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Abstract The specialized literature offers relevant support for the idea that the 

entrepreneurship and the private initiative represent the foundation of the economic growth. 

Despite this evidence, there are a lot of debates regarding the influence of the different 

religious orientations on the intention to become an entrepreneur. The purpose of the 

present paper is to analyze the impact that religion has on the entrepreneurial intentions of 

the Romanian students. To achieve this objective, the research methods consisted in an 

extensive investigation of the specialized literature and in empirical research, conducted on 

a sample of 682 Romanian students. Our results underline that the young Orthodox 

individuals are more optimistic regarding their future ability to develop businesses than the 

Roman-Catholics. Yet, this optimism has not been proven by the assessment of their 

personality traits, which may be very important for the business success. 
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1. INTRODUCTION 

Our analysis assumes that cultural factors play an important role in the 

expression of the entrepreneurial intentions among young people. More 
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specifically, the influence of religion on social and economic behavior can be 

observed in the individuals’ choices. As a research area, it is not a new approach, 

being related to the social capital theories. The novelty part of this study is the 

empirical one, which is based on a survey conducted on young Romanian students 

and on the interpretation of the results in relationship with those obtained in other 

studies and researches. 

Religion is a very important cultural vector at a community level. Therefore, 

if we talk about a direct relationship between the development of a nation and its 

culture (Landes 1999; Inglehart and Baker 2000; Huntington 1996), then we see 

the influence of religion on the nation's prosperity (Barro and McCleary 2003). The 

one who has made a very clear connection between religion and economic behavior 

was the sociologist Max Weber (1930). Subsequently, the theories of social capital 

have developed this hypothesis in many facets. For example, Robert Putnam 

(1993) examines the link between trust, religion and prosperity in Catholic society. 

Because of the hierarchical pyramid structure inside the church, which also reflects 

on the society (the clerics represent God on Earth, so one has to obey and listen to 

their word), the trust level among Catholics is lower than in the case of the 

Protestants. This aspect leads to an increase in the transaction costs. However, not 

only trust plays an important role, but also tolerance. Landes (1999) considered that 

the possibility of acquiring forgiveness, in different ways, has led to dishonest 

practices, to breaking the contracts and to increasing the transaction costs.  

When referring to religion as a cultural vector, Weber (1930) notes that there 

are significant differences between Catholics and Protestants in the way the 

economic activities are performed. Also, Sombart (1911) showed that the Jews’ 

success in business is closely connected to religion. More recent studies underline 

the positive impact of the religious beliefs on the economic commitment (Gruber 

and Hungerman 2008; Bénabou and Tirole 2006; Becker and Woessmann 2009). 

There are also some empirical studies that notice the direct relationship between 

the religious beliefs and the economic commitment (McCleary and Barro 2006; 

Guiso et al. 2003, 2006; Barro and McCleary 2003). Arruñada (2010) shows that 

religion has a direct influence on the economic growth, because it promotes values 

with a great adherence among population. Like Weber, he also considers that there 

are differences between Catholicism and Protestantism. Catholics have better 

economic relations with the persons they know, having a higher level of 

confidence, while Protestants develop better economic relations with strangers.  

The cross-country analyses emphasize a direct relationship between the 

religious values and the economic outcomes. A study conducted by Blum and 
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Dudley (2001) shows that wages from the Protestant cities grew faster than those in 

Catholic areas, during the pre-industrial period. 

When the impact that the different religions have on the intention to become 

an entrepreneur is discussed, the opinions are divided. On one hand, there are some 

studies which certify that the Christianity and the Islam from India favor these 

intentions, while the Hinduism does not. On the other hand, Nunziata and Rocco 

(2011) found that the Buddhists and the Christians are more inclined to develop the 

entrepreneurial activities, while the Muslims do not have this preoccupation. The 

explanation is related to the fact that religion changes the individuals’ behaviors 

(Lehrer 2004), influencing their attitude towards work and business (Yousef 2000; 

Tracey 2012). When a religious doctrine encourages initiative, self-reliance, risk 

sharing or philanthropy, then there is a higher probability of developing 

entrepreneurial attitudes (Audretsch et al. 2007). 

There are studies that try to highlight the way in which involving religious 

norms in a company creates a competitive advantage (Worden 2005). Applying the 

Christian precepts may have a significant impact on the profitability or 

competitiveness (Ibrahim and Angelidis 2005), by improving the cooperation, the 

integrity and the responsibility. 

