
 International Journal of Advanced and Applied Sciences, 9(10) 2022, Pages: 126-134  
 

 
 

 
 

Contents lists available at Science-Gate  

International Journal of Advanced and Applied Sciences 
Journal homepage: http://www.science-gate.com/IJAAS.html 

 

 

126 

 

The effect of interactivity and trust on donation and eWOM on Facebook 
and Instagram 
 

 

Dutho Suh Utomo, Naraphorn Paoprasert *, Ramidayu Yousuk 
 
Department of Industrial Engineering, Faculty of Engineering, Kasetsart University, Bangkok, Thailand 
 

A R T I C L E  I N F O   A B S T R A C T  

Article history: 
Received 21 March 2022 
Received in revised form 
8 July 2022 
Accepted 9 July 2022 

Indonesia is a country that has experienced several earthquakes with 
adverse impacts. This incident triggered fundraising from various parties to 
help with the handling. The rise of social media affords the chance to 
facilitate these fundraising activities. The majority of existing research on 
donations focused on the role of social media in relation to intentions to 
donate and eWOM intentions lacked investigating the effect of donating 
intentions on intentions to eWOM and lacked comparing different social 
media platforms. Therefore, this study compared the effect of interactivity 
and trust in influencing Donation Intention and eWOM intention for 
Indonesian earthquake donations on Facebook and Instagram. The technique 
used was the Multi-Group Analysis (MGA) on PLS-SEM. This study found that 
for both Facebook and Instagram, trust and interactivity both influence 
Donation and eWOM Intention. In addition, donation intention influences 
eWOM intention. In terms of social media platform comparison, there is no 
difference between Facebook and Instagram regarding the relationships 
between variables (intention to donate, interactivity, and trust) in 
influencing eWOM intention. However, Instagram interactivity has a greater 
influence in influencing people's intentions to donate, while for Facebook, 
trust has a greater influence. This may be because the average age of 
Facebook users is higher than that of Instagram users; hence, Facebook users 
tend to deal more with trust issues while Instagram users seem to be more 
focused on interactivity. This research contributes to the understanding of 
online donations involving social media and charitable donations for 
earthquake relief in Indonesia. 
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1. Introduction 

*Several areas in Indonesia have experienced 
earthquakes over the past few years. One of which 
occurred on January 15, 2021, in Majene, West 
Sulawesi, Indonesia with a magnitude of 6.2 on the 
Richter scale. This event resulted in fatalities, 
injuries, and damage to homes and buildings 
(ReliefWeb, 2021). The destruction caused by the 
earthquake-triggered fundraising events from 
various parties to relieve disaster victims and the 
growth of social media users has provided 
opportunities for fundraising activities to be easily 
distributed to the public. Previous studies have also 
proven that the use of social media by non-profit 
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organizations can have an impact on fundraising 
performance (Bhati and McDonnell, 2020). 
Numerous studies have been conducted on 
donations made via social media and online. Feng et 
al. (2017) investigated the effect of a non-profit 
organization's social media strategy (Interactivity, 
Dissemination, and Disclosure) on consumer 
donation intentions and electronic word of mouth 
(eWOM) through satisfaction and trust. However, 
they did not investigate the direct relationship 
between interactivity with donation intention and 
eWOM intention, or between donation intention and 
eWOM intention. Another study related to social 
media donations found that the intention to donate 
is influenced by different types of communication 
and communication interactivity (Hwang and Chung, 
2020). Furthermore, the effect of various factors on 
online donation and forwarding intentions has also 
been studied, and one of the findings proved that no 
significant positive correlation exists between online 
donation and forwarding (Hou et al., 2021), despite 
several studies in other fields (not online donations) 
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demonstrating it (Saprikis et al., 2022; Oliveira et al., 
2016; Naranjo-Zolotov et al., 2018). 

Different social media platforms may also result 
in a range of behavioral responses. Ventre et al. 
(2021) compared several relationships between 
variables by using the Multi Group Analysis between 
Instagram (IG) and Facebook (FB); some were found 
to be significantly different, while others were not. 
Based on the background that has been described, 
we examined the effect of trust and interactivity on 
donation intention and eWOM intention, as well as 
the relationship between donation intention and 
eWOM intentions. In this research, FB and IG were 
compared by using the Multi-Group Analysis (MGA) 
technique in a case study of earthquake relief 
donations in Indonesia. 

Interactivity is a social media strategy that can be 
used to influence people's intention to donate 
through the mediation of trust (Feng et al., 2017). 
Numerous past researchers have established a direct 
link between interactivity and intention in a variety 
of contexts. In the case of hospitality and tourism, 
customer purchase intention is positively influenced 
by interactivity (Liao et al., 2019). Similarly, 
perceived website interactivity has a positive effect 
on online hotel booking intention (Abdullah et al., 
2019). Another study found that people's intention 
to adopt mobile social media advertising is 
influenced by interactivity (Tan et al., 2018). 
Moreover, in the case of donations, interactivity 
affects sports fans' intention to give online donations 
to college athletics (Hwang and Chung, 2020). 

Trust has also been proven to influence donation 
intention (Li et al., 2022). Additionally, trust in 
online donation platforms influences online donation 
intentions positively (Hou et al., 2021). Numerous 
studies have established a relationship between 
trust and donation (Feng et al., 2017; Furneaux and 
Wymer, 2015; Wymer et al., 2021; Chen et al., 2019; 
Farwell et al., 2019; Schultz et al., 2019; Li et al., 
2022; Hou et al., 2021). Meanwhile, it appears as 
though trust affects eWOM intention as well 
(Jattamart et al., 2019). A study from Matook et al. 
(2015) also proved that the intention to act on 
recommendation is influenced by the trust. 
Numerous other studies have also established a link 
between trust and eWOM intention (Kim and Park, 
2013; Liao et al., 2019; Filieri et al., 2015; Feng et al., 
2017; Jalilvand et al., 2017). 

