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Abstract  
Philanthropic giving is one of the major obligations that Muslims are 

expected to fulfill in Islamic religiosity. However, whether the country of 

residence is an Islamic country might be effective in shaping donation 

behaviors. Accordingly, this study aims to explore the key donation 

motivations of Muslims living in non-Islamic countries (France and 

Germany). To do this, in-depth interviews were conducted with 23 faithful 

Muslims regularly making donations. The dynamics of religiosity and its 

role in donating were considered while analyzing the data with qualitative 

content analysis. The findings indicate the five motivations in which 

religiosity manifests itself in the context of donation: relief of suffering, fear 

of being needy, seeking forgiveness in the afterlife, desire for self-satisfaction, 

and fear of being missed out. The study discusses implications for both theory 

and practice. 

Keywords: Muslims, religiosity, donation motivation, qualitative study 

Introduction 

Public donations make a significant contribution to helping the needy 

and poor people across the world (Cheung & Chan, 2000). The role of nonprofit 

organizations (NPOs) has long been appreciated for their help to the 

underprivileged (Edin & Lein, 998). However, the number of nonprofits and 

thus competition significantly rise as the gap that the public and private sectors 

overlook or are not willing to engage in gradually widens. Thus, NPOs are 

currently struggling to find new ways to stimulate private donations. In this 

regard, philanthropists argue that the motive of donors is an important element 

that must be carefully explored to develop market-driven strategies. Whether 

they are poor or wealthy, donors continue to make their donations (Wiepking 

& Breeze, 2012). This indicates that financial capacity is not the main factor 

influencing charitable giving because even those in need make significant 

offerings (Avdeyeva et al., 2006). On this point, Ranganathan and Henley 

(2008) state that the donation behaviors of donors largely depend upon their 

religion.  

Philanthropic giving to those in need is encouraged by different religions 

(Bekkers & Schuyt, 2008). However, this study focuses on exploring the role of 



 

__________________________________________________________________      145 
   

Fall 2024 | Volume VIII | Issue II 

Islamic religiosity in the key donation motivations of Muslims living in non-

Islamic, especially in European, countries. This is because (a) Islam is the 

second-largest religion with 50 million adherents or 6.81% of the population of 

Europe (Find Easy, 2022) and (b) the Muslim community is viewed as the 

fastest-growing religious community. Muslims regularly donate more than any 

other religious group and are heavily targeted by NPOs. For instance, Gledhill 

(2013) reported that Jews and Roman Catholics each gave an average of €270, 

whereas Muslims gave an average of €371 in Britain. Muslims worldwide are 

obligated to make a considerable contribution to the redistribution of wealth 

through philanthropic actions (Kroessin, 2007). Islamic teachings (Quran and 

Hadith) strongly emphasize the need to give zakah to the needy at an annual 

rate of 2.5% of one’s disposable income, which is an obligatory financial 

donation only for Muslims who are able to do so (Khan, 2012). 

In the existing literature, most research focuses on the philanthropic 

donation motives of Muslims in Islamic countries (e.g., Kasri, 2013; Opoku, 

2013; Kashif & De Run, 2015; Lambarraa & Reiner, 2015). The motives of 

Muslims living in non-Islamic countries have not attracted much attention from 

scholars. However, as compared to non-Islamic countries, the normative 

context to donate might be different in Islamic ones. For instance, Muslims 

living in non-Islamic societies could feel rejected and treated as outsiders 

(Martens, 2014). In such a case, religion brings on a sense of self-identification 

with the religious community, recognition by others, and some psychological 

benefits such as a sense of belonging (Bekkers & Wiepking, 2011). Accordingly, 

they might be more prone to make contributions to the development of Islamic 

communities (Ansari, 2002). Muslims living in non-Islamic countries especially 

contribute to fundraising events led by the NPOs they engage with. This mainly 

stems from their fear of missing out rather than being recognized by the 

community they belong to. Unlike Muslims living in Islamic countries, there 

are fewer communities to which they feel they belong (Warner et al., 2015). On 

the other hand, a sense of belonging to a community often causes Muslims 

living in non-Islamic countries to help only Muslim people in need (Kroessin, 

2007). In his research on Muslim giving, Kocaman (2024) claims that Muslims 

donate to both secular and religious causes. Therefore, it can be assumed that 

being a part of a minority group (here Muslims in non-Islamic countries) might 

shape donation behaviors.   

Islam guides and inspires its adherents about why, where, how, and in 

what sense one should donate. Prior research, however, provides little 

explanation for how and to what extent religious teachings become the basis for 

the motivations of Muslim donors (Kasri, 2013; Kashif & De Run, 2015). This 

study contributes to the literature by showing how religious teachings underpin 

the motivations of Muslims to donate. The study offers crucial new insights into 

how Muslims establish their religious selves while supporting philanthropic 

causes. In doing so, it identifies and discusses the key motivations of donors, 

which go beyond the typical altruistic and egoistic tendencies reported by prior 

research (e.g., Batson, 1991; Sargeant, 1999; Piferi et al., 2006; Konrath & 

Handy, 2017; Tiltay & Torlak, 2020).  
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The remaining part of the paper is structured as follows. First, the 

donation motivations and the roles of religion and Islam in donation behavior 

are briefly explained within the conceptual framework. Second, the 

methodology utilized in the study is explained in detail. Third, the findings of 

the study are presented. Fourth, the main results and their relevance to the 

literature are discussed. Last, the limitations of the study are put forth and 

suggestions for future research are offered. 