Most of the researches show that Christianity is favorable to the 

development of the entrepreneurial activities. A large part of the studies present the 

differences between two dominant branches of Christianity, i.e. Catholicism and 

Protestantism (Weber 1930; Schaltegger and Torgler 2010; Minns and Rizov 2005; 

Kumar et al. 2011). There are studies showing that, within the Catholic doctrine, 

there were significant adjustments in terms of attitudes toward capitalism. Initially, 

according to Fanfani (2003), the Catholic doctrine was anti-capitalist, establishing 

the trade regulation and restricting it for the believers of other religions, restricting 

the bankers in handling the monetary flows, in order to foster the loan charity 

places around the church, encouraging church and state intervention in regulating 

the economic life, condemning the loans based on interest etc. 

It is known that the Christian religions are generally favorable to capitalism. 

However, there are some remarkable differences. For example, on one hand, the 

Protestants show a higher trust in both interpersonal and institutional relationships. 

They are more prone to honesty and ethics, thus reducing the transaction costs 

generated by distrust. On the other hand, Catholics put more value on private 

property and competition, but they are less profit oriented compared to Protestants 

(Stulz and Williamson 2003). 
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However, the literature regarding the impact of Orthodoxy on the economic 

action and the relationship between Orthodox norms and economic efficiency is very 

limited. There are studies showing that Orthodox individuals have a higher level of 

religiosity compared to other Christian religions, fact that may represent an obstacle 

in taking high risk entrepreneurial decisions. Moreover, Steffy (2013) considers that 

the Orthodox religion is an important predictor for decision taking, for work 

orientation and for behavior. Orthodoxy has a firm position regarding certain 

attitudes that accompany the economic act, such as selfishness or promoting the self-

interest. In total contrast to what was promoted by the classical economic school led 

by Adam Smith, a good Orthodox must put the salvation and devotion to God before 

everything (Smith 1904). The salvation could be achieved only through good and 

honest actions, which are based on generosity, caring for others, altruism and self-

forgetfulness (Stăniloae 1981). Therefore, Orthodoxy is more focused, at least at 

dogmatic level, on redistribution and on inhibiting the desire of material gain. 

Therefore, many of the papers that approach the relationship between 

Orthodoxy and entrepreneurship highlight the ethical norms of business 

administration. Some authors even talked about an Orthodox-Christian style of 

leadership (Fry 2003; Gotsis and Kortezi 2009), based on responsibility, justice and 

equality, more moral and more ethical than other well-known styles. 

Considering all these, we ask the question: is religion significantly affecting 

the entrepreneurial intentions of young students? What are the differences between 

Orthodox Christians and Catholics concerning attitudes towards entrepreneurship? 

2. LITERATURE OVERVIEW AND HYPOTHESIS DEVELOPMENT 

The mainstream economic literature cannot explain if and why there are 

differences in entrepreneurial activity between men and women. There are a 

number of recent studies addressing this issue, both in the case of developed and 

developing countries. According to Kelley et al. (2012), men from developed 

countries are, on average, almost twice more involved in developing their own 

business. A relevant case could be that of Belgium, where the number of the male 

entrepreneurs is four times higher than that of women (Allen et al. 2008). Chen et 

al. (1998) also identify a higher intention among young men to develop business 

than among women. Chen's results are also validated by Marlino and Wilson 

(2002). They found that girls are rather more accurate in appreciating their own 

skills to become entrepreneurs than being less prepared for this. The authors link 

this perception to the computing ability. It was demonstrated that women's 

confidence in their ability to master the quantitative sciences is low (Bowen and 



Is the Religious Orientation a Determinant of the Entrepreneurial Intentions? A Study on the Romanian Students 

 

117 

Hisrich 1986; Hollenshead and Wilt 2000). What determines this situation? 

