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ABSTRACT 
An increased use of social media by non-profit 
organizations (NPOs) has changed the way people learn 
about and support charitable causes. Little empirical 
research has been done to comprehend how various social 
media content types affect donation intention through 
psychological pathways in NPO context. Drawing on 
Theory of Planned Behavior (TPB), this study sought to test 
a model which explains whether and how FCC & UGC 
through empathy affect donation intention. An online self-
reported questionnaire was distributed to the followers of 
chosen NPOs’ social media pages as part of a quantitative 
research design. Results of a sample of 307 analysed 
through structural equation modelling (SEM) revealed 
nonsignificant effect of FCC and UGC on donation intention. 
Furthermore, results showed empathy to be a significant 
psychological pathway explaining the effect of both FCC 
and UGC on donation intention. The study contributes to 
the body of knowledge and practices in relation to social 
media driven donation intention and empathy’s important 
explanatory role. The results provide useful insights to 
NPO managers and social media strategists in 
understanding how specific social media contents are 
capable to influence internal psychological and behavioral 
states of potential donors. 

  
 

1. Introduction   
 
Social media as a marketing communication strategy is progressively adopted by 
Nonprofit organizations (NPOs) to reach prospective volunteers and donors (Thomas & 
Duffet, 2025). Data have reported that approximately 78% charities within Pakistan 
have positioned their online presence together with social media activities (Charity 
Digital, 2023). This signifies a wider acknowledgement of social media’s power. 
Research has highlighted a need to investigate the effect of social media communication 
in context of NPOs (Schivinski et al., 2022). This is arguably because majority of the 
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existing research paid attention to the impact of social media communication in 
commercial settings and failed to empirically examine its influence in NPO context. 
 
Social media communication within literature has been described in two forms. The 
messages disseminated by brands on their official social media pages, that are designed, 
created, and originated by brands themselves are categorized as firm-created content 
(FCC herein after) (Colicev et al., 2019; Schivinski & Dabrowski, 2016). In contrast, 
content created by users about brands on social media that is independent of ownership 
by any firm/brand and is extensively available to public is classified as user-generated 
content (UGC herein after) (Schivinski & Dabrowski, 2016; Wunsch-Vincent & Vickery, 
2007). Schivinski et al. (2022) further limited it to the content that users post about 
brands on their personal social media accounts in their research. For better strategic use 
in marketing, the quantitative influence of social media content must be considered and 
assessed (Al-Abdallah & Wright, 2025). So, numerous studies have examined and 
confirmed the significant influence of FCC and UGC on behavioral outcomes (Poulis et al., 
2019), including intentions in commercial settings (e.g., Antony et al., 2026; Sandunima 
& Jayasuriya, 2024; Sang et al., 2024; Wijaya et al., 2025). However, a gap still exists in 
literature regarding exploring the effect of both FCC and UGC specifically in the NPO 
context (Schivinski et al., 2022). According to Gugenishvili (2023), researchers mainly 
focus on intentions, rather than behaviors in NPO context (p.308). Donation intention is 
the desire and persistence of giving to the charity by the potential donors (Bilgin & 
Kethuda, 2022). Therefore, donation intention is the behavioral outcome that is the 
focus of this study which has previously been studied as an outcome within digital 
media context (e.g., Kamarudin et al., 2025; Millan et al., 2024; Wu & Peng, 2025; Zheng 
et al., 2024). Schivinski et al. (2022) and Fazio et al., (2023) further highlighted 
investigating the underlying psychological processes connecting social media content to 
behavioral outcomes. 
 
Among such psychological processes, empathy is reflected as a fundamental stimulus 
evoking moral deeds and pro-social behaviors of people (Eisenberg & Miller, 1987). It is 
the capacity to comprehend and share the views, experiences and feelings of others (Le 
et al., 2023; Gutentag et al., 2024). Recent research has increasingly shifted attention to 
examining the effects of empathy within digital settings (Lee et al., 2014) towards 
donation intention (Li et al., 2023). Also, limited attention has been devoted to 
understanding what evokes empathy on social media (Li et al., 2023). These gaps are 
chiefly relevant to developing countries including Pakistan where online charity 
increased from PKR 44 million to PKR 148 million between 2023-2024, stressing the 
importance of social media communication strategies in producing donations 
(Chaudhary, 2025). Therefore, this study seeks to investigate the mediating role of 
empathy in the effects of FCC and UGC on donation intentions.  
 
From theoretical perspective, an extended TPB version is used in current study. 
Previous research approves the use of this theory in donation intention and 
philanthropic context (Saputra, 2024), providing an understanding of the psychological 
factors of charitable giving (Balaskas et al., 2024; White et al., 2023; Vijaya et al., 2023). 
Therefore, empathy being an affective state (Li et al., 2023) is investigated as a 
psychological factor in explaining the effect of FCC and UGC on donation intention. 
 
This research makes various contributions. First, the study enhances our knowledge 
regarding the effects of FCC and UGC on donation intention. Second, the study provides 
insight into FCC and UGC as determinants of empathy. Third, the study extends TPB by 
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exploring empathy as a determinant of donation intention. Fourth, the study examines 
the mediating role of empathy as a psychological mechanism explaining the effect of FCC 
and UGC on donation intention. Fifth, the study scrutinizes the relationships in charity 
NPO context in Pakistan as an attempt to discover the overlooked charity context of 
evolving economy (Aziz et al., 2024). 
 
2. Review Of Literature 
 
2.1. Theory of Planned Behavior (TPB) 
 
TPB originally advocated that attitudes, subjective norms, and perceived behavioral 
control are the determinants of intention (Ajzen, 1991). However, over the years, an 
extended TPB demonstrated that intention is also shaped by psychological and moral 
concepts (Chen, 2020).  Also, more factors could be added following the researcher’s 
topic in question (Razali et al., 2020; Aziz et al., 2024). Therefore, in this research 
empathy is proposed as a psychological construct  mediating the effect of both FCC and 
UGC on donation intention. This proposition draws support from prior studies on digital 
charity campaigns generating donation intention through empathy (Phan et al., 2026).  
 
2.2.  Hypothesis Development 
 
2.2.1. FCC, UGC and Donation intention 
 
FCC and UGC serve as persuasive sources of information that shape awareness, 
evaluation, and intentions of individuals (Colicev et al., 2019). Research has proved 
intention related outcomes to be significantly influenced by FCC and UGC. Previous 
studies have demonstrated the significant impact of both on behavioral intention (Choi 
et al., 2026), purchase intention (Ballester et al., 2021; Sandunima & Jayasuriya, 2024; 
Mulcahy et al., 2024), travel intention (Wijaya et al., 2024), consumer consumption 
intention (Yi et al., 2019), blood donation intention (Balaskas et al., 2024) etc. However, 
the influence of both in NPO context where donation intention is the main focus of 
researchers (Gugenishvili, 2023), is yet to be explored (Schivinski et al., 2022). In NPO 
context, the growing use of social media has enabled organizations to build larger, more 
engaged online audiences, which in turn relates to charitable giving (Shin, 2024). Hence, 
it is expected to positively influence donation intention in charity NPOs operating in 
Pakistan. Accordingly, the following hypotheses are proposed: 
 
H1a: FCC has a significant positive effect on donation intention. 
 
H1b: UGC has a significant positive effect on donation intention. 
 
