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Variables Determining Muzakki Loyalty in Paying Zakat

Osmad Muthaher1, Sri Dewi Wahyundaru2

Abstract

This study aims to assess whether accountability, transparency, service quality, 
satisfaction, and religiosity affect Muzakki’s loyalty with trust as Muzakki’s intervening 
variable. The survey approach is used in this explanatory research work. A questionnaire 
with written questions was utilized as the data collection method, and respondents 
were Muzakki’s (payers of zakat, infaq, and sadaqah) at amil zakat institutions. This 
research surveys 100 respondents (muzakki) in Lembaga Amil Zakat, Infaq dan Sedekah 
Muhammadiyah (Lazismu) Central Java. The sampling technique used purposive 
sampling, which set the samples based on criteria. The data were analyzed using partial 
least square-structural equation modelling (PLS-SEM), then processed using the 
SmartPLS application. The results of this study indicate that the muzakki loyalty to 
zakat management organizations (Lazismu) will increase in paying zakat by increasing 
muzakki’s trust through satisfaction, service quality, religiosity, transparency, and 
accountability by PSAK 109.

Keywords : Religiosity; Accountability; Service Quality; Transparency; Satisfaction; 
Muzakki Trust .

INTRODUCTION

Islam provides a resolution for poverty reduction through the zakat fund 
system (Chaniago, 2015). Knowing the condition of Muslims are still in poverty, 
it becomes essential to optimize the collection of zakat funds from the muzakki. The 
establishment of zakat collection refers to the requirements of sharia and legislation. 
Shariah requirements for collecting zakat are found in the Holy Qur’an surah At 
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Taubah verse 103. Furthermore, the law on zakat collection is contained in Law 
No. 23 of 2011 on Zakat Management. According to the rules, zakat is a property a 
Muslim or a business body must issue. It was given to those entitled to receive it 
following Islamic law. Thus, the collection of zakat has a firm basis: following the 
Shari’ah (Alquran) and the rules and regulations that apply in Indonesia.

The affordability of payment of ZIS funds (Zakat, Infaq, Sadaqah) is an 
important thing that can be built through quality service and effective distribution 
of zakat. In this context, “muzakki” refers to individuals or entities that pay zakat.
(Murwenie et al., 2021). Several research results show that the service quality 
of zakat institutions still needs to be improved from Muzakki’s point of view. 
(Sudarsono et al., 2021)

To implement good zakat governance in Indonesia, the zakat management 
(collection and distribution) is carried out by 572 zakat management entities 
consisting of the National Zakat Amil Agency (Baznas), Provincial Baznas, 
Regency/City Baznas, and Amil Zakat Institutions (LAZ) (Putri at.al, 2022). 

Although Central Java has a potential for zakat of up to IDR 150 billion, 
by 2022 Lazismu Central Java will only be able to collect IDR 105 billion. The 
actual number of contributors was 143,088 even though it exceeded the aim of 
98,345 donors.

Table 1. Zakat Collection,
Infaq/Shodaqoh (IDR) on Lazismu Central Java

Year

ZIS Collection Total Donor

Target Realisation Target Realisation

2019   75.000.000.000 51.867.885.176 45.000 57.950

2020 100.000.000.000 63.022.250.168 58.000 77.995

2021 125.000.000.000 76.050 123.205 78.000 92.449

2022 150.000.000.000 105.000.000.000 98.500 143.088

Source: Financing Report LAZISMU (proceed)
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In table 1, Even while the number of donors keeps growing, the annual target 
amount of zakat collection has not been reached. Lazismu has not been able to 
boost muzakki’s confidence in disbursing zakat as a zakat institution. Considering 
that zakat, infaq, shadaqah, and other philanthropic funds are important mandates, 
accountability and transparent reports are needed regarding funds and goods 
issued by LAZISMU. The information provided on the expenditure of zakat, infaq, 
shadaqah, and other philanthropic funds to donors is not optimal or only limited 
to a few donors so individual donors do not get information about the donated 
funds. With the existence of Zakat, Infak, and Shadaqah, there must be a forum that 
can be trusted by the community to manage these funds.

The low motivation of Muzakki from the Muslim community to pay zakat is 
due to a lack of understanding about the importance of paying zakat among the 
Muslim community. Based on the explanation above, it can be concluded that the 
low motivation in paying zakat is due to several factors including the low level 
of community religiosity, the low accountability of amil institutions, the lack of 
transparency of amil institutions, and the low service quality so that the trust 
of Muslim communities in institutions still lacking, thus the level of muzakki’s 
loyalty to amil institutions (Lazismu) is also very low.

Researchers have found that Transparency, Accountability, Service 
Quality, Satisfaction, and Religion all have a significant impact on Muzakki 
who pay zakat at Amil Zakat Institutions. There is, however, no research on 
the role of trust as a modifying factor in enhancing Muzakki’s devotion to. 
The findings of studies on the effects of religion, openness, accountability, 
satisfaction with the quality of services, and faith in Muzakki’s faithfulness in 
paying zakat were examined by (Nurkholis & Jayanto, 2020), (Jumriani, 2020), 
(Said et al., 2020), and the results show variations in research findings. This 
study makes reference to studies from which the distinction is the inclusion 
of the independent variable of transparency and the moderating variable of 
trust. The purpose of this study is to determine how muzakki’s commitment 
to paying zakat and trust as an intervening variable are affected by religiosity, 
accountability, transparency, service quality, and contentment.
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LITERATUR REVIEW
Theory of Loyalty

According to (Giovanis & Athanasopoulou, 2018), loyalty is the degree of 
consumer faithfulness toward certain brands regardless of rival brand marketing 
efforts. Customers automatically become devoted users of a product, so they do 
not need to give the decision of whether to purchase the same item twice or more 
often much thinking. The condition that consumers like certain products can 
influence consumers’ decisions to stay on the same product. 

Because customers are pleased with the services, customer loyalty can 
increase. Consumers’ strong dedication to and belief in businesses that provide 
services can also lead to loyalty (L. Dewi, 2020). It’s because customers have 
actually benefited from the company’s services.