Previous studies revealed a number of differences at the cognitive, personal and 

contextual level. Maes et al. (2014) group these factors, as they were studied in the 

specialized literature, in three main categories: an undesirable career option (Carter 

et al. 2003; Cromie 1987; Georgellis and Wall 2005); a perceived lack of control of 

self-efficacy (Langowitz and Minniti 2007; Minniti and Nardone 2007; Wilson et 

al. 2007); a perceived lack of environmental support (BarNir et al. 2011; Hout and 

Rosen 2000). The theories of social capital are also approaching these differences 

between men and women. According to Popielarz (1999), men and women are 

integrated into different social networks, fact that has an impact on the economic 

results. There are some studies that show that women, put in the same situations as 

men, develop more homogeneous social networks in terms of kin composition 

(Marsden 1987; McPherson and Smith-Lovin 1986; Moore 1990). This aspect was 

interpreted as a disadvantage in business (Liao and Stevens 1994).  

If this happens in the absence of cultural factors, the situation changes quite 

considerably when variables such as tradition, social mores or religion are taken 

into account. For example, there are significant differences regarding the 

enrollment in educational systems of girls or boys. Religions such as Islam, 

Hinduism, Orthodoxy and even Catholicism consider the role of the man more 

important than that of the woman. Consequently, this triggers some disadvantages 

for women, such as the access to education. In contrast, according to the Protestant 

religion, both boys and girls need to be literate up to Confirmation. Then there is 

no social or religious restraint regarding the access to the tertiary education. 

Instead, Islam’s acceptance of women’s access in universities or in certain 

professions that require a high level of education is extremely difficult (Fish 2002). 

Moreover, the involvement of women in business is regarded with reluctance in 

many cases, especially in the Muslim world, but sometimes in the Christian one as 

well. According to Christian religious dogma, the role of woman in society is well-

defined, being related to the family and household area. A woman must be a 

mother, wife and homemaker. The man has to deal with the prosperity of the 

family. He has to take part in the production and exchange activities. Therefore, 

any entrepreneurial intention among women is suppressed even by the way in 

which her role is defined in the society. The modernism has mitigated these 

customs, which became more attenuated along with the development. However, in 

the collective unconscious, we may find certain reluctance related to the woman as 

a business person or scientist in Islam or Orthodox cultures. 
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H1: There are differences between men and women regarding the 

entrepreneurial intentions. 

H2: The difference between sexes in terms of entrepreneurial intentions is 

higher among the Orthodox than Catholics. 

The desire for recognition lies in the human nature, as Nietzsche (2010) said. 

Every social being tries to position itself in a hierarchy so that it might be able to 

maximize the benefits. Positioning can be done by acquiring comparative 

advantages such as education, health, welfare etc. According to some recent 

studies, the social representation of power among young Romanians is identified 

with the triad money-authority-monopoly. Therefore, the most intensive perception 

is that the main foundation of individual power is money, which gives authority 

and advantages. The money can be obtained by conducting businesses. So, at the 

desire level, the power is tempting. However, it should be noted that, often, the 

power does not represent an option for the young Romanians, although it is 

desired. May this be a reaction to the perception that power corrupts (Gwinn et al. 

2013; Ratcliff and Vescio 2013)? Normally, referring to Christian theology, such a 

situation would discourage the young Christian to fall in the temptation of 

business. 

H3: The desire to gain social status through business is less present among 

young Christians. 

H4: The desire to gain social status through business is more present among 

young Catholics than among the Orthodox. 

The concept of need for achievement defines the preference for moderately 

challenging tasks, which involve abilities and effort and which have a significant 

influence on the individuals’ performances (McClelland 1965). The individuals 

with high need for achievement exhibit an increased appetite for improving their 

performances, for responsibility in managing their careers and for acquiring the 

necessary knowledge (Loon and Casimir 2008; McClelland 1961). The need for 

achievement is often associated with the entrepreneurial activities (Koh 1996; 

McClelland 1985). Studies conducted on entrepreneurs from different countries 

showed that they have a high level of need for achievement (Apospori et al. 2005; 

Entrialgo et al. 2000; Stewart et al. 1999). Meanwhile, it was found that the need 

for achievement is an important precursor to the development of entrepreneurial 

intentions (Scott and Twomey 1988). The need for achievement, like any other 

personality trait, can be influenced by many factors, including the cultural ones 

(Rice 2003; Turan and Kara 2007).  
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H5: There is a significant relationship between the need for achievement and 

the entrepreneurial intentions of the Romanian students. 

H6: The relationship between the need for achievement and the 

entrepreneurial intentions is more pronounced in the case of young Catholics than 

Orthodox. 