2.2.2. FCC, UGC and Empathy 
 
Social media communication not only influences intentions of individuals but also 
shapes their psychological responses (Sang et al., 2024; Wijaya et al., 2025) like 
empathy. In digital philanthropy, Phan et al. (2025) exhibited that emotionally engaging, 
visually compelling, and contextually appropriate narratives have tendency to induce 
powerful empathic responses. It is because social media communication is capable to 
turn non-identifiable statistical victims into real people that people can empathize with 
and perform charitable actions (Moorlock & Draper, 2018). Previously, Kim and Kim 
(2023) empirically confirmed that when viewers are exposed to FCC in form of 
advertisements on social media depicting people in distress, they are more likely to 
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develop empathic responses and mentally visualize the challenges faced by the victims 
portrayed. Similarly, when viewers view UGC, they perceive it as less biased, more 
credible and authentic (Hochstein et al., 2023; Qin et al., 2024), and perception of 
authenticity increases individual’s empathy (Phan & Bui, 2025). So, based on above 
discussion, it is proposed that in realm of charitable NPOs, FCC and UGC may serve as 
important antecedents of empathy. 
 
Accordingly, the following hypotheses are proposed: 
 
H2a: FCC has a significant positive effect on empathy. 
 
H2b: UGC has a significant positive effect on empathy. 
 
2.2.3. Empathy and Donation Intention 
 
Empathy in the context of charitable giving refers to the feelings of compassion that 
individuals develop towards other people  (Lee et al., 2014). It helps individuals to 
experience both emotional concern for others and comprehend their situations and 
perspectives (Decety & Jackson, 2004; Shepherd et al., 2023). Accordingly, empathy has 
been recognized as an important psychological factor that encourages pro-social 
behavior and moral conduct (Duong et al., 2025; Eisenberg & Miller, 1987; Ukil et al., 
2024). Researchers have paid increased attention to exploring the effects of empathy in 
online donation contexts (Lee et al., 2014). Studies have proved the positive association 
of empathy with donation intention in charitable crowdfunding project on social media 
(Li et al., 2023; Liu et al., 2018). Beyond charitable crowdfunding campaigns, empathy 
has also been found to encourage donation intention in broader online charitable 
contexts (Bae, 2023). Therefore, upon the suggestions from the literature, it is assumed 
that empathy will have a significant positive effect on donation intention for charitable 
NPOs in Pakistan. 
 
H3: Empathy has a significant positive effect on donation intention. 
 
2.2.4. Mediating Role of Empathy 
 
Empathy has been established as a significant psychological driver of donation related 
outcomes across multiple digital giving realms. It includes charitable crowdfunding (Liu 
et al., 2018) and online charity participation, where empathic concern, being motivated 
by emotional appeal, has proved to significantly predict donation intention (Chen et al., 
2021). Similarly, charity advertisements have been shown to evoke emotional responses 
that influence helping intention through empathy (Bae, 2023). However, this evidence is 
drawn from content types of crowdfunding appeals and advertisements. These types are 
conceptually narrower than FCC and UGC, which together capture a broader range of 
organizational and user-driven social media communication. No study to date has 
investigated whether empathy similarly mediates the relationship of these two forms of 
social media communication with donation intention. Consistent with TPB’s recognition 
that intention formation is shaped by underlying psychological processes, empathy 
represents a theoretically consistent mechanism through which such contents may 
shape donation intention. Accordingly, the study proposes the following hypotheses.  
 
H4a: FCC exerts a significant indirect effect on donation intention through empathy. 
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H4b: UGC exerts a significant indirect effect on donation intention through empathy.  
 

Figure 1. Research Framework 

 
 
 
3. Methodology 
 
3.1. Sample and data collection 
 
The population of the study were followers of selected charity NPOs working in Pakistan 
that had social media presence. The sample was chosen through following steps. First, 
due to the absence of any database containing structured record of charitable NPOs 
working in Pakistan (Melis & Nawaz, 2024), 50 social media users were informally 
consulted with consultation continuing until no new organization names emerged 
(Guest et al., 2006). They were asked to identify well known charity organizations. 
Second, to confirm the chosen NPOs social media presence during the financial year of 
2025, their official websites and social media pages were visited (Suh, 2022). Third, 
partially like the approach of Bilgin and Kethuda (2022), invitations were sent directly 
to the social media messengers of those followers, who had recently liked, shared, or 
commented on charity posts of NPOs. The specific type of interaction used to identify 
participants, depended on the features and privacy policies of each social media 
platform and privacy settings of social media users. Moreover, the unavailability of 
complete follower lists restricted by social media policies made probability-based 
sampling impractical and convenience sampling appropriate. 
 
3.2. Measures 
 
All constructs were measured on a five-point Likert scale (1=Strongly Disagree to 
5=Strongly Agree) through well-established instruments. Both FCC (4 items) and UGC (4 
items) were measured with scale developed by Schivinski and Dabrowski (2016). In 
addition, PMO (3 items), Donation intention (3 items) and Brand authenticity (a control 
variable, 3 items) were operationalized through scales developed by Wang et al. (2019), 
Bilgin and Kethuda (2022) and Moulard et al. (2015), respectively. Lastly, the 
demographic variables of gender, age, and income were controlled to avoid their 
influence on the existence of the main effects in this study consistent with past research 
on donation intention (Wang et al., 2025; Robson & Hart, 2020).   
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4. Results and Discussion 
 
4.1. Preliminary analysis 
 
4.1.1. Data Screening 
 
In total 330 responses collected via google survey forms were obtained. After excluding 
invalid ones i.e., straight lined responses (Dunn et al., 2018) and multivariate outliers 
(Hair et al., 2019), 307 responses were retained for final data analysis.  
 
4.1.2. Respondent Profile 
 
Among the 307 respondents, the sample was predominantly females (53.70%), while 
males accounted for 46.30% of the respondents. In terms of the age, the largest 
proportion of respondents belonged to the 18-27 years group (77.52%), followed by 
those aged 28-37 (14.98%). Respondents aged 38-47 years represented 4.56%, whereas 
the remaining participants were distributed across the other age categories. With 
regards to monthly income, the highest proportion of respondents reported earning PKR 
71,000 and above (26.06%). This was followed by respondents with an income of PKR 
31000-50,000 (23.78%), while 22.80% earned between 11,000 to 30,000. A 
comparatively smaller proportion fell in range of 51,000 to 70,000 (14.01%), and less 
than or equal to 10,000 (13.36%). 
 
4.1.3. Assessment of Common Method Variance 
 
Due to self-reported responses gathered from a single source, statistical remedy was 
undertaken to address potential common method variance (Podsakoff et al., 2003). 
Specifically, Harman’s (1976) single-factor test was employed. The results demonstrated 
that a single factor accounted for less than 50% of the variance indicating that CMV was 
not a concern in our data (Podsakoff et al., 2003).  
 
4.1.4. Multicollinearity Assessment 
 
To assess multicollinearity among the predictor variables, Variance inflation factor (VIF) 
was used. Neither of the value exceeded the threshold of 5 indicating the absence of 
problematic multicollinearity (Hair et al., 2019) (see Table 1).  
 
