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Abstract

The goal of this research was to explore the role of Public Service Ads (PSAs) on
blood donation decisions and the Covid-19 related mechanisms influencing the path to
donation behavior. Although blood donation is shown as a form of behavior that is strongly
motivated by emotional responses and altruistic behaviors, there are uncertainties in terms
of difficulties that the donors experience during the pandemic period. A sample group
consisting mostly of young people (N=189), received a self-administered questionnaire
containing questions intended to clarify blood donation drives following exposure to a
PSA stimulus. These factors comprised of the components for identification towards PSA
characters, empathy, altruistic feelings towards blood donation behavior and donation
intentions, and also pandemic related determinants. Regression-based analyzes were used
to test the hypotheses, and the effects of Covid-19-derived factors on the blood donation
process were investigated through moderator analysis. The results revealed that the
empathy and identification levels towards PSA characters vary due to presenting whether
the donor-type or the patient-type. No statistically significant results were found between
the interactions of the risk of getting infected and altruistic feelings on blood donation
intentions. However, it is concluded that pandemic fatigue significantly predicted the
relationships between empathetic responses and altruistic feelings.

0Oz

Bu aragtirmanin amaci, kamu spotu reklamlarinin kan bagisi niyetleri {izerindeki
rolinii ve bagis tutumlarmin olusumunda mesaj etkinligini belirledigi diisliniilen
Covid-19 kaynakli faktorleri incelemektir. Kan bagisi, duygusal tepkiler ve o6zgecil
davranislar tarafindan giiglii bir sekilde motive edilen bir davranis bigimi olarak gosterilse
de pandemi doneminde potansiyel bagiscilarin deneyimledigi engeller konusunda
belirsizlikler bulunmaktadir. Geng bir katilimcr kitleden olusan 6rneklem grubu (N =
189), kan bagist davranistyla ilgili kamu spotu reklam uyaranina maruz kaldiktan sonra
bagis motivasyonlarini temsil eden ifadeleri igeren bir anket formunu derecelendirmistir.
Anket formu, kamu spotu reklam karakterlerine yonelik 6zdeslesme, empati, kan bagist
davranisgina yonelik 6zgecil duygular, bagis niyetleri ve ayrica salgn ile ilgili belirleyicileri
Olegmeye dayali ifadeleri igermektedir. Hipotezleri test etmek icin regresyon temelli
analizler kullanilmig ve Covid-19 kaynakli faktorlerin mesaj etkinligi siirecinde kan
bagisi niyetlerine iligkin etkileri moderatdr analizleri ile incelenmistir. Sonuglar, reklam
karakterlerine yonelik empati ve 6zdeslesme diizeylerinin, bagis¢t ya da hasta tipinin
sunumuna gore farklilagtigini ortaya koymustur. Ayrica, pandemi yorgunlugunun empati
tepkileri ile 6zgecil duygular arasindaki iliskileri 6nemli 6lgiide 1limlastirdigi sonucuna
varilmistir. Bununla birlikte, enfeksiyon kapma riski ile 6zgecil duygular etkilesiminin
kan bagis1 niyetleri lizerinde istatistiksel olarak anlamli bir etkiye sahip olmadig: sonucuna
varilmistir.
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Introduction

The vital fluid that human beings need most is blood. Although the demand for this
high-priority liquid remains the same during the Covid-19 crisis, an alarming decrease
emerged in the number of blood donors and therefore in national blood supplies (Masser
et al., Hyde, & Ferguson, 2020; Miah, 2020). World Health Organization (2020) reported
that the Covid-19 pandemic has led to a significant reduction in blood reserves in many
countries and negatively influenced blood-related activities. For instance, the daily
average test volume performed on blood samples decreased during the Covid-19 crisis,
resulting from a 60% reduction in blood donation numbers per day in Turkey (Ozgiiven,
2020). The curfews at weekends announced by The Turkish Ministry of Internal Affairs
excluded the going-outs for blood donation and immune plasma services during the
outbreak of the pandemic. Even so, the regular donations were still below the required
five thousand levels to reinforce the existing blood supplies (Kizilay, 2020). The shortage
in blood stocks was immediately tackled by the official authorities and by many of the
non-governmental organizations, and communication campaigns have been conducted
across the country. Even though ongoing communication efforts through public service
ads and printed information, the donation behavior seems to be suppressed by virus-
based factors which avoid blood supplies to reach the pre-pandemic levels. This could be
crucial in examining blood donation campaigns become incapable against the concerns
caused by the Covid-19 outbreak.

Researchers state that health communications campaigns do not always perform
better in terms of the desired effects due to experienced conditions (Gill & Boylan,
2012). This is particularly due to the public’s interest in focusing on issues related to their
concerns that lead to trivializing all kinds of other matters (Crocker et al., 2017). The
Covid-19 disaster may have caused such an underestimation and have deeply affected the
blood donation solidarity based on the risk of getting infected. It is possible to state that
despite dozens of information conducted through mass communication that the Covid-19
virus is not transmitted by blood; people abstain from donation and demonstrate resistance
behaviors towards persuasive messages. Despite the blood donation has been considered
such a behavior in line with social consciousness before the pandemic (Raghuwanshi et
al., 2016; Steele et al., 2008), we are witnessing a dramatic decline in blood supplies even
there are intensive communication efforts during Covid-19 crisis. Therefore, it would not
be wrong to express that many aspects of social consciousness, especially the feelings of
altruism, are deeply injured, and coping with the fear of the virus has certainly affected
people’s anxiety and stress levels which may have led to pandemic fatigue.

Studies carried out during the pandemic, generally focus on health behaviors.
However, there are very few studies questioning the pandemic effect on blood donation
behaviors. To contribute this gap, current paper aims to examine the relationships between
communication efforts and donation decisions through a pandemic perspective. In this
regard, it will be of great importance to examine the Covid-19 mechanisms that moderate
the associations among persuasive efforts promoting blood donation behaviors, altruistic
feelings, and donation decisions. Prior to this, the ties between identification with the PSA
characters and empathetic responses were investigated under the influence of pandemic
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fatigue moderator which is assumed to affect blood donations during the pandemic crisis.
Next, the relationships between altruistic feelings and behavioral intentions were evaluated
in light of the effects of experiencing pandemic conditions on perceived vulnerability to
disease. To achieve this goal, the moderated moderation analyzes were conducted. The
findings are expected to lead to a deeper understanding of the direct and indirect effects
of PSAs on blood donation intentions, especially in times of crisis.