A few studies have examined the relationship 
between interactivity and eWOM intention. Jattamart 
et al. (2019) discovered that web interactivity plays 
a role in eWOM behavior in E-Commerce cases. In 
addition, another study has also proven that 
interactivity influences electronic word-of-mouth 
intention (Zeng and Seock, 2019). 

Another possible relationship is between the 
intention to do something and eWOM Intention. 
People with the intent to purchase are more likely to 
engage in word of mouth (Yasin and Shamim, 2013). 
Similar findings were obtained for other cases of 
behavioral intention, such as the intention to adopt 
mobile payment (Oliveira et al., 2016), the intention 

to adopt m-banking apps (Saprikis et al., 2022), and 
the intention to use e-participation (Naranjo-Zolotov 
et al., 2018), all of which have an impact on the 
user’s intention to recommend or forward.  

Several studies have compared FB and IG 
regarding cases of behavioral intention. Belanche et 
al. (2019) conducted a study that compared FB and 
IG regarding advertising effectiveness, and 
differences were found for the variables being 
compared. Another study compared FB and IG with 
MGA and found some differences regarding the 
relationship between their variables (Ventre et al., 
2021). Based on the above-mentioned information, 
the following hypotheses were developed: 
 
H1: Trust affects Donation Intention positively (FB). 
H2: Trust has a positive effect on eWOM Intention 
(FB). 
H3: Interactivity has a positive relationship with 
Donation Intention (FB). 
H4: Interactivity has a positive effect on eWOM 
Intention (FB). 
H5: Donation Intention has a positive relationship 
with eWOM Intention (FB). 
H6: Trust has a positive effect on Donation Intention 
(IG). 
H7: Trust has a positive relationship with eWOM 
Intention (IG). 
H8: Interactivity has a positive effect on Donation 
Intention (IG). 
H9: Interactivity has a positive effect on eWOM 
Intention (IG). 
H10: Donation Intention affects eWOM Intention 
positively (IG). 
H11: Interactivity has a positive influence on eWOM 
Intention with Donation Intention mediating (FB). 
H12: Trust has a positive influence on eWOM 
Intention with Donation Intention mediating (FB). 
H13: Interactivity has a positive influence on eWOM 
Intention with Donation Intention mediating (IG). 
H14: Trust has a positive influence on eWOM 
Intention with Donation Intention mediating (IG). 
H15: The influence of Trust on Donation Intention is 
greater on FB than on IG. 
H16: The influence of Trust on eWOM Intention is 
greater on FB than on IG. 
H17: The influence of Interactivity on Donation 
Intention is greater on IG than on FB. 
H18: The influence of Interactivity on eWOM 
Intention is greater on IG than on FB. 
H19: The influence of Donation Intention on eWOM 
Intention is greater on IG than on FB. 
H20: The influence of Interactivity on eWOM 
Intention with Donation Intention mediating is 
greater on IG than on FB. 
H21: The influence of Trust on eWOM Intention with 
Donation Intention mediating is greater on FB than 
on IG. 

2. Method 

The simple random sampling data collection 
technique was conducted by using an electronic 



Utomo et al/International Journal of Advanced and Applied Sciences, 9(10) 2022, Pages: 126-134 

128 
 

questionnaire, which was distributed to Indonesians 
via the internet who are at least 17 years old with FB 
or IG accounts. Partial Least Squares (PLS) is a 
variant of Structural Equation Modelling (SEM) that 
has the advantage of being able to handle problems 
with data distribution as PLS SEM does not make any 
assumptions about how the data is distributed (Chin, 
1998; Hair et al., 2017). Therefore, the data analysis 
in this study used PLS-SEM, based on SmartPLS 
version 3.2.9 (Wong, 2013). 

Several analyses were performed using SEM-PLS, 
while for comparative analysis on SEM-PLS, 
permutation testing, composite measurement 
invariance (MICOM) analysis, permutation testing 

analysis, and also multigroup analysis (MGA) were 
performed (Chin and Dibbern, 2006; Henseler et el., 
2016; 2009; Sarstedt et al., 2011). The questionnaire 
consisted of questions that became indicators of the 
research variables. The indicators used have been 
used in several previous studies, however, 
modifications were made according to this 
research’s context. The variables were intention to 
donate online (Feng et al., 2017), eWOM intention 
(Feng et al., 2017; Kim and Park, 2013), trust (Feng 
et al., 2017; Kim and Park, 2013), and interactivity 
(Feng et al., 2017). Each variable consists of 3 
indicators. Fig. 1 depicts the complete structural 
model used in this study. 

 

Interactivity

Trust

Donation 

Intention
eWOM Intention

Interactivity 1

Interactivity 2

Interactivity 3

Donation Intention 1

Donation Intention 2

Donation Intention 3

Trust 1

Trust 2

Trust 3

eWOM Intention 2eWOM Intention 1 eWOM Intention 3

 
Fig. 1: Structural model of research 

 

3. Results and discussions 

In this study, 158 people answered the 
questionnaire for FB, and 169 people answered the 
questionnaire for IG. The sample size met the 
minimum expected path coefficients of 0.11 and 0.20 
with a significance of 5% and power of 80% (Hair et 
al., 2021). 

The proportions of the samples obtained in this 
study for FB and IG are summarized in Table 1. The 
PLS-SEM structure was applied in this study to 
organize the variables, indicators, and relationships 
between variables. Each variable has three reflective 
indicators and the arrows between the variables 
indicate the relationship between them. Fig. 1 
depicts a structural model of the results of this study. 

