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Abstract

Punpose: The aim of this research was to investigate the degree of awareness of generations (Z, Y, X and Baby Boomers : BBs) towards charitable
giving, as well as its impact on attitudes towards the homeless and donation intentions. Methodology: Data were collected nsing a face-to-face
questionnaire from 316 respondents. Findings: The results show BBs are the most aware of charitable giving compared to generations X, Y
and Z, respectively. The results also show that awareness of charitable giving positively influences attitudes towards the homeless and intentions
to donate. The results also reveal that religiosity moderates the impact of charitable giving awareness on attitude towards the homeless and
donation intention. Originality/ V alne: This research is notable for its comparative and intergenerational approach to the study of charitable
giving bebaviour. While many previous studies have focused on demographic factors influencing giving intentions, few have investigated differences
between generations, limiting the generalizability of the findings. Unlike studies that analyze donor bebavionr within specific generations, this
work segments individuals into four generational groups (Generations 7, Y, X and BBs) and examines their level of awareness of charitable
giving, as well as the impact of this awareness on attitudes towards homeless and donation intentions.
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INTRODUCTION

Over the past few decades, a number of research studies have attempted to understand donor behavior and
define the factors that influence charitable giving intention (Bekkers and Wiepking, 2011 ; Dittmeier et al., 2018
; Harvard , 2019). However, while social marketing researchers recognize the central role played by donor
demographics (Bekkers and Wiepking, 2011 ; Dittmeier et al., 2018), little attention has been paid to studying
the giving behaviors of different generations (Urbain et al., 2013). As such, most previous studies have examined
giving behavior in specific generations, which may limit the generalizability of results to a broader population
(Siemens et al., 2020 ; Graga and Zwick, 2021). Furthermore, although age is considered to be a key determinant
of donation behavior (Dittmeier et al., 2018 ; Siemens et al., 2020), the literature suggests that generational
cohorts are a more effective way of segmenting markets than age alone (Parment, 2013). Indeed, segmentation
by generation offers the stability that segmentation by age does (Steenkamp and Hofstede, 2002), and goes
beyond the descriptive surface by addressing the “why” of behavior that is crucial to consumer responses to
marketing (Schewe and Noble, 2000). Generations experience unique social, cultural, economic and political
circumstances that shape and distinguish one generation from another (Harvard, 2019). These circumstances
create unique characteristics that will be tempered with age and current events, but will remain present
throughout a generation's lifetime (Fishman, 2016). Similarly, consumers of each generation share similar
perceptions and psychological responses to a certain market phenomenon (Markert, 2004). Harvard (2019)
indicates that life-shaping behaviors differ across generations, altering generational beliefs and attitudes. In the
context of charitable giving, Tempel et al. (2011) suggest that charitable giving varies across generations and is
driven by charitable habits and causes that can be very different across generations. In addition, Graca and
Zwick, (2021) highlighted the importance of generation-based comparative studies to examine differences in
charitable giving between these groups.

However, the lack of comparative studies based on generations makes it difficult for marketers to determine
which generation(s) to invest marketing resources in (Ham et al., 2022). In addition, people donate to charities
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for different reasons and personal motivations such as self-interest, or personal gain, and altruism, or concern
for the welfare of others (Hopkins et al., 2014; Harvard, 2019 ; Balaskas et al., 2023). In this same perspective,
the impact of religiosity on donor behavior has received particular attention from academics and practitioners
(Wilson et al., 2013 ; Chetioui et al., 2021 ; Doces et al., 2021 ; Chetioui et al., 2022). Thus, for Muslims
worldwide, charitable giving is primarily motivated by religiosity (Chetioui et al., 2021 ; Doces et al., 2021 ;
Chetioui et al., 2022). Therefore, religiosity could contribute to a better understanding of generational behaviors
and attitudes toward charitable giving, particularly in the context of a Muslim-majority country like Tunisia.

On this basis, this research proposes to segment individuals into four generational groups (Generation Z, Y, X
and baby-boomers). Generations thus constitute a good basis for study in emerging countries such as Tunisia.
More specifically, this research aims to investigate generational awareness of charitable giving, which may in
turn influence attitudes towards the homeless and intentions to donate to charities, incorporating religiosity as
a moderator. Complementarily, knowing differences by generation improves the usefulness of the results
because of published evidence distinguishing behaviors by generation (Bulut et al., 2017 ; Paco et al., 2021) and
because segmenting results through this demographic variable facilitates the development of targeted strategies
in charity marketing.

