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Abstract: Humans who are fragmented in their souls or (split personality) are easily
infested with mental poisons, so we need detolks in the form of alms. We investigate the
influence of religiosity, attitudes and subjective norms on alms awareness and impact on
corporate age through the role of the hormone serotonin. Because the characteristics of PT
Haji La Tunrung's ownership are family ownership and are currently directed by second
generation family members, it is interesting to be chosen as the object of research. We
believe that owners, managers and employees can provide accurate and quality
information (purposive sampling) and analyze data using WarpPLS 7.0. We find that the
better religiosity, attitudes and subjective norms the higher the awareness of charity and
the age of corporations increases. Sadagah awareness can increase the hormone serotonin.
Therefore, the hormone serotonin can increase self-confidence for individuals and
corporations and performance is good so that the age of corporations increases. We also
find that higher levels of formal education are not the only determinant of alms awareness.
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Abstrak: Manusia yang terpecah-pecah jiwanya (split personality) mudah dihinggapi oleh
racun jiwa maka diperlukan detolks berupa sedekah. Kami menginvestigasi pengaruh
religiusitas, sikap dan norma subjektif terhadap kesadaran bersedekah dan berdampak
pada umur korporasi melalui peran hormon serotonin. Karena karakteristik kepemilikan
PT Haji La Tunrung adalah kepemilikan keluarga dan saat ini dinahkodai oleh anggota
keluarga generasi kedua, maka menarik untuk dipilih menjadi objek penelitian. Kami
meyakini pemilik, manajer dan karyawan dapat memberikan informasi yang akurat dan
berkualitas (purposive sampling) dan data dianalisis menggunakan WarpPLS 7.0. Kami
menemukan bahwa semakin baik religiusitas, sikap dan norma subjektif semakin tinggi
kesadaran bersedekah dan umur korporasi semakin bertambah. Kesadaran bersedekah
dapat meningkatkan hormon serotonin. Karena itu, hormon serotonin dapat meningkatkan
kepercayaan diri bagi individu dan korporasi dan kinerja menjadi baik sehingga umur
korporasi semakin bertambah. Kami menemukan pula bahwa jenjang pendidikan formal
yang lebih tinggi bukan satu-satunya penentu kesadaran bersedekah.

Kata kunci: Kesadaran bersedekah, hormone serotonin, umur korporasi.
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INTRODUCTION

At present, Muslims feel stricken by spiritual disasters that tend to distance from
Rabbaniyah's values. Human beings often display hedonism and materialism oriented
behavior. As a result, human beings are a fragmented soul (split personality). It easily
infests by mental poisons such as the fluctuation of life, anxiety, and chaos of the mind.
Toxins, detox is needed in the form of zakat or alms. Alms cleanse toxins in the soul and
tend to reconstruct soul fragments efficiently. The hope, the soul, becomes sacred. When
the soul is clean or pure, the character of individuals, groups, and corporations will appear
better. Individuals and corporations must involve themselves in this religious activity
because alms worship contains socioeconomic values.

Not only socioeconomic values but behind worship, there is prosperity and
happiness. (McKinnon, 2014) stated that we must have given behavior for wealth and joy
to be with us. Giving creates a symbiotic relationship—both parties benefit. The recipient
benefits from providing the company, and the company gets real benefits because it has
become a giver. The more individuals and corporations give more enthusiasm, energy,
more age, and radiating excitement from individuals and corporations. Culture of giving is
a form of awareness to get the potential to sell while improving the world through its
actions, such as the culture of giving alms. Once the Almighty act of worship for
individuals and corporations to be aware. The big question is, "does awareness of charity
have the power to give and extend the company's life? It is because the power of giving
birth to new spirits, happiness, and being on the hill of victory (Sumail and Pura, 2019)
strengthens the hormone serotonin to extend the corporation's life. It makes sense to
reason that alms awareness is characterized by religiosity, attitudes, subjective norms
(Farouk et al., 2018) and moral reasons (Muhammad and Saad, 2016) so that they become
a force of giving and will extend the life of the corporation.