4.2. Assessment of measurement model 
 
Table 1 presents the assessment of measurement model in terms of reliability, 
convergent and discriminant validity. The Cronbach’s alphas (α) and the composite 
reliability (CR) of all constructs were above 0.70 showing good reliability (Hair et al., 
2019). For convergent validity, standardized factor loadings of indicators and Average 
Variance Extracted (AVE) of constructs were calculated which were greater than the cut-
off of 0.70 and 0.50, respectively (Hair et al., 2019). This demonstrated adequate 
convergent validity. Also, discriminant validity was supported by meeting the Fornell-
Larcker’s criterion (1981) which states that square roots of AVEs of all constructs 
should be greater than their correlations with other constructs as presented in Table 2) 
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Table 1: Reliability, Convergent Validity, and Multicollinearity Diagnostics 
 

Constructs Items Factor loadings α CR AVE VIF 

FCC FCC1 0.831  0.9 0.902 0.697 2.037  
 FCC2 0.856      
 FCC3 0.852      
 FCC4 0.799      

UGC UGC1 0.833  0.91 0.906 0.708 1.584  
 UGC2 0.820      
 UGC3 0.863      
 UGC4 0.850      

Emp Emp1 0.715  0.86 0.856 0.599 2.085  
 Emp2 0.752      
 Emp3 0.773      
 Emp4 0.849      

BA BA1 0.890  0.92 0.915 0.782 1.642  
 BA2 0.891      
 BA3 0.871      

DI DI1 0.740  0.82 0.822 0.606 N/A 
 DI2 0.791      

  DI3 0.804          

 
 

Table 2: Mean, Standard Deviation, and Bivariate Correlations 
 

  Mean SD FCC UGC Emp DI BA Gender Age Income 
FCC 3.746  0.783  0.834 

       

UGC 3.663  0.804  0.455** 0.842 
      

Emp 3.660  0.647  0.641** 0.579** 0.774 
     

DI 3.831  0.578  0.576** 0.505** 0.628** 0.778 
    

BA 3.739  0.879  0.588** 0.442** 0.497** 0.562** 0.884 
   

Gender 1.54 0.499 -0.001 -0.036 0.021 0.071 -0.022 1 
  

Age 1.34 0.743 -0.059 -0.031 -0.064 -0.023 -0.080 -.263** 1 
 

Income 3.17 1.387 0.139* 0.161** 0.121* 0.213** 0.174** -0.021 0.056 1 

Note. n = 307, *p < .05, **p < .01, Diagonal represent square root of AVEs 
 
4.3. Descriptive statistics 
 
All bivariate correlations, means and standard deviations of the study constructs are 
presented in Table 2. Significant and positive correlations among key variables provided 
initial evidence of the proposed effects. 
 
4.4. Assessment of structural model 
 
After establishing the adequacy of the measurement model, the structural model was 
assessed using bootstrapping with 5000 resamples at confidence interval of 95%. 
Results presented in Table 3 showed no significant effect of FCC on donation intention 
(β = .098, SE = .096, p > .05), and same was the case with UGC (β = .089, SE = .084, p > 
.05). Thus, H1a and H1b were not supported. In contrast, both FCC and UGC positively 
and significantly influenced empathy (β = .530, SE = .050, p < .001; β = .397, SE = .055, p 
< .001), supporting H2a and H2b, respectively. Likewise, empathy had a significant 
positive effect on donation intention (β = .459, SE = .117, p < .001) supporting H3. The 
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control variables were included to account for potential contextual and demographic 
influences. Their inclusion did not affect the estimated path coefficients of the key 
constructs. Overall, the model explained 65% variance in empathy (R2 = 0.652) and 66% 
variance in donation intention (R2 = 0.663). Next, to examine the mediating role of 
empathy, a bootstrapping procedure with 5000 subsamples at 95% confidence interval 
was conducted. The results confirmed that the indirect effect of FCC on donation 
intention and UGC on donation intention were positive and significant (effect = .243, SE 
= .068, 95% CI [.118, .389]; effect = .182, SE = .054, 95% CI [.086; .299]), supporting H4a 
and H4b. As the direct effects were non-significant and indirect effects were significant, 
these findings indicated full mediation i.e., empathy fully accounts for the effect of FCC 
and UGC on donation intention.  
 

Figure 2: Structural Model Results 
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Table 3: Hypotheses Testing Results 
 

Paths/ Effects β S.E. p-value 
95% 

Bootstrapped 
C.I. 

Hypotheses 
Decision 

Direct Effects          

Firm Created Content -> Donation Intention 0.098  0.096  0.307  [-.092; .279] H1a Unsupported 

User Generated Content -> Donation Intention 0.089  0.084  0.291  [-.079; .255] H1b Unsupported 

Firm Created Content -> Empathy 0.530  0.050  0.000  [.432; .626] H2a Supported 

User Generated Content -> Empathy 0.397  0.055  0.000  [.284; .502] H2b Supported 

Empathy -> Donation Intention 0.459  0.117  0.000  [.235; .693] H3 Supported 

Additional Direct Effects of Control Variables      

Brand Authenticity -> Donation Intention 0.273  0.074  0.000  [.136; .425]  

Gender -> Donation Intention 0.099  0.046  0.031  [.007; .186]  

Age -> Donation Intention 0.047  0.045  0.291  [-.037; .137]  

Income -> Donation Intention 0.094  0.047  0.048  [-.002; .184]  

Total Indirect Effects      

Firm Created Content -> Empathy -> Donation Intention 0.243  0.068  0.000  [.118; .389] H4a Supported 

User Generated Content -> Empathy -> Donation Intention 0.182  0.054  0.001  [.086; .299] H4b Supported 

Total Effects      

Firm Created Content -> Donation Intention 0.341  0.074  0.000  [.193; .481]  

User Generated Content -> Donation Intention 0.271  0.070  0.000  [.132; .408]   

Coefficient of Determination (R2)      

Empathy 0.652     

Donation Intention 0.663     
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RESEARCH ARTICLE 
5. Discussion 

Drawing from extended TPB, this study sought to answer the research question of 
whether and how FCC & UGC through empathy affect donation intention. The empirical 
results reveal some interesting findings.  

First, it is found that both FCC and UGC did not significantly influence donation 
intention. Rather, both constructs influenced donation intention indirectly through a 
psychological process of empathy. To the best of our knowledge, this is amongst the first 
studies to empirically test FCC and UGC constructs in predicting donation intention 
directly and indirectly through empathy. This finding is somewhat consistent with 
previous research. For example, Bilgin and Kethuda (2022), examining dimensions of 
charity social media marketing including advertisement (a form of FCC) did not find it 
significantly predicting donation intention. Likewise, Ahn (2024) reported a comparable 
pattern concluding that message content (rational and emotional) showed no direct 
significant effect on donation intention. Both studies showed that external stimuli 
translate into donation intention through some intervening variables.  While neither of 
these studies tested FCC and UGC specifically, this convergence across related constructs 
provides some support to the pattern observed in present study.  

This finding, however, contrasts with research conducted in commercial contexts, where 
FCC and UGC have been found to directly influence behavioral intention (purchase 
intention, visit intentions etc). For instance, studies by Sandunima and Jayasuria (2024) 
and Winarta and Martini (2026). This divergence may reflect a fundamental difference 
between transactional and pro-social decision-making. Purchase decisions are often 
driven by a relatively direct, self-relevant evaluation of product-related content. On the 
other hand, donation decisions, being other-oriented and altruistically motivated, may 
require content to first evoke an emotional, empathic response before translating into 
behavioral intention. Qualitative evidence from Pakistan has also demonstrated that 
vicarious emotional responses through witnessing other’s hardship are a key driver of 
prosocial behaviors (Ahmed et al., 2022). In the context of social media, FCC and UGC 
expose individuals to the hardship of others through posts, images, videos etc. Such 
exposure is likely to evoke vicarious emotional response like empathy, which in turn 
influence donation intention. Thus, the present findings suggest that it is not exposure to 
social media content itself that drives donation intention, but whether that content 
succeeds in evoking empathetic responses is of primary importance.  