However, many ethical marketing researchers recognize the central role played by donor demographics, but
little attention has been paid to studying the giving behavior of different generations. Indeed, most previous
studies have examined giving behavior for specific generations, which may limit the generalizability of results
to a wider population. Our study proposes to segment individuals into four generational groups (Generation
Z,Y, X and Baby Boomers). Generations thus form a good basis for study in emerging countries such as
Tunisia.

The aim of this study is to compare the level of awareness of charitable giving between generations (Z, Y, X
and BBs) and to examine their effect on attitudes towards homelessness and intention to donate. We include
religiosity as a moderator of the positive impact of charitable giving awareness on attitude and intention to
donate to homeless charities.

This article aims to investigate the following research questions:
- Does awareness of charitable giving vary significantly between generations (Z, Y, X and BBs)?
- What is the effect of charitable giving awatreness on attitudes towards homeless and donation intention?

- Does religiosity moderate the impact of charitable giving awareness on attitudes towards homeless and
donation intention?

In order to answer our research questions and consolidate our analysis, the present work is structured around
three points: in the first part, we will propose a delimitation of the theoretical framework in which our research
takes place, namely charitable giving. In the second patt, we present the research methodology: the data
collection method, our sample and the measures. In the third part, we develop our main findings. The
theoretical and managerial contributions and perspectives of our work will be discussed in conclusion.

LITERATURE REVIEW
Charitable Giving and Generations

Demographic factors are considered to be the main determinants of charitable giving (Wunderink, 2002 ;
Sargeant et al., 2000). As such, age is examined in the context of charitable giving and has been found to have
a higher positive impact on giving among older people (Bekkers and Wiepking, 2011). However, McCrindle
and Wolfinger (2009) suggest that there are behaviors related to generations and others related to age and the
family life cycle, the latter of which is different and can change with the age of individuals. Furthermore, they
argue that a useful way of looking at a population is through a generational lens, where historical events such
as war and shared life experiences have had an impact on human behavior and, as a result, people who
experience similar events have been found to react in similar ways. Johnson and Johnson (2010) define a
generation as “a group of individuals born and living contemporaneously, who have common knowledge and
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experiences that affect their thoughts, attitudes, values, beliefs, and behaviours”. This study adopts the cohort
segmentation introduced by Wolfe (2020): Generation Z (born 1997 to 2010), Generation Y (born 1981 to
1996), Generation X (born 1965 to 1980) and Baby Boomers (born 1946 to 1964).

The level of awareness of need is one of the reasons why some people give more than others (Turcotte, 2012).
Giving is defined as “any act involving the transfer of goods or services of any kind between a donor, individual
or organization, and a recipient, individual or organization, without contractual obligation or immediate
consideration, with the aim of creating a bond of a social nature” (Le Gall-Ely, 2013). Auten and Joulfaian
(1996) suggest that older people give more because they may become more aware of the needs of people outside
their family circle when their own children's financial situation stabilizes. In addition, baby boomers are more
interdependent than younger generations, and interdependent people are more likely to display higher ethical
standards and be more concerned about community issues (Johnson and Chang, 2006). Dittmeier et al. (2018)
reported that Generation Y has much less empathy for those affected by homelessness than older generations.
Thus, compared to millennials, older generations showed less personal judgment regarding factors that
contribute to homelessness (negative personal characteristics such as laziness or irresponsible behavior) and
attribute a greater share of responsibility to factors such as lack of family support and scarcity of affordable
housing (Dittmeier et al., 2018). Andsoy et al. (2016) note that different groups of people and different age
groups have different levels of gift awareness. Based on the literature elaborated above, we hypothesize the
following:

H1: The baby-boomer generation is more aware of charitable giving than generations X, Y and Z.
Awareness of charitable giving