Trust in Zakat Institutions

According to their perspectives, previous scholars from a range of 
disciplinary domains, including sociology, psychology, management, economics, 
and political science, propose definitions of trust (Armstrong & Yeein, 2001) and 
(Mayer et al, 1995). As a result, each aim may have a distinct impact and meaning 
depending on the individual, and so does trust.

Building muzakki’s trust is crucial to the zakat management system, 
and zakat management organizations must do this. When muzakhki place 
their trust in zakat management organizations, they contribute significantly to 
the best possible zakat collection. In the meantime, the zakat that is gathered 
contributes to achieving community welfare (Ghazali et al., 2016). Therefore, 
zakat management entities must conduct studies on muzakki trust and their 
zakat payment behaviors. 

Theory of Accountability

Accountability is the duty to offer information to the party having the 
authority to request information or accountability, including an explanation 
of the performance and acts of an individual, a legal entity, and organizational 
leadership (Kusumawardani, 2020). 
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According to the study’s findings (Mukhibad et al., 2019), Muzakki’s 
decision to pay zakat is significantly influenced favorably by accountability. 
The findings of research by (Ahmad, 2018),  (Nurkholis & Jayanto, 2020) that 
accountability influences Muzakki’s trust where the accountability of zakat 
management institutions is related to reporting all activities, particularly 
regarding the flow of zakat funds and financial reports to muzakki, support this. 
Therefore, the muzakki’s confidence in disbursing zakat increases as the Amil 
Institution’s reporting practices become more accountable.

 The research result from (Jumriani, 2020) stated that accountability has a 
significant positive effect on Muzakki’s loyalty. These results are also supported 
by research from (A.- Roziq et al., 2020) (Aghayi & Ebrahimpour, 2015) and 
(Maftachul Ningrum, 2022).

This description serves as the foundation for the following hypothesis: 

H1: Accountability has a significant positive effect on Muzakki’s Trust 

H2: Accountability has a significant positive effect on muzakki loyalty
Transparency  

As one of the foundational tenets of Islamic beliefs, it can help the collecting 
of zakat (Nasri et al., 2019). When Muzakki notices that zakat finances are 
transparant, it will naturally boost Muzakki’s trust in zakat institutions and cause 
Muzakki to switch over payments that were previously made to traditional zakat 
organizations. Zakat organizations can promote transparency by disseminating 
information via print, electronic, and social media. (Mawardi & Iqbal, 2017). 

Transparency relates to how to publish all reports, including those on 
initiatives, plans, and funds, and how to give them to the muzzki (Ruslan, 2022). 
The more trustworthy muzakki are to distribute their zakat funds through the 
zakat management organization, the more transparent the zakat management 
institution must be to earn their trust (Munir, 2021).

The development of the transparency idea will be able to positively affect 
muzakki’s institutional oversight. Additionally, it will promote and motivate 
muzakki to select zakat institutions. It is supported by studies carried out by (A.- 
Roziq et al., 2020),(Salman, 2022) dan (Mahmudi & Prastmawati, 2020) which 
states that transparency has a positive and significant effect on muzakki loyalty.



EQUILIBRIUM, Volume 11, Number 1,  2023

Osmad Muthaher and Sri Dewi Wahyundaru

128

This description enables the following formulation of the hypothesis:
H3: Transparency has a significant positive effect on Muzakki’s trust in Zakat

H4: Transparency has a positive and significant effect on muzakki loyalty

Service Quality of Zakat Distribution

	 Service quality in zakat management institutions can be seen as an 
evaluation of zakat management and the managers’ attitude toward muzakki, 
which fosters satisfaction (Vegirawati et al., 2022). When muzakki are pleased 
with the high level of service provided by zakat institutions, muzakki will 
inevitably be trusted (Zainal, 2016) . The level of service that a zakat management 
organization offers as its agent (trustee) is related to agency theory. 

According to the study’s findings, service quality significantly increases 
a Muzakki’s confidence in paying zakat Aisyah & Sutejo, (2020) It is backed up 
by (Jumriani, 2020),  and (Mardini, 2020) who both asserted that the caliber of a 
service will affect a muzakki’s commitment to paying zakat. 

The muzakki will be more willing to distribute their income to zakat 
institutions when contributors are treated better. It is backed by the findings of 
studies from (Mardini et al., 2020) and (Jumriani, 2020) that shown that there is 
an influence of service quality on loyalty because the rising standard of service 
at an amil zakat institution will foster loyalty to the institution. 

This description enables the following formulation of the hypothesis:: 
H5: Service quality has a significant positive effect on Muzakki’s Trust

H6: Service quality has a significant positive effect on Muzakki Loyalty

Satisfaction of Zakat Distribution

Satisfaction is a person’s feeling of pleasure or disappointment that 
arises after comparing his or her perception and impression of the service 
performance and expectations (Syahsudarmi, 2022). Satisfaction is the level of 
one’s feelings after comparing the performance (results) that he feels compared 
to his expectations (Elisabeth et al., 2019). In other words, the level of satisfaction 
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is a function of the difference between perceived performance and muzakki’s 
expectations.

Their research shows that there is an effect of satisfaction on trust. The 
increasing muzakki satisfaction in an amil zakat institution will give trust to 
muzakki in paying zakat at the institution. 

Therefore, acquiring customer satisfaction can lead to consumer loyalty. 

Satisfied muzakki will tend to make repayments later and recommend the 
service provider to others. Previous research that supports the effect of satisfaction 
on customer loyalty includes (Bazzi, 2022),(Doddy et al., 2022)  and (Ikhwandha 
& Hudayati, 2019)  which shows an increasing Muzakki satisfaction at an amil 
zakat institution will provide loyalty to muzakki paying zakat on the institution. 
Therefore, the hypothesis can be formulated as follows:
H7: Satisfaction has a significant positive effect on Muzakki’s Trust

H8: Satisfaction has a significant positive effect on Muzakki loyalty

Religiosity Of Zakat Distribution

Muzakki’s religiosity is defined as a muzakki’s obedience or obedience to 
religious teachings through the implementation of the obligation to pay zakat 
which reaches the nishab (Bin-Nashwan et al., 2019). 