METHODOLOGY 

In order to find possible answers to our questions, we conducted a 

questionnaire-based survey aimed at students that were in their final year of 

undergraduate studies and students enrolled in master degree programs at the 

Faculty of Economics and Business Administration, “Al. I. Cuza” University of 

Iasi, Romania. 

The questionnaire had several sections designed to collect data on issues 

such as educational background, professional status, entrepreneurial intentions and 

motivations, personality traits, and socio-demographic characteristics. 

Respondents’ entrepreneurial intentions were assessed by asking a question 

adapted from Wang et al. (2011): “Will you start or manage your own business in 

the foreseeable future (the next 2 to 3 years)?”. The answer choices were “I 

certainly will not”, “I’m taking this possibility into consideration”, “I certainly 

will”, and “I have already started the procedures to establish my own business”. 

Those that chose the first option were attributed a 0% probability of becoming 

entrepreneurs in the next few years. Those that selected the second option received 

a supplementary opened question that required them estimate the probability of 

starting their own business on a scale from 0% to 100%. Respondents that chose 

the third or the forth answer were considered to have a 100% probability. 

Individuals that said, in a previous question, that they already had their own 

business were also allocated a 100% probability. 

The three personality traits were evaluated on multi-item scales with 

possible answers ranging from 1 (strongly disagree) to 5 (strongly agree). High 

scores on these scales indicate that the respondent is more willing to take risks, 

more creative or that he or she has a stronger need for achievement. 

The questionnaire was administered using a specialized online platform 

that offered the possibility to send email invitations to all the students under 

consideration. A stratified sampling procedure was used and the sample structure 

was similar to that the population of students that was considered, in terms of 

socio-demographic aspects and study program distribution. Partially completed 
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or otherwise invalid questionnaires were eliminated, resulting in a final sample of 

682 responses.  

FINDINGS AND DISCUSSIONS 

4.1. Entrepreneurial intentions by gender and religion  

In our study, overall, male respondents indicated a higher average 

probability of starting their own business (M=50.43%) than women (M=36.78%), 

p=0. This is also true within the two religious groups investigated. Catholic men’s 

average probability was 57.77% and that of Catholic women was 25.43%, with a p 

value of 0.006. For the Orthodox respondents the results were M=50% for males 

and M=37.88% for females, p=0. As it can be noted, the gender discrepancy in 

entrepreneurial intention is higher in the case of the Catholics than in the case of 

the Orthodox, but not as we had expected, according to previous studies (Iacob et 

al. 2006). As we have mentioned above, in general, the theory considers that 

Orthodox values are less stimulating for an intense entrepreneurial life. What could 

then be the explanation of the fact that, in our case, the entrepreneurial intentions 

are more present in the case of young Orthodox than in that of the Catholics? 

The secularization hypothesis (Barro and McCleary 2003) seems to be a 

good one to offer some explanations. The diminishing social role of the church led 

to the loss of religion’s ability to significantly influence the economic behaviors. In 

the economic environment, a number of other factors, much more prominent, 

determine the results. According to Barro and McCleary's analysis (Barro and 

McCleary 2003), religious diversity is able to stimulate competition among the 

supporters and institutions and that may have positive effects on social and 

economic level (Iannaccone 1988, 1991; Stark and Bainbridge 1987). On the 

contrary, in a situation where there is a dominant state religion, as in the case of 

Romania, and some statistically not significant religions, this leads to a low 

participation and involvement (Chaves and Cann 1992; Iacob and Neculau 2013). 

Moreover, in case of centralized or former communist states, where religion and 

church have been sidelined, the same phenomenon happened – the regression of 

church’s role in determining the individuals’ behaviors (Barro and McCleary 

2003). Again, Romania is in this group. Therefore, due to the secularization 

phenomenon, after which the institutional commitment to church decreases, and as 

a result of the long period of ideological removal of religion, the influence of the 

religious norms on the daily behavior considerably decreased in Romania. So, the 

young Orthodox people do not choose whether or not to become entrepreneurs 
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based on the values or precepts induced by church and religion. There are other 

criteria influencing their choice. Instead, in the case of our sample, we see the gap 

between men and women's intentions. If we assume the hypothesis launched above, 

according to which the church influence on the individuals’ decisions has 

decreased, then the only explanation for the differences between the two genders is 

related to the social traditions, deeply rooted in the collective mind.  

Therefore, H1 is confirmed and H2 is rejected. 