The study designed is to obtain information about the power of providing alms and
the impact on corporate age. The culture of giving will be influential and thrive when
followed by organizational moral or ethical values (Mostovicz et al., 2012; Reverte, 2009;
Reynolds and Yuthas, 2008). An optimistic tone conveyed by (Muhammad and Saad,
2016) that moral reasons can shape alms awareness. It is not enough just ethical reasons,
but empirical evidence has identified related to the determinant variables of alms
awareness. As (Farouk et al., 2018) stated, subjective attitudes and norms are related to
charity's power. We believe that moral reasons underlie the awareness of paying zakat or
giving alms so that individuals or corporations receive the hormone serotonin and extend
the corporation’s life.

In complete information, the research model is constructed based on reality. This
study's unit of analysis is the owners, managers, and employees of the second generation
of companies in Makassar. It believes, the second generation stage corporation is a
corporation that has an awareness of alms and has a quality serotonin hormone.

The study's contribution to literature in four ways. First, explaining the phenomenon
of alms awareness with the research analysis unit are the owners, managers, and
employees of the second generation stage company in Makassar City. It believes, the
second generation stage corporation is a corporation that has an awareness of alms and has
a quality serotonin hormone. Second, it shows that research can be used or applied in real
practice (charity behavior) or improve existing practices better. The third shows the
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influence of religiosity, attitudes, and subjective norms on awareness of charity and impact
on the age of second-generation corporations. And the fourth was testing the serotonin
hormone's role as a mediating variable and being a differentiator with previous research
between charity awareness and corporate age.

The series of articles consists of: in section 2 of the literature review and hypothesis;
in part 3 data and methodology; in section 4 results and discussion; in section 5 of the
conclusion.

THEORETICAL REVIEW

The most significant contribution (Fishbein and Ajzen, 1975) about reasoned action
or theory of reasoned action (TRA) can be used as a knife analysis to dissect intention
behavior and awareness. The underlying assumption of TRA theory is that individuals
reflect the consequences of their behavior before acting. Attitudes and subjective norms
are constructs of TRA that can determine behavior. Attitude interpret as an overall
evaluation of individuals towards the action of likes or dislikes of an object. At the same
time, subjective norms are estimates of individual social pressure to conduct behavior
(Ajzen, 2015). However, psychological theorists recognize that the two constructs are
slightly relative and vary from one individual to another (Trafimow, 2009). Although TRA
has significant limitations, many researchers still believe that TRA can reveal behavior
levels in some scenarios (Trafimow, 2009). For example, behavior, personality uniqueness
(extraction or introspection, official, etc.), social status, demographics, religiosity, and the
like (Ajzen, 2012). (Saad and Haniffa, 2014a) argued about the suitability of using TRA to
study zakat compliance or charity because zakat or charity is similar to current taxation.

Religiosity is a portrait of the appearance of behavior that has values, attitudes, and
characters (Barro and McCleary, 2003; Lehrer, 2004). Therefore, religiosity reinforces
awareness behaviors such as awareness of paying zakat or giving alms and can inhibit
immoral or illegal conduct see (Torgler, 2006). Several studies have reported that
religiosity has influenced certain behaviors to reduce fraud (Bloodgood et al., 2008). In
ethical behavior (Keller et al.,, 2007), a robust mental health construct needs (Oakes,
2000), so that it can have a life purpose that is satisfaction and has inner welfare (Kate et
al., 2017; Tiliouine and Belgoumidi, 2009). Therefore, in showing compliance behavior
(Mohdali and Pope, 2014a), it will be filing and inhibiting criminals (Ellis and Peterson,
1996). Thus, religiosity recognizes as an essential factor in understanding human behavior,
especially in shaping compliance behavior, henceforth becoming an awareness such as
behavior alms awareness.

A concrete example of the role of religiosity has shown in research. For example,
(Abdullah and Sapiei, 2018); (Bin-Nashwan et al., 2019); (Farouk et al., 2018); (ldris et
al., 2012); (Mohdali and Pope, 2014b) states that the better the religiosity, the better the
adherence of zakat or alms and the higher the awareness of paying zakat or giving alms.
Then the hypothesis is stated:

H1: Religiosity is related to alms awareness.