The measurement assessment model was applied 
to each sample, namely FB and IG. As the indicator is 
reflective, the loading, average variance extracted 
(AVE), composite reliability, Cronbach's Alpha, and 

discriminant validity were applied to evaluate the 
measurement model (Hair et al., 2017). The results 
of the FB measurement (Table 2) indicated that the 
loading value exceeded 0.7, the CR value was higher 
than 0.7, and the AVE value was higher than 0.5; the 
same result was obtained for IG (Table 3). This 
suggests that the value is within the acceptable range 
(Chin, 2010; Fornell and Larcker, 1981). Meanwhile, 
the results for discriminant validity, as shown in 
Tables 4, and 5, show that the square root of each 
construct's AVE value is greater than the correlation 
value, indicating that the constructs used (FB and IG) 
have satisfactory discriminant validity (Hair et al., 
2017; Fornell and Larcker, 1981). 

The evaluation of the structural model in this 
study was conducted based on the results of several 
criteria. The Coefficient of Determination (R2), 
SRMR, GoF, and Q2 measures was used to evaluate 
the model in this study. 
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Table 1: Proportion of respondents 
No Description 

 
FB IG 

1 Gender 
Male 50.63% 42.60% 

Female 49.37% 57.40% 

2 Aged 

17-26 70.25% 95.27% 
26-35 15.19% 3.55% 
36-45 9.49% 0.59% 
46-55 3.16% 0.00% 
>55 1.90% 0.59% 

3 Income 

< 4 million IDR 79.11% 92.31% 
4-5.9 million IDR 12.66% 4.14% 
6-8  million IDR 3.16% 0.59% 
> 8 million IDR 5.06% 2.96% 

4 Education 

< Diploma 29.11% 31.36% 
Diploma 25.95% 28.40% 
Bachelor 24.05% 36.69% 
Master 19.62% 0.00% 

Doctoral 1.27% 3.55% 

 
Table 2: Measurement model assessment for FB 

Items Loading CA CR AVE 
eWOM intention 

eWOM intention 1 0.893 0.872 0.921 0.795 
eWOM intention 2 0.875    
eWOM intention 3 0.907    

Donation intention 
Donation intention 1 0.898 0.825 0.896 0.743 
Donation intention 2 0.901    
Donation intention 3 0.782    

Interactivity 
Interactivity 1 0.857 0.837 0.901 0.752 
Interactivity 2 0.859    
Interactivity 3 0.885    

Trust 
Trust 1 0.881 0.891 0.932 0.820 
Trust 2 0.920    
Trust 3 0.916    

 
Table 3: Measurement model assessment for IG 

Items Loading CA CR AVE 
eWOM intention 

eWOM intention 1 0.822 0.812 0.889 0.727 
eWOM intention 2 0.864    
eWOM intention 3 0.872    

Donation intention 
Donation intention 1 0.814 0.763 0.862 0.675 
Donation intention 2 0.829    
Donation intention 3 0.822    

Interactivity 
Interactivity 1 0.785 0.723 0.843 0.642 
Interactivity 2 0.752    
Interactivity 3 0.862    

Trust 
Trust 1 0.896 0.844 0.905 0.760 
Trust 2 0.869    
Trust 3 0.850    

 
Table 4: Fornell-Larcker criterion for FB 

Variable eWOM Intention Donation intention Interactivity Trust 
eWOM intention 0.892    

Donation intention 0.443 0.862   
Interactivity 0.382 0.363 0.867  

Trust 0.474 0.493 0.478 0.906 

 
Table 5: Fornell-Larcker criterion for IG 

Variable eWOM intention Intention donation Interactivity Trust 
eWOM intention 0.853    

Donation intention 0.527 0.822   
Interactivity 0.451 0.403 0.801  

Trust 0.256 0.258 0.141 0.872 

 

The value of R2 was calculated for each 
endogenous latent variable, which in this study was 
the intention to donate and the eWOM Intention. The 
R2 for FB and IG are summarized in Table 6. All of 

these values are greater than 0.01, exceeding the 
value required for R2 (Falk and Miller, 1992). The 
standard residual root-mean-square (SRMR) was 
used to evaluate the PLS-SEM model's goodness of fit 
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(Henseler et al., 2014). The standardized root-mean-
square residual (SRMR) was measured for the two 
sample groups (FB and IG). The results showed that 
both SRMR values were less than 0.08 (Table 7), 
indicating that both of the models have a good fit 
criterion (Hu and Bentler, 1999). The goodness of fit 
(GoF) values obtained were 0.469 (FB) and 0.444 
(IG) (Table 7). These values suggest that the two 
models have a large GOF criterion value, indicating 
that the models (FB and IG) performed well (Wetzels 
et al., 2009). The resulting Q values are 0.486 and 
0.490 for FB and IG, respectively (Table 7). This 
indicates that the model was well-reconstructed and 
predictively relevant (Hair et al., 2017). 

 
Table 6: R square 

R Square FB IG 
eWOM intention 0.302 0.359 

Donation intention 0.264 0.204 

 
Table 7: Goodness of fit 

Criteria FB IG 
SRMR 0.061 0.078 
GoF 0.469 0.444 
𝑄2 0.486 0.490 

 

Table 8 illustrates the estimated structural 
coefficients between latent variables for FB. The 

relationship between trust and donation intention 
was statistically significant on FB, with a T statistic of 
5.211 (>1.96) and a P value of 0.000 (P value<0.05). 
The standard beta value was also positive at 0.414, 
this indicates that the direction of the relationship 
between trust and donation intention is positive. As 
a result, H1 is accepted in this study. The standard 
beta value for H2 on FB is positive 0.377, the T 
statistic is 6.362 (>1.96). There is also a statistically 
significant positive correlation between the two 
variables, with a P value of 0.000 (P<0.05) and 
indicating that H2 is accepted. The standard beta 
value for H3 is positive with 0.165, while the T 
Statistics and the p-value are 2.004 (>1.96) and 
0.046 (P<0.05). This demonstrates the existence of a 
significant positive relationship, supporting the 
acceptance of H3. H4 has a positive standard beta, 
while the T and P values are 2.960 (T>1.96) and 
0.042 (P<0.05), respectively. There appears to be a 
correlation between interactivity and eWOM 
intention. As a result, H4 is accepted. For H5, the 
standard beta value is positive, while the P value and 
the T statistic are 0.001 (P<0.05) and 3.041(T>1.96), 
implying that there is a positive relationship 
between donation intention and eWOM Intention. 
Therefore, H5 can be accepted. 

