 and beyond.

Despite the ambitious aspirations of this research, certain limitations are worth not-
ing. The research time horizon is cross-sectional; as such, changes may be missed in opin-
ions over time, particularly during the uncertain and rapidly changing times resulting
from the pandemic. Therefore, it is strongly suggested that future studies should use lon-
gitudinal data. Finally, future studies based on this model are proposed to take into ac-
count additional external and internal elements, such as significant social media influenc-
ers and knowledge roles in online donation behaviour.
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https://www.mdpi.com/article/10.3390/su14116486/s1, File is including measurement items.

Author Contributions: Conceptualization, S.A.B.-N.; Funding acquisition, S.A.B.-N., A.S,, M.A.-D.,
M.H.A. and A.B.A; Investigation, A.S. and M.A.-D.; Methodology, S.A.B.-N.; Project administra-
tion, S.A.B.-N.; Writing—original draft, S.A.B.-N.; Writing—review and editing, M.H.A., A.B.A,,
H.A.-J., HB. and M.K.A. All authors have read and agreed to the published version of the manu-
script.

Funding: This research received no external funding.
Institutional Review Board Statement: Not applicable.

Informed Consent Statement: Not applicable.



Sustainability 2022, 14, 6486 18 of 20

Data Availability Statement: Not applicable.

Conflicts of Interest: The authors declare no conflicts of interest.

References

1.  International Labour Organization (ILO). COVID-19 Impact on Labour Market Statistics; International Labour Organization: Ge-
neva, Switzerland, 2020; pp. 1-28.

2. International Labour Organization (ILO). ILO: COVID-19 Causes Devastating Losses in Working Hours and Employment; Interna-
tional Labour Organization: Geneva, Switzerland, 2020.

3. Ajami, R. Globalization, the challenge of COVID-19 and Oil price uncertainty. . Asia Pacific Bus. 2020, 21, 1-3.

4. 4. Young, K. How COVID-19 Will Change GCC Labor Markets. 2020. Available online: www.alonitor.com/pulse/origi-
nals/2020/04/gulf-covid19-coronavirus-change-gcc-labor-markets-crisis. html (accessed on 2 April 2020).

5. Information & eGovernment Authority (iGA). RHF and Iga Launch Registration Service for Those Entitled for Support from the ‘Feena
Khair” Campaign; Information & eGovernment Authority (iGA): Manama, Bahrain, 2020.

6.  Kuwait Central Statistical Bureau. Annual Statistical Abstract in Kuwait; Kuwait Central Statistical Bureau: Kuwait City, Kuwait,
2018.

7. Seznec, J.-F. The Economic Outlook for MENA Amid COVID-19 and the Oil Price Drop; Middle East Institute: Washington, DC,
USA, 2020.

8.  Bin-Nashwan, S.A.; Abdul-Jabbar, H.; Aziz, S.A.; Haladu, A. Zakah compliance behavior among entrepreneurs: economic fac-
tors approach. Int. ]. Ethic- Syst. 2020, 36, 285-302.

9.  O’Connell, S. How to Reform NGO Funding So We Can Deal with Threats like COVID-19; World Economic Forum: Geneva, Swit-
zerland, 2020.

10. United Nations. UN Response to COVID-19; United Nations: New York, NY, USA, 2020.

11. The United Nations Office for the Coordination of Humanitarian Affairs (OCHA). Global Humanitarian Overview 2020; United
Nations: New York, NY, USA, 2020.

12.  Ministry of Social Affairs and Labor. Kuwaiti Donation Campaign; Ministry of Social Affairs and Labor: Kuwait City, Kuwait,
2020.

13.  Van Der Linden, S. Charitable Intent: A Moral or Social Construct? A Revised Theory of Planned Behavior Model. Curr. Psychol.
2011, 30, 355-374.

14. Smith, ].R.; McSweeney, A. Charitable giving: The effectiveness of a revised theory of planned behaviour model in predicting
donating intentions and behaviour. J. Commun. Appl. Soc. Psychol. 2007, 17, 363-386.

15. Knowles, S.R.; Hyde, M.K.; White, K. Predictors of Young People’s Charitable Intentions to Donate Money: An Extended Theory
of Planned Behavior Perspective. ]. Appl. Soc. Psychol. 2012, 42, 2096-2110.