Attitude is interpreted as the level of the like or dislike for specific actions. Attitude
is born because there is a stimulus for beliefs, feelings, which are responded to by
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individuals based on the principle of cost-benefit (Ajzen, 2012; 2015). Hence, if the
individual trusts and believes that the performance of the behavior will produce a positive
impact, then the individual will have a favorable assessment and, at the same time,
perform the reaction (Saad and Haniffa, 2014b).

Some researchers, including (Alim, 2015), (Abdullah et al., 2015), explained that the
contribution of zakat or charity is quite effective in reducing poverty and inequality gaps
so that the quality of life of the community is good. Therefore, like paying zakat or giving
alms is a positive attitude, it becomes an awareness behavior. The most significant
contribution of (Torgler, 2006) states that awareness of paying zakat or giving alms can
inhibit immoral or illegal behavior. More and more research is proving that attitudes affect
the behavior of paying zakat compliance and will be the behavior of paying zakat
awareness or giving alms, such as research conducted by (Farouk et al., 2018); (Gopi and
Ramayah, 2007); (Muhammad and Saad, 2016); (Ramayah et al., 2009). That is, the better
the attitude, the higher the awareness of paying zakat or giving alms. Therefore, the
second hypothesis of this study:

H2: Attitudes associated with alms awareness.

The context that an important part of TRA is subjective norms (Trafimow, 2009).
(Yzer, 2017) supports (Ajzen's, 2012) view that subjective norms as individual evaluations
of other individuals that are important to him will influence decisions related to the
behavior. Often, individual subjective norms are born because of the demands of the social
and environmental needs so that individuals try to meet the social environment's
expectations. If the perception of social influence is positive, then the person will conduct
awareness behavior paying zakat and giving alms. Subjective norms have a significant
influence on intentions and behavior. For example, (Gopi and Ramayah, 2007); (Ramayah
et al., 2009); (Saad and Haniffa, 2014b); (Taylor and Todd, 1995); (Yusuf and Derus,
2013). It believes, social perceptions influence awareness intentions and behavior in
making zakat payments or giving alms (Ajzen, 2012; Andam & Osman, 2016). Thus, the
next hypothesis is as follows:

H3: Subjective norms relate to alms awareness.

Indeed, the culture of giving based on the awareness of paying zakat and giving alms
is a noble work. (Sumail and Pura, 2019) stated that the consciousness or culture of giving
is good behavior and sacred mission. Therefore, awareness of paying zakat or giving alms
as God's mandate to build and maintain human welfare will extend individuals and
corporations (Rahman, 2008; Tiliouine and Belgoumidi, 2009). Studies conducted by
(Javaid and Al-Malkawi, 2018) that CSR (Zakat or charity) and corporate finance such as
profitability and company value and can enhance company reputation (Kansal et al.,
2014). A company that has a good reputation is a company that does not forget to share
happiness with others.

Moreover, the recipient of happiness continues to pray for the company so that the
company's life span is receiving longer. Because the higher the awareness of paying zakat
or giving alms, the longer the company's life span and the more innovative (Parsons, 2015;
Yusuf and Derus, 2013). Therefore, this study argues that:
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H4: Alms awareness is related to the age of the company.

There are indications that awareness of paying zakat or giving alms can increase the
hormone serotonin. As a result, the hormone serotonin is essential for the human body
because it helps manage a happy and positive mood, including preventing depression. A
study revealed that serotonin levels' imbalance affects mood disorders that lead to stress,
even depression (Ayala et al., 2012; Benton et al., 2008). Recognized or not, the higher
awareness of paying zakat or giving alms increases the hormone serotonin and age
increases. Therefore, the hormone serotonin can increase self-confidence for individuals
and corporations. The higher the trust, the more passionate individuals or corporations pay
zakat and giving alms (Mustafa et al., 2010; Nahar, 2018) so that age increases.

Accordingly, awareness of paying zakat or giving alms can display good and quality
performance, such as social, economic justice (Wahab and Rahim, 2011). (Hati and Idris,
2014) published the result of a study that seemed to oppose the findings of (Wahab and
Rahim, 2011). (Hati and Idris, 2014) begin with the assumption that customers'
socioeconomic status and religiosity do not have a significant influence on their intention
to channel their donations through Islamic social enterprises.