A large number of studies have shown that people need to be aware of the existence of a need for help before
they are motivated to give more (Bekkers and Wiepking, 2011), which is also referred to as awareness of need
(Van Teunenbroek et al., 2020). Several previous studies have suggested that gift awareness as a concept is
related to a person's knowledge and attitudes towards giving (Evers et al., 1988; Balwani et al.,, 2015 ;
Klinkenberg et al., 2021), and a positive relationship between gift awareness and giving has been reported (Evers
et al., 1988; Bendapudi et al., 1996 ; Balwani et al., 2015; Chen, 2017). For example, Klinkenberg et al. (2021)
found a positive association between blood donation awareness and the attitudes of potential donors of African
descent. Evers et al. (1988) found that public awareness of organ donation is positively associated with an
individual's willingness to donate organs. Similarly, Balwani et al. (2015) insisted that people's awareness of
organ donation is important in order to increase the number of registered donors. According to Ajzen's (1991)
theory of planned behavior (TPB), intention is the most significant predictor of behavior. Previous research
suggests that donation awareness is an important factor in determining future intention to donate (Lee et al.,
1999; Knowles et al., 2012). In addition, several studies have shown that perceived donation awareness
positively influences future donation intentions (Cimaroli et al., 2012 ; Knowles et al., 2012 ; Choi et al., 2019).
Based on the aforementioned literature, Hypotheses 2 and 3 are as follows:

H2: Awareness of charitable giving positively influences attitudes towards the homeless.
H3: Awareness of charitable giving positively influences donation intention
Attitude towards the homeless and intention to donate

Attitude is a powerful predictor of intention to perform an action (Briggs et al., 2010). It is defined as “the
degree to which a person evaluates or appraises the behavior in question favorably or unfavorably” (Ajzen and
Fishbein, 1980 ; Beck and Ajzen, 1991 ; Ajzen, 2002 ). The significant role of attitude on intention is explained
and examined by numerous studies in various fields (Ajzen and Fishbein, 1980 ; Ajzen and Driver, 1992 ;
Rhodes and Courneya, 2003 ; Al Jaffri Saad and Haniffa, 2014 ; Husin and Ab Rahman, 2016 ; Awang et al.,
2019 ; Chetioui et al., 2022). The intention to donate is defined as “the desire to donate time, money or some
type of resources to a charitable organization” (Van der Linden, 2011). In the context of charitable giving,
Smith and McSweeney (2007) report that attitude is significantly related to intention to donate. Similarly, Van
der Linden (2011) found that individuals have a greater intention to donate when they have positive attitudes

fjor.couk 304


file:///C:/Users/Mano/AppData/Local/Temp/Temp1_paperswithpagenumbers.zip/ijor.co.uk

Imed and Zorgati

towards giving in general and a positive attitude towards charitable organizations. Other studies suggest attitude
as a predictor of intention to donate (Knowles et al., 2012; Aji et al., 2021). Recently, Chetioui et al. (2022)
showed that attitude toward giving positively influences charitable giving intention. Consequently, hypothesis
4 is as follows

HA4: Attitude towards homelessness positively influences donation intention.
The role of religiosity

Religiosity is defined as “the degree to which a person adheres to and implements religious values, beliefs and
practices in everyday life” (Worthington et al., 2003). It is considered one of the most important cultural forces
influencing human behavior (Zamani-Farahani and Musa, 2012 ; Chai and Tan, 2013 ; Eid and El-Gohary,
2015). Moreover, it is identified as the main driver of charitable giving (Bekkers and Wiepking, 2011) and as
one of the most important charitable motivations (Opoku, 2013). As such, it is identified as a key psychographic
characteristic to help determine differences between givers and non-givers (Ranganathan and Henley, 2008;
Simmons and Emanuele, 2012). Eid and El-Gohary (2015) found that religiosity has a moderating effect on the
relationship between perceived value and customer satisfaction. Zamani-Farahani and Musa (2012) also
mention that religiosity has a relationship with customer socio-cultural impacts. Individuals give more when
mortality is highlighted for them (Ferraro et al., 2005). In addition, highly religious people tend to give more
than less religious people (Gibson, 2008). Teah et al. (2014) found that religious beliefs moderate the
relationship between attitudes towards charities and motivation to donate. Recently, Chetioui et al. (2022)
showed that religiosity moderates the relationship between subjective norms and attitude towards giving,
specifically, consumers with higher levels of religiosity are more likely to develop a positive attitude towards
giving and are more likely to donate. Therefore, the hypothesis was as follows:

Hb5: Religiosity moderates the impact of donation awareness on (A) attitude towards

homelessness and (B) donation intention.
Religiosity

HsA] iHSB

Attitude toward
homelessness

Generation
(BBs. X, Y and

Z)

Awareness of
chantable giving

Donation
intentions

Figure 1: Conceptual model

RESEARCH METHODOLOGY
Data collection method and sample

Although several studies have investigated donor giving behavior, the majority of these studies have focused
on restricted samples such as students or specific generations (Andsoy et al., 2016; Dittmeier et al., 2018;
Harvard, 2019; Siemens et al., 2020; Graga and Zwick, 2021), thus limiting the implications of the studies
(Kanchanapibul et al., 2014). In addition, many studies have used generation as a naive, loosely defined term
rather than using precise age ranges to categorize each particular generation (Ham et al., 2022).
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In order to achieve a more diverse sample and increase the external validity of the results, a face-to-face field
questionnaire was conducted for data collection. Respondents were randomly selected and interviewed by the
authors, and were mainly contacted in the vicinity of charitable organizations or in shopping malls, stores, etc.
At the start of the questionnaire, respondents were informed of the anonymity of the questionnaire and the
absence of right or wrong answers, as well as a brief introduction to the problem of homelessness in Tunisia.