16. Sura, S.; Ahn, J; Lee, O. Factors influencing intention to donate via social network site (SNS): From Asian’s perspective. Telemat.
Inform. 2017, 34, 164-176.

17.  Treiblmaier, H.; Pollach, I. A framework for measuring people’s intention to donate online. In Proceedings of the Tenth Pacific
Asia Conference on Information Systems, Kuala Lumpur, Malaysia, 6-9 July 2006; pp. 808-817.

18. Charities Aid Foundation (CAF). CAF World Giving Index 2018: A Global View of Giving Trends; Charities Aid Foundation: Lon-
don, UK, 2018.

19. Zhong, Z].; Lin, S. The antecedents and consequences of charitable donation heterogeneity on social media. Int. ]. Nonprofit
Volunt. Sect. Mark. 2018, 23, e1585.

20. Quinton, S.; Fennemore, P. Missing a strategic marketing trick? The use of online social networks by UK charities. Int. ]. Nonprofit
Volunt. Sect. Mark. 2013, 18, 36-51.

21.  The World Factbook; The World Factbook: Kuwait City, Kuwait; Manama, Bahrain, 2020.

22. Kemp, S. We are social/hoot suite. Glob. Digit. Statshot 2020, 2020. Available online: https://datareportal.com/ (accessed on 22
June 2021).

23. Internet World Stats. Internet World Stats: Usage and Population Statistics; Internet World Stats: Bogota, Colombia, 2020.

24. Leushuis, R. Continuous Donation to and Trust in a Charitable Organization. Master's Thesis, University of Twente, Twente,
The Netherlands, 2012.

25.  Gatto, A.; Polselli, N.; Bloom, G. Empowering gender equality through rural development Rural markets and micro-finance in
Kyrgyzstan. In L’'Europa e la Comunita Internazionale Difronte alle Sfide dello Sviluppo; Giannini: Naples, Italy, 2016; pp. 65-89.

26. Gatto, A.; Sadik-Zada, E.R. Revisiting the East Asian Financial Crises: Lessons from Ethics and Development Patterns. In Eco-
nomic Growth and Financial Development; Springer: Cham, Switzerland, 2021; pp. 23-31.

27.  Williams, L.A.; Sun, ].; Masser, B. Integrating self-determination theory and the theory of planned behaviour to predict intention
to donate blood. Transfus. Med. 2017, 29, 59-64.

28. Ju, M,; Sim, M,; Son, S. A Study on Nursing Students’” Knowledge, Attitude, and Educational Needs for Brain-Death Organ
Transplantation and Donation and Intent to Donate Organs. Transplant. Proc. 2018, 50, 1187-1191.

29. Bin-Nashwan, S.A.; Abdul-Jabbar, H.; Dziegielewski, S.F.; Aziz, S.A. Moderating Effect of Perceived Behavioral Control on

Islamic Tax (Zakah) Compliance Behavior among Businessmen in Yemen. J. Soc. Serv. Res. 2021, 47, 292-302.



Sustainability 2022, 14, 6486 19 of 20

30.

31.
32.

33.
34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44.

45.
46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.
58.

59.

60.

61.
62.

Beldad, A.; Snip, B.; van Hoof, ]. Generosity the second time around: Determinants of individuals” repeat donation intention.
Nonprofit Volunt. Sect. Q. 2014, 43, 144-163.

Li, Y.; Yu, L. Factors Influencing Social Media Users” Continued Intent to Donate. Sustainability 2020, 12, 879.

Kietzmann, ].H.; Hermkens, K.; McCarthy, LP.; Silvestre, B.S. Social media? Get serious! Understanding the functional building
blocks of social media. Bus. Horiz. 2011, 54, 241-251.

Wong, D.M.; Jusoff, K. Social networking in charity advocacy. World Appl. Sci. ]. 2011, 12, 65-72.

Shier, M.L.; Handy, F. Understanding online donor behavior: The role of donor characteristics, perceptions of the internet,
website and program, and influence from social networks. Int. ]. Nonprofit Volunt. Sect. Mark. 2012, 17, 219-230.

Lovejoy, K.; Saxton, G.D. Information, Community, and Action: How Nonprofit Organizations Use Social Media. . Comput.
Commun. 2012, 17, 337-353.

Kim, Y.; Lee, W.-N. Networking for Philanthropy: Increasing Volunteer Behavior via Social Networking Sites. Cyberpsychology
Behav. Soc. Netw. 2014, 17, 160-165.