Hypothesis Development
Public Service Advertising and Empathetic Responses

Public service ads (PSAs) are announcements that are carried out to promote desired
outputs in the public interest. PSAs focus on raising awareness and educating the public
in achieving desired behaviors on important social issues (Lundgren & McMakin, 2013).
They are widely used in communicating health messages, for instance, to promote blood
donation behavior, to raise awareness for seat belts, and to persuade quitting cigarette.
According to Bagozzi and Moore (1994), there are two distinct types of PSAs targeting
(1) groups of patients in need of help who are vulnerable to health problems and (2) groups
of people who intend to help by donating their time or money to a valuable objective.
Numerous studies and theories posit that viewers generally engage with characters and
develop emotional ties with them (Cohen, 2001; Green et al., 2004; Hoeken & Sinkeldam,
2014; Moyer-Gusé, 2008) which may be the reason why PSAs are categorized through
character-based approach. Considering the characters depicted in the PSAs, it could be
assumed that viewers develop an attitude by fostering recognition in line with the patient
and the donor features in the ad. For instance, exemplification theory (Zillmann, 1999)
suggests that the extent of similarity between the character and the viewer specifies the
exemplar as a case in point. Therefore, the individual experiences an empathic arousal
letting an attitude formation for the desired effect based on the exemplar depicted in
the PSA (Zillmann, 1991, p. 141). Both the perceived similarity and empathy with PSA
characters are firmly linked to the concept of identification (Kim et al., 2012). Cohen
(2001, p. 247) defines identification as leaving the actual self and “becoming the other
that we assume the identity of the target of our identification”. Accordingly, character
identification enables viewers to perceive that they resemble the character, or feel like the
character (Igartua, 2010; Moyer-Gus¢, 2008; Murphy et al., 2013). This process modifies
current beliefs and attitudes by avoiding counter argumentation and could help to accept
the values and beliefs of the characters depicted within the message (Lee et al., 2016).
Bearing this in mind, the aforementioned influences could be the key mechanisms that lay
behind the persuasive impact of the PSAs.

Following that, whether the extent of identification towards different PSA characters
causes a variation in emotional reactions is a notable issue, as well. The distinctive
attributes of the character types can be an agent for the beliefs and attitudes of the viewers
(Igartua & Marcos-Ramos, 2015). Theories on reactions to media characters mainly rise
to the principal opinion that viewers are faced with the media characters as different
social identities (Hefner et al., 2007). According to identification theory (Cohen, 2001),
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an individual visualizes him/herself as others and involve in the character’s attribution.
In other words, viewers act as the character feels and behaves. Therefore, the PSAs
which depict characters invite viewers to develop a mental imagination of the events.
Individuals not only comprehend how and why an event occurs, but also engage in mental
simulation described as “the cognitive construction of hypothetical scenarios by imagining
themselves in the same situation” (Taylor & Schneider, 1989, p. 175). When individuals
simulate events, they repeatedly imagine their self-acts whether actual or potential, and
shape behavioral scenarios in which they are the main character (Escalas, 2004). The basic
tasks of the characters and the features they reflect are principal components affecting the
simulation process. In this case, it can be assumed that the perceived similarity towards
donor-centric or patient-centric PSA characters may lead to different empathetic reactions.
As stated formally;

H1. The degree of empathetic responses varies towards donor-focus or patient-
focus characters in PSAs that promote blood donation behavior.

Altruism Feelings in Blood Donation Behavior

The persuasion effectiveness of PSAs is largely embodied in the “help-self” focus
(Bagozzi & Moore, 1994). Supporting this notion, studies have been conducted to suggest
that blood donation behavior is closely associated with altruistic feelings (Healy, 2000;
Lemmens et al., 2009; Murphy & Mcsweeney, 2009; Steele et al., 2008). Altruism
characterizes one’s eagerness in helping others without expecting any benefit (Evans &
Ferguson, 2014). Whilst the helping behavior covers the results of an activity, the feeling
of altruism deals with the drive behind the act (Dovidio & Penner, 2003). Since altruistic
feelings and behaviors are considered to be “motivated by a genuine desire to benefit
another person” (Lay & Hoppmann, 2015, p. 34), and “a blood donation is a pro-social
act which costs to the individual but benefits others” (Wildman & Hollingsworth, 2009,
s. 493), the inducement of blood donation in PSAs is mostly accompanied by ‘“help-
self” motivation. This is congruent with the notion depicting that altruistic feelings and
behaviors heavily depend on empathetic responses to others (Batson et al., 1995). Back to
PSAs, it is assumed that the spokes-characters presented to encourage donation behavior
allow the audience to develop emotional ties. Therefore, empathetic responses towards
engaging characters in PSAs have been regarded as to be another key incentive in terms
of blood donation (Steele et al., 2008). Accordingly, much of the researches underlined
that the correlations between empathic responses and altruistic feelings support helping
behavior to others which is a feature of pro-social personality (Barreto, 2019; Einolf,
2008; Franzen et al., 2018). Despite empathic concerns involves a principal key factor
in benevolence behaviors, in some studies, the associations among altruistic feelings,
empathic responses, and blood donations have been reported statistically insignificant
(Einolf, 2008; Karacan et al., 2013). This may be due to the results of a field study based
on measuring the general empathic abilities of the participants. However, based on the
general literature on this theme, it is likely in any PSA message designed in a gain-framing
approach, the identification with the characters whether a donor-centric or a patient-
centric, can predict the feelings of altruism. Therefore, we think that developing positive
emotions in a gain-framing message, specific to a PSA communication that stimulates
blood donation behavior, can boost empathetic abilities and therefore altruism feelings.
The hypothesis can be expressed as follows.
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H2a. Empathetic reactions to PSA characters positively stimulate altruistic feelings.