Conceptual Background 
Donation Motivations 

The extant literature regarding philanthropic giving makes a clear 

distinction between altruistic and egoistic motivations to donate (Bekkers & 

Wiepking, 2011). The former is the driving force behind people’s willingness to 

forego their interests in the exchange of goods and services that improve the 

well-being of others (Konrath & Handy, 2017). In other words, individuals 

having altruistic motivations donate because they desire to enhance the 

recipients' pleasure and well-being (Drollinger, 1997) without wishing to be 

rewarded (Drollinger, 2010). Prior research indicates that individuals with 

strong feelings of empathy have a higher altruistic motivation (e.g., Eisenberg 

& Miller, 1987; Piliavin & Charng, 1990). The empathy-altruism relationship 

involves putting oneself in the shoes of others, sharing their sorrow, and taking 

action on behalf of their benefit (Eisenberg, 1986). The latter expresses a desire 

to lessen one's distress, such as feelings of fear (Wiepking & Breeze, 2012), pity 

(Radley & Kennedy, 1995), and guilt (Piferi et al., 2006). Additionally, egoistic 

motivation is a desire to be rewarded personally for helping others (Batson, 

1991). To be more inclusive, Drollinger (1997) defines egoistic motivations as 

prosocial behavior toward others, as well as the individual benefiting oneself 

psychologically through such rewards as warm-glow giving, enhancing the 

emotions of self-worth, increasing social image, and self-esteem. 

Role of Religion in Donation Behavior 

Philanthropic giving and pro-social and altruistic behaviors are often 

based on religious values (Bekkers and Schuyt, 2008). The extent to which an 

individual adheres to religious beliefs, principles, and values has a critical role 

in donation behavior (Queen, 1996). Those with a religious affiliation and 

religiosity typically tend to donate more than the less faithful (Wang & Graddy, 

2008). Similarly, investigating the influence of religion on philanthropy, Berger 

(2006) found that faithful people donate a larger proportion of their total income 

and volunteer for a larger proportion of their time than less religious individuals. 

Religion motivates people to donate since it enhances conviction. Bekkers and 

Schuyt (2008) assert that religion fosters a sense of social context or community 

in which individuals are more aware of opportunities to donate. Here, it is 

noteworthy to point out the vital role of religious beliefs in shaping the self-

concepts of those who donate. McCullough and Willoughby (2009) emphasize 

the positive relationship among religious devotion, self-control, and tolerance 

and argue that people can use a variety of methods from religion to alleviate the 
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psychological effects of severe life events. Furthermore, religion meets an 

individual’s needs for self-esteem, control, and anxiety relief (Sargeant, 1999). 

Additionally, people give more when they are made aware of their mortality. 

Donors utilize religion as a coping technique against existential anxiety to boost 

or increase their sense of self-esteem (Ferraro et al., 2005). Furthermore, giving 

might be something that some people view as an “atonement for sins” and a 

means to prove who they are (Schwartz, 1967). 

Role of Islam in Donation Behavior 

Islam is an Abrahamic monotheistic religion that requires followers to 

be completely submitted to one God (Jackson, 2014). All human actions, 

including donation behavior, are viewed as a form of devotion by faithful 

Muslims. Like other Abrahamic religions (Christianity and Judaism), Islam 

promotes faith in God and an afterlife. Additionally, it promotes the idea that 

people’s actions in the present might have an impact on their future selves in 

the hereafter (Alemi, 2020). Donation of faithful Muslims stems not just from 

the love of human beings but also from a moral code of conduct based on 

Islamic principles (Kashif & De Run, 2015).  

Muslims are encouraged by the Islamic religion to perform individual 

piety by donating a portion of their fortune in a variety of ways (obligatorily 

and voluntarily). As an Islamic instrument of donation, Zakah obliges Muslims 

to give a part of their fortune to those in need. This enables them to help others 

and obey Allah. In this way, they acknowledge that they do not actually own 

anything and that everything they have is a gift from Allah (Kaleem & Ahmed, 

2010). Muslims also make donations such as Sadaqah (donations for pleasing 

Allah and thus seeking blessings from him), Kaffara (an act of giving in case of 

breaking an oath), Waqf (donations for building infrastructure to help the needy) 

(Opoku, 2013), and Fitre (donations that must be given only during Ramadan) 

(Al-Qaradawi, 1973).  

It is quite important to understand what motivations faithful Muslims 

have when making donations that are obligatory or that they are encouraged to 

give voluntarily. In the extant literature, there is some research investigating 

Muslim donors’ motivations in the act of giving with some shortcomings. In 

her research on Muslims in Indonesia, Kasri (2013) found that supporting 

religious causes and helping those in need are significant motives without 

elaborating on the role of religiosity. In their experimental study of the 

promotion of donation and the significance of Islamic values on charitable 

giving in Morocco with Muslim participants, Lambarraa and Reiner (2015) 

concluded that people distribute a portion of their fortune to religious people 

when religion is salient. However, they did not mention about what sense and 

why religion is significant in the study. Kashif and De Run (2015), in a study to 

measure the donation intentions and behaviors of Muslim participants in 

Malaysia with data obtained through a survey, found that injunctive norms and 

past behaviors affect intentions to donate. This study primarily focuses on the 

theory of planned behavior and lacks clarity about the role of religion. 

Investigating the donation motives of young adult Muslims in Saudi Arabia, 

https://en.wikipedia.org/wiki/Abrahamic_religions
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Opoku (2013) identified that altruism, religiosity, and self-satisfaction are 

important motives for giving. On the other hand, commitment, self-image, and 

psychological benefits are the least significant motives affecting the donation 

behavior of young adult Muslims. These studies were conducted in only 

Muslim countries (Indonesia, Morocco, Malaysia, and Saudi Arabia) and did 

not give details on what sense and how Islam supports donation behavior. This 

might be a significant problem since Muslims may have a distinctive 

understanding of their religious beliefs, particularly when living in a non-

Islamic country (Warner et al., 2015). 