 

4.2 Desire to achieve a certain social status and prestige 

According to our study, 61.2% of the respondents consider the desire for 

recognition and social positioning as a psychological motivation for starting a 

business. What is more intriguing is that the desire can be found more often among 

the Orthodox (62.2%) than among the Catholics (47.2%). A chi-square test 

indicated that the association between religion and the presence or absence of this 

motivation is significant (p=0.047).  

Therefore, we have to reject the two initial hypotheses (H3 and H4). The 

rigor of Orthodoxy, the fact that the concern for material wealth is seen as a 

threat to the salvation of the soul, should determine the Orthodox to be less 

inclined to get recognition through businesses and money. One possible 

explanation lies in the power distance, generated by the secularization 

phenomena of the Orthodox Church.  

 

4.3 Need for achievement and entrepreneurial intentions  

In our study, we were curious to find out what is the relationship between the 

religious affiliation, the need for achievement and the entrepreneurial intentions. 

We were surprised when we found that, in the total sample, there is a weak 

correlation between the need for achievement and the entrepreneurial intention, 

which shows that students do not yet have a clear idea of what a business means 

and the “shortcuts” offered as models by the Romanian society (business based on 

speculation with high yields, but also apparently high risks, substantial incomes 

obtained by non-profit activities) change the perception of business as a source of 

personal achievement. Bivariate correlation analyses, based on the Pearson 

coefficient, indicated that the students’ entrepreneurial intentions are positively and 

significantly correlated with their personality traits.  
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The results presented in Table 1 show a medium strength correlation between 

the entrepreneurial intentions on one hand and the respondents’ willingness to take 

risks and their creativity on the other hand (r=0.344 and r=0.356, respectively). There 

is also weak correlation in the case of the need for achievement (r=0.109), which 

allows us to consider H5 partially confirmed. 

However, we have tried to see if there are some differences among the 

young Orthodox and Catholics. By analyzing the two religious groups separately, it 

can be noted that these correlations are stronger in the case the Catholics than in 

that of the Orthodox (Table 1). The most remarkable difference is in the case of the 

need for achievement. Catholics’ entrepreneurial intentions are more pronounced 

as their need for achievement is higher (r=0.321), while for the Orthodox, such a 

relationship is not very obvious (r=0.089). 

 

Table 1: Pearson correlation coefficients and p values for the relationship between 

entrepreneurial intentions and personality traits 
 

Personality traits 
Total sample Catholics Orthodox 

r p r p r p 

Propensity to take risks 0.344 0 0.448 0.001 0.331 0 

Innovativeness 0.356 0 0.440 0.001 0.357 0 

Need for achievement 0.109 0.004 0.321 0.017 0.089 0.026 
 

The obtained results are somewhat different than those we obtained when 

testing the personal motivations for developing a business. If there we have 

observed a higher result for Orthodox students, which we have explained through a 

shorter distance to power, given by the majority status of the Orthodoxy, this time 

what we have obtained support for one of the basic assumptions that Orthodoxy is 

less favorable to entrepreneurship. As we can see, the young Catholics possess a 

psychological background more suitable for business. Since there are no other 

possible differences between young people from our sample, it is legitimate to 

conclude that the influence of the norms and religious precepts on the environment 

where they were educated led to the acquisition of certain personality traits, which 

are favorable for entrepreneurial activity. H6 is therefore confirmed. 

4.4 Other analysis 

Several independent-samples t-tests were conducted in order to compare the 

entrepreneurial intentions of the various groups or respondents for each of the two 

religious categories considered. The aim was to identify further potential 
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differences between Catholics and Orthodox in terms of probability of starting a 

business. The results of these tests, presented in Table 2, were similar for both for 

religious groups. 

Table 2: Results of independent-samples t-tests  

using “probability to start a business” as the test variable 
 

Grouping 

variable 
Groups 

Catholics Orthodox 

Mean probability 

of starting a 

business (%) 

p Mean 

probability of 

starting a 

business (%) 

p 

Entrepreneurial 

education in 

university 

Yes 41.25 0.014 46.28 0 

No 19.81 35.30 

Currently 

employed 

Yes 41.81 0.214 42.19 0.481 

No 27.95 40.16 

Entrepreneurial 

model – parent 

Yes 32.63 0.758 52.27 0 

No 29.72 34.45 

Entrepreneurial 

model – sibling 

Yes 39.54 0.324 57.01 0 

No 28.52 38.88 

Entrepreneurial 

model – friend 

Yes 40.55 0.030 46.23 0 

No 21.25 34.72 

Gender Female 25.43 0.006 37.88 0 

Male 57.77 50.00 

Residence 

environment 

Rural 20.20 0.026 39.87 0.663 

Urban 38.87 41.14 

 

Respondents who have had some form of entrepreneurial education during 

their graduate studies indicate a higher probability to start a business. The same is 

true for those who have had an entrepreneurial model in their lives, either a close 

relative or a close friend.  