 
Table 8: Hypothesis testing for FB 

Hypothesis Path Standard beta Standard error T statistics P values 
H1 TrustDonation intention 0.414 0.079 5.211 0.000 
H2 TrusteWOM intention 0.377 0.059 6.362 0.000 
H3 InteractivityDonation intention 0.165 0.082 2.004 0.046 
H4 InteractivityeWOM intention 0.200 0.068 2.960 0.042 
H5 Donation intention eWOM intention 0.250 0.082 3.041 0.001 

 

For an indirect relationship on FB (Table 9), the 
standard beta value for H11 is 0.041, when the T 
value and the p-value are 1.672 (T>1.96) and 0.095 
(P>0.05). This proves that there is no indirect 
correlation between interactivity and eWOM 
intention via donation intention mediation. 
Therefore, H11 cannot be accepted. The standard 

beta value for the next hypothesis (H12) is 0.104 
when the T value and the p-value are 2.740 (T>1.96) 
and 0.006 (P<0.05), implying the existence of a 
positive correlation between trust and eWOM 
intention via donation intention. As a result, H12 can 
be supported. 

 
Table 9: Indirect relationship for FB 

Hypothesis Path Standard beta Standard error T statistics P values 

H11 
Interactivity Donation 

IntentioneWOM intention 
0.041 0.025 1.672 0.095 

H12 
Trust-> Donation intentioneWOM 

Intention 
0.104 0.038 2.740 0.006 

 

The structural coefficients estimated between 
latent variables in IG are shown in Table 10. The T 
statistic and the value of P for H6 are 3.172 (T>1.96) 
and 0.001 (P<0.05), while the standard beta value is 
positive (0.205), this shows that trust positively 
affects donation intentions. As a result, H6 is 
accepted. Next, the standard beta for H7 is positive 
0.117, and the T statistic and p-value are 1.995 
(>1.96) and 0.001 (P<0.05), indicating that the two 
variables have a significant positive relationship. 
This indicates that H7 is acceptable. The standard 
beta value for H8 is positive, when the T statistic and 
the value of P are 5.908 (T>1.96) and 0.000 (P<0.05), 
thus indicating that interactivity and donation 
intention are positively related. As a result, H8 is 

acceptable. H9 has a positive standard beta of 0.280, 
a T statistic of 3.916 (T>1.96), and the value of P is 
0.000 (P<0.05), this indicates that interactivity and 
eWOM intention are positively related. As a result, 
H9 is considered acceptable. The standard beta value 
for H10 is positive, and the T statistic and the P value 
are 5.247 (T>1.96) and 0.000 (P<0.05), thus 
indicating a positive relationship between donation 
intention and eWOM Intention. As a result, H10 is 
acceptable. The standard beta value for H13 is 0.144 
for an indirect relationship on GI (Table 11), while 
3.669 (T>1.96) and 0.000 (P<0.05) are the values of 
the T statistic and P-Value. This indicates that there 
is no indirect relationship between interactivity and 
eWOM intention via donation intention mediation. 
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As a result, H13 is acceptable. The standard beta 
value for the following hypothesis (H14) is 0.030, 
while the T statistic and the p-value are 2.601 
(T>1.96) and 0.005 (P<0.05). This indicates that 

trust intentions and eWOM through the mediation of 
donation intentions have a positive effect. As a 
result, H14 can be supported.  

 
Table 10: Hypothesis testing for IG 

Hypothesis Path Standard beta Standard error T statistics P values 
H6 TrustDonation intention 0.205 0.065 3.172 0.001 
H7 TrusteWOM intention 0.117 0.059 1.995 0.001 
H8 InteractivityDonation intention 0.374 0.063 5.908 0.000 
H9 InteractivityeWOM intention 0.280 0.072 3.916 0.000 

H10 Donation intention eWOM intention 0.384 0.073 5.247 0.000 

 
Table 11: Indirect relationship for IG 

Hypothesis Path Standard beta Standard error T statistics P values 

H13 
Interactivity Donation 

IntentioneWOM intention 
0.144 0.039 3.669 0.000 

H14 
Trust-> Donation 

IntentioneWOM intention 
0.079 0.030 2.601 0.005 

 

The measurement invariance of composite 
models (MICOM) procedure is a test of measurement 
invariance that is required to compare and interpret 
MGA (Multi Group Analysis) distinctions between 
groups derived from PLS-SEM results (Henseler et 
al., 2016). As a result, prior to performing MGA, a 
MICOM analysis is required (Henseler et al., 2016). 

The analysis of MICOM has a step-by-step procedure, 
which includes assessing configuration invariance, 
and composition invariance, and evaluating mean 
and variance values for cross-groups (Henseler et al., 
2016). All of the MICOM requirements have been 
met, as evidenced by the results in Table 12, which 
allows the MGA analysis to proceed to the next step. 

 
Table 12: Result of MICOM analysis 

Variable 
Conf. 

invariance 
(Step 1) 

Equal mean assessment (step 2) Equal variance assessment (step 3) 
Full measurement 

invariance 
Original 

diff. 
Conf. interval Equal 

Original 
diff. 