Second, the findings that FCC and UGC positively affect empathy suggest that regardless 
of content source, exposure to charity-related social media content can evoke an 
emotional, other-oriented response among users. It is in accordance with previous 
similar research. A study by Phan et al. (2025) exhibited that emotionally evocative, 
visually convincing, and contextually relevant narratives are capable to generate 
powerful empathic reactions. Accordingly, Kim and Kim (2023) established that 
exposure to social media advertisements (a form of FCC) portraying distressed victims 
evokes empathic reactions and enables individuals to envision the victims’ challenges.  

Finally, empathy was found to positively affect donation intention. This finding supports 
the theoretical assumption that empathy serves as a proximal, affective driver of 
prosocial intention. It is consistent with the broader empathy-altruism literature. The 
findings are consistent with Li et al.’s (2023) study which proved that empathy 
significantly enhances individual’s intention to donate. 

https://doi.org/10.47405/mjssh.v11i8.4149
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5.1. Theoretical Implications 
 
This research makes several theoretical contributions. First, by studying source-based 
social media communication in NPO context, this study filled a research gap highlighted 
by Schivinski et al. (2022). Second, this study is amongst the first to empirically test FCC 
and UGC as theoretically distinct, source-based determinants directly predicting 
empathy. While empathy is recognized as key driver of prosocial behavior, limited 
attention has been paid to what evokes empathy on social media (Li et al., 2023). This 
study addressed that gap. Third, as suggested by Razali et al. (2020) to broaden the use 
of TPB by incorporating additional variables as per researcher’s need, this research 
extended TPB by incorporating a new construct of empathy as a mediating mechanism 
in NPO charitable context. By doing so, it has strengthened the model’s explanatory 
power in social media charitable contexts. Fourth, this study extended TPB’s 
applicability into a source-based perspective of social media communication. Finally, 
finding that FCC and UGC affect donation intention only through empathy shows that 
content on its own isn’t enough. It must stir some emotional response.  
 
5.2. Practical Implications 
 
This study offers several practical implications for NPO leadership and social media 
communication teams who seek to leverage social media for fundraising. Leadership 
should learn that posting content alone and by organization only is not sufficient to 
drive donation intentions. UGC is equally important in influencing donation intention 
through empathy. So, leadership should invest in providing training to social media 
teams. The training should help teams in developing a well-rounded strategy ensuring 
what to post (empathy stimulating content), when to post (identifying peak engagement 
hours), and how much to post (balancing frequency to avoid over or under posting). 
These steps may ensure content reaches and resonates with followers effectively. Also, 
leadership should encourage donors and beneficiaries to share their own stories 
through their personal social media platforms and by allowing posting of those links on 
organizational social media pages to increase reach of those posts. It is because a post 
coming from fellow users is often perceived to be more legitimate (obada et al., 2024).  
Next, social media teams, responsible for managing NPO social media accounts, should 
be trained in empathy-driven storytelling and community engagement techniques 
instead of treating content creation as a purely informational task. Lastly, brand 
authenticity’s importance in influencing donation intention has proved in this study. 
Thus, brand authenticity should be preserved by social media teams. It is possible 
through honest and accurate campaign messaging ensuring credibility of both FCC and 
UGC. 
 
5.3. Limitations and Future Suggestions 
 
This study is not without limitations, which offers avenues for future research. First, the 
data were collected using a cross-sectional design capturing all variables at a single 
point in time. This approach does not permit causal inferences. Future studies 
employing longitudinal, time lagged designs would help establish stronger causal claims. 
Specifically, time lagged design would allow for a more rigorous test of the proposed 
sequence of effects.  It may clarify whether the effects of social media content on 
donation intention via empathy strengthen, weaken, or remain stable over repeated 
exposure.  
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Second, the study relied on convenience sampling. Though it was practical for reaching 
social media users through this, it still limits the generalizability of the findings to the 
broader population of potential donors. As complete sampling frame was not available, 
probability sampling was not feasible. However, future research could instead consider 
alternative non-probability techniques like snowball sampling. It has shown to be 
effective for surveying hard-to-reach populations lacking an accessible framework 
(Dusek et al., 2015). In this context, an initial group of NPO followers could be identified 
through platform-based indicators of genuine engagement, such as Facebook’s “Top fan 
badge”. They can then be asked to refer to other engaged users within their networks 
who are followers to NPOs allowing recruitment through verifiable engagement and real 
social ties.  
 
Third, this study examined empathy as the sole psychological mechanism through which 
FCC and UGC affect donation intention. While empathy was found to fully mediate this 
relationship, other psychological mechanisms may also play a role. For instance, a 
related study by same authors (Mehmood et al., 2026) examined perceived moral 
obligation as an alternative mediator within same framework. It suggested that donation 
intention in collectivist contexts may be shaped by multiple, potentially co-occurring 
psychological pathways. Future research could examine empathy and perceived moral 
obligation as parallel mediators within a single integrated model to clarify whether 
these mechanisms operate independently or complementarily. 
 
Fourth, the non-significant direct effects of FCC and UGC on donation intention contrast 
with commercial-context literature. In commercial context, these constructs have been 
found to directly influence behavioral intentions. Since this study was limited to 
charitable giving in a collectivist context (Pakistan), it remains unclear whether this 
pattern hold in individualistic cultures or other prosocial domains such as blood 
donation, food donation etc. Future research should test this across different cultures 
and prosocial behaviors, specifically through studies comparing individualist and 
collectivist samples directly.   
 
Fifth, CMV and SDB remain potential concerns given the self-reported, single-wave data 
collection, despite the procedural and statistical remedies adopted. A time-lagged design 
would further help mitigate common method bias in future replications. Future studies 
could also incorporate multi-source data. Such data, including actual donation records, 
could strengthen the robustness of self-reported donation intention findings.  
 
Finally, an extended TPB is used in present study to understand prosocial behavior. 
Future researchers may extend this model by incorporating some other mediating or 
moderating variables (Razali et al., 2020) according to their area of interest.  
 
By overcoming these limitations and further incorporating the suggestions will enrich 
our understanding of consumer behavior in social media context and NPO sector.  
 
6. Conclusion 
 
This study examined whether and how FCC and UGC affect donation intention directly 
and through empathy in the realm of NPOs in Pakistan. The findings demonstrated that 
neither FCC nor UGC affected donation intention directly. Instead, both exerted their 
influence through empathy, indicating full mediation. This pattern contrasts with 
commercial settings where FCC and UGC often directly shape behavioral intentions, 
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advocating that transactional and prosocial decision making may operate through 
different mechanisms. In a collectivist context such as Pakistan, mere exposure to social 
media content seems insufficient to encourage giving. The content must first evoke 
empathy to meaningfully influence donation intention. By testing FCC and UGC as 
distinct determinants within a single model, this study contributes new evidence to 
social media communication research. It suggests that NPOs may benefit more from 
designing emotionally resonant content than from focusing on content volume or source 
alone.  
 
 
Ethics Approval and Consent to Participate 
 
The researchers used the research ethics guided by PUTRA Business School, UPM, 
Malaysia. Participation was voluntary. All responses were collected anonymously and 
treated confidentially for research purposes only. 
 