H2b. Altruism feelings have positive associations with the intention to donate
blood.

Pandemic Fatigue and Perceived Vulnerability as Covid-19 Related Moderators

An ordinary person could form a desirable attitude towards the PSAs by going
through the pathways portrayed above, at a time in which everything goes well without a
worldwide deadly crisis. However, humanity is facing a Covid-19 crisis and seems likely
to feel the impacts of the pandemic for long, particularly when the mutation threats and
the effectiveness of the vaccine set the agenda. Therefore, it is crucial to reconsider the
attitudinal processes towards donating under the influence of the pandemic crisis.

The Covid-19 pandemic has had negative effects on people’s psychological states.
Anxiety and feeling of depression were reported among the primary emotional distress
following the emergence of the pandemic (Morgan, 2020). In one of the recent studies, it
was found that three-in-five of the people felt anxious or worried due to the outbreak (Biddle
etal., 2020). The term “pandemic fatigue” has been oftered by World Health Organization
(2020) to accent the pervasive sense of anxiety among people against the long-lasting
and unpredicted status of the Covid-19 pandemic (Elia & Vallelonga, 2020). Pandemic
fatigue was defined as “demotivation to follow recommended protective behaviors,
emerging gradually over time and affected by a number of emotions, experiences, and
perceptions” (WHO, 2020, p. 7). Further, pandemic fatigue has been associated with
feelings of “hopelessness, alienation, and complacency” towards behavioral intentions
in the report (p. 8). Pandemic fatigue may be due to avoiding interacting with people
causing them to get weak signals from others in terms of body language, voice, and
emotional expressions (Epel & Fromer, 2020). In line with this, a recent cross-sectional
study conducted through a sample of 4,700 subjects in Turkey revealed that nearly %65
of the population feels psychological fatigue under the isolation measures partly due to
avoiding crowded places during the Covid-19 crisis (Morgul et al., 2020). The study
stated that emotional fatigue was the result of keeping away populous locations, and of
hygiene rules, physical distancing, and social isolation.

Coming back to the report (WHO, 2020), pandemic fatigue has been characterized
as not adhering to recommendations and restrictions adequately, a decline in efforts to
get accurate information about the pandemic, and underestimating the risks of Covid-19
outbreak. Therefore, when considered as “hopelessness, alienation, and complacency”,
pandemic fatigue may also lead to a lack of concern about people in need of help and
inhibit donating behavior. Accordingly, the current study predicts pandemic fatigue as
a barrier on the pathways between empathetic responses and altruistic feelings. Briefly
stated, pandemic fatigue moderates the paths to altruistic feelings.

H3. Pandemic fatigue moderates the relationships between empathetic responses
towards PSA characters and altruistic feelings.

Apart from that, the risk of getting an illness is considered as one of the factors
that hinders the blood donation intention (Giles et al., 2004; Masser et al., 2020; Sojka
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& Sojka, 2008). Conceptualized as the fear of getting infected, perceived infectability is
related to “beliefs about vulnerability to future health problems” (Duncan et al., 2009).
Because the concept of risk refers to the probability and severity of negative consequences
(Van Der Pligt, 1998), perceived infectability may be a crucial cause of avoiding a risky-
seemed donating behavior. Following the Covid-19 pandemic, people have been exposed
to alarming mass media news about those infected, which caused them to face the fear of
getting the virus, hence, stress and anxiety (Gonzales-Olmo et al., 2020). Thus, people
have become more strictly bound to hygiene rules than ever before resulting in acting
with the concern of getting infected (Yamada et al., 2020). This may have caused an
increase in the existing perceived vulnerability due to the Covid-19 crisis.

Despite isolation and lockdowns can be considered as possible causes of declining
blood supplies, it should be stated that fear of getting infected could be the underlying
reason that avoids people donating blood. Therefore, it is essential to reconsider the
relationships between altruistic feelings and donation intentions under the influence of
perceived vulnerability to disease. The current paper also focuses on the moderating
effects of perceived vulnerability which has been fueled by the Covid-19 crisis. A recent
study found that altruistic feelings are correlated to anxiety and depression development,
specifically in a state of perceiving higher risks towards virus (Feng et al., 2020). The study
revealed that altruistic individuals with high-risk perceptions experience worse mental
health outcomes. Higher levels of anxiety may further increase perceived vulnerability
concerns through fear of getting infected. Therefore, it can be assumed that the perceived
vulnerability which increased during the pandemic, is the underlying reason why altruistic
individuals pause helping others by donating blood. As stated in hypothesis;

H4. The relationships between altruistic feelings and donation intentions are
characterized under the influence of perceived vulnerability levels due to experiencing a
pandemic.

With this respect, it will be of great importance to examine the mechanisms that
moderate the associations between public service ads (PSAs) and blood donation decisions.
To achieve this, a single moderation and a moderated moderation models were tested in
this study. First, the researcher expected pandemic fatigue to moderate the relationship
between empathetic responses and general altruistic feelings. Pandemic fatigue was
assumed as a restraint domain surrounding the empathetic reactions induced by character
types in PSAs. Viewers are expected to experience altruistic emotions following to
simulate engaging characters (whether donor or patient) in PSAs by sharing their beliefs
and emotions. However, dependent on the stress, anxiety, and other emotional challenges
due to Covid-19, the proneness to donate blood may become worthless. Moreover, the
study assumes that fear of getting infected due to the Covid-19 pandemic would alleviate
the associations between altruistic feelings and donations intentions. Accordingly,
experiencing a pandemic crisis was considered to become a moderator influencing the
perceived risk of getting infected. This was because while perceived vulnerability to any
sickness can be a general attitude, experiencing a pandemic crisis would likely alter the
ways people perceive risks. The research model was illustrated in Figure 1.