Conf. interval Equal 

eWOM 
Intention 

Yes -0.041 [-0.216; 0.218] Yes 0.233 [-0.259; 0.233] Yes Yes 

Donation 
Intention 

Yes 0.098 [-0.223; 0.199] Yes 0.227 [-0.301; 0.279] Yes Yes 

Interactivity Yes 0.036 [-0.225; 0.210] Yes 0.249 [-0.297; 0.274] Yes Yes 
Trust Yes 0.104 [-0.220; 0.236] Yes 0.182 [-0.277; 0.284] Yes Yes 

 
The purpose of implementing the MGA Analysis 

in this study was to investigate hypotheses regarding 
the comparison of two groups (FB and IG). In this 
study, the MGA analysis used different P-Value 
criteria. The results of the analysis found that two 
hypotheses were supported while the remaining 
three were rejected (Table 13). 

In terms of the indirect relationship (Table 14), 
the P value for H20 is 0.027 (P<0.05), while the P 
value of the permutation test is 0.021 (P<0.05). This 
indicates that IG has a greater effect than FB in terms 

of the connection between interactivity and the 
intention to donate eWOM with donation intention 
mediating. As a result, H20 is acceptable. However, it 
should be noted that the indirect relationship on FB 
is rejected (H11). While on H21, P-Value and the 
Permutation Test are 0.608 (P>0.05) and 0.589 
(P>0.05), respectively. The conclusion that can be 
drawn is that there is no distinction between FB and 
IG in terms of the indirect relationship between trust 
and eWOM intention via mediating donation 
intention. Therefore, H21 is rejected. 

 
Table 13: MGA analysis 

HP 
Path coefficient Confidence interval 

Path coff. dif 
P-value 

Accepted 
FB IG FB IG Henseler’s MGA Permutation test 

H15 0.414 0.205 [0.250; 0.555] [0.085;0.320] 0.209 0.042 0.029 Yes 
H16 0.377 0.117 [0.142; 0.400] [0.015;0.229] 0.26 0.080 0.091 No 
H17 0.165 0.374 [0,016;0.318) [0.233;0.469] -0.209 0.045 0.035 Yes 
H18 0.200 0.280 [0.007;0.284] [0.223;0.469] -0.08 0.234 0.256 No 
H19 0.250 0.384 [0.071;0.384] [0.221;0.504] -0.134 0.221 0.227 No 

 
Table 14: Indirect relationship of MGA analysis 

Hypothesis Path 
Path coefficient 

P value Permutation test Accepted 
FB IG 

H20 
Interactivity Donation 

IntentioneWOM intention 
0.041 0.144 0.027 0.021 Yes 

H21 
Trust-> Donation intentioneWOM 

intention 
0.104 0.079 0.608 0.589 No 

 

This study was able to explain the relationship 
between interactivity, trust, donation intention, and 
eWOM intention on FB and IG and compare the two 

of them. Where it was found that Trust was greater 
in influencing the intention to donate on FB than IG, 
on the contrary Interactivity in influencing the 
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intention to donate was greater on IG than FB. 
Whereas in another study, Feng et al. (2017) 
explained the relationship between Interactivity 
with Donation Intentions and EWOM Intentions 
through Trust and Satisfaction, but this study did not 
focus on investigating the direct relationship 
between interactivity with donation intentions and 
eWOM intention, and did not investigate the 
relationship between intentions donating and eWOM 
Intention, and did not compare between social media 
platforms. Hou et al. (2021) demonstrated a 
significant relationship between Trust in online 
donation platforms and Online donation intention, 
but no significant relationship between Online 
donation intention and forwarding intention. 
Meanwhile, there was a study by Ventre et al. (2021), 
which compared Facebook and Instagram in terms of 
Social commerce Intention, Trust in social media did 
not have a significant effect on the s-commerce 
intention on Facebook and Instagram. Based on 
previous research, our study explained something 
new in the field of online donations through social 
media. 

4. Conclusion 

Regarding online fundraising for earthquake 
disasters through social media platforms such as FB 
and IG, trust and interactivity are factors that both 
need to be considered as both variables have an 
effect on both the intention to donate and the 
intention of eWOM on both social media platforms 
(FB and IG). The first result found that Interactivity 
seemed to have an effect on the intention to donate 
on FB and IG. This is consistent with several 
previous works that demonstrated an effect of 
interactivity on intention (Abdullah et al., 2019; Liao 
et al., 2019; Tan et al., 2018), and also with research 
that demonstrated the effect of interactivity on 
willingness to donate (Hwang and Chung, 2020). 

Another finding in this study is that trust affects 
the intention to donate for FB and IG users. This is in 
line with several previous studies, which stated that 
trust affects intention in the case of donations 
(Wymer et al., 2021; Schultz et al., 2019; Li et al., 
2022; Bilgin and Kethüda, 2022). 

Another finding is that trust and interactivity 
have an effect on the eWOM intention on FB and IG. 
This is in line with the findings of several previous 
studies that examined the effect between trust and 
eWOM Intention (Feng et al., 2017; Liao et al., 2019) 
and between interactivity and eWOM intention 
(Zeng and Seock, 2019; Jattamart et al., 2019). 
Although previous studies stated the same thing for 
the relationship between trust and eWOM intention, 
this study made it clear that the relationship exists 
not only for FB but also for IG for donation cases. 

Additionally, there is a positive correlation 
between the intention to donate and the intention to 
share information through eWOM, this means that 
individuals with the intention to donate to a disaster 
will have an effect on their intention to share 
information through eWOM for both types of social 

media (FB and IG). This is a different finding for 
donation intention, as previous research has 
established that online donation intention is 
unrelated to forwarding intention (Hou et al., 2021). 
Although previous studies have explained that 
behavioral intention is closely related to 
recommendation intention in a different case (the 
case of adoption of m-banking applications) 
(Saprikis et al., 2022). In addition, both FB and IG 
donation intention succeeded in mediating trust and 
eWOM intention, while for interactivity only IG 
succeeded. 