The research from (Retnowati & Usnan, 2022) states that religiosity has 
an effect on muzakki trust. This result is supported by research from (Mukhibad 
et al., 2019) which says that religiosity has a significant positive effect on trust, 
meaning that non-profit-oriented zakat institutions can be trusted in motivating 
Muzakki to pay zakat due to religious obligations. 

The research results from (Mukhibad et al., 2019) stated that religiosity 
has a significant positive effect on muzakki loyalty. Therefore, customers will be 
more loyal if their religious expectations are met with sharia compliance from the 
institution (Echchabi & Olaniyi, 2012). These results are supported by research 
results (Budiyono et al., 2019). Based on these results, the hypothesis can be 
formulated as follows:



EQUILIBRIUM, Volume 11, Number 1,  2023

Osmad Muthaher and Sri Dewi Wahyundaru

130

Therefore, the hypothesis can be formulated as follows:

H 9: Muzakki’s religiosity affects the level of Muzakki’s trust

H 10: Muzakki’s religiosity has an effect on Muzakki’s loyalty 

	
A trust variable may be a factor that is provided by muzakki in order to 

increase muzakki’s loyalty. Trust is crucial for assessing muzakki’s loyalty 
because it has a significant impact on how loyal someone is to the institution they 
would be helping.

According to the findings of (A. Roziq et al., 2021) , trust significantly affects 
muzakki loyalty. According to this study, management should increase muzakki 
loyalty and trust while also raising the zakat management’s transparency and 
accountability levels in order to improve the performance of zakat payments. 
Good BAZNAS governance in line with sharia principles is necessary to boost 
muzakki confidence and increase transparency and accountability of the zakat 
management. Many researchers, including those who include (Jumriani, 2020) 
and (Mukhibad et al., 2019).

Based on these results, the hypothesis can be formulated as follows:
H 11: Trust has a significant positive effect on Muzakki Loyalty

RESEARCH METHOD

Explanatory research, which explains the causal connection between study 
variables and hypothesis testing, is the type of research done in this manner. 
The Muslims in Indonesia who are able to pay zakat were the subject of this 
explanatory study, which focused particularly on the Central Java Province.A 
questionnaire is used to directly collect primary data. 100 Muslims who had paid 
their zakat through the LAZISMU institution in Central Java, Indonesia, were 
sampled using the incidental sampling method. 

	 The Partial Least Square (PLS) method, a form of structural equation 
modeling (SEM) based on components or variations, was employed in this 
investigation. PLS is an alternate technique to a covariant-based SEM approach, 
according to Garson David, (2016). According to Garson David, (2016), the 
formation variable is linearly aggregated from its indicators in the formal PLS 
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model. Value estimation, which was used to create variable score components, 
was built on the parameters of the inner and outer models. The following steps 
were taken to test the following hypothesis. First, the reflective outer model’s 
substantive content was evaluated by comparing comparable values and 
evaluating the significance of these values. Second, the inner model’s performance 
was assessed by considering the percentage of variance explained, specifically 
by examining the endogenous constructs’ R2 values and the size of the structural 
path coefficient. The statistical t-test was used to assess the significance of effect. 
R2 value changes can be used to determine how particular exogenous variables 
affect endogenous variables. The operational definition of the variable was 
measured using a Likert scale from the statement strongly disagree (value=1) to 
strongly agree (value=5), presented in the table below.

Table 1. Definition of Operational Variable

Variable Indicator

Satisfaction

(X1)

1. The given services are of a quality that meets muzakki’s needs.

2. Content produced in line with muzakki’s aspirations and desires.

3. The overall level of service is excellent and pleasant.

4. A lazismu institution makes it simple to pay zakat.

Accountability 
(X2)

1. Information about the actions taken is made public

2. Lazismu scheme to enhance Mustahiq’s welfare

3. Distributed while considering Mustahiq’s requirements

4. Understanding of muzaki about zakat money distribution

Service Quali-
ty (X3)

1.	 Strategic place and easy to reach
2.	 Dress neatly and politely
3.	 The procedure for receiving zakat is following applicable 

regulations
4.	 Amil officers provide accurate and easy-to-understand 

information
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Transparency 

(X4)

  1. The release of recurring financial statements

2. Financial reports are readily available

3. Making financial statements available

4. The accessibility of community suggestions for Lazismu

Religiosity 

(X5)
1.	 Zakat is a form of obedience to Allah
2.	 By paying Zakat, the wealth will be multiplied by Allah
3.	 Zakat is the result of the manifestation of gratitude
4.	 Zakat is an obligation of Muslims

Trust 

(Y1)

  1. Open handling of zakat funds is practiced at LAZISMU

2. Amil performs his job in a reliable and competent manner.

3. LAZISMU gives muzakki accurate information.

4. LAZISMU offers the community consulting services.

Loyalty 

(Y2)

1. Lazismu and muzakki have had a long-standing, strong relation-
ship.

2. Muzakki consistently pays Lazismu zakat.

3. Muzakki has and will continue to urge others to use the Lazismu.

4. Muzakki has no interest in the products being offered.

RESULTS AND DISCUSSION

The value of indicators for each variable is above 0.7 after assessing the 
outer model. Therefore, there is no need for a re-analysis. An outer loading 
score of more than 0.7 (>0.7) is necessary to establish a connection between 
latent variables and their indicators. According to Garson David, (2016) that PLS 
requires a loading score (outer loading) indicator for each latent variable which 
should be >0.7. The outer model was analysed through discriminant validity, 
average variance extracted (AVE), and composite reliability.
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Source: data processed by SmartPLS 3

Average Variance Extracted (AVE)

Table 4. The result of Average Variance Extracted (AVE)

Variable

Average Variance 
Extracted
(AVE)

Composite 
Reliability Cronbach’s Alpha

Satisfaction (X1) 0,764 0,928 0,897

Accountability (X2) 0,718 0,911 0,869

Service Quality (X3) 0,788 0,937 0,910

Transparency (X4) 0,711 0,908 0,865

Religiosity (X5) 0,644 0,887 0,831

Trust (Y1) 0,698 0,902 0,861
Loyalty (Y2) 0,684 0,896 0,845

Source: data processed by SmartPLS 3

By examining the value of AVE, discriminant validity may also be measured. 
If the AVE value is greater than 0.5, the research model’s construct is deemed to 
be valid (Garson David, 2016) The table below shows the AVE results. 4. The data 
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above indicate that each construct’s AVE value is greater than 0.5. As a result, all 
constructs have a high level of discriminant validity.