Muslims living in Islamic countries might be affected by social norms 

regarding what, where, and how to donate (Opoku, 2013). For instance, a 

Muslim may participate in a fundraising event for the daily expenses of a 

mosque after a Friday prayer only because other people are making 

contributions. They may also be influenced by similar social norms regarding 

Muslim donations (e.g., zakah, sadaqah, waqf, and fitre). However, Muslims 

in non-Islamic countries are much less likely to encounter such norms since 

they are the minority. Therefore, the motives that affect their donations may be 

different in this respect (Ansari, 2002).  Furthermore, non-Islamic countries lack 

or have few factors that are necessary for Muslims to fulfill their religious 

obligations (e.g., adhan, mosque, and Ramadan prayer rituals). Therefore, 

many Muslims unconsciously perform fewer religious duties. Accordingly, 

donation becomes one of the most crucial ways to compensate for the inability 

to pray and to be forgiven after death. Accordingly, Martens (2014) states that 

Muslims in Switzerland often neglect their daily religious duties, but they never 

give up performing donation behaviors (e.g., donating money and 

volunteering). This offers them the opportunity to unite with other Muslims in 

the minority and to alleviate torment after death. 

Research Methodology 
Research Method 

Research objectives and questions determine what kind of research will 

be conducted. In other words, whether the research has an exploratory, 

descriptive, or theory-testing nature and which analysis method will be used 

accordingly are formed by the research objectives and questions previously 

determined. Additionally, the objectives of the research are specified by the 

research questions. To achieve the study objectives, the researchers ask 

themselves which questions must be addressed, as well as which research 

questions fit best the objectives (Hsieh & Shannon, 2005). In this study, I aim 

to explore the donation motivations of faithful Muslims living in non-Islamic 

countries in philanthropic giving. This gives the study an exploratory 

characteristic. Qualitative research methods are more likely to identify issues 

related to situations that are more difficult to obtain by quantitative methods. 

This is because researchers who conduct qualitative exploratory research stay 

close to their data as well as the surface of words and events (Sandelowski, 

2000). Also, there is no single way of conducting qualitative research. 

Accordingly, in this study, the general system of qualitative research has been 
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followed (Spiggle, 1994). In this way, the researcher has developed a 

meaningful whole by adopting an interpretive approach gathering in-depth 

insights into various ways in which individuals perceive the environment 

around them (e.g., Denzin & Lincoln, 1994).  

Study Sample  

I recruited participants describing themselves as Muslims in France’s 

and Germany's capital cities (Paris and Berlin). Recruiting process started by 

generating and sharing a poster (via both email and personal contacts) 

describing the aims and objectives of research with Institut des Cultures 

d’Islam—ICI Stephenson in Paris and Deutsches Muslimisches Zentrum in 

Berlin. I asked both institutions to enable me to reach members who met the 

inclusion criteria (e.g., being a regular donor and living in France and Germany 

since birth or for over 10 years53). This process required purposive non-random 

sampling (Miles et al., 2014) considering the key characteristics (e.g., age, 

gender, education, profession, ethnicity) of those who would potentially 

participate in the study. Even those who do not donate to causes or practice 

their religion might identify themselves as Muslims. However, I only intended 

to include faithful Muslims who donate regularly. Therefore, the Institut des 

Cultures d’Islam—ICI Stephenson and Deutsches Muslimisches Zentrum 

allowed me to reach individuals who actively participate in religious activities 

and donate regularly. As shown in Table 1, I reached 23 participants (of which 

11 live in Paris and 12 live in Berlin) from a range of age and gender groups and 

educational, ethnic, and occupational backgrounds. Table 1 displays the 

information on the participants.  

  

 
53The longer migrants live in a host country, the more likely it is that they will integrate elements of that nation's 

culture into their daily life (Peñaloza, 1994). Accordingly, the 10-year threshold was determined because it is 

expected that this period will provide Muslims adequate time to learn and adapt to the traditions and culture of 

the host society. 
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Table 1. Participants’ Profile 
Participant

s* 

Gender/Ag

e 

Years of 

Living 

Ethnicity Education Profession 

P1 M/36 Since birth Turk PhD Academici

an 

P2 F/28 Since birth Indian Bachelor’s Housewife 

P3 F/30 Since birth Indian Bachelor’s Accountant 

P4 F/41 For 18 years Turk Bachelor’s Housewife 

P5 F/34 Since birth Asian Bachelor’s Doctor 

P6 M/27 Since birth Turk Master’s Student 

P7 M/35 For 12 years Asian Bachelor’s Doctor 

P8 M/33 For 13 years Indian Bachelor’s Tradesman 

P9 F/27 Since birth African Bachelor’s Student 

P10 M/33 For 10 years African Bachelor’s Tradesman 

P11 M/52 For 17 years Asian PhD Academici

an 

P12 M/29 For birth Asian Bachelor’s Insurer 

P13 M/32 For 14 years African Bachelor’s Tradesman 

P14 M/36 For 12 years Asian Bachelor’s Cook 

P15 M/40 Since birth African Bachelor’s Stockbroke

r 

P16 F/37 For 12 years Asian Bachelor’s Housewife 

P17 

P18 

F/33 

M/31 

Since birth 

For 10 years 

Asian 

African 

Bachelor’s 

Bachelor’s 

Secretary 

Tradesman 

P19 F/34 Since birth Turk Bachelor’s Nurse 

P20 M/25 Since birth Indian Bachelor’s Student 

P21 F/41 For birth African Bachelor’s Housewife 

P22 M/38 For 13 years African Bachelor’s Security 

staff 

P23 M/33 For 10 years Turk Bachelor’s Tradesman 

* Participants allowed their information to be disclosed. Except for their names, other information was shared. 