84 m jletisim Kuram ve Arastirma Dergisi



Investigating the Impact of Public Service Advertising on Blood Donation Intentions under the Influence of Covid-19 Related Moderators

Figure 1. The Research Model

Research Methodology

This empirical study was conducted at Aksaray University by utilizing an online
questionnaire, between December 20, 2020, and February 15, 2021. The study has been
conducted throughout lockdowns for all levels of education and partial curfews on
weekends and specific hours. The data was gathered through a simple cluster sampling.
University students from Aksaray University participated in an online survey and
requested to fill the questionnaire during the restrictions and outside of distance education
class hours. Contributors were told that participation was completely voluntary basis and
no extra credit would be available. This research was conducted with the permission and
ethical approval by the Aksaray University Human Researches Ethics Committee issued
12/2020. All subjects have stated their consent by explicitly approving to participate in
the study following official information about the aims, safety, and retention of data and
contacts for any further questions related to the survey.

Participants and Procedure

A total of one hundred and ninety-five students from Aksaray University were
recruited to participate in this research. One hundred and eighty-nine of those rated the
survey items correctly and completely. The sample consisted of 59 male (31%) and 130
female (69%) with the mean age 20.73 (sd = 0.46). The majority were undergraduate
students (65%) and the rest were associate degree students (35%). In this experimental
study, all participants were randomly recruited into three different groups to view one of
the PSAs (donor-focus n=61, patient-focus n=80, none n=48) promoting blood donation
behaviors. Before being exposed to ad stimulus, all subjects rated questionnaire items
regarding demographic information, general health behavior attitudes, blood donation
attitudes, pandemic fatigue, and whether they donated blood in the Covid-19 crisis.
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Following this procedure, each group was exposed to one of the PSA stimuli and
responded to questions regarding manipulation statements, empathic responses, blood
donation intentions, and PSA message attitude. In selecting stimulus materials, a group
of PSAs was evaluated by two academicians who have expertise on the effectiveness of
public service ads. The coders examined the stimuli within the focus of the emotional
intensity and empathic potential of the PSA characters. The control group stimulus, which
included statistics and a didactic approach about blood donation, covered no engaging
character representation.

Measures

The present research used a questionnaire that incorporated various items from
scales in prior studies to measure empathetic responses, altruistic feelings, pandemic
fatigue, and perceived vulnerability to disease. Participants rated the items on a 5-point
Likert type scale except for those measuring the demographic attributes, donation status
in the pandemic, and whether they think to donate in the pandemic.

Five items were selected from the Basic Empathy Scale-BES (Jolliffe & Farrington,
2006) to measure individuals’ status for identifying with the characters. The item statements
were adapted to measure viewers’ reactions to the characters due to PSA exposure, such
as “The character’s emotions affected me much”, “I got caught up in character’s feelings
easily” and “I could understand the character emotionally when I viewed him on TV”.
The reliability coefficient for this scale was 0.914.

Altruism feelings were assessed by using the Self Report Altruism Scale-SRAS
(Rushton et al., 1981). Ten of the 20 items from the SRA scale were selected which
seemed relevant to the behavior promoted in the PSA. Participants were asked to rate the
frequency of their engagements in such behavior as donating blood or in charity activities

9% <¢

(e.g. “Donating goods or clothes to a charity”, “donating blood”, “working as a volunteer
for a charity”, “offering to help a handicapped or elderly stranger across a street’). Higher
average mean scores represented greater altruism feelings. The Cronbach’s a for the scale

was 0.942.

The emotional fatigue experienced by the individuals was evaluated by using the
Pandemic Fatigue Scale (PFS) which was recently produced by Lilleholt, Zettler, Betsch,
and Bohm (2020). The six-item scale consists of two sub-scales measuring Information
Fatigue (IF) and Behavioral Fatigue (BF). Subjects rated the frequency with which they
felt like being exhausted and tired when they encounter any arguments or situations related
to Covid-19. (e.g. “I try to watch all the Covid-19 discussions in TV shows, newspapers
and radio programs, etc.”, “I feel calm following all of the behavioral regulations and
recommendations around Covid-19). The reliability coefficient of the scale calculated in
this study was o = 0.77.

Perceived Vulnerability to a Disease scale - PVDS (Duncan et al., 2009) was used
to assess the fear of getting infected from a disease. The sub-scale of PVDS directly
measures the perceived infectability which means beliefs about vulnerability to future
health problems. The scale consists of six items and Cronbach’s a for the scale was 0.753.

Intentions for donating blood were evaluated using a scale consisting of four
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statements. (e.g. I have intended to give blood in the next months”). The reliability
coefficient of the scale was determined as 0.88. In addition to measuring the general
tendencies of the participants as explained above, they were asked questions about how
many times they donated before, whether they donated in the pandemic, and whether
they considered donating in the pandemic. Accordingly, respondents were asked “How
many times have you given blood before?”, “Have donated in the Covid-19 pandemic?”,
and “Would you like to donate blood during the pandemic period?” The last question was
used in the analysis as a moderator of the perceived vulnerability scale. Answers to these
questions were given categorically.

Analytical Methods

This study started with CFA analysis to test the construct validity. The goodness of
fit indices of CFA and factor loadings was used to assess the validity of the instruments.
Next, a series of one-way ANOVA analysis was conducted to examine the significant
differences between each dependent variables (empathy to characters, altruistic feelings,
intention to donate, pandemic fatigue, and perceived vulnerability) and categorical
variables such as identification type, gender, education, donation status in pandemic and
willingness to donate in the pandemic. After specifying the significant differences between
variables, single moderation and moderated moderation analyses were performed to test
the regulatory effects of pandemic fatigue and perceived vulnerability on the paths to
donation intentions. Both of these regression-based models were run with SPSS macro
software called PROCESS (Hayes et al., 2017) which is available online. Therefore, to test
the single moderation and interactive moderation effect, we used Model-1 and Model-3
respectively. The bootstrapping procedure which is a basic logic behind the PROCESS
analysis offers that the significance of the paths is due to the CI intervals crossing over
the zero point (Hayes et al., 2017). To test the assumptions, lower and upper levels of CI
(LLCI-ULCI) values were checked. The values going from negative to negative or from
positive to positive, but not from negative to positive or vice versa, indicate that the result
is significant. The PROCESS models were performed within the 95% confidence interval
by using 5,000 bootstrap samples.