Conscious behavior paying zakat or giving alms is right and good. Even financial
performance is having healthier and stronger stakeholder confidence by the company
(Andrikopoulos et al., 2014; Angelia and Suryaningsih, 2015) so that the corporation's age
increases. Hence, the next hypothesis is as follows:

H5: Alms awareness is associated with the hormone serotonin.
H6: Hormone serotonin is related to the age of the company.

H7: Alms awareness is related to the age of the company mediated by the hormone
serotonin.

Religiosity

T~

Almsgiving
(Alms
awareness)

The
hormone

Subjective
norms

Figure 1. Research model
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METHODS

The research position in the company is in the second generation in Makassar City,
namely PT Haji La Tunrung. The study attached to the individual and the unit of analysis
is the owner or family, manager, and employee. The sample of this study is the owner,
managers and some employees considering that they can provide excellent and correct
information related to the issue of this study so that purposive sampling is an option in the
sampling technique of 40 respondents.

To receive accurate and quality information from respondents, we designed the
questionnaire using a Likert scale. We carried out the transformation of data from scores
to data scales through the SolAnd 1.9 software application. Although this research sample
is limited in number, we believe that analyzing data through the WarpPLS 7.0 software
application can produce accurate and quality information (Solimun et al., 2017).

RESULTS

Social-Demographic Variables. Socio-demographic variables include age, gender, and
formal education related to charity activities. Although there is a significant difference
between 63 percent of female employees and 37 percent male, they are declared to have
alms awareness. (Abdullah and Sapiei, 2018) reported that women tend to exhibit more
dominant behavioral awareness than men. Alms awareness suspect by age. It found that
the age of employees who work at PT Haji La Tunrung is 20-35 years old (56 percent) and
age over 36 years (44 percent). They are employees who have alms awareness. However,
alms awareness does not determine by age. (Hati and Idris, 2014) stated that age is not a
determining factor in donating. Formal education owned by employees is a high school
(64.7 percent) and undergraduate 35.3 percent. A higher level of formal education does
not determine alms awareness. It is in line with revealed by (Abdullah and Sapiei, 2018)
that format education has no relationship with alms awareness.

Goodness Model and Quality Index (Model Fit and Quality Indices). The average path
coefficient (APC) is 0.455 (see Table 1). The average path coefficient is close to 50%, so
it can state that the explanatory variable (independent) can respond to the dependent
variable. The average determinant correlation or Average R-squared (ARS) = 0.620 is
above 50% so that between variables is declared to have a relationship. Moreover, the
association of several independent variables above 50% proved by the value of Average
adjusted R-squared (AARS) = 0.608. The three indicators of the goodness of this model
have a p-value of P <0.001. The data declared good, and the model can be said to be good
because it is above 50%. If APC, ARS, and AARS are close to or above 50%, it stated that
the model is feasible to provide an explanation and test of hypotheses (Sumail and
Abdullah, 2019).
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Table 1. Model goodness and Quality Index

Indicator of model goodness Fit Criteria Analysis result explanation
APC p <0,05 0.455, (p = 0.001) Good
ARS p <0,05 0.620, (p =0.001) Good
AARS p <0,05 0.608, (p =0.001) Good

Note: level of significance p-value o 0,05

Combined Loadings and Cross Loadings. Indicators are constructed based on reality,
theory, and research results. Table 2 presents data about combined loadings and cross-
loadings information. The goal is to check again (cross-check) whether the indicator is
declared valid or fulfilled reliability. It turns out; all indicators said valid because of factor
load> cross-loadings or p <0.001, and reliability performed because of Composite
reliability coefficients> Cronbach's alpha coefficient (Solimun et al., 2017). Besides that,
combined loadings and cross-loadings can also use as a standard measurement of the most
important indicators or the strongest in reflecting a variable.

The most reliable indicator in reflecting religiosity at PT Haji La Tunrung is an
ethical indicator of 0.854. The stronger a person's moral values , the stronger the value of
religiosity in shaping alms awareness. Ethical is a pattern of behavior or good habits based
on religious values and accepted by one's social environment and ethical indicators. A
person can have the strength of good religiosity if he can show his mental health so well
that he tends to give alms.