Acknowledgement 
 
Part of this article was extracted from a doctoral thesis prepared for submission  to the 
PUTRA Business School, UPM, Malaysia. 
 
Research Funding  
 
This study received no funding. 
 
Conflict of Interest  
 
The authors declare no conflict of interest. 
 

 
References  

 
Ahmed, A. M., Rasool, S., Prentice, C., & Ahmad, M. H. (2022). Beliefs about the factors 

that motivate prosocial sentiments among people in the privileged class of 
Pakistan during the COVID‐19 pandemic. Journal of Social Issues, 78(3), 717-736. 
https://doi.org/10.1111/josi.12506 

AHN, J. (2024). The Effect Of Nonprofit Organizations'message Communication On 
Donation Intention: Focusing On The Theory Of Planned Behavior Model. Korean 
Journal Of Convergence Science Учредители: Korean Society for the Security 
Convergence Management, 13(11), 315-339. 
https://doi.org/10.24826/KSCS.13.11.17 

Ajzen, I. (1991). The theory of planned behavior. Organizational behavior and human 
decision processes, 50(2), 179-211. https://doi.org/10.1016/0749-
5978(91)90020-T 

Al-Abdallah, G., & Wright, L. T. (2025). User-generated content vs. firm-generated 
content: do consumers trust fellow consumers more than firms? Evidence from the 
Saudi telecommunication sector. Cogent Business & Management, 12(1), 2508928. 
https://doi.org/10.1080/23311975.2025.2508928 

Albashrawi, M., Asiri, Y., Binsawad, M., & Alqahtani, L. (2022). The effect of social media 
use on empathy and welling: a personality perspective in Saudi Arabia. Journal of 
Asia Business Studies, 16(2), 406-423. DOI 10.1108/JABS-11-2020-0461  

https://doi.org/10.1111/josi.12506
http://doi.org/10.24826/KSCS.13.11.17
https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.1080/23311975.2025.2508928


Malaysian Journal of Social Sciences and Humanities (MJSSH) (e-ISSN : 2504-8562) 

© 2026 by the authors. Published by Secholian Publication. This article is licensed under a Creative 
Commons Attribution 4.0 International License (CC BY). 

Anaza, N. A., Inyang, A. E., & Saavedra, J. L. (2018). Empathy and affect in B2B 
salesperson performance. Journal of Business & Industrial Marketing, 33(1), 29-41. 
https://doi.org/10.1108/JBIM-05-2016-0103 

Antony, J., Joseph, A., & Akhil, M. A. (2026). Effect of user and firm-generated content on 
usage intention of sports brands across social media platforms. Spanish Journal of 
Marketing-ESIC, 30(3), 282-302. https://doi.org/10.1108/SJME-02-2024-0038 

Aziz, Y., Mansor, F., Abdullah, L. B. H., & Zada, N. (2024). Antecedent of donors’ trust and 
donation behaviour towards charity organization: empirical evidence from 
Pakistan. Middle East Journal of Management, 11(5), 565-587. 
https://doi.org/10.1504/MEJM.2024.140865 

Bae, H. S., Grant, D. B., Banomyong, R., & Julagasigorn, P. (2024). Does customer empathy 
mediate between the environmental orientation of retail firms and customer 
purchase intentions?. International Journal of Logistics Research and 
Applications, 27(12), 2737-2752. 
https://doi.org/10.1080/13675567.2023.2264795  

Bae, M. (2023). The effects of message order on emotions and donation intention in 
charity advertising: The mediating roles of negative and positive empathy. Journal 
of Marketing Communications, 29(3), 270-287. 
https://doi.org/10.1080/13527266.2021.2015616 

Balaskas, S., Koutroumani, M., & Rigou, M. (2024). The mediating role of emotional 
arousal and donation anxiety on blood donation intentions: Expanding on the 
theory of planned behavior. Behavioral Sciences, 14(3), 242. 
https://doi.org/10.3390/bs14030242 

Ballester, E., Ruiz, C., & Rubio, N. (2021). Engaging consumers through firm-generated 
content on Instagram. Spanish Journal of Marketing-ESIC, 25(3), 355-373. 
https://doi.org/10.1108/SJME-11-2020-0189 

Beldad, A., Snip, B., & van Hoof, J. (2014). Generosity the second time around: 
Determinants of individuals’ repeat donation intention. Nonprofit and Voluntary 
Sector Quarterly, 43(1), 144-163. https://doi.org/10.1177/0899764012457466 

Bilgin, Y., & Kethuda, O. (2022). Charity social media marketing and its influence on 
charity brand image, brand trust, and donation intention. VOLUNTAS: International 
Journal of Voluntary and Nonprofit Organizations, 33(5), 1091-1102. 
https://doi.org/10.1007/s11266-021-00426-7 

Charity Digital. (2023). Charity Digital Skills Report 2023. Retrieved from Charity Digital 
Skills Report data. https://charitydigitalskills.co.uk/wp-
content/uploads/2023/07/Charity-Digital-Skills-Report-2023.pdf 

Chaudhary, A. M. (2025, March 27). Digital fundraising reshapes Pakistan’s charitable 
landscape. Business Recorder. 
https://www.brecorder.com/news/40355012/?utm_source=chatgpt.com     

Chen, H., Li, W., Lyu, T., & Zheng, X. (2021). Understanding people's participation in 
online charities: a dual-process approach of trust and empathic concern. Industrial 
Management & Data Systems, 121(7), 1642-1663. DOI 10.1108/IMDS-09-2020-
0513  

Chen, M. F. (2020). The impacts of perceived moral obligation and sustainability self‐
identity on sustainability development: A theory of planned behavior purchase 
intention model of sustainability‐labeled coffee and the moderating effect of 
climate change skepticism. Business Strategy and the Environment, 29(6), 2404-
2417. https://doi.org/10.1002/bse.2510 

https://doi.org/10.1108/JBIM-05-2016-0103
https://doi.org/10.1108/SJME-02-2024-0038
https://doi.org/10.1504/MEJM.2024.140865
https://doi.org/10.1080/13675567.2023.2264795
https://doi.org/10.1080/13527266.2021.2015616
https://doi.org/10.3390/bs14030242
https://doi.org/10.1108/SJME-11-2020-0189
https://doi.org/10.1177/0899764012457466
https://doi.org/10.1007/s11266-021-00426-7
https://charitydigitalskills.co.uk/wp-content/uploads/2023/07/Charity-Digital-Skills-Report-2023.pdf
https://charitydigitalskills.co.uk/wp-content/uploads/2023/07/Charity-Digital-Skills-Report-2023.pdf
https://www.brecorder.com/news/40355012/?utm_source=chatgpt.com
https://doi.org/10.1002/bse.2510


Malaysian Journal of Social Sciences and Humanities (MJSSH) (e-ISSN : 2504-8562) 

© 2026 by the authors. Published by Secholian Publication. This article is licensed under a Creative 
Commons Attribution 4.0 International License (CC BY). 