Results

Before the analysis testing the causalities, a confirmatory factor analysis (CFA)
was conducted to validate how well the research instruments obtained from the literature
represent the relevant structures. A first-order CFA initially reported a poor fit for the
model necessitating examining the standardized coefficients weights for each item and
modification alternatives. Thus, three of the Perceived Vulnerability scale items were
decided to extract from the analysis because of the low factor weights than suggested. It is
recommended that one single item should have at least 0.60-factor weights for acceptable
construct validity (Hair et al., 1999). Following the revised CFA, the model fit indices
were calculated at an acceptable level. In particular, goodness-of-fit indices for the revised
CFA model indicated an adequate fitting for the data meaning that the variables were well
represented by the items responded by the subjects (x2 = 374.03, df= 124, x2/df = 3.01,
CFI=0.95, TLI=0.94, GF1=0.90, AGFI=0.86, RMSEA = 0.07).
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Reliabilities of the measurement items were evaluated with Cronbach’s a, factor
weights, composite reliabilities, and average variance extracted estimations. The
factor weights between 0.60 and 0.94 showed that the remaining items were above the
recommended threshold. In all constructs, Cronbach’s a exceeded the baseline of 0.70
(Santos, 1999). CR values varying between 0.83 and 0.95 also exceeded the lower limit
of 0.70. Also, AVE rates were between 0.61 and 0.85, exceeding the baseline limit of
0.50 (Fornell & Larcker, 1981). The key measures for construct reliability and validity of
research instruments used in the current paper are shown in Table 1.

Table 1. CFA Results of Construct Reliability and Validity

Constructs Items Loading o CR AVE

The character's emotions affected me much 0.81
I got caught up in the character's feelings easily 0.88

BES I could understand the character emotionally when I viewed him on TV 0.87 091 0.89 0.73
I could get swept up in character’s feelings 0.73
I was aware of the character’s feelings. 0.82
Donating goods or clothes to a charity 0.78
Donating blood 0.84
Working as a volunteer for a charity 0.82
Offering to help a handicapped or elderly stranger across a street 0.85
Giving directions to a stranger 0.73

SRAS Giving money to a charity 0.77 0.94 095 0.85
Letting someone I didn't know too well borrow an item of some value to me  0.82
Helping a classmate I did not know well with a homework 0.81
Offering to help a handicapped or elderly stranger 0.75
Offering the seat on a bus to a stranger or elderly person 0.76
I try to watch all the Covid-19 discussions in TV shows, newspapers and 0.60
radio programs, etc.
I feel calm following all of the behavioral regulations and recommendations
around Covid-19 0.71

PES I am comfortable hearing about Covid-19 0.73 0.77. 083 0.61
I am having my spirit fight against Covid-19 0.60
When friends or family members talk about Covid-19, I try to involve in 072
the subject
I prefer to wash my hands pretty soon after shaking someone’s hand 0.77

PVDS i :Iis‘l)‘i/l;z VVVVZ?ST&?@ :Slcl)itll(lee.s because you do not know what the last per- 0.94 075 088 0.71
I am uncomfortable sharing a water bottle with a friend 0.80
I have intended to give blood in the next months 0.76
I am thinking of donating blood in the near future 0.90

DDS If there were a blood donation organization on campus I would love to 0.85 088 091 0.78
donate ’
I'll attempt to donate blood 0.84
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Table 2 indicates mean differences across groups on empathetical concern, altruism
feelings, pandemic fatigue, perceived infectability, and blood donation intention scores.
Donor-centric and patient-centric viewers reported similar levels of BES, but participants
who viewed PSA with no-dominant-character reported higher empathetic responses than
those groups (p = 0.00). Identification type group also reported differences significantly
in PFS (p = 0.02), slightly higher scores for no-dominant-character group and in PVDS,
higher scores for donor-centric group (p = 0.00). In the focus of these results, the H1
hypothesis that assumes patient-centered and donor-centered character types were
associated with different levels of empathy was approved.

Table 2. ANOVA Statistics for the Variables

BES SRAS PFS PVDS DDS
N m (sd) p m(d) p m (sd) p m (sd) p m (sd) p
Id. Type
Donor 61 4.28 (.69) 3.51(.51) 4.20(.64) 3.58 (.63) 3.47(0.64)
Patient 80 437 (.67) .001 | 3.69(.58) .00 | 3.98(91) .00 | 3.46(78) .02 | 3.34(0.91) .021
None 48 | 4.58 (.59) 3.87(.54) 4.51(.62) 3.21(.69) 3.96(0.62)
Gender
Male 59 | 4.26 (.75) 3.65(.57) 415 (.89) 3.34 (.69) 3.62(1.37)
Female 130 | 4.47 (.61) 073 3.69(.56) 63 4.20(.74) 07 3.47 (.74) 26 3.51(1.25) 363
Education
gssocme 119 | 438 (.69) 3.71(.54) 4.12(81) 3.19 (.65) 3.50(1.37)
Ueg;ee 764 36 16 00 572
ndaer-
graduate 70 | 4.41(.62) 3.63(.59) 4.29(.76) 3.84 (.66) 3.61(1.15)
Pandemic
Donating
Status
Yes 7 | 3.97(.96) 4.00(.71) 4.54(.61) 2.88(.79) 4.85(0.37)
No 182 | 441064 O | 366057) P |atacre) B 345 ™ | 349020 OO
Pandemic
Donating
Plan
Yes 85 | 4.55(.61) 3.73(.62) 4.51(.61) 3.39(.81) 4.12(0.93)
No 104 | 426(68) 0 | 363051) 2 |393(82) %0 | 345066) 0! | 3060135 O

Total N = 189 Id. Type, identification type; BES, Basic Empathy Scale; SRAS, Self-Report Altruism
Scale, PFS, Pandemic Fatigue Scale; PVDS, Perceived Vulnerability to a Disease; DDS, Donation Decision Scale.