Other results show that respondents who are currently employed as well as 

those who reside in the urban areas are also more likely to become entrepreneurs. 

However, the differences are significant only in the case of the Catholics’ residence 

environment (p=0.026). 

Overall, male respondents indicated a higher average probability of starting 

their own business (M=50.43%) than women (M=36.78%), p=0. 

This is also true within the two religious groups investigated. Catholic 

men’s average probability was 57.77% and that of Catholic women was 25.43%, 
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with a p value of 0.006. For the Orthodox respondents the results were M=50% 

for males and M=37.88% for females, p=0. As it can be noted, the gender 

discrepancy in entrepreneurial intention is higher in the case of the Catholics than 

in the case of the Orthodox. 

CONCLUSIONS 

Our study started from the basic assumption that the religious factor, as an 

important dimension of social capital, plays a significant role in the development of 

entrepreneurial intentions among young people. Moreover, starting from Weberian 

approaches, we assume that there are differences between the influences of 

different religions, in our case the Orthodox and the Catholic. Evaluating the two 

Christian religions in terms of doctrine and relying on a series of previous studies, 

we anticipated that Orthodoxy had a significant negative influence on the 

development of entrepreneurship among young people. Processing the data from 

our survey, we surprisingly found out that young Orthodox persons are more 

optimistic regarding their future ability to develop businesses. Unfortunately, this 

optimism has not been proven by the assessment of their personality traits, which 

are very important when it comes to the success in business. We found that there 

are differences, some of them quite large, between the young Orthodox people and 

Catholics when it comes to the relationship between their entrepreneurial intentions 

and their risk-taking capacity, need for achievement and innovation capacity. As 

we expected, the influence of the Orthodox religious on the familial and cultural 

environment in which these young people have been raised had an impact on the 

ability to develop businesses. As we have seen, the Orthodox Church is more 

severe when it comes to the principles of capitalism, strongly denying the 

selfishness, the material prosperity, the capital accumulation. Instead, Catholicism, 

wanting to face the consequences of the Reform, became more tolerant and adapted 

to the socio-economic evolutions generated by the spread of global capitalism. 

Therefore, it is possible that the critical attitude towards the economic 

opportunism, towards businesses and gains, in general, still influences the behavior 

of the young people.  

However, according to our results, the influence of the religious culture was 

not perceived as strongly as we have expected. A good example for this would be 

to analyze the sex differences in religious context. Initially, we assumed that the 

Orthodox rigor has perpetuated the traditional values regarding the role of women 

and men in the society. It was expected that the difference between entrepreneurial 

intentions of the Orthodox men and women to be higher than among Catholics. We 
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found out that it is not so. On the contrary, our results are similar in the case of the 

Orthodox persons, fact that we could only explain through the exogenous 

influences and the diminishing religious footprint at the societal level. In other 

words, if the attitude toward capitalism remained fairly conservative, there is a 

certain change in the view regarding the social norms. This produced a favorable 

mutation for young Christians, especially for the Orthodox, encouraging them to 

improve their perspectives related to the entrepreneurship. 

Our research has some limitations, generated mainly by the fact that there 

was not a controlled sample. Therefore, the number of the Catholic respondents 

was quite low, below 10%, which means that it may have influenced the results, up 

to a certain level. Another limitation refers to the territorial dispersion of our 

sample, the respondents being students from only one university. 

In future research, we might expand the sample in order to analyze the 

differences in entrepreneurial intentions for all the major religions in Romania. We 

want to find out to what extent the Weberian hypothesis can be tested on Romanian 

Catholics and Protestants and to determine the distance to the entrepreneurial 

intentions of the young Orthodox persons. Meanwhile, we intend to conduct these 

analyses on a sample controlled in terms of gender and religion. 
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