Curtis, L.; Edwards, C.; Fraser, K.L.; Gudelsky, S.; Holmquist, J.; Thornton, K.; Sweetser, K.D. Adoption of social media for
public relations by nonprofit organizations. Public Relat. Rev. 2010, 36, 90-92.

Sargeant, A.; Ford, ].B.; West, D.C. Perceptual determinants of nonprofit giving behavior. J. Bus. Res. 2006, 59, 155-165.

Lee, Y.K,; Chang, C.-T. Intrinsic or Extrinsic? Determinants Affecting Donation Behaviors. Int. J. Educ. Adv. 2008, 8, 13-24.
Bagheri, A.; Chitsazan, H.; Ebrahimi, A. Crowdfunding motivations: A focus on donors' perspectives. Technol. Forecast. Soc.
Chang. 2019, 146, 218-232.

Mittelman, R.; Rojas-Méndez, J. Why Canadians give to charity: An extended theory of planned behaviour model. Int. Rev.
Public Nonprofit Mark. 2018, 15, 189-204.

Banks, N.; Hulme, D.; Edwards, M. NGOs, States, and Donors Revisited: Still Too Close for Comfort? World Dev. 2015, 66, 707—
718.

Kinsbergen, S.; Tolsma, J. Explaining monetary donations to international development organisations: A factorial survey ap-
proach. Soc. Sci. Res. 2013, 42, 1571-1586.

Van Iwaarden, ].; Van Der Wiele, T.; Williams, R.; Moxham, C. Charities: How important is performance to donors? Int. J. Qual.
Reliab. Manag. 2009, 26, 5-22.

Bandyopadhyay, S. Consumers’ online privacy concerns: Causes and effects. Innov. Mark. 2012, 8, 32-39.

Hallikainen, P. Why people use social media platforms: Exploring the motivations and consequences of use. In From Information
to Smart Society; Springer: Berlin/Heidelberg, Germany, 2015; pp. 9-17.

Castillo, M,; Petrie, R.; Wardell, C. Fundraising through online social networks: A field experiment on peer-to-peer solicitation.
J. Public Econ. 2014, 114, 29-35.

Xiang, Y.T.; Li, W.; Zhang, Q.; Jin, Y.; Rao, W.W.; Zeng, L.N.; Lok, G.K.; Chow, L.H.; Cheung, T.; Hall, B.]. Timely research papers
about COVID-19 in China. Lancet 2020, 395, 684—685.

Stephenson, M.T.; Morgan, S.; Roberts-Perez, S.D.; Harrison, T.; Afifi, W.; Long, S.D. The Role of Religiosity, Religious Norms,
Subjective Norms, and Bodily Integrity in Signing an Organ Donor Card. Health Commun. 2008, 23, 436—447.

de Abreu, M.E; Laureano, R.M.S,; da Silva, R.V.; Dionisio, P. Volunteerism, compassion and religiosity as drivers of donations
practices. Int. J. Nonprofit Volunt. Sect. Mark. 2015, 20, 256-276.

Ranganathan, S.K.; Henley, W.H. Determinants of charitable donation intentions: a structural equation model. Int. ]. Nonprofit
Volunt. Sect. Mark. 2008, 13, 1-11.

Bin-Nashwan, S.A.; Abdul-Jabbar, H.; Aziz, S.A.; Viswanathan, K.K. A socio-economic model of Zakah compliance. Int. |. Sociol.
Soc. Policy 2020, 40, 304-320.

Bin-Nashwan, S.A.; Abdul-Jabbar, H.; Aziz, S.A. Does trust in zakat institution enhance entrepreneurs’ zakat compliance? J.
Islam. Account. Bus. Res. 2021, 12, 768-790.

Reitsma, J.; Scheepers, P.; Grotenhuis, M.T. Dimensions of individual religiosity and charity: Cross-national effect differences
in European countries? Rev. Relig. Res. 2006, 47, 347-362.

Mclntyre, E.; Saliba, A.J.; Wiener, K.K.K,; Bishop, F.L. Predicting the intention to use herbal medicines for anxiety symptoms: a
model of health behaviour. J. Ment. Health 2019, 28, 589-596.

Chen, Y.; Dai, R; Yao, J.; Li, Y. Donate Time or Money? The Determinants of Donation Intention in Online Crowdfunding.
Sustainability 2019, 11, 4269.