Variable measurement

The measures in this research were adapted from studies in the fields of charitable giving (as shown in Table
1). To measure donation awareness we used the scale adopted and validated by Choi et al. (2019). This is a
seven-point Likert scale, composed of 5 items and a single dimension. Attitude to homelessness was measured
using five items on a 7 point Likert scale adapted from Sherry et al. (2011). Donation intention was measured
using a 7 point differential semantic scale adopted from Bearden et al. (1984). Religiosity was measured using
the Eid and El-Gohary (2015) scale, which assessed respondents' beliefs and practices of Islam using a 7-point
Likert scale.

To check the reliability and validity of all the measurement scales, exploratory and confirmatory factor analyses
were carried out. The results showed that all scales were reliable and valid

Table 1: Measurements

Item Factor Cronbach CR AVE
loadings alpha
Awareness of charitable giving .867 8.99 6.41
I can donate things other than money .826
I am aware of various ways to donate .808
I am interested in donating, charitable giving, or helping .803

I am interested in fundraising organizations, such as charitable foundations or social service .790
organizations

I am well aware of charitable or social service organizations to donate 774
Attitude toward homelessness 905 928 761
The issue of homelessness is something I worry about .851
I feel that I can help make a positive change to homelessness in Tunisia .861
There are too many homeless people in Tunisia .836
I support the government's focus on the homeless issue .842
There should be no homelessness in a country like Tunisia .855
Donation intentions 912 925 755
Unlikely/likely .858
Improbable/probable .877
Impossible/possible .885
Uncertain/certain .856
Religiosity .854 .892 .579
In my personal life, religion is very important 787
Islam helps me to have a better life 779
The Dua’ (supplication) suppotts me 758
The Prophet Muhammad (peace-be-upon-him) is the role model for me. 791
Performing Hajj is one of my main priorities 718
I believe that Allah (God) helps me 729

RESULTS AND DISCUSSION
Common method bias

In this study, testing for common method bias was cartied out using Harman's single factor test (Podsakoff et
al., 2003). Method bias is very important because of its potential impact on item reliability and validity, as well
as on covariation between factors (MacKenzie and Podsakoff, 2012). A value of less than 50% of the variance
explained means that there is no problem in the data (Harman, 1976). The results obtained show the existence
of a single component with a variance of 26%, indicating the absence of a common method bias problem in
our data.

Respondent profile

The total number of samples was 318, but for better data quality, participants who gave incomplete and low-
quality answers were excluded from the final sample (Jia et al., 2017). Furthermore, after all data had been
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collected, the sample was segmented into four generational cohorts (Z, Y, X and baby boomers) according to
the generational segmentation introduced by Wolfe (2020): generation Z (born 1997 to 2010), generation Y
(born 1981 to 1996), generation X (born 1965 to 1980) and baby boomers (born 1946 to 1964). Participants
aged over 78 and under 14 were removed from the sample, as they did not belong to the generations studied
in this study. The final sample size was 316 respondents. Both genders were well represented, with 57.9%
women and 42.1% men. The average age of participants was 39.58, with a range from 17 to 72. Most
participants had at least primary education. The demographic profiles of the generation groups are presented
in Table 2.