Choi, H., Lee, T. J., & Park, E. (2026). Impact of social media communication types on 
brand knowledge and behavioural intention. Current Issues in Tourism, 1-19. 
https://doi.org/10.1080/13683500.2026.2687846 

Colicev, A., Kumar, A., & O'Connor, P. (2019). Modelling the relationship between firm 
and user generated content and the stages of the marketing funnel. International 
Journal of Research in Marketing, 36(1), 100-116. 
https://doi.org/10.1016/j.ijresmar.2018.09.005 

Decety, J., & Jackson, P. L. (2004). The functional architecture of human 
empathy. Behavioral and cognitive neuroscience reviews, 3(2), 71-100. 
https://doi.org/10.1177/1534582304267187 

Dunn, A. M., Heggestad, E. D., Shanock, L. R., & Theilgard, N. (2018). Intra-individual 
response variability as an indicator of insufficient effort responding: Comparison 
to other indicators and relationships with individual differences. Journal of 
Business and Psychology, 33(1), 105-121. https://doi.org/10.1007/s10869-016-
9479-0 

Duong, C. D., Pham, D. K., Ngo, T. V. N., Tran, N. M., & Dao, V. T. (2025). Karma-related 
influences on moral obligation and empathy: an ethical perspective. International 
Journal of Social Economics, 52(11), 1525-1538. https://doi.org/10.1108/IJSE-07-
2023-0571 

Dusek, G., Yurova, Y., & Ruppel, C. P. (2015). Using social media and targeted snowball 
sampling to survey a hard-to-reach population: A case study. International Journal 
of doctoral studies, 10, 279. http://ijds.org/Volume10/IJDSv10p279-
299Dusek0717.pdf 

Eisenberg, N., & Miller, P. A. (1987). The relation of empathy to prosocial and related 
behaviors. Psychological bulletin, 101(1), 91. 

Fazio, A., Reggiani, T., & Scervini, F. (2023). Social media charity campaigns and pro 
social behaviour. Evidence from the Ice Bucket Challenge. Journal of Economic 
Psychology, 96, 102624. https://doi.org/10.1016/j.joep.2023.102624  

Goh, K. Y., Heng, C. S., & Lin, Z. (2013). Social media brand community and consumer 
behavior: Quantifying the relative impact of user-and marketer-generated 
content. Information systems research, 24(1), 88-107. 
https://doi.org/10.1287/isre.1120.0469 

Guest, G., Bunce, A., & Johnson, L. (2006). How many interviews are enough? An 
experiment with data saturation and variability. Field methods, 18(1), 59-82. 
https://doi.org/10.1177/1525822X05279903 

Gugenishvili, I. (2023). I was thinking to help but then I changed my mind! The influence 
of injunctive and descriptive norms on the donation intention-behavior 
link. Journal of Nonprofit & Public Sector Marketing, 35(3), 308-327. 
https://doi.org/10.1080/10495142.2022.2066599 

Gutentag, T., Hasson, Y., Karnieli-Miller, O., & Tamir, M. (2024). Empathy investors: 
Individual differences in motivational strength in empathy regulation. Personality 
and Individual Differences, 229, 112753. 
https://doi.org/10.1016/j.paid.2024.112753 

Gutierrez-Cillan, J., Camarero-Izquierdo, C., & Jose-Cabezudo, R. S. (2017). How brand 
post content contributes to user's Facebook brand-page engagement. The 
experiential route of active participation. BRQ Business Research Quarterly, 20(4), 
258-274. https://doi.org/10.1016/j.brq.2017.06.001  

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate Data Analysis 
(8th ed.). Hampshire, UK: Cengage Learning.  

https://doi.org/10.1080/13683500.2026.2687846
https://doi.org/10.1016/j.ijresmar.2018.09.005
https://doi.org/10.1177/1534582304267187
https://doi.org/10.1007/s10869-016-9479-0
https://doi.org/10.1007/s10869-016-9479-0
https://doi.org/10.1108/IJSE-07-2023-0571
https://doi.org/10.1108/IJSE-07-2023-0571
http://ijds.org/Volume10/IJDSv10p279-299Dusek0717.pdf
http://ijds.org/Volume10/IJDSv10p279-299Dusek0717.pdf
https://doi.org/10.1016/j.joep.2023.102624
https://doi.org/10.1287/isre.1120.0469
https://doi.org/10.1177/1525822X05279903
https://doi.org/10.1080/10495142.2022.2066599
https://doi.org/10.1016/j.paid.2024.112753
https://doi.org/10.1016/j.brq.2017.06.001


Malaysian Journal of Social Sciences and Humanities (MJSSH) (e-ISSN : 2504-8562) 

© 2026 by the authors. Published by Secholian Publication. This article is licensed under a Creative 
Commons Attribution 4.0 International License (CC BY). 

Hankinson, P. (2001). Brand orientation in the top 500 fundraising charities in the 
UK. Journal of Product & Brand Management, 10(6), 346-360. 
https://doi.org/10.1108/10610420110406040  

Harman, H.H. (1976), Modern Factor Analysis, University of Chicago Press. 
Hochstein, R. E., Harmeling, C. M., & Perko, T. (2025). Toward a theory of consumer 

digital trust: Meta-analytic evidence of its role in the effectiveness of user-
generated content. Journal of the Academy of Marketing Science, 53(4), 1034-1054. 
https://doi.org/10.1007/s11747-023-00982-y 

Ibrahim, B., Aljarah, A., Hayat, D. T., & Lahuerta-Otero, E. (2022). Like, comment and 
share: examining the effect of firm-created content and user-generated content on 
consumer engagement. Leisure/loisir, 46(4), 599-622. 
https://doi.org/10.1080/14927713.2022.2054458 

Ibrahim, B., Hazzam, J., Ali Qalati, S., Aljarah, A., & Dobson, P. (2025). Building a tribe on 
Instagram: How User-  generated and  Firm-created Content can drive 
brand evangelism and fidelity. Journal of Marketing Communications, 31(8), 905-
924. https://doi.org/10.1080/13527266.2024.2338788 

Kamarudin, M. K., Mustaffa, F. N. A., Ganti, N., Mohamad Norzilan, N. I., Noor Zainan, N. I., 
& Khidzir, M. (2025). Determinants of donation intentions in 
Malaysia. International Journal of Social Economics, 52(4), 643-657. 
https://doi.org/10.1108/IJSE-04-2023-0291 

Kim, J., & Kim, M. (2023). Using personalization for cause-related marketing beyond 
compassion fade on social media. Journal of Research in Interactive 
Marketing, 17(2), 299-316. https://doi.org/10.1108/JRIM-10-2021-0242 

Le, T. L., Pham, H. T., & Nguyen, N. D. (2023). How empathy and social entrepreneurial 
self-efficacy interact to affect social entrepreneurial intention: a polynomial 
regression with response surface analysis. Oeconomia Copernicana, 14(4), 1341-
1366. 