Composite Reliability

The outer model can be tested by looking at the reliability of the construct 
or latent variable as indicated by the composite reliability value, in addition to 
being assessed for convergent validity and discriminant validity. If the composite 
reliability score is more than 0.7, the construct is deemed reliable (Garson David, 
2016). Table displays the SmartPLS output findings for composite reliability values.

According to Table 4’s SmartPLS output values, the composite reliability 
value for each construct is greater than 0.70. As a result, all constructs are highly 
reliable when compared to the needed minimum value limit.

Structural Model Assessment

According to Table 5, of the ten hypotheses that have a direct effect, H1, 
H2, H7, and H8 are all rejected because the T-Statistics value is less than 1.96 
and the P-Values are greater than 0.05, while the remaining six hypotheses are 
accepted because the T-Statistics value is greater than 1.96 and the P-Values are 
less than 0.05.

Table 5. Path Coefficients (Direct Effect)

 (Direct Effect) Parameter 
Coefficient T- Statistics P Values Result

H1 Satisfaction (X1)       Trust (Y1) 0,026 0,184 0,851 Rejected 

H2 Accountability (X2)     Trust (Y1) 0,127 0,838 0,403 Rejected

H3 Service Quality (X3)      Trust (Y1) 0,401 3,307 0,023 Accepted

H4 Transparency (X4)       Trust (Y1) 0,275 0,868 0,003 Accepted

H5 Religiosity (X5)       Trust (Y1) 0,145 2,112 0,035 Accepted
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H6 Satisfaction (X1)       	 Loyalty (Y2) 0,276 2,521 0,012 Accepted

H7 Serv Quality(X3)     	 Loyalty (Y2) 0,141 0,868 0,545 Rejected

H8 Transparency(X4)     	Loyalty (Y2) 0,098 0,606 0,438 Rejected

H9 Religiosity (X5)      	 Loyalty (Y2) 0,157 2,369 0,018 Accepted

H10 Trust (Y1)           	Loyalty (Y2) 0,301 1,963 0,050 Accepted

Source: data processed by SmartPLS 3

Using muzakki’s trust as a mediating (intervening) variable in the Lazismu 
Central Java Province, Table 6 demonstrates that all independent variables 
indirectly have no significant impact on customer loyalty with path coefficient 
values: t-statistics below 1,966 and p-values over 0.05.

Table 6. Path Coefficients (Indirect Effect)

Indirect Effect Parameter 
Coefficient T- Statistics P Values Result

H1 Satisfaction (X1)  Trust (Y1)        
Loyalty (Y2) 0,008 0,159

0,874
Rejected

H2
Accountability (X 2) -> Trust 

(Y1) -> Loyalty (Y2) 0,038
0,723

0,470
Rejected

  H3

Service Qual (X3)   Trust (Y1)                 
Loyalty(Y2)

0,121 1,822 0,069   Rejected

  H4

 Transparency (X4)      Trust 
(Y1) 

                Loyalty (Y2)
0,053 1.382 0,168

  Rejected
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  H5
  Religiosity (X5)         Trust (Y1)

                 Loyality  (Y2) 0.044 1,388 0,175   Rejected

Source: data processed by SmartPLS 3

Coefficient of Determination (R2)

Based on the data processing with the SmartPLS 3.0, the R Square value is 
obtained as follows:

Table 7. R Square Results

  R Square

Y1 (Trust) 0,727

Y2 (Loyality) 0,693

Source: data processed by SmartPLS 3

According to Table 4’s r-square value, satisfaction, accountability, service 
quality, transparency, and religiosity can each account for 72.7% of the variance in 
the construct of trust, with the remaining 27.3% being explained by components 
not included in this study. The construct variable of loyalty can be explained 
(0.693 or 69.3%) by Trust, and the remaining 31.62% is influenced by other 
constructs outside of this study.

According to the findings of the data analysis test, service quality has a 
favorable and significant impact on muzakki’s confidence in paying zakat 
at Lazismu. According to other research’ findings, Muzaki Trust has a good, 
considerable impact on service quality. (Mardini et al., 2020),(Jumriani, 2020) and 
(Ruslamsyah et al., 2019). Thus, the quality of service provided by Amil Lazismu 
officers in Central Java Province is considered good by Muzakki because it 
provides fast, precise and accurate services to muzakki. In addition, when serving 
muzakki, amil zakat officers are friendly and polite so that this provides comfort 
for muzakki in distributing their zakat and increases muzakki’s trust in Lazismu.

According to the study’s findings, transparency significantly and favorably 
affects muzaki trust. This indicates that Muzakki regards the transparency 
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practiced by Lazismu of Central Java Province as good because it has consistently 
published reports related to the collection and distribution of zakat management 
openly through print and social media. Lazismu has provided information 
regarding the management of zakat funds in a clear and accurate manner. The 
findings of this study corroborated those of studies by (Retnowati & Usnan, 2022), 
(Ruslan, 2022) and (  Ahmad Roziq et al., 2021) ,which found that transparency has 
an impact on muzhiki trust. The findings demonstrate that the use of transparency 
specifically, the publication of information about the administration of ZIS 
funds—has a significant impact on muzakki, or the public’s trust in government. 