The study sample consists of 23 participants (14 males and 9 females), 

between the ages of 25 and 52. Most participants are employed full-time and 

have at least bachelor’s degree. All participants identified themselves as 

Muslims despite coming from a variety of ethnic backgrounds, including Asian, 

African, Indian, and Turkish. On the other hand, the two institutions that 

helped me form the sample also vouched for their participation in religious 

activities and regular donations.  

Data Collection 

I carried out in-depth interviews with 23 participants via video 

conferencing software such as Google Meet, Zoom, Webex meetings, and 

Microsoft Teams. I assured them that participation was entirely voluntary and 

that they were free to stop at any moment or prefer to disregard a specific 

F
ra

n
ce

 
G

er
m

an
y
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question without justifying it. I also let them know that the data was being 

gathered for academic research (Denzin & Lincoln, 2005). Thus, I didn’t ask 

about or record any private details. During the interviews, I utilized semi-

structured interview scripts including a set of open-ended questions regarding 

(1) experiences in donation (e.g., what do you enjoy most about the donation?), 

(2) religious identity (e.g., would you describe yourself as a religious person? 

How does doing good for others affect your spiritual life? How does Islam view 

donation?), and (3) donation behavior (e.g., how often do you donate and how 

much? What causes do you support? What motivates you to donate?).  

The questions, prepared based on the researcher’s experiences regarding 

prior similar studies, were basically developed for three purposes. First, the 

researcher sought to understand the participants’ experiences regarding 

donation. Secondly, he intended to evaluate their religiosity and comprehend 

how it manifested itself in their donations. Finally, he attempted to understand 

how the participants’ donation behaviors are shaped, and all possible factors 

affecting their donations. Participants were able to express their opinions in-

depth due to the exploratory nature of these questions. Therefore, follow-up 

questions were not used. All interviews lasted about between 45 and 90 minutes 

and were tape-recorded and then transcribed verbatim with the approval of the 

participants. Many researchers concur that there are no documented 

recommendations demonstrating how to achieve data saturation (e.g., Morse, 

1995; Guest et al., 2006; Mwita, 2022). To prevent this, Braun and Clarke 

(2021) propose that when participants’ comments start to sound the same, 

researchers may choose to stop trying to get further information. Accordingly, 

based on the repeated responses in the preliminary analysis, it was determined 

that the interviews could be completed for the current study. 

Reliability and Validity 

Due to the subjective nature of data in qualitative research and the fact 

that they are collected from a small group of participants, it is impossible to 

apply the traditional validity and reliability standards formed by the positivist 

approach often used in quantitative research. This is why there are ongoing 

criticisms that it is difficult to reach an adequate level of validity or reliability 

for qualitative research. Nevertheless, there are a few ways to ensure that 

qualitative research is conducted validly and reliably. Accordingly, to boost 

research reliability, firstly, I formed the interview questions during the pre-

interview stage and secondly took notes by following a specific system in the 

interview transcription phase. Then, for research validity, I strived to follow the 

strategies offered by Creswell (2013): (a) I utilized experienced field specialists 

and reviewers in the interpretation of the data to address subjective concerns 

regarding subjective analyses, (b) I included excerpts from the interviews in the 

text to demonstrate how the results have been reached, and (c) two external 

inspectors with expertise in qualitative research methodologies have reviewed 

the entire research process. Furthermore, Gibbs (2008) highlights that certain 

procedures must be followed for qualitative research to be considered a reliable 

research method. To improve inspection control, all phases of the study process 
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were documented, and the material produced was backed by a thorough 

methodology. Following that, the data was routinely verified to prevent major 

mistakes in the transcript analysis that was done as part of the data analysis 

procedure. 

Analysis 

Content analysis is a widely used qualitative research technique. 

Employing content analysis, researchers can measure and examine the 

occurrence, significance, and relationships of specific words, concepts, or 

themes (Hsieh & Shannon, 2005). Additionally, this analysis might be carried 

out manually by the researcher or automatically using computer software. The 

manual way is often based on data interpretation and provides some benefits to 

seeing the conceptual relationships in the text (Anastasiei & Georgescu, 2020). 

In this study, interview transcripts were analyzed manually using the qualitative 

content analysis technique (Spiggle, 1994). Thus, I was not isolated from the 

research and obtained a meaningful whole by bringing together interpretive 

materials. I combined the interpretation of the meanings related to donation 

behavior with multiple perspectives in the literature. This helped me generate 

major themes indicating the key motivations to donate. 

Results 

In this section, I demonstrate how different types of religiosity are shown 

when participants contemplate and discuss the reasons behind their donations. 

Also, I illustrate the dynamics of religiosity and its role in donating by utilizing 

short cases that situate the individuals and their donations in their specific 

contexts.  

Religiosity and Donation 

Donation behavior is strongly linked to religious principles. An 

individual’s donation behavior is significantly influenced by how closely they 

follow religious beliefs, principles, and values (Bekkers & Schuyt, 2008). Also, 

faithful individuals tend to donate more than those who are not religious (Wang 

& Graddy, 2008). Within the context of this study, the narratives of participants 

reveal a deeply ingrained religious self that genuinely wishes to give and do so 

for the pleasure of Allah. Many express their knowledge of Islamic traditions 

concerning donation in great detail, demonstrating their depth of religious 

understanding. For instance, P6 (a master’s student, born and raised in France) 

emphasizes fulfilling his religious duties and the morals of supporting others as 

a way to demonstrate his sincerity and devotion to Allah. He commented that 

he donates “solely for the sake of Allah and I believe that I have succeeded. I 

really hope it is.” On the other hand, Islam encourages Muslims to practice 

personal piety by contributing a percentage of their wealth in many ways 

(Kaleem & Ahmed, 2010). Accordingly, P18 (aged 31 and a tradesman in 

Germany) spoke at length on how his commitment to Islam motivates him to 

give, and his comments reveal a deep knowledge and awareness of Islamic 

values and principles. His ability to fulfill his religious obligation to donate and 
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help individuals in need gives him a great deal of satisfaction. To spiritually 

heal his soul, he donates much more on Fridays and throughout the holy month 

of Ramadan. This is because Fridays are holy days, and the month of Ramadan 

is a period when Muslims believe that God is more merciful (Maravia, 2020). 