According to ANOVA results, the gender variables were insignificantly related to
all dependent variables except for the Basic Empathy Scale (p <0.001). Also, the highest
mean difference in gender groups was found in empathic responses toward character
types. In detail, females had higher means in their BES scores than males (mfemale
=4.20 > 3.83, p=.000). Similarly, significant differences were found in education and
pandemic-donation-status groups in terms of BES scores. The undergraduate students
had higher BES mean scores, as in PVDS, than associate degree students. Although the
fear of getting infected resulted in lower scores for donation intentions (DDS), this was
not a significant result (p = 0.49). The participants who did not donate in the Covid-19
pandemic have higher mean scores in PVDS as expected (p=.000), despite oppositely
occurred in DDS, it was insignificant (p = 0.41). Also, non-donors in the pandemic had
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dramatically higher mean scores in BES than those who did donate. Finally, albeit the
average scores of all dependent measures for those who were willing to donate in the
pandemic were lower than those who did not have such a plan, the results were not at any
significance level (p > .000).

Simple linear regression analysis was used to test the H2 hypotheses, which suggest
that viewers’ empathetic responses trigger altruistic feelings and those feelings have
causal relationships with intentions to donate blood. The regression analysis revealed
that the empathetic reactions that come out due to identification with PSA characters
were a significant predictor for altruism feelings, R=0.533, R*=0.284, F(1, 187)=74.258,
p<0.001. Depending on this finding, it is fairly to state that the H2a hypothesis is accepted.
Also, a statistical significance in causal relationships between altruistic feelings and blood
donation intentions were significant which means approval for H2b, R=0.768, R?>=0.590,
F(1,187)=269.008, p<0.001. See Table 3 for the regression findings.

Table 3. The Effects of the Main Predictors on Dependent Variables

Predictor — Dependent Variable B SE B t p Results

R=0.533
R’=0.284
F=74.258
p<0.001

Empathetic Responses — Altruistic Feelings ~ 0.355 0.173 0.533  8.617 0.000

R=0.768
R>=0.590
F=269.008
p<0.001

Altruistic Feelings — Donation Intentions 0.593 0.036 0.768 16.401 0.000

Multiple regression model in PROCESS macro (Model-1) was used to predict
altruism feelings with the interactions between pandemic fatigue and empathetic
responses. The research model explained the total variance to a significant extent
(R*=0.679, F(3,185)=130.751, p=.000). The two-way interaction between BES and PFS
showed statistical significance (R>=0.015, F(3,85)=9.013, p=0.031). We investigated
the current two-way interaction to realize the links between the variables. Table 4 and
Figure 2 demonstrate the PFS and BES interaction over altruistic feelings. Interaction
paths proposed that pandemic fatigue has a significant effect on BES and moderates the
links between BES and SRAS (LLCI=0.694, ULCI=0.3355, p=0.003). No significant
direct effect of PFS on SRAS was detected (p=0.723, LLCI=-0.4698, ULCI=0.6756). In
particular, the findings offer that tolerable and high levels of pandemic fatigue moderates
the paths from empathetic responses towards altruistic feelings. High pandemic fatigue
represented by the blue color and number 5.00 in Figure 2 significantly moderated the
relationships between BES and SRAS (t=3.464, p=0.007, LLCI-ULCI=0.164-0.600).
Along the same lines, modest levels of pandemic fatigue represented by number 4.40 and
red color has also significant effect (p=0.002). However, the moderation effect of lower
levels of PFS was statistically insignificant (p=0.475, LLCI= -0.1029, ULCI=0.2198).
Nevertheless, the moderation effect of pandemic fatigue is statistically significant
(tInt_1=3.002, p=0.003). Hence, the H3 hypothesis was supported.
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Table 4. The Impact of Pandemic Fatigue as Moderating Variable

coeff se t p LLCI ULCI
constant 2.6182 1.0952 2.3905 .0178 4574 4.7790
BES -.6298 2689 -2.3421 .0202 -1.1604 -.0993
PFS .1029 .2903 .3545 7234 -.4698 .6756
Int_1 2024 .0674 3.0022 .0031 .0694 3355
Conditional effects of PFS
3.4000 .0584 .0818 7145 4758 -.1029 2198
4.4000 .2609 .0860 3.0343 .0028 .0913 4305
5.0000 3823 1104 3.4646 .0007 1646 .6001

Dependent Variable: Altruism Feelings
BES-Basic Empathy Scale, PFS-Pandemic Fatigue Scale

Int_I-The Moderating Path

3.40-Lower PFS, 4.40-Tolerable PFS, 5.00-Higher PFS

Figure 2. The Relationships between BES and SRAS under the Influence of PFS.

Additionally, Model-3 was conducted to test the H4 hypothesis, which suggests that
the effect of altruistic feelings on blood donation intentions varies under the interaction of
pandemic and fear of getting infected (see Figure 3 and Table 5). Multiple regression was
conducted to predict donation intentions through perceived vulnerability, experiencing a
pandemic, altruistic feelings, and the interactions among these three variables assigned as
predictors. Although the model summary indicated a high degree of variance explanation
strength (R*=0.617, F(7,181)=41.696, p=0.000), the three-way interaction did not have
a statistical significance (tInt 3=0.526, p=0.599 LLCI=-0.311 - ULCI=0.538). Thus, the
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H4 hypothesis was not supported. Yet, by examining the interactions in Figure 3, the
effects of fear of getting infected on donation intentions during the pandemic period may
be comprehended.

Investigating interactions revealed that altruistic feelings affect donating intentions
regardless of experiencing a pandemic. Altruism feelings also predicted donation intentions
regardless of perceived levels of vulnerability within two pandemic conditions. However,
the higher levels of perceived vulnerability during the pandemic period cause a slight
decrease in donation intentions. In the non-pandemic period, the perceived vulnerability
does not affect different levels but leaves its role to altruistic feelings. It should be noted
that these scenarios did not exist at a statistical significance level (p>0.005) (see Table 5).