The results of the study of the Religiosity variable have a significant effect 
on Muzakki’s Trust in paying Zakat at Lazismu. The influence of religiosity plays 
an important role because it is related to a person’s habits in every line of life, so 
that the habit of a Muslim to pay zakat is influenced by religiosity. Consistent 
with the findings of other studies shows that  Religiosity is positive significant 
influence by muzakki Trust  (Retnowati & Usnan, 2022) and (Mukhibad et al., 
2019) . These findings suggest that the more religious a person is, the more he will 
increase his trust in zakat institutions.

Although the findings of the accountability research had a favorable and 
negligible impact on mukkki’s confidence in paying zakat in Lazismu. This is due 
to Muzaki’s conviction that Lazismu has carried out each of its projects in line with 
the Institute’s vision and goal. Muzaki’s desire to direct zakat to institutions is also 
influenced by the fact that he has faith in institutional leaders. The findings of this 
study corroborated previous studies’ findings that accountability has an impact on 
muzakki trust. (Ahmad Roziq et al., 2021) and (Retnowati & Usnan, 2022).

According to the results of the hypothesis test, satisfaction significantly 
affects muzakki loyalty, as shown by the p-value of 0.012 (less than 0,05), which 
was obtained. The findings of this study corroborated previous research findings 
that suggested satisfaction has an impact on muzakki loyalty. (Salman, 2022), 
(Bazzi, 2022), (Doddy et al., 2022) and (Ikhwandha & Hudayati, 2019). This shows 
that muzakki is satisfied with the services provided by Lazismu, both through 
good service and also the convenience of zakat payment transactions. This is one 
of the factors for the loyalty of muzakki in Lazismu, Central Java Province. 

Transparency did not significantly affect muzakki loyalty, according to the 
findings of hypothesis testing, as shown by the p-value of 0.438 (greater than 
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0.05). The findings of this study corroborated those of previous research showing 
that muzakki trust is unaffected by transparency (Salman, 2022).

A p-value of 0.545 (greater than 0.05) indicates that service quality does not 
have a positive and significant impact on muzakki loyalty. The findings of this 
study corroborated previous studies’ findings that muzakki loyalty is unaffected 
by service quality. (Ruslamsyah et al., 2019)

According to the findings of the hypothesis test, religion significantly 
affects Muzhiki Loyalty, as shown by the p-value of 0.018 (less than 0.05). The 
study’s findings on the impact of religion on muzakki loyalty are encouraging 
and substantial. This means that the higher the level of religiosity of the muzakki, 
the higher the level of loyalty. Consistent with the findings of other studies shows 
that  Religiosity is positive significant influence by muzakki Loyality (Jumriani, 
2020) and (Mukhibad et al., 2019).This religiosity principle will bind muzakki 
along with their beliefs, so satisfaction with religious values ​​is expected to be able 
to bind muzakki’s loyalty to continue using Lazismu services. It means, if the 
level of religiosity of a muzakki is high, the level of loyalty will be even higher.

According to the findings of the hypothesis test, Trust significantly affects 
Muzhiki Loyalty, as shown by a p-value of 0.050 (less than 0.05). According to the 
Trust study, there is a favorable and considerable impact on muzakki’s loyalty. In 
other words, muzakki’s loyalty increases with their level of trust. The findings of 
this study corroborated previous studies’ findings that Trust influences Muzakki 
Loyalty. (A. Roziq et al., 2021),(Mahmudi & Prastmawati, 2020) (Jumriani, 2020) 
and (Mukhibad et al., 2019).

They will be more willing to provide zakat infaq and alms if they have a 
high level of confidence in Amil Zakat institutions. They continue to provide 
zakat infaq and alms to the Lazismu institution because they have a growing 
faith in the structures that the Amil Zakat institution has established. Service 
quality and transparency, which produced diverse but not significantly different 
results, were variables. 

CONCLUSION

In Lazismu, Central Java Province, the primary goal of this study was to 
investigate the role of Muzakki trust as a mediator in the relationship between 
service quality, accountability, transparency, religion, and loyalty of Muzakki. The 
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findings demonstrated that in Lazismu, Central Java Province, service excellence, 
openness, and religiosity had a substantial favorable impact on muzaki’s trust in 
making zakat, infaq, and sadaqah payments.

The level of trust that zakat payers (muzaki) have in Amil Zakat Institutions 
will significantly increase if transparency and accountability in the management 
of these institutions are adequately improved. Zakat payers (muzaki) will benefit 
much if an Amil Zakat Institution implements the principles of accountability 
and openness in its management.

When it comes to paying zakat, infaq, and sadaqah payments at Amil Zakat 
Institutions, muzaki loyalty is significantly influenced by their level of trust. 
Zakat payers’ (muzaki) loyalty to the Amil Zakat Institution could be greatly 
impacted if Lazismu truly upholds or improves the level of trust that muzaki 
gives to institutions.

In order to promote accountability, service quality transparency, and 
satisfaction in activity reports or financial reports to Muzakki, it is necessary to 
educate the general population about the significance of zakat. Additionally, 
paying zakat online (or by m-payment) at Lazismu will be simple. The study’s 
initial finding is that institutions that administer zakat (amil zakat) must be 
aware of their responsibility to all parties, including zakat payers (muzakki). This 
inference results from the fact that building muzakki’s trust depends heavily on 
responsibility. Eventually, it might also make Muzakki more devoted. The second 
implication is that zakat amil institutions should prioritize the transparency of 
all stakeholders, especially the transparency of zakat payers (muzakki). This 
consequence is essential for amil zakat institutions because it increases muzakki 
interest in paying zakat and ultimately influences muzakki decision to pay zakat 
at an amil zakat institution. The third conclusion is that the agency for amil zakat 
must constantly inform the people about the need to provide zakat and its.