Alms reflects a prominent attitude that is always displayed by owners, managers,
and employees at PT Haji La Tunrung. The alms indicator weights 0.887. The attitude of
giving can create positive differences in others, feel more meaningful, even, and happy.
However, it still found that the attitude of not giving alms tends to be low, especially for
new employees who tend to have relatively small awareness.

The habit of giving alms by the owner, manager, and employee is a real form of
parental reference with the essential factor of 0.886. It is more prominent when compared
to the owner/leadership referral indicator, which is 0.833. It means subjective norms will
be ethical if owners, managers, and employees strengthen parental references. The
behavior of giving alms by the employees will be better if it supported by the
encouragement of owner/leader references.
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Table 2. Combined Loadings and Cross Loadings

Combined

. P-value
Loadings

Religiosity (reliability coefficients = 0.797 > a = 0.691)
ethical 0.854 <0.001
mentally healthy 0.814 <0.001
Attitude (reliability coefficients = 0.857 > a = 0.667)
Like 0.887 <0.001
Dislike 0.306 <0.001
Subjective norms (reliability coefficients = 0.819 > a = 0.658)
Parent's reference 0.886 <0.001
Owner / leadership reference 0.833 <0.001
Alms Giving Awareness (reliability coefficients = 0.856 > a = 0.741)
new spirit 0.674 <0.001
happiness 0.940 <0.001
on the hill of victory 0.815 <0.001
The hormone serotonin (reliability coefficients = 0.723 > a = 0.650)
Mood (happy) 0.818 <0.001
Stress 0.508 <0.001
Cheerful 0.856 <0.001
Age of the company (reliability coefficients = 0.777 > a = 0.663)
The owner of a second-generation family member 0.637 <0.001
Featuring second-generation management 0.688 <0.001

Note: n = 40. The result of the re-examination (cross-check) shows that all indicators are declared
valid, and reliability met.

The values of religiosity, attitudes and subjective norms are related to alms
awareness. Alms-awareness behavior leads someone to get happiness. It proved that the
most crucial benefit of happiness indicators in reflecting alms awareness is 0.940.
Furthermore, the individual will be on the hill of victory and always exude a new spirit in
all his daily activities.

The alms awareness behavior increases the hormone serotonin. When someone has
an alms awareness, the individual tends to display a cheerful face. We find that carefree
indicators have the most crucial factor of 0.856 in reflecting the hormone serotonin.
Furthermore, followed by mood indicators (happy) of 0.818 and can reduce stress by
0.508. In addition to increasing the hormone serotonin, alms awareness behavior can also
extend a corporation's life. As proof that the management showed is the second generation
management style of managing a corporation with the most critical factor value of 0.688.
It is quite reasonable if it stated that the corporation included in the second generation
category is a family member as the owner.
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Table 3. Path coefficient result

An explanatory variable Response variable Direct influence p-value Information
S Almsgiving awareness e highly
Religiosity (X1) (Y1) 0.470 0.001 significant
. Almsgiving awareness - highly
Attitude (X2) (Y1) 0.434 0.001 significant
Subjective Norms (X3) Almsgiving awareness 0.303*** 0.001 . hlghly
(Y1) significant
- The age of the company o highly
Almsgiving awareness (Y1) (Y3) 0.613 0.001 significant
Almsgiving awareness (Y1) Hormone serotonin (Y2) 0.583*** 0.001 . hlghly
significant
Hormone serotonin (Y2) The age of the company 0.327*** 0.001 . hlghly
(Y3) significant
An exp!anatory Med_latlon Response variable 'Indlrect The nature
variable variable influence of mediation
Almsgiving Hormo_ne The age of the - Partial
serotonin 0.190*** 0.001 -
awareness (Y1) (Y2) company (Y3) mediation

Note: *** = highly significant at a=0.01 ** = significant at a. = 0.05; * = weakly significant at a =0.10.