He commented: “Commitment to my religion drives me to donate…. religion 

obliges helping the needy. I especially give my zakah and sadaqah to those 

whom Islam has determined as the needy.… Giving my sadaqah on Friday and 

Ramadan heals my soul.”  

In another example, P16 (aged 37, Asian background) often talked about 

what Islamic principles are and how Islam makes her feel. She followed the 

orders of Allah in the holy Quran and endeavored to obey. She furthermore 

comprehended the value Islam attaches to donations. She viewed her fortune 

as a gift from Allah and believed she was accountable to Allah if she didn’t help 

others. Everything that people own is a gift from Allah; they are not truly the 

owners of anything (Kaleem & Ahmed, 2010). Accordingly, she commented: 

“In the holy Qur’an, … [it states that we must] allocate a share to the needy 

from our wealth. I have the wealth to help. Therefore, if I do not help, I have 

to be accountable to Allah.” Allah obliges Muslims who can give at least 1/40 

of their fortune to those in need as zakah. By doing this, people both contribute 

to increasing the welfare of the needy and fulfill an Islamic obligation (Kusuma 

& Ryandono, 2016). Similarly, participants stress that Allah commands them 

to donate and that they so deliberately strive to incorporate Islamic rules into 

their selves. To illustrate, P22 (aged 38, security staff in Germany) commented: 

“Helping other people is an important duty commanded by Islam. It reminds 

us that we are human beings…. One of the most important requirements of 

religion is that individuals help each other.” 

 

Figure 1. Key motivations to donate rooted in Islamic religiosity. 

Based on the participant narratives, I determined five themes 

constituting a set of key motivations to make donations that are rooted in 

Key 
Motivation

s

Relief of 
suffering

Fear of 
being in 

need

Seeking 
forgiveness 
after death

Desire for 
self-

satisfaction

Fear of 
missing 

out
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Islamic religiosity. Figure 1 depicts the themes with respect to how and to what 

extent religiosity manifests in the context of donation behavior: relief of 

suffering, fear of being in need, seeking forgiveness after death, desire for self-

satisfaction, and fear of missing out. 

Relief of Suffering 

People may feel guilty when they see people in need and cannot help 

them (Piferi et al., 2006). Similarly, participants narrate the experience of 

feeling suffering when a person in need approaches them, but they are unable 

to help. P7 (aged 35, a doctor in France) considered reducing his usual 

purchasing to compensate for the feeling of suffering. He shared that “I donate 

a certain portion of my earnings each month. If I can’t do that and instead 

increase the number of items I buy, I’ll feel suffering. … I’m trying to cut back 

on my purchases and increase my donations to avoid suffering and regret.” 

From a different perspective on feeling suffering, P3 (aged 30, an accountant in 

France) talked about avoiding participating in fundraising events because if she 

can’t make enough contributions, she ends up blaming herself: “They invite 

everyone to donate large amounts at such events. I can manage my budget. I 

always like to be able to make the highest donations. Unfortunately, this is often 

not possible. So, if I have enough money to donate, I participate in fundraising 

events. Otherwise, I avoid participating just so I don't feel suffering.” It is a 

religious duty for Muslims to help those in need. They achieve inner peace only 

when they fulfill this duty (Kashif & De Run, 2015).  

Accordingly, some participants stressed that they feel anxious if they do 

not fulfill their religious duties. They tell religious narratives that emphasize 

their fear of Allah and their feeling of responsibility. To illustrate, P1 (aged 36, 

an academician in France) felt obliged to distribute his fortune to the needy 

around him. He defined it as a religious duty and felt suffering if he did not 

contribute to improving the well-being of those around him: “How can you 

answer ‘no’ when someone asks you for help? Helping him and considering his 

well-being is a religious duty for me, and fulfilling this duty prevents me from 

feelings of suffering and fear.” When helping others, people may consider their 

interests, that is, they strive to get rid of the feeling of guilt. This indicates that 

they might have an egoistic motivation in their donation behaviors (Drollinger, 

1997; Ferraro et al., 2005). In the same vein, some participants feel fortunate 

and blame themselves for not helping others or making donations. For instance, 

P15 (aged 40, a stockbroker) believed that he is wealthier than those in need 

and felt bad when he did not help them: “Over the years, …I have earned a 

substantial amount of money from my work.… There are many needy people 

in the world. … I help them or donate a certain portion of my wealth to them. 

If I do not do this, I will always be accountable to Allah.” 

Fear of Being in Need 

People’s fear of possible events they may encounter may force them to 

take some actions for their own interests (i.e., egoistic motivations) (Wiepking 

& Breeze, 2012). Within the context of this research, individuals are seen 
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engaging in donation behaviors. However, there might be different reasons for 

their fear. For instance, participants reported the experience of observing that 

those who do not give some part of their fortune to the needy are getting poorer. 

For example, P14 (aged 36, a cook in Germany) said he was currently cooking 

in the same kitchen with his former boss, who was very wealthy but never 

helped those in need: “I used to have a boss who was both a chef and a 

restaurant owner. He had financial power. However, everything has turned 

upside down and we are currently working together in a restaurant.… he said, 

‘I thought of no one but myself. I ignored the needs of the poor society I came 

from and God punished me.’” Muslims are required to donate a portion of their 

wealth to those in need. By doing this, they admit that all they have is a gift 

from Allah and that they are not the true owners of anything (Kaleem & 

Ahmed, 2010). In this manner, individuals forego their interests while 

enhancing the well-being of others. In other words, they might have altruistic 

motivations because they desire to enhance the recipients’ pleasure and well-

being (Konrath & Handy, 2017).  