EQUILIBRIUM, Volume 11, Number 1,  2023

Osmad Muthaher and Sri Dewi Wahyundaru

140

REFERENCES

Afendi, A., & Ghofur, A. (2021). Spiritual Well-Being and Religious Commitment 
in Explaining Customer Satisfaction and Loyalty in Sharia Banking. 
Economica: Jurnal Ekonomi Islam, 12(1), 97–118. https://doi.org/10.21580/
economica.2021.12.1.6429

Aghayi, M., & Ebrahimpour, H. (2015). Accountability Role in Customer Loyalty : 
Evidence from Refah Bank. Singaporean Journal of Business , Economics and 
Management Studies, 3(7), 145–150. https://doi.org/10.12816/0010971

Ahmad, Z. A. (2018). The Analysis of Amil Zakat Institution / Lembaga Amil Zakat ( 
LAZ ) Accountability toward Public Satisfaction and Trust. 9(2), 109–119.

Aisyah, S., & Sutejo, B. (2020). Pengaruh Kualitas Pelayanan, Pengetahuan, dan 
Kepercayaan terhadap Keputusan Muzakki dalam Membayar Zakat di 
Lembaga Amil Zakat Nurul Fikri Zakat Center Area Sampit. Keizai, 1(1), 
50–59. https://doi.org/10.56589/keizai.v1i1.151

Alaedein-Zawawi, J. (2015). Religious commitment and psychological well-being: 
Forgiveness as a mediator. European Scientific Journal, 11(5), 1857–7881.

Amelia, S., & Jamilah, S. (2022). The influence of income level, religiosity, and 
social environment on muzakki’s decision to pay zakat (Empirical study 
of the community of karang tengah district, Tangerang city ). Jurnal 
Ekonomi Trisakti, 2(1), 15–28.

Ammerman, N. T. (2013). Spiritual but not religious? Beyond binary choices in 
the study of religion. Journal for the Scientific Study of Religion, 52(2), 258–
278. https://doi.org/10.1111/jssr.12024

Anadarajah, G. (2005). Doing a culturally sensitive spiritual assessment: Recognizing 
spiritual themes and using the hope questions. Virtual Mentor, 7(5), 371–
374. https://doi.org/10.1001/virtualmentor.2005.7.5.cprl1-0505

Armstrong, R. W., & Yeein, S. M. (2001). Do chinese trust Chinese? A study of 
Chinese buyers and sellers in Malaysia. Journal of International Marketing, 
9(3), 63–86. https://doi.org/10.1509/jimk.9.3.63.19925

Bahri, E. S., Suhaeti, A., & Nasution, N. (2021). Trust, Religiousity, Income, Quality 
of Accounting Information, and Muzaki Decision to Pay Zakat. Jurnal 



Variables Determining Muzakki Loyalty in Paying Zakat

141EQUILIBRIUM, Volume 11, Number 1,  2023

Akuntansi Dan Keuangan Islam, 9(1), 39–58. https://doi.org/10.35836/
jakis.v9i1.217

Bahri, E. S., Zakiyyah, H. Y., & Bisyri, A. (2021). How is the Transparency of 
Zakat Management Entities in Indonesia? Al-Amwal : Jurnal Ekonomi 
Dan Perbankan Syari’ah, 13(1), 108. https://doi.org/10.24235/amwal.
v13i1.8373

Bazzi, A. M. (2022). The Effect of Value Co-Creation on Customer Loyalty in Lebanese 
Universities. 10(5), 237–247.

Beltagui, A., Sigurdsson, K., Candi, M., & Riedel, J. C. K. H. (2017). Articulating 
the service concept in professional service firms. Journal of Service 
Management, 28(3), 593–616. https://doi.org/10.1108/JOSM-10-2015-
0299

Bin-Nashwan, S. A., Abdul-Jabbar, H., & Aziz, S. A. (2019). Do enforcement, 
religiosity and peer influence Zakah compliance behavior? International 
Journal of Financial Research, 10(6), 42–53. https://doi.org/10.5430/ijfr.
v10n6p42

Brady, Michael, K., & Cronin Jr., J. (2001). Some New Thoughts on Conceptualizing 
Perceived Service Quality: A Hierarchical Approach. Journal of Marketing, 
65(July), 34–49.

Budiyono, Putri, S. A. R., & Tho’in, M. (2019). Effect of Income Rate, Education, 
Religiosity to Muzakki Interest to Pay Zakat; Case Study of National Amil Zakat 
Board Central Java. 101(Iconies 2018), 406–409. https://doi.org/10.2991/
iconies-18.2019.78

Cokrohadisumarto, W. bin M., & Zaenudin. (2022). Community Compliance 
Model in Paying Zakat. Turkish Journal of Islamic Economics (TUJISE), 
9(xx), 1–24. https://doi.org/10.26414/A1015

Dewi, L. (2020). Customer Loyalty, Through Customer Satisfaction in Customers 
Pt. Xyz. Jurnal Aplikasi Manajemen, 18(1), 189–200. https://doi.
org/10.21776/ub.jam.2020.018.01.19

Dewi, S. N., Riani, A. L., Harsono, M., & Setiawan, A. I. (2018). The Role of Benefit 
Perception and Customer Satisfaction Toward Intention to Continue 
Moderated Purchases Experience Preference Satisfaction (Study on 



EQUILIBRIUM, Volume 11, Number 1,  2023

Osmad Muthaher and Sri Dewi Wahyundaru

142

Samsung Consumers in Solo Raya). International Journal of Engineering 
& Technology, 7(4), 5607–5611. https://doi.org/10.14419/ijet.v7i4.22519

Doddy, M., Ali, J., Hindardjo, A., & Sani, A. (2022). Boost Zakat Fundraising 
Through E-Customer Relationship Management in Digital Era. Technium 
Business and Management, 2(2), 61–70. https://doi.org/10.47577/
business.v2i2.6762

Echchabi, A., & Olaniyi, O. N. (2012). Malaysian consumers’ preferences for 
Islamic banking attributes. International Journal of Social Economics, 39(11), 
859–874. https://doi.org/10.1108/03068291211263907

Elisabeth, D. R., Nasir, A., & Suyono, J. (2019). The Effect of Service Quality on 
Customer Satisfaction at Koperasi Karyawan PT. Lotus Indah Textile 
Industry. IJEBD (International Journal Of Entrepreneurship And Business 
Development), 2(2), 172–178. https://doi.org/10.29138/ijebd.v2i2.766

Garson David, G. (2016). Partial Least Squares. In Multi-Label Dimensionality 
Reduction. https://doi.org/10.1201/b16017-6

Ghazali, M. Z., Al, R., Saad, J., Syahir, M., & Wahab, A. (2016). A Conceptual 
Framework for Examining Trust towards Zakat. 6, 98–102.