Table 5. The Results of Interactions among SRAS, PVS and Pandemic Period

Variables coeff se t p LLCI ULCI
constant -2,7482 59145  -4647 6427 -144184  8,9219
SRAS 1,9614 1,3163  1,4901 ,1379  -6358 4,5586
PVS 9123 1,6553 5512 5822 -2,3538 4,1784
Pandemic Period ,5827 3,3078  ,1762 ,8604  -5,9441 7,1095
SRAS x PVS — Donation Intentions -,3103 ,3719 -8346  ,4051  -1,0441 ,4234
SRAS x Pandemic Period — Donation Intentions  -,3809 ,7538 -,5053 ,6139 -1,8682 1,1064
PVS x Pandemic Period — Donation Intentions -,2722 ,9394 -,2897 7724 -2,1257 1,5814
SRAS x PVS x Pandemic Period — Donation Int. 1135 2155 ,5266 ,5991 -3117 ,5386

Dependent Variable: Donation Intentions.

SRAS-Self Report Altruism Scale, PV S-Perceived Vulnerability Scale

Figure 3. Donation intentions under the influence of PVS, SRAS, and Pandemic Period interactions
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Conclusion

The demand for blood has risen dramatically under today’s pandemic conditions.
People have many concerns apart from the others’ health conditions during crisis periods,
even there are intense efforts as sending effective messages by the authorities and
communicators to promote blood donation behavior. However, despite these efforts, the
lack of enthusiasm of the population to support blood supplies seems remarkable. It is
probably because pandemic-related factors have such impacts suppressing pre-pandemic
awareness levels like altruism and interdependence feelings. Very little research has
been conducted on the restrictive factors associated with donation behaviors in times
of crisis such as the Covid-19 pandemic. However, there is an emerging sensitivity
relating to the present status of blood donation behavior and the requirement to study
on new motivations during the pandemic period. In one of the recent studies, Masser
and colleagues (2020) listed the predictors that regulate blood donation attitudes during
the pandemic period. Within this study, the authors made inferences regarding blood
donation status by associating predictors such as risk, anxiety, coping appraisal, threat
perception, and subjective norm with Covid-19. However, the extent to which pandemic
factors affected emotional attributes and altruistic feelings, which are considered to be
predictors of donation attitudes, and the effectiveness of PSAs as message drives for
blood donation are among the questions that have remained unanswered.

The present article started with a focus on public service advertising (PSA) by
considering it as a very high persuasive effort in public health issues. Drawing on the
findings of prior studies on the effectiveness of PSAs in promoting blood donation
behavior (Beerli-Palacio & Martin-Santana, 2015; Harrington et al., 2007; Martin-
Santana et al., 2018), the current research investigates how empathetical reactions towards
PSA characters affect altruistic feelings and donation intentions under the influence of
the Covid-19 pandemic. The research model suggested that empathetic responses and
altruistic feelings as the direct effects of viewing a blood donation PSA are the main
motives towards donation intentions. The model also considered the pandemic fatigue and
fear of getting infected in an outbreak as Covid-19 related moderators. The role of these
predictors on blood donation intentions was examined through an empirical viewpoint.

The findings of this research revealed that, under normal circumstances, PSA
exposure feeds empathy towards characters (no matter how they were characterized,
donor or patient), while also raising their blood donation intentions through altruistic
feelings. The regression-based paths in the basic model match the results supported by
prior studies. For example, the existing data provided evidence that altruistic feelings
may serve as an influential overpass between empathic responses and donation intentions
(Harrington, et al., 2007; Sojka & Sojka, 2008; Steele, et al., 2008). Therefore; the
empathy, altruistic feelings, and donation intention variables - combined for the current
study - significantly increase the ability to explain actual donor behaviors. Furthermore,
the data tell that blood donation behavior is greatly influenced by emotional predictors.
Although the rational process has not been tested in the present study, this finding makes
an important contribution to previous studies (Masser et al., 2020) associating donation
behavior with rational decision-making processes. While blood donation intentions for
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these individuals are presumably created by internal drives, the PSA with engaging
characters as an external source also pioneered the sense of liability towards blood
donation intentions. At this point, empathy and altruistic feelings, both key driving forces
promoted by PSA, seem to have strongly influenced donors’ beliefs and attitudes towards
behavioral intentions. However, this result may not be surprising for PSA communications
in terms of activating empathy potential through character involvement. Albeit the PSA
activity, through which the viewers are evoked to a relational experience over character
engagement, has been suggested in many studies (Igartua, 2010; Moyer-Gusé, 2008; Neil
et al., 2019), the current paper could be deemed considerable in terms of associating
character identification with altruistic behaviors and donation intentions.

In the second part of the study, we tested the moderation effects of Covid-19
predictors. The findings revealed that pandemic fatigue, which was announced to cause
apathy in protective measures, negatively affected the relationships between empathy
and altruistic feelings towards donation behaviors. Defined as “complacency, alienation,
and hopelessness” in seeking Covid-19 related information and as lack of interest
towards outbreak measures by the World Health Organization (2020), the pandemic
fatigue phenomenon seemingly has adverse impacts not only on precautions but also
on goodwill for donation decisions. The state of psychological exhaustion, which is
conceptualized originally as emotional fatigue (Maslach, 1982; Wright & Cropanzano,
1998) in the literature but nowadays comes into social lives in the form of pandemic
fatigue, has been reported with negative consequences on the individual’s self attributes
in several studies (Cropanzano et al., 1996). This may be due to the fact that fatigue is
mostly a psychologically-based “state of feeling burnout and overwhelmed” (Barnes &
Dyne, 2009). Fatigue comes in view of a typical feature representing a symptom of a
hidden emotional concern. Recent research by Morgul et al. (2020) reported that fatigued
individuals showed less positive attitudes towards the precautions taken by the authorities
and that they believed less in getting back the control of the Covid-19 pandemic. This kind
of arousal may have forced individuals to withdraw from being a part of social issues.
Although present findings support this abandonment, it would be a simplistic attempt
to assume that the state of mental collapse undermines the PSA effectiveness towards
donation attitudes. Indeed, fatigue hinders primary human attributes and perspectives
such as altruistic feelings, empathy, and other mutually emotional ties (Kinnick et
al., 1996). PSA, as a persuasive incentive, may not be capable of restoring emotional
recession in such a crisis as the Covid-19 period when anxiety and stress are experienced
at a high level. Nevertheless, the fact that pandemic fatigue is a determinant on the PSA
effectiveness could suggest the significance of this paper.