In the comparison between FB and IG models 
studied, there were several findings. Firstly, there is 
no difference between FB and IG on the relationship 
between the variables tested (intention to donate, 
interactivity, and trust) with influencing eWOM 
intention. This indicates that the behavior is not 
significantly different between the two groups (FB 
and IG). Secondly, IG interactivity has a greater 
impact in influencing people's intentions to donate, 
while for FB, trust has a greater influence. According 
to data from a Napoleoncat report, as of July 2021, IG 
has a younger user base than FB in Indonesia 
(Napoleoncat, 2021a; 2021b). In addition, compared 
to younger people, older adults perceived 
significantly more risks (Liebermann and 
Stashevsky, 2002). Moreover, Trust has a greater 
effect on attitudes toward mobile banking for older 
people (Chawla and Joshi, 2018). On the other hand, 
young people with greater internet experience are 
more apt to perceive the interactivity of mobile 
advertisement (Gao et al., 2010). Thus, it is likely 
that FB users' trust will be the main issue compared 
to interactivity. While on IG, interactivity attracted 
more attention than trust on FB for the problem of 
online donations on social media in Indonesia. 

These findings can be useful for knowledge about 
online donations involving social media. As for the 
practical application, it can be useful for fundraising 
organizations, especially in Indonesia, where social 
media was suggested as a method for seeking 
donations. Regarding trust and interactivity, charity 
organizations that use FB to implement ways to 
strengthen the trust of potential donors to their 
organizations, as the trust factor is greater in 
influencing potential donors. Meanwhile, IG 
interactivity can be more focused because it is a 
bigger factor that can affect people's intentions to 
donate. 

However, this study is only specific for donations 
in the event of an earthquake in Indonesia, and only 
compares two social media platforms (FB and IG). 
The results may be different if donations are made in 
response to other types of disasters and when 
comparing other kinds of social media platforms. 
Therefore, it would be interesting to consider these 
different platforms and variables for future research. 

Acknowledgment 

This study was funded by the Faculty of 
Engineering, Kasetsart University, Bangkok, 



Utomo et al/International Journal of Advanced and Applied Sciences, 9(10) 2022, Pages: 126-134 

133 
 

Thailand. However, any opinions, findings, 
conclusions or recommendations in this document 
are those of the authors and not necessarily the 
views of the sponsors. 

Compliance with ethical standards 

Conflict of interest 

The author(s) declared no potential conflicts of 
interest with respect to the research, authorship, 
and/or publication of this article. 

References  

Abdullah D, Kamal SBM, Azmi A, Lahap J, Bahari KA, Din N, and 
Pinang CP (2019). Perceived website interactivity, perceived 
usefulness and online hotel booking intention: A structural 
model. Malaysian Journal of Consumer and Family Economics, 
21: 45-57. 

Belanche D, Cenjor I, and Pérez-Rueda A (2019). Instagram stories 
versus Facebook wall: An advertising effectiveness analysis. 
Spanish Journal of Marketing-ESIC, 23(1): 69-94. 
https://doi.org/10.1108/SJME-09-2018-0042 

Bhati A and McDonnell D (2020). Success in an online giving day: 
The role of social media in fundraising. Nonprofit and 
Voluntary Sector Quarterly, 49(1): 74-92.  
https://doi.org/10.1177/0899764019868849 

Bilgin Y and Kethüda Ö (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.  
https://doi.org/10.1007/s11266-021-00426-7 

Chawla D and Joshi H (2018). The moderating effect of 
demographic variables on mobile banking adoption: An 
empirical investigation. Global Business Review, 19(3): S90-
S113. https://doi.org/10.1177/0972150918757883 

Chen Y, Dai R, Yao J, and Li Y (2019). Donate time or money? The 
determinants of donation intention in online crowdfunding. 
Sustainability, 11(16): 4269.  
https://doi.org/10.3390/su11164269 

Chin WW (1998). The partial least squares approach to structural 
equation modeling. Modern Methods for Business Research, 
295(2): 295-336. 

Chin WW (2010). How to write up and report PLS analyses. In: 
Esposito Vinzi V, Chin W, Henseler J, and Wang H (Eds.), 
Handbook of partial least squares: 655-690. Springer, Berlin, 
Germany. https://doi.org/10.1007/978-3-540-32827-8_29 

Chin WW and Dibbern J (2006). A permutation based procedure 
for multi-group PLS analysis: Results of tests of differences on 
simulated data and cross-cultural analysis of the sourcing of 
information system services between Germany and the USA. 
In: Mangin JPL and Mallou JV (Eds.), Modelización con 
estructuras de covarianzas en ciencias sociales: Temas 
esenciales, avanzados y aportaciones especiales: 501-517.  
Netbiblo, Madrid, Spain.                              
https://doi.org/10.4272/84-9745-136-8.ch19 
PMid:17056480 

Falk RF and Miller NB (1992). A primer for soft modeling. 
University of Akron Press, Akron, USA. 

Farwell MM, Shier ML, and Handy F (2019). Explaining trust in 
Canadian charities: The influence of public perceptions of 
accountability, transparency, familiarity and institutional 
trust. VOLUNTAS: International Journal of Voluntary and 
Nonprofit Organizations, 30(4): 768-782.  
https://doi.org/10.1007/s11266-018-00046-8 

Feng Y, Du L, and Ling Q (2017). How social media strategies of 
nonprofit organizations affect consumer donation intention 
and word-of-mouth. Social Behavior and Personality: An 
International Journal, 45(11): 1775-1786.  
https://doi.org/10.2224/sbp.4412 

Filieri R, Alguezaui S, and McLeay F (2015). Why do travelers trust 
TripAdvisor? Antecedents of trust towards consumer-
generated media and its influence on recommendation 
adoption and word of mouth. Tourism Management, 51: 174-
185. https://doi.org/10.1016/j.tourman.2015.05.007 

Fornell C and Larcker DF (1981). Evaluating structural equation 
models with unobservable variables and measurement error. 
Journal of Marketing Research, 18(1): 39-50.  
https://doi.org/10.1177/002224378101800104 

Furneaux C and Wymer W (2015). Public trust in Australian 
charities: Accounting for cause and effect. Third Sector 
Review, 21(2): 99-127. 