Ajzen, I. The Theory of Planned Behavior. Organ. Behav. Hum. Decis. Process. 1991, 50, 179-211.

Oosterhof, L.; Heuvelman, A.; Peters, O. Donation to disaster relief campaigns: Underlying social cognitive factors exposed.
Evaluation Program Plan. 2009, 32, 148-157.

Ng, J.C,; Lai, KK.; Chen, Y. Individual's Charity Intention in Hong Kong: An Empirical Study on Charitable Behavior. In Pro-
ceedings of the Fourth International Joint Conference on Computational Sciences and Optimization, Kunming and Lijiang City,
China, 15-19 April 2011; pp. 436—440.

Evans, J.R.; Mathur, A. The value of online surveys. Internet Res. 2005, 15, 195-219.

The World Bank. World Bank Open Data; The World Bank: Washington, DC, USA, 2018.

Hair, J.F,, Jr.; Hult GT, M.; Ringle, C.M.; Sarstedt, M. A Primer on Partial Least Squares Structural Equation Modeling (PLS-SEM),
2nd ed.; Sage Publications: London, UK, 2017.



Sustainability 2022, 14, 6486 20 of 20

63.

64.

65.

66.

67.

68.
69.

70.

71.

72.

73.
74.

75.

Cain, M.K,; Zhang, Z.; Yuan, K.-H. Univariate and multivariate skewness and kurtosis for measuring nonnormality: Prevalence,
influence and estimation. Behav. Res. Methods 2017, 49, 1716-1735.

Ajzen, I. Constructing a TPB Questionnaire: Conceptual and Methodological Considerations. 2002. Available online:
https://people.umass.edu/aizen/pdf/tpb.measurement.pdf (accessed on 24 October 2016).

Henseler, ].; Ringle, C.M.; Sarstedt, M. A new criterion for assessing discriminant validity in variance-based structural equation
modeling. J. Acad. Mark. Sci. 2015, 43, 115-135.

Rungtusanatham, M.; Miller, ].; Boyer, KK. Theorizing, testing, and concluding for mediation in SCM research: Tutorial and
procedural recommendations. J. Oper. Manag. 2014, 32, 99-113.

Gatto, A.; Drago, C.; Ruggeri, M. On the Frontline— A bibliometric Study on Sustainability, Development, Coronaviruses, and
COVID-19. Environ. Sci. Pollut. Res. 2022, 1-17. https://doi.org/10.1007/s11356-021-18396-0

Bin-Nashwan, S.A. Toward diffusion of e-Zakat initiatives amid the COVID-19 crisis and beyond Foresight 2022, 24, 141-158.
Begum, H.; Abbas, K.; Alam, A F.; Song, H.; Chowdhury, M.T.; Ghani, A.B.A. Impact of the COVID-19 pandemic on the envi-
ronment and socioeconomic viability: A sustainable production chain alternative. Foresight 2022, 24, 456—475.

Begum, H.; Alam, A.S.AF.; Filho, W.L.; Awang, A.H.; Ghani, A.B.A. The COVID-19 Pandemic: Are There Any Impacts on
Sustainability? Sustainability 2021, 13, 11956. https://doi.org/10.3390/su132111956.

Abbass, K.; Begum, H.; Alam, A.S.A.F.; Awang, A.H.; Abdelsalam, M.K.; Egdair, LM.M.; Wahid, R. Fresh Insight through a
Keynesian Theory Approach to Investigate the Economic Impact of the COVID-19 Pandemic in Pakistan. Sustainability 2022, 14,
1054.

Ahn, ].C; Sura, S.; An, ].-C. Intention to donate via social network sites (SNSs): A comparison study between Malaysian and
South Korean users. Inf. Technol. People 2018, 31, 910-926.

Hofstede Insights. Country Comparison: Kuwait; Hofstede Insights: Helsinki, Finland, 2017.

Teah, M.; Lwin, M.; Cheah, I. Moderating role of religious beliefs on attitudes towards charities and motivation to donate. Asia
Pac. . Mark. Logist. 2014, 26, 738-760.

Abdul-Jabbar, H.; Bin-Nashwan, S.A. Does deterrence-based enforcement matter in alms tax (Zakat) compliance? Int. J. Soc.
Econ. 2022, 49, 710-725.