Lee, S., Winterich, K. P., & Ross Jr, W. T. (2014). I'm moral, but I won't help you: The 
distinct roles of empathy and justice in donations. Journal of Consumer 
Research, 41(3), 678-696. https://doi.org/10.1086/677226  

Levin, K. A. (2006). Study design III: Cross-sectional studies. Evidence-based 
dentistry, 7(1), 24-25. doi: https://doi.org/10.1038/sj.ebd.6400375  

Li, B., Hou, F., Guan, Z., & Chong, A. Y. L. (2023). The use of social media for a better 
world: Roles of social experience, empathy and personal impulsiveness in 
charitable crowdfunding. Information Technology & People, 36(6), 2587-2610. 
https://doi.org/10.1108/ITP-04-2021-0264  

Liao, C. H. (2025). Exploring the influence of media and social factors on altruistic 
behavior using the general learning model and norm activation theory. Scientific 
Reports, 15(1), 575. https://doi.org/10.1038/s41598-024-84339-7 

Liu, L., Suh, A., & Wagner, C. (2018). Empathy or perceived credibility? An empirical 
study on individual donation behavior in charitable crowdfunding. Internet 
Research, 28(3), 623-651. https://doi.org/10.1108/IntR-06-2017-0240 

Mehmood, S., Sade, A. B., & Mat Saad, N. (2026). Examining the effect of social media 
communication on donation intention via perceived moral obligation. Malaysian 
Journal of Social Sciences and Humanities, 11(7), Article e004119. 
https://doi.org/10.47405/mjssh.v11i7.4119 

Melis, A., & Nawaz, T. (2024). The impact of CEOs’ personal traits on organisational 
performance: Evidence from faith-based charity organisations. Journal of Business 
Ethics, 190(4), 919-939. https://doi.org/10.1007/s10551-023-05412-1 

Millan, A., Retamosa, M., & Carranza, R. (2024). What about NPOs? Identifying factors in 
the intention to donate: The role of brand identification and past 

https://doi.org/10.1108/10610420110406040
https://doi.org/10.1007/s11747-023-00982-y
https://doi.org/10.1080/14927713.2022.2054458
https://doi.org/10.1080/13527266.2024.2338788
https://doi.org/10.1108/IJSE-04-2023-0291
https://doi.org/10.1108/JRIM-10-2021-0242
https://doi.org/10.1086/677226
https://doi.org/10.1108/ITP-04-2021-0264
https://doi.org/10.1038/s41598-024-84339-7
https://doi.org/10.1108/IntR-06-2017-0240
https://doi.org/10.47405/mjssh.v11i7.4119
https://doi.org/10.1007/s10551-023-05412-1


Malaysian Journal of Social Sciences and Humanities (MJSSH) (e-ISSN : 2504-8562) 

© 2026 by the authors. Published by Secholian Publication. This article is licensed under a Creative 
Commons Attribution 4.0 International License (CC BY). 

behavior. VOLUNTAS: International Journal of Voluntary and Nonprofit 
Organizations, 35(2), 253-265. https://doi.org/10.1007/s11266-023-00586-8 

Moorlock, G., & Draper, H. (2018). Empathy, social media, and directed altruistic living 
organ donation. Bioethics, 32(5), 289-297. https://doi.org/10.1111/bioe.12438 

Moulard, J. G., Garrity, C. P., & Rice, D. H. (2015). What makes a human brand authentic? 
Identifying the antecedents of celebrity authenticity. Psychology & 
marketing, 32(2), 173-186. https://doi.org/10.1002/mar.20771 

Mulcahy, R., Riedel, A., Beatson, A., Keating, B., & Mathews, S. (2024). I’ma believer! 
Believability of social media marketing. International Journal of Information 
Management, 75, 102730. https://doi.org/10.1016/j.ijinfomgt.2023.102730  

Obada, D. R., Dabija, D. C., & Campian, V. (2024). Predictors of social media users’ 
intention to donate online towards international NGOs in the fake news 
era. Humanities and Social Sciences Communications, 11(1), 1-12. 
https://doi.org/10.1057/s41599-024-02900-1  

Pham, T. T. H., Le, T. L., Dinh, T. H., & Pham, T. T. H. (2024). FinTech knowledge as drivers 
of higher education students’ FinTech entrepreneurial intentions: Insights from 
stimulus-organism-response theory. The International Journal of Management 
Education, 22(3), 101027. 10.1016/j.ijme.2024.101027  

Phan, T. A., & Bui, V. D. (2025). AI with a heart: How perceived authenticity and warmth 
shape trust in healthcare chatbots. Journal of Marketing Communications, 1-21. 
https://doi.org/10.1080/13527266.2025.2508887 

Phan, T. A., N. A. Pham, and N. Phan. (2025). The Role of Cuteness, Closeness, and 
Familiarity in Advertising Wildlife Conservation. Journal of Nonprofit & Public 
Sector Marketing: 1–22. https://doi.org/10.1080/10495142.2025.2503320 

Phan, T. A., Nguyen, H. K., & Huynh, M. K. (2026). Paused to feel: Rediscovering the 
Power of static posts in influencer-driven charity. Journal of Marketing 
Communications, 1-18. https://doi.org/10.1080/13527266.2025.2612544 

Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y., & Podsakoff, N. P. (2003). Common method 
biases in behavioral research: a critical review of the literature and recommended 
remedies. Journal of applied psychology, 88(5), 879. 
https://psycnet.apa.org/doi/10.1037/0021-9010.88.5.879 

Poturak, M., & Softic, S. (2019). Influence of social media content on consumer purchase 
intention: Mediation effect of brand equity. Eurasian Journal of Business and 
Economics, 12(23), 17-43. https://doi.org/10.17015/ejbe.2019.023.02 

Poulis, A., Rizomyliotis, I., & Konstantoulaki, K. (2019). Do firms still need to be social? 
Firm generated content in social media. Information Technology & People, 32(2), 
387-404. https://doi.org/10.1108/ITP-03-2018-0134 

Qiao, W., Huang, N., & Yan, Z. (2024). How to translate firm-generated content to sales? 
Evidence from online healthcare platforms. Journal of Management Information 
Systems, 41(4), 1173-1197. https://doi.org/10.1080/07421222.2024.2415767 

Qin, M., Qiu, S., Zhao, Y., Zhu, W., & Li, S. (2024). Graphic or short video? The influence 
mechanism of UGC types on consumers' purchase intention—Take Xiaohongshu as 
an example. Electronic Commerce Research and Applications, 65, 101402. 
https://doi.org/10.1016/j.elerap.2024.101402 

Razali, F., Daud, D., Weng-Wai, C., & Jiram, W. R. A. (2020). Waste separation at source 
behaviour among Malaysian households: The Theory of Planned Behaviour with 
moral norm. Journal of Cleaner Production, 271, 122025. 
https://doi.org/10.1016/j.jclepro.2020.122025 

Robson, A., & Hart, D. (2021). Understanding the correlates of donor intention: A 
comparison of local, national, and international charity destinations. Nonprofit and 
Voluntary Sector Quarterly, 50(3), 506-530. 

https://doi.org/10.1007/s11266-023-00586-8
https://doi.org/10.1111/bioe.12438
https://doi.org/10.1002/mar.20771
https://doi.org/10.1016/j.ijinfomgt.2023.102730
https://doi.org/10.1057/s41599-024-02900-1
https://doi.org/10.1016/j.ijme.2024.101027
https://doi.org/10.1080/13527266.2025.2508887
https://doi.org/10.1080/10495142.2025.2503320
https://doi.org/10.1080/13527266.2025.2612544
https://psycnet.apa.org/doi/10.1037/0021-9010.88.5.879
https://doi.org/10.17015/ejbe.2019.023.02
https://doi.org/10.1108/ITP-03-2018-0134
https://doi.org/10.1080/07421222.2024.2415767
https://doi.org/10.1016/j.elerap.2024.101402
https://doi.org/10.1016/j.jclepro.2020.122025


Malaysian Journal of Social Sciences and Humanities (MJSSH) (e-ISSN : 2504-8562) 

© 2026 by the authors. Published by Secholian Publication. This article is licensed under a Creative 
Commons Attribution 4.0 International License (CC BY). 