Table 2: Demographic profiles of generation groups

Generation
Total Z Y (N=86) X BBs
(N= 316) (N=59) (N=92) (IN=79)
Man 133 18 33 48 34
Gender Women 183 41 53 44 45
Tlliterate 10 0 0 2 8
Education level | Primary 80 17 14 22 27
Secondary 105 26 30 25 24
University 121 16 42 43 20

Test of mean djfference in awareness of charitable giving across generations

In order to test hypothesis 1, a one-factor ANOVA with Tukey's post-hoc was performed. The results obtained
(Table 3) showed the presence of a statistically significant difference between groups (F (3,312)= 25.450 ; p<
.001, Eta?=.197) revealing the highest awatreness of charitable giving scote for BBs (Mggs = 4.24), followed by
generation X (Mgenx = 3.59), generation Y (Mgepy = 3.13) and generation Z (Mgenz = 2.71). Post-hoc
analyses showed that the mean difference between BBs and the other generation groups was statistically
significant. The difference between Generation X and both Generations Y and Z was statistically significant,
but no statistically significant difference between Generation Y and Generation Z. Therefore, when it comes
to donation awareness, baby boomers scored the highest, generation X came next, and both generations Y and
Z scored the lowest. Hence, hypothesis H1 was proved or accepted.

Table 3 : ANOVA analyses

Generation
GenZ GenY Gen X BBs
(17-27) (28-43) (44-59) (60-72)
Dependant variable Mean Mean Mean Mean F P Eta*
Awareness of charitable giving 2.71 3.13 3.59 4.24 25.450 .000 197
Post-hoc
(D) generation (J) generation Mean difference (I-]) Sig.
Y - 42 115
Z X -,88" ,000
BBs -1,53" ,000
Z 42 ,115
Y X -,46" ,029
BBs -1,11° ,000
Z ,88" ,000
X Y 46 ,029
BBs -,65" ,001
Z 1,53 ,000
BBs Y 1,11 ,000
X ,65" ,001

* The mean difference is significant at the .05 level.
Moderated Mediation Analyses

A moderated mediation analysis was cattried out to test hypotheses H2, H3, H4 and H5, using Hayes' macro
PROCESS model 8 (Hayes, 2018), with 5000 bootstraps
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The authors hypothesize that generation type influences awareness of giving, which in turn should elicit more
positive attitudes towards the homeless and stronger donation intentions. Level of religiosity was used as a
moderator of the effects of donation consciousness on attitudes towards the homeless and intentions to donate
to homeless charities. To avoid any loss of statistical power, the authors chose not to dichotomize the religiosity
variable (Fitzsimons, 2008).

The results obtained (Figure 2) reveal that awareness of giving has a significant and positive impact on both
attitude towards the homeless (3=0.29; p< 0.01; 95%CI= [0.10; 0.48]) and intention to give (3=0.20; p< 0.05;
95%CI= 10.02; 0.39]). This means that the more a person is aware of the importance of charitable donations,
the more likely they are to develop a favorable attitude towards the homeless and to intend to make a donation.
Consequently, both hypotheses H2 and H3 are accepted. The results also reveal that attitude towards the
homeless has a positive effect on intention to donate (8=0.15; p< 0.01; 95%CI= [0.05; 0.26]). In other words,
people who develop a positive attitude towards the homeless are more likely to intend to donate. This
relationship suggests that improving attitudes towards the homeless is a crucial step in encouraging concrete
actions, such as charitable donations. Hence, hypothesis H4 was proved or accepted. Furthermore, the results
show that religiosity positively moderates both the impact of donation awareness on attitude towards the
homeless (3=0.08; p< 0.01; 95%CI= [0.03; 0.13]) and on donation intention (8=0.05; p< 0.05; 95%CI= [0.01;
0.10]). In other words, people with a high level of religiosity are not only more likely to develop a favorable
attitude towards the homeless when they are aware of the importance of charitable giving, but they are also
more likely to intend to donate. Consequently, both hypotheses H5A and H5B are accepted.

0.0§** 0.05*
03% CI:[0.03; 0.13] 03% CI:[0.01; 0.10]

Attitude toward
homelessness

f=0.20%*
95% CI:[0.10; 0.48]

p=0.15%*
95% C1:[0.05; 0.26]

Awareness of
charitable giving

Donation

=020% . .
=020 mtentions

03% CI:[0.02;0.39]

Note: ®**p=0.01; *p=0.03

Figure 2: Moderated mediation analysis
Discussion

The aim of this study was to compare awareness of charitable giving across generations and to examine their
effect on attitudes towards homelessness and intention to donate.