Giovanis, A. N., & Athanasopoulou, P. (2018). Consumer-brand relationships 
and brand loyalty in technology-mediated services. Journal of Retailing 
and Consumer Services, 40(February 2016), 287–294. https://doi.
org/10.1016/j.jretconser.2017.03.003

Guido, G. (2018). Customer satisfaction. Distribution Sales and Management, 43(1), 
24. https://doi.org/10.1079/9780851995410.0059

Hairunnizam wahid, sanep ahmad, & radiah abdul kader. (2009). pengagihan 
zakat oleh institutusi zakat di Malaysia: mengapa masyarakat islam 
tidak berpuas hati. Jurnal Syariah, 17(1), 89–112.

HUsin, Nur Azilah , Tipla, Nur Alisa , Zafarudin, M. A. (2022). the Determinants 
of Effective Zakat. 3(1), 157–173.

Husna, N., & Farid. (2020). Pengaruh Reputasi, Kepuasan dalam Distribusi Zakat, 
dan Kualitas Layanan terhadap Kepercayaan Muzakki pada Baitul Mal 
Kota Banda Aceh. Jurnal Ilmiah Mahasiswa Ekonomi Manajemen, 5(3), 456–
468.



Variables Determining Muzakki Loyalty in Paying Zakat

143EQUILIBRIUM, Volume 11, Number 1,  2023

Ikhwandha, M. F., & Hudayati, A. (2019). The influence of accountability, 
transparency, affective and cognitive trust toward the interest in paying 
zakat. Jurnal Akuntansi & Auditing Indonesia, 23(1), 39–51. https://doi.
org/10.20885/jaai.vol23.iss1.art5

Jashari, M., & Pepaj, I. (2018). The Role of the Principle of Transparency and 
Accountability in Public Administration. Acta Universitatis Danubius, 
10(1), 60–69.

Jumriani, J. (2020). Effect of Accountability, Service Quality, Trust Muzzakki 
Towards Muzzaki Loyalty. Jmm17, 7(2), 6–12. https://doi.org/10.30996/
jmm17.v7i2.4556

Khotami, M. (2017). The Concept Of Accountability In Good Governance. 163(Icodag), 
30–33. https://doi.org/10.2991/icodag-17.2017.6

Konečnik Ruzzier, M., Ruzzier, M., & Hisrich, R. (2014). Value, satisfaction and 
customer loyalty. Marketing for Entrepreneurs and SMEs, November, 21–36. 
https://doi.org/10.4337/9781781955970.00008

Kusumawardani, I. K. (2020). The Effect of Quality of Public Governance, 
Accountability, and Effectivness of Intention to Pay Zakat in Zakat 
Institutionss With Trust As Moerating Variables. International Journal of 
Economics, Business and Accounting Research, 4(1), 266–282.

Maftachul Ningrum. (2022). Pengaruh Kualitas Pelayanan, Akuntabilitas,Dan 
Religiusitas Terhadap Loyalitas Muzakki Dengan Kepercayaan Sebagai 
Variabel Intervening Di Lembaga Amil Zakat Kota Magelang. Jurnal 
Ekonomi Bisnis Dan Akuntansi, 2(2), 12–20. https://doi.org/10.55606/
jebaku.v2i2.120

Mahmudi, M., & Prastmawati, R. L. (2020). The Effect of Sharia Governance and 
Customer Relationship Marketing on Muzakki Loyalty. AKRUAL: Jurnal 
Akuntansi, 12(1), 1. https://doi.org/10.26740/jaj.v12n1.p1-17

Mardini, I. A., Pramuka, B. A., & Putri, N. K. (2020). THE EFFECT OF 
ACCOUNTABILITY, TRANSPARENCY, AND SERVICE QUALITY 
TOWARD LOYALTY OF ZAKAT PAYERS. OIKONOMIKA, 2(1), 1–12. 
http://e-journal.iainfmpapua.ac.id/index.php/oikonomika/article/
view/71#



EQUILIBRIUM, Volume 11, Number 1,  2023

Osmad Muthaher and Sri Dewi Wahyundaru

144

Martin, J. C., Román, C., & Vinán, C. S. (2019). Design of an indicator of confidence 
in the public authorities based on fuzzy logic. In Investigaciones Regionales 
(Vol. 2019, Issue 43, pp. 165–182).

Mawardi, A., & Iqbal, M. (2017). the Role of Baitul Mal in Empowerment 
Mustahiq Zakat Welfare : the Study of Baitul Mal Kota Lhokseumawe 
in. Proceedings of International Conference on Islamic Studies “Islam & 
Sustainable Development,” 55–69.

Mayer et al. (1995). An Integrative Model of Organizational Trust Author ( s ): 
Roger C . Mayer , James H . Davis and F . David Schoorman Published 
by : Academy of Management Stable URL : http://www.jstor.com/
stable/258792 REFERENCES Linked references are available on JSTOR f. 
Academy of Management Review, 20(3), 709–734.