Sandunima, K. C., & Jayasuriya, N. (2024). Impact of firm-created and user-generated 
social media marketing on customers’ purchase intention in the fashionwear 
industry: evidence from Sri Lanka. South asian journal of marketing, 5(1), 61-73. 
https://doi.org/10.1108/SAJM-04-2023-0029 

Sang, V. M., Thanh, T. N. P., Gia, H. N., Nguyen Quoc, D., Long, K. L., & Yen, V. P. T. (2024). 
Impact of user-generated content in digital platforms on purchase intention: the 
mediator role of user emotion in the electronic product industry. Cogent Business & 
Management, 11(1), 2414860. https://doi.org/10.1080/23311975.2024.2414860 

Saputra, Y. (2024). ZISWaf Intention Through Islamic Philanthropy Organizations: Does 
Empathy Matter? The Role of the SOR Framework and TPB. Muslim Business and 
Economics Review, 3(1), 124-147. https://doi.org/10.56529/mber.v3i1.188  

Schivinski, B., & Dabrowski, D. (2016). The effect of social media communication on 
consumer perceptions of brands. Journal of Marketing Communications, 22(2), 189-
214. https://doi.org/10.1080/13527266.2013.871323 

Schivinski, B., Pontes, N., Czarnecka, B., Mao, W., De Vita, J., & Stavropoulos, V. (2022). 
Effects of social media brand-related content on fashion products buying 
behaviour–a moderated mediation model. Journal of Product & Brand 
Management, 31(7), 1047-1062. https://doi.org/10.1108/JPBM-05-2021-3468  

Shepherd, D. A., Seyb, S., & Williams, T. A. (2023). Empathy-driven entrepreneurial 
action: Well-being outcomes for entrepreneurs and target beneficiaries. Journal of 
Business Venturing, 38(2), 106290. 
https://doi.org/10.1016/j.jbusvent.2023.106290 

Shin, N. (2024). The Impact of Social Media on Charitable Giving for Nonprofit 
Organization. Journal of International Technology and Information Management, 
32(1), 122-140. https://doi.org/10.58729/1941-6679.1580 

Suh, J. (2022). Revenue sources matter to nonprofit communication? An examination of 
museum communication and social media engagement. Journal of Nonprofit & 
Public Sector Marketing, 34(3), 271-290. 
https://doi.org/10.1080/10495142.2020.1865231 

Thomas, S., & Duffett, R. G. (2025). Using social media as a marketing communication 
strategy: perspectives from health-related non-profit organizations. Journal of 
Nonprofit & Public Sector Marketing, 37(3), 373-397. 
https://doi.org/10.1080/10495142.2024.2361342 

Ukil, M. I. (2025). Factors determining social entrepreneurial intention in a developing 
economy. Journal of Social Entrepreneurship, 16(1), 124-145. 
https://doi.org/10.1080/19420676.2022.2143869 

Ukil, M. I., Almashayekhi, A., & Ullah, M. S. (2024). Feeling compassion and responsible 
but not starting a social venture: Role of empathy and moral obligation in social 
entrepreneurial intention. Society and Business Review, 19(1), 132-154. 
https://doi.org/10.1108/SBR-09-2022-0227 

Vijaya, V., Yadav, A., & Mathur, H. P. (2023). Augmenting the theory of planned behaviour 
and trust in driving the funder’s intention to donate: The moderating role of 
herding bias. Global Business Review, 09721509231185654. 
https://doi.org/10.1177/097215092311856 

Vijaya, Yadav, A., & Mathur, H. P. (2024). Reconnoitring antecedents of donation 
intention in donation crowdfunding campaigns: a mediating role of crowdfunding 
readiness. International Review on Public and Nonprofit Marketing, 21(1), 229-254. 
https://doi.org/10.1007/s12208-023-00376-4 

Wang, T., Li, Y., Kang, M., & Zheng, H. (2019). Exploring individuals’ behavioral intentions 
toward donation crowdfunding: evidence from China. Industrial Management & 
Data Systems, 119(7), 1515-1534. https://doi.org/10.1108/IMDS-10-2018-0451  

https://doi.org/10.1108/SAJM-04-2023-0029
https://doi.org/10.1080/23311975.2024.2414860
https://doi.org/10.56529/mber.v3i1.188
https://doi.org/10.1080/13527266.2013.871323
https://doi.org/10.1108/JPBM-05-2021-3468
https://doi.org/10.1016/j.jbusvent.2023.106290
https://doi.org/10.58729/1941-6679.1580
https://doi.org/10.1080/10495142.2020.1865231
https://doi.org/10.1080/10495142.2024.2361342
https://doi.org/10.1080/19420676.2022.2143869
https://doi.org/10.1108/SBR-09-2022-0227
https://doi.org/10.1177/09721509231185654
https://doi.org/10.1007/s12208-023-00376-4
https://doi.org/10.1108/IMDS-10-2018-0451


Malaysian Journal of Social Sciences and Humanities (MJSSH) (e-ISSN : 2504-8562) 

© 2026 by the authors. Published by Secholian Publication. This article is licensed under a Creative 
Commons Attribution 4.0 International License (CC BY). 

Wang, Y., He, X., Hu, Q., & Lou, T. (2025). The effect of childhood experience on 
consumers’ willingness to donate: an imprinting perspective. Humanities and 
Social Sciences Communications, 12(1), 1-11. https://doi.org/10.1057/s41599-
025-05807-7 

White, K. M., Starfelt Sutton, L. C., & Zhao, X. (2023). Charitable donations and the theory 
of planned behaviour: A systematic review and meta-analysis. Plos one, 18(5), 
e0286053. https://doi.org/10.1371/journal.pone.0286053  

Wijaya, C. O., Wijaya, S., & Jaolis, F. (2025). The influence of social media content on 
attitude, destination image and intention of female Muslim travelers to visit halal 
destinations: comparison between UGC and FGC. Journal of Islamic 
Marketing, 16(2), 402-427. https://doi.org/10.1108/JIMA-08-2023-0235  

Winarta, P. W. M., & Martini, O. (2026). Brand Equity Mediates Firm-Created Content, 
User-Generated Content, and Digital Word of Mouth. International Journal of 
Multidisciplinary Research of Higher Education (IJMURHICA), 9(1), 42-53. 
https://doi.org/10.24036/ijmurhica.v9i1.469 

Wu, J., & Peng, X. (2026). Persuasive and Substantive: The impact of matching charity 
advertising appeal with numeric format on individual donation intentions. Journal 
of Research in Interactive Marketing, 20(7), 944-962. 
https://doi.org/10.1108/JRIM-04-2025-0211 

Wunsch-Vincent, S., & Vickery, G. (2007). Participative web and user-created content: 
Web 2.0, wikis and social networking. 

Yi, C.; Jiang, Z.; Li, X.; and Lu, X. Leveraging user-generated content for product 
promotion: The effects of firm-highlighted reviews. Information Systems Research, 
30, 3 (2019), 711–725. https://doi.org/10.1287/isre.2018.0807 

Zheng, C., Qian, F., Song, J., & Wang, H. (2024). Make the photo in good shape: The 
matching effect of photo shapes and donation appeals on donation 
intentions. Journal of Retailing and Consumer Services, 77, 103657. 
https://doi.org/10.1016/j.jretconser.2023.103657 

 

https://doi.org/10.1057/s41599-025-05807-7
https://doi.org/10.1057/s41599-025-05807-7
https://doi.org/10.1371/journal.pone.0286053
https://doi.org/10.1108/JIMA-08-2023-0235
https://doi.org/10.24036/ijmurhica.v9i1.469
https://doi.org/10.1108/JRIM-04-2025-0211
https://doi.org/10.1287/isre.2018.0807
https://doi.org/10.1016/j.jretconser.2023.103657