The research model also suggested that the levels of perceived vulnerability that
interacted with altruistic feelings in a crisis period would have negative influences on
behavioral intentions. Although a statistical significance is not achieved, appreciable
findings have the potential to present a clear understanding of how Covid-19 related
predictors affect the behavioral outputs. Individuals with higher levels of fear of infection
reported lower enthusiasm towards donation intentions during the pandemic period.
However, the results revealed that any levels of the contagion risk were not determinative
on behavioral intentions when there is no stress-making crisis period. In both cases,
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altruistic feelings should be deemed as the key predictor for donation intentions, in that,
higher levels of altruism feelings reflected higher scores for the behavioral intentions.
This finding can provide a convincing rationale why individuals refrain from donating
during the Covid-19 pandemic and why they donate during a non-crisis period. Findings
also support this common belief presented in prior studies (Leung & Lee, 2020; Masser
et al., 2020). However, the nonsignificant statistics of assessments on the risk of infection
may suggest that deterring blood donation behaviors cannot be predicted with a mere
fear during the pandemic period. For instance, Clowes and Masser (2012) come up with
the concept of self-efficacy to explain the individual’s pullback from behaviors such
as philanthropy and donation, particularly when stress and anxiety deplete individuals
emotionally. As an individual capability belief for donation, self-efficacy is the key insight
behind the existing certain behaviors within the focal point of emotional responses and
existential purposes (Bandura, 2010; Maddux & Gosselin, 2012). In this case, change
or persistence in behaviors is determined through “self-efficacy” which refers to the
belief and expectation of coping with fearful situations successfully. Further, the fact
that self-efficacy reveals the potential of an individual to exhibit a behavior depends on
identification with certain characters and his ability to feed on emotional reactions such
as empathy to others (Bandura, 1977). This can be crucial to comprehend that blood
donation intentions are most likely driven by an emotional decision-making mechanism.
Therefore, this inference requires reimagining the PSA activity. PSAs build behavioral
attitudes by applying various emotional appeals, especially fear-driven and patient-based
empathy through identification towards the characters. These may also be replaced by
an empathic response driven by a donor-based incentive. Hence, PSA can also turn into
an ideal instrument for self-efficacy fulfillment. At this point, it is still a question of
which predictors, except the risk of getting infected, are responsible for shortages of
blood supplies. The current study proposed that pandemic fatigue was the only significant
predictor as an answer to this question.

Study Limitations and Future Implications

Several limitations may be voiced relating to the present research. First of all,
the statements measuring the study variables were adopted from the literature and were
translated into Turkish. Therefore, the interpretation of the original items may not have
been comprehended easily by the subjects. Despite having expert assistance during the
translation process, such a risk may likely arise. To avoid the risk, the Turkish adaptation
of the scales had to be carried out by applying statistical techniques. Also, the independent
variables assumed to predict blood donation intentions may not be considered as real
drives by the subjects. The reported data led to such findings due to the limited number of
selected and controlled motives with which the subjects rated. Therefore, the formation of
blood donation attitudes during the pandemic period can be expected to ground on a more
complex rather than a simple model. Strictly speaking, the concluded inferences may not
be anticipated to fully address the shortage in blood supplies during the Covid-19 crisis.

There may also be some objections regarding the research sample. The data
analyzed in the study were collected from Turkish university students who were requested
to define their attitudes towards blood donation intentions during the pandemic period.
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Considering the potential donors should not be limited to this age group, the sample is
hard to represent a cross-sectional feature. In addition, the relevant items in this study
applied in the first days of 2021 coincided with the lockdowns when the participants
were away from the university. Considering these young people were being confined in
their homes and having a very unpleasant emotional experience together with the running
of the research through emotional drives may evolve into a striking handicap for the
study. As such, the severity of the risk and psychological pressure perceived by our young
subjects during the curfews may have been considerably higher than the other age groups
representing the real donor candidates. Therefore, possible effects on emotional pathways
caused by pandemic fatigue should be judged within these boundaries.

Although the limitations described above, the results of our study ensure
comprehension of the details of blood donation attitudes and the decision-making process
during the Covid-19 pandemic. However, it is required to develop this understanding by
applying a series of donation variables through various sample groups having stronger
representation characteristics. Therefore, further methodological initiatives should be
conducted and more predictors should be addressed to reach practical insights to enrich
the findings of this study. The concepts of social psychology such as self-efficacy,
planned action theory, subjective norm, also message framing approaches in advertising,
social responsibility and crisis communication should be reconsidered through Covid-19
pandemic. Hence, these motives may serve as examples of constructs that need to be
addressed except emotional processes. The altruistic feelings also need to be given a
bracket. In one of the few studies on blood donation (Steele et al., 2008), it was founded
that altruistic feelings varied by age groups, that is, as people getting older they reflected
higher levels of altruistic behaviors. For this reason, the fact that the research sample felt
relatively lower risks of infection during the Covid-19 period, may have been the reason
for insignificant findings. Rather, it can be assumed that the instrument scores from
older participants who could not leave their homes due to the risk of getting infected but
whose altruistic feelings were more intense, would likely shift the course of the research.
Finally, as key concepts, PSA-induced identity development and altruistic feelings are
always open to any debate. Therefore, it is almost an obligation to compare and test more
comprehensive message stimuli through a much more convenient sample. However,
exploring these assumptions to further support these findings could be the task for future
studies. It is expected that these suggestions will shed light on a more comprehensive and
descriptive starting point regarding blood donation attitudes during the Covid-19 period.
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