Accordingly, some of the participants stress the importance of zakah in 

Islamic religiosity. They report that the sustenance of each needy person has 

already been embedded within the wealth of those who are capable of giving 

zakah. However, they also narrate that if this right belonging to the needy is not 

given to them, a decrease in the current wealth of those people is inevitable over 

time. P21 (aged 41, African background) regularly read the holy Quran. She 

believed that Allah is the guarantor of every individual’s sustenance and that 

this sustenance is in the wealth of people who have enough. She reports that 

people who do not help the needy are accountable to Allah even though they 

can afford it. She comments: “I read the Quran regularly every day. Allah tells 

us to allocate a share of what we have to those in need. This … is defined as 

zakah in the Quran. Whoever does not give may one day be in need. No one 

should be self-confident and think that this wealth will last a lifetime.” 

Seeking Forgiveness After Death 

Muslims generally have a strong belief in the afterlife and believe that 

the deeds they perform in this world will have positive and negative 

consequences after death (Ghayas & Batool, 2017). In the same vein, 

participants seem to agree that helping in this world will provide a significant 

gain in the next. P5 (aged 34, a doctor in France) especially emphasized that 

goodness and helping others in this life will provide a positive reward after 

death: “What you sow in this world, you will reap in the hereafter. In other 

words, no good deed you do will go unrewarded in the afterlife.” In another 

example, P11 (aged 52, Asian background) stated that there are many sins in 

this life and one must ask Allah for forgiveness in the afterlife as a reward for 

the help done for the needy now: “I know how many sins I have committed as 

I get older. I give sadaqah every time I leave the mosque. I hope Allah forgives 

me and does not punish me in the afterdeath.” Muslims strongly believe that 

the aid they provide to those in need in this world will help them be forgiven by 

Allah in the afterlife (Ahmad, 2022).  
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Similarly, the focus of the statements of some participants is religiosity 

in the afterdeath rather than the peace it provides in this world. The Quran 

supports this effort of the participants. The benefit to the world is little and for 

a short time. The afterdeath is entirely good for those who fear Allah (Quran, 

Surah An-Nisa, Verse 72). Also, in a hadith, Prophet Muhammed (PBUH) says 

that the wise person is the one who takes himself into account and works for 

the afterlife (Tirmidhi, Sıfatü'l-kıyâme, 25). Accordingly, P8 (aged 33, a 

tradesman in France) stated that he hoped each donation he made will result in 

one of his sins being forgiven by Allah in the afterlife. He commented: “every 

action is performed for getting a gain in the afterdeath. All the sadaqah or zakah 

is supposed to be forgiven in the afterdeath and to ensure being in Heaven. I 

hope Allah forgives me as much as I have donated so far.” Similarly, the way 

P17 (aged 33, Asian background) sees herself is closely related to her religiosity. 

She articulated her strong beliefs about the afterlife and desire to be forgiven by 

Allah. She reported: “I know that two ways await me after I die. One goes to 

heaven and the other goes to hell.… My self-image is shaped by my beliefs. 

When I think of my donations so far, my only wish is to be in heaven in the 

hereafter.” 

Desire for Self-Satisfaction 

Participants narrated that their self-satisfaction significantly increases 

when they do not expect an individual benefit while making donations. 

However, it is noteworthy to state that the desire to be self-satisfied is also 

classified as a psychological benefit (Drollinger, 1997). Moreover, Tiltay and 

Torlak (2020) claim that individuals’ prosocial behavior will reward them by 

enabling them to be satisfied. For example, P20 (aged 25, Indian background) 

expressed that he donates only for the pleasure of Allah, and this makes him 

quite satisfied: “As a student, I can donate a small amount of money. However, 

I can’t describe what … pleasure it gives me to do this just for the pleasure of 

Allah.” Seeking the same sense of satisfaction, P23 (aged 33, a tradesman in 

Germany) donated anonymously rather than publicly to be sincere in his 

actions, as Islamic religiosity encourages this form of donation: “Making 

donations publicly can embarrass beneficiaries.… Islamic sources claim that it 

is more acceptable to donate anonymously. Only Allah knows what I give, and 

this enhances my self-satisfaction.” Like P23, P19 (aged 34, a nurse in 

Germany) expressed that her anonymous donations contribute to increasing her 

sincerity, purifying her soul, and enhancing her self-satisfaction. She narrated: 

“The fact that only Allah is knowledgeable of my donation purges the sins 

inside me and makes my actions more sincere.… a circumstance like that 

enables me to have a good night’s sleep.” Muslims believe that everything 

comes from Allah, and they expect rewards for the deeds they perform from 

him (Opoku, 2013). Accordingly, some participants strongly emphasized that 

happiness comes solely from Allah. For instance, P2 (aged 28, Indian 

background) regularly donated and believed that Allah will give her happiness 

in return. She commented: “I feel happy when I donate every week. Of course, 

only Allah can grant this happiness. I please Allah and Allah pleases me.” 
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Fear of Missing Out 

The majority of Muslims in Europe are not interested in acting with 

solidarity around a broad Islamic political identity, as only a small percentage 

of them are highly faithful. Rather, they unite based on national origin, class, 

or ethnicity in response to racism and economic discrimination (Warner & 

Wenner, 2006). This might make them feel better. Accordingly, participants 

described how it feels great to engage with a group of people whose beliefs and 

values align with their own. P11, who has spent the past 17 years living in 

France, expressed the pleasant feelings of spending time with individuals who 

share common values and beliefs while away from his homeland. He further 

asserted that their donations to common causes strengthen their bonds. He 

elaborated: “It’s been 21 years since I left my homeland. But I have been in 

France for 17 years.… a family environment with other people who are similar 

to me and have similar values.… preserve this bond. We donate to the causes 

together and then, as we see the positive results of these donations, our love, 

and respect for each other increases.”  