Gao Q, Rau PLP, and Salvendy G (2010). Measuring perceived 
interactivity of mobile advertisements. Behaviour and 
Information Technology, 29(1): 35-44.  
https://doi.org/10.1080/01449290802666770 

Hair JF, Hult GTM, Ringle CM, and Sarstedt M (2017). A primer on 
partial least squares structural equation modeling (PLS-SEM). 
2nd Edition, Sage Publications Inc., Thousand Oaks, USA. 

Hair JF, Hult GTM, Ringle CM, Sarstedt M, Danks NP, and Ray S 
(2021). Partial least squares structural equation modeling 
(PLS-SEM) using R: A workbook. Springer Nature, Berlin, 
Germany. https://doi.org/10.1007/978-3-030-80519-7 

Henseler J, Dijkstra TK, Sarstedt M, Ringle CM, Diamantopoulos A, 
Straub DW, and Calantone RJ (2014). Common beliefs and 
reality about PLS: Comments on Rönkkö and Evermann 
(2013). Organizational Research Methods, 17(2): 182-209.  
https://doi.org/10.1177/1094428114526928 

Henseler J, Ringle CM, and Sarstedt M (2016). Testing 
measurement invariance of composites using partial least 
squares. International Marketing Review, 33(3): 405-431.  
https://doi.org/10.1108/IMR-09-2014-0304 

Henseler J, Ringle CM, and Sinkovics RR (2009). The use of partial 
least squares path modeling in international marketing. In: 
Sinkovics RR and Ghauri PN (Eds.), New challenges to 
international marketing (advances in international 
marketing): 277-319. Volume 20, Emerald Group Publishing 
Limited, Bingley, UK.                              
https://doi.org/10.1108/S1474-7979(2009)0000020014 

Hou T, Hou K, Wang X, and Luo XR (2021). Why I give money to 
unknown people? An investigation of online donation and 
forwarding intention. Electronic Commerce Research and 
Applications, 47: 101055.  
https://doi.org/10.1016/j.elerap.2021.101055 

Hu LT and Bentler PM (1999). Cutoff criteria for fit indexes in 
covariance structure analysis: Conventional criteria versus 
new alternatives. Structural Equation Modeling: A 
Multidisciplinary Journal, 6(1): 1-55.  
https://doi.org/10.1080/10705519909540118 

Hwang G and Chung KS (2020). The dynamics of cause-related 
marketing platform and interactivity on college sport fans' 
donations. Sport, Business and Management: An International 
Journal, 10(2): 227-241.                           
https://doi.org/10.1108/SBM-08-2019-0070 

Jalilvand MR, Salimipour S, Elyasi M, and Mohammadi M (2017). 
Factors influencing word of mouth behaviour in the 
restaurant industry. Marketing Intelligence and Planning, 
35(1): 81-110. https://doi.org/10.1108/MIP-02-2016-0024 

Jattamart A, Kwangsawad A, and Boonkasem K (2019). Factors 
influencing the intentions of customer with regard to the use 
of E-WOM behavior to promote the use of E-commerce 
websites. In the 4th Technology Innovation Management and 
Engineering Science International Conference, IEEE, Bangkok, 

https://doi.org/10.1108/SJME-09-2018-0042
https://doi.org/10.1177/0899764019868849
https://doi.org/10.1007/s11266-021-00426-7
https://doi.org/10.1177/0972150918757883
https://doi.org/10.3390/su11164269
https://doi.org/10.1007/978-3-540-32827-8_29
https://doi.org/10.4272/84-9745-136-8.ch19
https://doi.org/10.1007/s11266-018-00046-8
https://doi.org/10.2224/sbp.4412
https://doi.org/10.1016/j.tourman.2015.05.007
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1080/01449290802666770
https://doi.org/10.1007/978-3-030-80519-7
https://doi.org/10.1177/1094428114526928
https://doi.org/10.1108/IMR-09-2014-0304
https://doi.org/10.1108/S1474-7979(2009)0000020014
https://doi.org/10.1016/j.elerap.2021.101055
https://doi.org/10.1080/10705519909540118
https://doi.org/10.1108/SBM-08-2019-0070
https://doi.org/10.1108/MIP-02-2016-0024


Utomo et al/International Journal of Advanced and Applied Sciences, 9(10) 2022, Pages: 126-134 

134 
 

Thailand: 1-5.                                         
https://doi.org/10.1109/TIMES-iCON47539.2019.9024662 

Kim S and Park H (2013). Effects of various characteristics of 
social commerce (s-commerce) on consumers’ trust and trust 
performance. International Journal of Information 
Management, 33(2): 318-332.  
https://doi.org/10.1016/j.ijinfomgt.2012.11.006 

Li W, Mao Y, and Liu C (2022). Understanding the intention to 
donate online in the Chinese context: The influence of norms 
and trust. Cyberpsychology: Journal of Psychosocial Research 
on Cyberspace, 16(1): 7. https://doi.org/10.5817/CP2022-1-7 

Liao SH, Chung YC, and Chang WJ (2019). Interactivity, 
engagement, trust, purchase intention and word-of-mouth: A 
moderated mediation study. International Journal of Services 
Technology and Management, 25(2): 116-137.  
https://doi.org/10.1504/IJSTM.2019.098203 

Liebermann Y and Stashevsky S (2002). Perceived risks as 
barriers to Internet and e‐commerce usage. Qualitative 
Market Research: An International Journal, 5(4): 291-300.  
https://doi.org/10.1108/13522750210443245 