Firstly, this study examined how Tunisian consumers' awateness of charitable giving varies across generations.
Interestingly, baby boomers showed the highest levels of charitable giving awareness, followed by generations
X, Y and Z. The older the consumer, the more aware they are of charitable giving. This result is consistent with
previous studies (Auten and Joulfaian, 1996; Johnson and Chang, 2006; Dittmeier et al., 2018) which have
indicated that baby boomers are likely to be more aware of giving than younger generations.
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Second, the results of the moderated mediation analysis reveal that awareness of charitable giving positively
influences both attitude towards homeless and intention to donate to homeless charities, and that attitude in
turn positively influences intention to donate. These results are consistent with previous studies that have
shown that perceived awareness of giving positively influences attitude and donation intention (Cimaroli et al.,
2012; Knowles et al., 2012; Choi et al., 2019; Klinkenberg and al., 2021) and that attitude positively influences
intention to give (Smith and McSweeney, 2007; Van der Linden, 2011; Knowles et al., 2012; Aji et al., 2021
Chetioui et al., 2022). The results also reveal that religiosity moderates the impact of charitable giving awareness
on attitudes towards the homeless and intention to donate. These results corroborate with previous work
supporting the moderating role of religiosity (Teah et al., 2014; Eid and El-Gohary, 2015; Chetioui et al., 2022).

CONCLUSION

Theoretical contributions

This study suggests a number of theoretical contributions. Firstly, the social marketing literature proposes that
consumers of the same generation are likely to share similar but different perceptions from other generations.
The results of this study corroborate the literature's conceptual argument that each generation exhibits a
different level of awatreness. This study also reveals that consumers' awareness of charitable giving is strongly
associated with attitudes towards the homeless and intentions to donate. This study extends the findings of
previous studies by incorporating the moderating effect of religiosity.

Implications

This study also provides managerial implications. Firstly, campaigns to raise awareness of charitable giving
should be adapted according to generation. Strategies aimed at baby boomers could focus on messages
highlighting the historical impact and tradition of giving, while those for younger generations could use
innovative and technological approaches to capture their attention. It also seems important for charities to
segment their fundraising and awareness campaigns according to the age of potential donors. Given that baby
boomers have a higher awareness of giving, messages for this generation can focus on moving stories and
concrete evidence of the effects of donation. For younger generations, who display low levels of giving
awareness, charities need to implement activities and programs aimed at strengthening the culture of giving in
order to develop their awareness of charitable giving, as low levels of giving awareness can be one of the major
reasons for lack of motivation to donate (Majdabadi et al., 2018). Indeed, younger generations may not be
sufficiently informed about the benefits of charitable giving for the homeless, which may contribute to their
disinterest in these initiatives.

Donor behavior is most likely to be influenced by their awareness of charitable giving. Therefore, it seems
important for charitable or non-profit organizations to encourage policies that develop people's awareness of
giving, as this can positively influence their attitudes towards the homeless and their intentions to donate to
charities.

The results of this study also show that Islamic religiosity moderates the impact of donation awareness on
attitudes towards the homeless and intention to donate to charity. The more religious a person is, the more
likely they are to develop a positive attitude towards the homeless and a high intention to donate to charity.
Therefore, charities in Muslim-majority countries should consider using religious value messages when
designing advertising and promotional campaigns. Indeed, such messages may be seen as more honest by
Muslims and therefore elicit a more favorable response (Chetioui et al., 2022). For example, charitable initiatives
could be presented as a concrete expression of religious values such as compassion, altruism and moral duty
towards the less fortunate. Organizations could also collaborate with religious leaders and places of worship to
spread these messages and organize fundraising events. In addition, providing donation options tailored to
specific religious practices, such as donations during religious holidays, could encourage more active and regular
participation by religious people in charitable actions.

In addition, charities need to consider the strategic importance of social marketing in encouraging generosity
and charitable giving. By implementing targeted communication and awareness-raising strategies, they can
positively influence individuals' charitable giving intent and behavior. To maximize this impact, it is essential to
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highlight meaningful social causes and share moving stories that generate public empathy and compassion. In
addition, the use of digital platforms and the implementation of effective awareness campaigns can reach a wide
audience and mobilize individuals to act in favor of social welfare. By integrating these practices into their
strategies, charities can optimize their ability to promote generosity and encourage charitable giving behavior.

Limitations and future research

Although our study has made theoretical and managerial contributions, it has some limitations that open up
avenues for future research. Firstly, our sample was drawn from a single developing country with a Muslim
majority. This may limit the generalizability of the results. Therefore, to overcome cultural differences that may
have an impact on donation behavior, it would be interesting to examine the proposed model in other countries
ot populations and then compare the results. Secondly, our analysis is limited to the study of the moderating
effect of religiosity. Further research is therefore needed to incorporate other moderating variables that may
influence individuals' responses to charitable giving, such as social class, education, income, etc. (Sargeant et al.,
2006; Demirel et al., 2020).
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