Muslims who reside in non-Islamic societies may experience 

discrimination and rejection (Martens, 2014). This pushes them to spend time 

with communities they feel closer to. Religion plays an important role as it 

enhances self-identification with the religious community and a sense of 

belonging (Bekkers & Wiepking, 2011). P1 likes to spend time with people of 

his own faith, even though he was born and grew up in France. He especially 

thought that fundraising events have a family-like environment, which Allah 

bestowed on him as a reward for his good deeds. He commented: “[I have] 

friends of different religious backgrounds and ethnicities. Nevertheless, I mostly 

like to spend time with people with whom I share my beliefs and values. I feel 

at home when we organize fundraising events and help those in need together. 

This is undoubtedly a gift from Allah.”  

Being a member of a community may require constant visibility. The 

ideal venues for this are fundraising events. People can strengthen their ties with 

the community and thus overcome their fear of missing out (Sabia et al., 2022). 

To illustrate, P4 feared that the community’s long-standing unity would break 

down and cause her to become excluded. Thus, she routinely participated in 

fundraising activities. She explained: “Here, fundraising events such as bazaars 

and festivals are held regularly. This is very precious to me. I don’t want to miss 

out…. This makes me feel alone. I don’t miss any fundraising events if I don’t 

have an urgent matter.” On the other hand, Islamic teachings emphasize the 

unity of Muslims. They have a moral obligation to act in solidarity, even though 

it is viewed as a better course of action (Corrao, 2021). Accordingly, P10 

reported that the religious education he received showed him that Muslims 

should be in unity and solidarity. He states that both the holy Quran and the 

Prophet Muhammad (PBUH) emphasize that Muslims should compete with 

one another in charitable actions. Therefore, he participates in the giving 

actions of the Islamic community in order not to miss out. He commented: 

“Our religion commands us to be in unity and solidarity.… Our prophet tells 
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us that we should discourage evil and compete with each other in goodness. No 

one will recognize me if I don’t accomplish this competition. Thus, I am trying 

to participate in all the giving actions.… obeying the orders of my religion.” 

Conclusion and Discussion 

This exploratory study identifies the key motivations of faithful Muslims 

living in non-Islamic countries to donate. I condensed their responses down to 

five themes (relief of suffering, fear of being in need, seeking forgiveness after 

death, desire for self-satisfaction, and fear of missing out), constituting a set of 

key motivations to make donations, rooted in Islamic religiosity. Participants’ 

motivations to donate are greatly influenced by their Islamic beliefs. 

Accordingly, the role of religiosity was considered while discussing the reasons 

behind their donations. Thus, this study explored how and who enables donors 

to donate, to the extent religiosity manifests in the context of donation behavior. 

As it stands, the current paper generally contributes to a growing stream of 

scholarly works focusing on motivations to donate within the Islamic context. 

Muslims might make donations with different motives (Kashif & De Run, 

2015). These motives might be altruistic and egoistic (Bekkers & Wiepking, 

2011). In other words, people may engage in charitable actions to improve the 

well-being of others by foregoing their individual interests (Konrath & Handy, 

2017) or they might be motivated by a desire to be rewarded personally for 

helping others (Batson, 1991).  

In this study, participants talked extensively about their consideration of 

donations as a duty that their religion requires. Thus, the study makes a worthy 

contribution by comprehending the religious roots of faithful Muslims’ 

donation behavior. Warner et al. (2015) reported that Muslims are more 

concerned with their blessings afterdeath than with their possessions in the 

current life. Similarly, this study suggests that faithful Muslims consider all their 

possessions and wealth that they currently have are less important than the 

rewards (i.e., forgiveness, blessings, and heaven) in the afterdeath. The Quran 

heavily emphasizes the importance of afterdeath and the idea that a person’s 

self will be judged based on how well s/he performed throughout their life 

(Senturk, 2007). Confirming prior research, the results indicate that participants 

consider donation behaviors as a special religious duty and as a means of 

pleasing Allah and that they seek rewards or forgiveness in the afterdeath for 

their efforts. In this regard, one of the interesting findings of the current paper 

is that Muslims are sensitive about donations that are relatively easier to make 

due to the difficulty of performing religious duties in non-Islamic countries. In 

this way, some of the participants believe that the torment that will arise from 

religious duties that they cannot fulfill can be alleviated afterdeath. Prior 

research reports that Muslims mostly have altruistic motivations in their 

donation behaviors (e.g., Bekkers & Schuyt, 2008; Kasri, 2013; Lambarraa & 

Reiner, 2015; Konrath & Handy, 2017).  

On the other hand, the findings show that the charitable actions of 

faithful Muslims go well beyond simple altruistic motives. For instance, 

participants’ inclination to view donations as a means of transferring Allah’s 
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property to the needy is reflected in their desire for forgiveness in the afterdeath. 

Moreover, participants consider donating to be more like saving for the 

hereafter than actually giving things away. They believe that they must adhere 

to Islamic principles to grant Allah’s blessings and their deep belief in the 

afterlife motivates them to carry out good deeds. Thus, the findings complement 

Eisenberg’s (1986) report regarding altruism and extend Andreoni’s (1990) 

discussion of the simplistic notion of economic utility resulting from the warm 

glow of giving. In line with Piferi et al. (2006), the results also show that 

participants suffer for not donating to those in need. They feel suffering for not 

performing a vital religious duty and fear Allah will punish them for it. They 

consider themselves to be responsible and accountable for their actions and 

fortune. This is due to their belief that fortune does not belong to them and their 

perception of it as a test and blessing that generates fear and gratitude for Allah.  