/Religios ™\
w2

=0.47
(P<.011_»_
“Attitude ™ g=ogl;§"ii;1§g}§i“‘~ AR e
B (Peon)” . RB e o > R2l )
— - “é:——*‘ 3 e b
il i Y p=q‘§§¥=0-71
(p-{_o" [530.58 (P<.01)
(P<.07&
/ ‘."""hﬂo_rmo_n_;'
s . (R3)
/7~ SubjNor ™ IS S
. mi2i ) R?=0.34
Figure 2. Model of research result
DISCUSSION

We found that religiosity can strengthen alms awareness for owners, managers, and
employees at PT Haji La Tunrung. Because they believe that the meaning of the depth
religiosity manifested in the act of giving alms. Long before, (Barro and McCleary, 2003);
(Lehrer, 2004) stated religiosity is a portrait of the appearance of behavior, attitudes, and
character and have values, such as charity culture. The most significant contribution of
(Torgler, 2006) stated that religiosity reinforces awareness behaviors such as charity
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awareness and can inhibit immoral or illegal behavior. The power of religiosity influences
specific actions such as reducing cheating (Bloodgood et al., 2008), inhibiting criminal
behavior (Ellis and Peterson, 1996). It proved that the owners, managers, and employees
always display ethical character suspected of the existence of religiosity. (Keller et al.,
2007) stated that religiosity could encourage ethical character behavior, construct mental
health to be sturdy (Oakes, 2000), achieve inner life satisfaction and welfare (Ten Kate et
al., 2017); (Tiliouine and Belgoumidi, 2009) and display compliance behavior (Mohdali
and Pope, 2014a). Therefore, religiosity recognized as an essential factor in understanding
human behavior, especially in shaping obedience behavior, henceforth to alms awareness
behavior.

It is reasonable to state that alms awareness behavior has socioeconomic values and
leads to prosperity and happiness. Furthermore, the individual will be on the hill of victory
and always exude a new spirit in all his daily activities. Articles (Sumail and Pura, 2019)
reported that the power of giving could give birth to a new sense, happiness and being on
the hill to victory can even extend the life of individuals or corporations. This study
supported the previous research hypothesis. For example according to (Abdullah and
Sapiei, 2018); (Bin-Nashwan et al., 2019); (Farouk et al., 2018); (ldris et al., 2012);
(Mohdali and Pope, 2014b) that the better the religiosity, the better the obedience of alms
and the higher the alms awareness of giving.

As it turns out, giving alms is a reflection of the prominent attitude that is always
displayed by the owner, manager, and employees at PT Haji La Tunrung. The attitude of
giving stimulus constructs by individuals benefits from giving birth to new relationships, a
sense of power, a sense of happiness, peace, and love, and good health. Many researchers,
including (Alim, 2015), (Abdullah et al., 2015), explained that alms contribution is quite
effective in reducing poverty and inequality gaps so that the community's quality of life is
good. Therefore, giving alms is a positive attitude so that it becomes an awareness
behavior. Indeed, alms awareness is the expression of love for others. True love does not
think of yourself. Through alms, he shows appearance invites to improve the perspective
of life. We believe that almsgiving is the entrance to receive out of the zone of difficulty
towards the zone of prosperity and happiness. This study supported the previous research
hypothesis. As the study conducted by (Farouk et al., 2018), (Gopi and Ramayah, 2007),
(Muhammad and Saad, 2016), (Ramayah et al., 2009) that the better the attitude, the
higher the awareness of giving.

Owners, managers, and employees believe that charity awareness has socioeconomic
values, prosperity, and happiness. Giving something meaningful to people’s lives in need
is a portrait of deposits in soul accounts that will increase sharply. Unexpectedly, all the
conveniences and luck will come more profusely to individuals and corporations' lives
because the universe glorifies the positive energy that has emitted. (McKinnon, 2014)
stated that for prosperity and happiness to always be with us, giving and even creating a
symbiotic relationship. The more individuals and corporations provide more enthusiasm,
energy, age, and excitement that individuals and corporations get from the lives of
individuals and corporations. The culture of giving is a form of awareness that receives the
potential amount of happiness while improving the world through its actions, such as the
culture of giving alms.

If the perception of socioeconomic influence is positive, then the individual and
corporation will conduct alms awareness behavior. It is no exaggeration to mention that
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this study tends to support previous research hypotheses that subjective norms have a
significant influence on intention and behavior. For example, (Gopi and Ramayah, 2007;
Ramayabh et al., 2009; Saad and Haniffa, 2014b; Taylor and Todd, 1995; Yusuf and Derus,
2013). It is believed, socioeconomic perceptions influence the intention and behavior of
alms awareness (Ajzen, 2012; Andam and Osman, 2016).