Matook S, Brown SA, and Rolf J (2015). Forming an intention to 
act on recommendations given via online social networks. 
European Journal of Information Systems, 24(1): 76-92.  
https://doi.org/10.1057/ejis.2013.28 

Napoleoncat (2021a). Facebook users in Indonesia-July 2021. 
Available online at:                 
https://napoleoncat.com/stats/facebook-users-in-
indonesia/2021/07/ 

Napoleoncat (2021b). Instagram users in Indonesia-July 2021. 
Available online at:  
https://napoleoncat.com/stats/instagram-users-in-
indonesia/2021/07/  

Naranjo-Zolotov M, Oliveira T, and Casteleyn S (2018). Citizens’ 
intention to use and recommend e-participation: Drawing 
upon UTAUT and citizen empowerment. Information 
Technology and People, 32(2): 364-386.  
https://doi.org/10.1108/ITP-08-2017-0257 

Oliveira T, Thomas M, Baptista G, and Campos F (2016). Mobile 
payment: Understanding the determinants of customer 
adoption and intention to recommend the technology. 
Computers in Human Behavior, 61: 404-414.  
https://doi.org/10.1016/j.chb.2016.03.030 

ReliefWeb (2021). Indonesia: Earthquake-Jan 2021. ReliefWeb. 
Available online at:                             
https://reliefweb.int/disaster/eq-2021-000003-idn 

Saprikis V, Avlogiaris G, and Katarachia A (2022). A comparative 
study of users versus non-users’ behavioral intention towards 
m-banking apps’ adoption. Information, 13(1): 30.  
https://doi.org/10.3390/info13010030 

Sarstedt M, Henseler J, and Ringle CM (2011). Multigroup analysis 
in partial least squares (PLS) path modeling: Alternative 
methods and empirical results. In: Sarstedt M, Schwaiger M, 
and Taylor CR (Eds.), Measurement and research methods in 
international marketing (advances in international 
marketing): 195-218. Volume 22, Emerald Group Publishing 
Limited, Bingley, UK.                             
https://doi.org/10.1108/S1474-7979(2011)0000022012 

Schultz C, Einwiller S, Seiffert-Brockmann J, and Weitzl W (2019). 
When reputation influences trust in nonprofit organizations. 
The role of value attachment as moderator. Corporate 
Reputation Review, 22(4): 159-170.  
https://doi.org/10.1057/s41299-019-00067-z 

Tan GWH, Lee VH, Hew JJ, Ooi KB, and Wong LW (2018). The 
interactive mobile social media advertising: An imminent 
approach to advertise tourism products and services? 
Telematics and Informatics, 35(8): 2270-2288.  
https://doi.org/10.1016/j.tele.2018.09.005 

Ventre I, Mollá-Descals A, and Frasquet M (2021). Drivers of social 
commerce usage: A multi-group analysis comparing Facebook 
and Instagram. Economic Research-Ekonomska Istraživanja, 
34(1): 570-589.  
https://doi.org/10.1080/1331677X.2020.1799233 

Wetzels M, Odekerken-Schröder G, and Van Oppen C (2009). Using 
PLS path modeling for assessing hierarchical construct 
models: Guidelines and empirical illustration. MIS Quarterly, 
33: 177-195. https://doi.org/10.2307/20650284 

Wong KKK (2013). Partial least squares structural equation 
modeling (PLS-SEM) techniques using SmartPLS. Marketing 
Bulletin, 24(1): 1-32. 

Wymer W, Becker A, and Boenigk S (2021). The antecedents of 
charity trust and its influence on charity supportive behavior. 
Journal of Philanthropy and Marketing, 26(2): e1690.  
https://doi.org/10.1002/nvsm.1690 

Yasin M and Shamim A (2013). Brand love: Mediating role in 
purchase intentions and word-of-mouth. Journal of Business 
and Management, 7(2): 101-109.  
https://doi.org/10.9790/487X-072101109 

Zeng CF and Seock YK (2019). Chinese consumers’ perceptions 
toward social media platform for shopping and eWOM 
intention: A study of WeChat. International Journal of Fashion 
Design, Technology and Education, 12(2): 199-207.  
https://doi.org/10.1080/17543266.2019.1572230 

 

https://doi.org/10.1109/TIMES-iCON47539.2019.9024662
https://doi.org/10.1016/j.ijinfomgt.2012.11.006
https://doi.org/10.5817/CP2022-1-7
https://doi.org/10.1504/IJSTM.2019.098203
https://doi.org/10.1108/13522750210443245
https://doi.org/10.1057/ejis.2013.28
https://napoleoncat.com/stats/facebook-users-in-indonesia/2021/07/
https://napoleoncat.com/stats/facebook-users-in-indonesia/2021/07/
https://napoleoncat.com/stats/instagram-users-in-indonesia/2021/07/
https://napoleoncat.com/stats/instagram-users-in-indonesia/2021/07/
https://doi.org/10.1108/ITP-08-2017-0257
https://doi.org/10.1016/j.chb.2016.03.030
https://reliefweb.int/disaster/eq-2021-000003-idn
https://doi.org/10.3390/info13010030
https://doi.org/10.1108/S1474-7979(2011)0000022012
https://doi.org/10.1057/s41299-019-00067-z
https://doi.org/10.1016/j.tele.2018.09.005
https://doi.org/10.1080/1331677X.2020.1799233
https://doi.org/10.2307/20650284
https://doi.org/10.1002/nvsm.1690
https://doi.org/10.9790/487X-072101109
https://doi.org/10.1080/17543266.2019.1572230

	The effect of interactivity and trust on donation and eWOM on Facebook and Instagram
	1. Introduction
	2. Method
	3. Results and discussions
	4. Conclusion
	Acknowledgment
	Compliance with ethical standards
	Conflict of interest
	References