In addition, this study contributes to Konrath and Handy’s (2017) 

research on the motives to donate scale by revealing that the desire for self-

satisfaction is one of the key motivators of donation behavior. Lastly, the study 

also makes a strong contribution to research (e.g., Chan et al., 2022; Sabia et 

al., 2022) on the fear of missing out (FoMO) by revealing that participants 

regularly engage in fundraising events to not miss out on the community of 

people with similar beliefs and values. Muslims living in non-Islamic countries 

generally have similar donation motivations as those living in Islamic countries. 

This supports Martens’s (2014) claim that many Muslims continue the Islamic 

charitable tradition by giving zakah and making other donations driven by their 

religious duties, regardless of a shifting social and cultural environment. 

However, it is very interesting that Muslims living as a minority in non-Islamic 

countries donate out of fear of missing the NPOs they are affiliated with. In 

other words, Muslims living in non-Islamic countries are affected by a sense of 

self-identification with the religious community and the sense of belonging 

brought by religion (Bekkers & Wiepking, 2011). Lastly, Muslims in Islamic 

countries may not distinguish between secular and religious causes when 

making donations (Kocaman, 2024). On the other hand, the current paper 

concluded that Muslims in non-Islamic countries generally support religious 

causes and make donations to the Muslim community in need. 

Practical Implications 

The notion of donation is universal, but how people choose to give is not 

(Opoku, 2012). Thus, comprehending the reasons why individuals give is 

crucial for nonprofits. The findings of the study suggest that nonprofit marketers 

should develop practices to raise donor satisfaction levels. In doing so, they 

should be careful not to make the amount of their donations or even their 

donations open to the public. This is because most of our participants want to 

remain anonymous as they want to give solely for Allah’s blessings and avoid 

bragging about their donations. Hence, to enable donors to donate both openly 

and discreetly, marketers must first have appropriate platforms. Accordingly, 

they are especially recommended to add options to their web pages that enable 
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individuals to make donations easily. This encourages donors to donate as 

much as they want in an atmosphere where others cannot see it.  

Also, findings indicate that participants become self-satisfied with the 

donations they make. Therefore, having their donations appreciated by the 

NPOs can increase their self-satisfaction levels and encourage them to donate 

again. Thus, NPOs are recommended to send contributors or those who give 

on their behalf a thank you note or customized cards. Moreover, nonprofits 

should be careful when asking for funds publicly during fundraising events like 

charity bazaars and in places like masjids. Thus, they can generate fundraising 

campaigns encouraging Muslims to make anonymous donations via the 

Internet. Furthermore, participants make their donations to get rewards or to 

be forgiven by Allah in the afterdeath. Here, it is noteworthy to remember that 

those who are willing to donate are more responsive to positive portrayals 

(Bennett, 2013). Thus, this study suggests that marketers should prioritize 

advertisements that promote the religious benefits of helping the needy to 

attract Muslim donors. The fact that some participants prefer to be reminded 

about the significance of giving actions (e.g., zakah and sadaqah) should 

encourage the marketers to place hadith and apothegm indicating the virtue of 

giving in fundraising campaigns. Also, marketers might send customized 

messages containing blessing prayers to individuals who donate.  

In addition, the findings suggest that marketers should create programs 

to bring donors together more frequently or increase the frequency of existing 

programs in a way that does not disturb them. Some informants state that being 

a member of a community that shares similar values and beliefs makes them 

feel happy, and they are afraid of missing out if they don’t participate in 

fundraising events. Therefore, NPOs should not only focus on getting donors 

to donate money but also encourage them to voluntarily work at fundraising 

events. This might enhance donors’ sense of belonging to a community. Also, 

it may encourage other Muslims who are members of a minority group and feel 

alone to participate in these events. Participants often say that donating 

mitigates their guilt or relieves their suffering. NPOs can demonstrate the results 

of their donations to them in different ways (e.g., through a picture of happy 

children smiling while receiving help or a mosque whose construction was 

completed with donations). They can do this by sharing on their websites and 

social media accounts, or by sending messages to their donors. The findings of 

this study offer insights into the roots of Muslim donors’ behavior, helping 

nonprofit marketers create effective marketing strategies to reach them. As a 

result, the study emphasizes the necessity for nonprofit marketers to create and 

use faith-based marketing strategies. 

Research Limitations and Avenues for Future Research 

Notwithstanding the intriguing results of this exploratory study, it is 

important to understand the findings in the light of several limitations. First, 

this study does not claim to be comprehensive since the participants were drawn 

from the capital cities of France and Germany. This limits the generalizability 

of the findings to Muslims living in other non-Islamic countries. Also, 
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according to the report of World Population Review in the first quartile of 2023, 

the number of Muslims living in Germany is roughly 6 million and there are 

around 5.5 million in France. Therefore, the piety of Muslims in these countries 

may differ from those in other countries or even cities. Thus, future researchers 

are strongly recommended to study the population residing in other non-Islamic 

countries. Moreover, given the differences in language and culture, a diverse set 

of results might be expected. Second, the study focuses only on monetary 

donations. Future research that will include other types of donations, such as 

volunteering involving the donation of time and effort (Wilson, 2000), may 

contribute to the existing literature. Third, the sample of this study consists of 

faithful Muslims who donate regularly. Future studies that include Muslims 

who are non-regular donors in the sample may offer suggestions to nonprofit 

marketers for turning them from passive audiences to active participants. 

Lastly, the findings of the study are bounded to the context and time. I made 

extensive efforts in recruiting the study sample from a range of age, professions, 

and educational backgrounds. Nevertheless, it is also likely that there are many 

Muslims whose views might be very different from those included in this study. 

Accordingly, I acknowledge possible sampling bias as a research constraint. 
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