Alms awareness behavior can extend the life of a corporation. Because, the
awareness or culture of giving is good behavior and sacred mission in building and
maintaining human welfare (Sumail and Pura, 2019). The habit of giving alms awareness
is an embodiment of God's mandate to develop and sustain social protection and extend
the corporation (Rahman, 2008; Tiliouine and Belgoumidi, 2009).

Currently, PT Haji La Tunrung is managing by second-generation management.
They believe that alms awareness behavior can extend the life of individuals and
corporations. As proof that the company's financial performance and reputation are
excellent, it continues to fly. The habit of giving relegated to the second generation of
management continues to proceed to the second generation. They realize that alms can
cleanse poisons in the soul (detox) and reconstruct souls that have been and are being
fragmented (split personality) so that it becomes a holy soul. When their souls are clean or
pure, the character of individuals (owners, managers, and employees) and the corporation
produces excellent performance, especially financial performance. Good business
performance is a portrait that the company has managed well and with quality. A study
conducted by (Javaid and Al-Malkawi, 2018) reported that CSR (Zakat or alms) has links
to corporate finance, such as profitability and firm value. Almsgiving awareness can
enhance a company's reputation (Kansal et al., 2014). A reputable company will extend
the life of the company. Because of the higher almsgiving awareness, the longer the
company's life span and the more innovative (Parsons, 2015; Yusuf and Derus, 2013).

The second-generation management by PT Haji La Tunrung always encourages
employees to provide benefits to others. The alms awareness movement gives birth to new
immunities and can increase the hormone serotonin. As a result, the hormone serotonin is
particularly essential for the human body because it is beneficial in managing a happy and
positive mood, including preventing depression. Alms can increase the hormone serotonin
as proof that the owners, managers, and employees always display cheerful faces, attitudes
(happy), and low levels of work stress and new enthusiasm. It is a sign that they already
have the hormone serotonin so that the corporation’s age increases.

A study revealed that the imbalance of serotonin levels affects mood disorders that
lead to stress, even depression (Ayala et al., 2012; Benton et al., 2008). Recognized or not,
the higher the awareness of giving alms increases the hormone serotonin and age
increases. Therefore, the hormone serotonin can increase self-confidence for individuals
and corporations. That is, the higher the trust, the more passionate individuals or alms
corporate (Mustafa et al., 2010; Nahar, 2018) so that age increases. Alms-consciousness
behavior symbolizes material success and spiritual abundance. When owners, managers,
and employees always display alms behavior, they can achieve not only material wealth
but also a spiritual success. The burning desire to have the power of giving is present in
every human being. Therefore, the alms awareness movement brings victory to the buyer
and the recipient. And therein lies the awesomeness of giving alms. For the management
of PT Haji La Tunrung, alms awareness can improve financial performance and more
substantial stakeholder confidence by the company. In this context, (Andrikopoulos et al.,
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2014); (Angelia and Suryaningsih, 2015) have reported evidence that the more giving
alms awareness of the financial performance and the more reliable stakeholders' trust the
company, so that the age of the corporation increases.

CONCLUSION

Because the characteristics of PT Haji La Tunrung's ownership are family-owned
and currently leads by second-generation family members, it is interesting to choose as the
object of research related to alms awareness. Human beings do not fragment their souls
(split personality) and easily infested with mental poisons, and we need a detox in the
form of alms. Giving alms awareness will give birth to the hormone serotonin, and the
corporate age will increase. We have the same view as (Abdullah and Sapiei's, 2018) that
higher formal education levels are not the only determinant of alms awareness. We also
found that women tend to be more dominant in showing awareness behavior compared to
men. We find that the better religiosity, attitudes, and subjective norms, the higher giving
the alms awareness, and the corporation's age increases. Sadagah awareness can increase
the hormone serotonin. Therefore, the hormone serotonin can increase self-confidence for
individuals and corporations, and performance becomes useful so that the corporation's
age increases.

Because we are in line with what was stated by (Abdullah and Sapiei, 2018) that
format education has no relationship with charity awareness, future research focuses on
non-formal education to measure culture on almsgiving awareness.
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