Mohd Noor, A., Al, R., & Saad, J. (2016). International Journal of Economics 
and Financial Issues The Mediating Effect of Trust on the Relationship 
between Attitude and Perceived Service Quality towards Compliance 
Behavior of Zakah. International Journal of Economics and Financial Issues 
|, 6(S7), 27–31. http:www.econjournals.com

Muhammad, R. (2006). Akuntabilitas Keuangan pada Organisasi Pengelola Zakat 
(OPZ) di Daerah Istimewa Yogyakarta. Jurnal Akuntansi & Investasi, 7(1), 
34–55. https://doi.org/10.1128/AAC.01723-08

Mukhibad, H., Fachrurrozie, F., & Nurkhin, A. (2019). Determinants of the 
Intention of Muzakki To Pay Professional Zakat. Share: Jurnal Ekonomi Dan 
Keuangan Islam, 8(1), 45–67. https://doi.org/10.22373/share.v8i1.4573

Munir, Z. A. H. (2021). The Effect of Financial Report Transparency and Zakat 
Management on Muzakki Trust in BAZNAS Lombok Timur. Al-Risalah: 
Forum Kajian Hukum Dan Sosial Kemasyarakatan, 21(2), 194–207. https://
doi.org/10.30631/al-risalah.v21i2.889

Murwenie, I., Fattah, N., Kusnendi, K., Sultan, M. A., & Wibowo, L. A. (2021). 
Muzakki’s Commitment Improvement Model in Distributing ZIS 
Funds Through Prosocial Values Behavioral Approach. Equilibrium: 
Jurnal Ekonomi Syariah, 9(2), 217. https://doi.org/10.21043/equilibrium.
v9i2.10750



Variables Determining Muzakki Loyalty in Paying Zakat

145EQUILIBRIUM, Volume 11, Number 1,  2023

Naini, N. F., Sugeng Santoso, Andriani, T. S., Claudia, U. G., & Nurfadillah. (2022). 
The Effect of Product Quality, Service Quality, Customer Satisfaction on 
Customer Loyalty. Journal of Consumer Sciences, 7(1), 34–50. https://doi.
org/10.29244/jcs.7.1.34-50

Nasri, R., Aeni, N., & Haque, M. G. (2019). Determination of Professionalism 
and Transparency and Its Implications for the Financial Performance of 
Zakat Institutions. Journal of Islamic Monetary Economics and Finance, 5(4), 
785–806. https://doi.org/10.21098/jimf.v5i4.1158

Nikmatuniayah, N., Marliyati, M., & A, L. M. (2017). Effects of Accounting 
Information Quality, Accountability, and Transparency on Zakat 
Acceptance. MIMBAR, Jurnal Sosial Dan Pembangunan, 33(1), 62. https://
doi.org/10.29313/mimbar.v33i1.2029

Nunkoo, R., Ramkissoon, H., & Gursoy, D. (2012). Public trust in tourism 
institutions. Annals of Tourism Research, 39(3), 1538–1564. https://doi.
org/10.1016/j.annals.2012.04.004

Nurhayati, N., Halimatusadiah, E., & Fitriah, E. (2018). Factors That Influence 
Muzakki Satisfaction at Amil Zakat Institution in Bandung. KnE Social 
Sciences, 3(10), 535–546. https://doi.org/10.18502/kss.v3i10.3402

Nurkholis, N., & Jayanto, P. Y. (2020). DETERMINATION of MOTIVATION 
Muzakki PAYING ZAK at ZAKAT MANAGEMENT Institution (Case 
study on MSME owners). Journal of Applied Finance & Accounting, 7(2), 
17–28. https://doi.org/10.21512/jafa.v7i2.6380

Parasuraman at.al. (1985). A Conceptual Model of Service Quality and Its 
Implications for Future Research. The Journal of Marketing, 9(4), 41–50.

Putri at.al. (2022). Interests of Muzaki to Pay Zakat: The Role of Accountability, 
Transparency, Service Quality, and Financial Technology Riesya Aulia 
Putri Efri Syamsul Bahri Dadang Romansyah. IQTISHADIA, 15(1), 63–88.

Retnowati, N., & Usnan. (2022). Determinants Of Muzakki’s Level Of Trust 
Towards The Amil Zakat Institution. Jurnal Ilmu Ekonomi Dan Keislaman, 
10, 70–82.

Robbins, Stephen P & Judge, T. A. (2017). Oragnization Behavior. https://www.
ptonline.com/articles/how-to-get-better-mfi-results



EQUILIBRIUM, Volume 11, Number 1,  2023

Osmad Muthaher and Sri Dewi Wahyundaru

146

Romi, M. (2021). The Effect of Service Quality and Satisfaction on Muzakki ’ s 
Trust in the Pekanbaru National Amil Zakat Agency The Effect of Service 
Quality and Satisfaction on Muzakki ’ s Trust in the Pekanbaru National 
Amil Zakat Agency PENDAHULUAN Berdasarkan Undang-. Jurnal 
Riset Dan Pengembangan Ekonomi Islam, 5, 51–69.

Roziq,    Ahmad, Pratiwi, D. A., Irmadariyani, R., Maria Wardayati, S., & 
Hisamuddin, N. (2021). Determining Variables the Level of Trust and 
Commitment of Muzaki in Paying Zakat. Scholars Journal of Economics, 
Business and Management, 8(2), 52–57. https://doi.org/10.36347/
sjebm.2021.v08i02.001

Roziq, A.-, Suryaningsih, E. D., & Hisyamuddin, N.-. (2020). Variables 
Determining Muzaki Loyalty in Paying Zakat, Infaq and Shodaqoh 
At Zakat Institutions in Indonesia. INFERENSI: Jurnal Penelitian Sosial 
Keagamaan, 14(2), 249–266. https://doi.org/10.18326/infsl3.v14i2.249-
266

Roziq, A., Sulistiyo, A. B., Shulthoni, M., & Anugerah, E. G. (2021). An Escalation 
Model of Muzakki’s Trust and Loyalty towards Payment of Zakat at 
BAZNAS Indonesia. Journal of Asian Finance, Economics and Business, 8(3), 
551–559. https://doi.org/10.13106/jafeb.2021.vol8.no3.0551

Rumun, A. J. (2014). INFLUENCE OF RELIGIOUS BELIEFS ON HEALTHCARE 
PRACTICE. 2(4), 139.

Ruslamsyah, E., Rahayu, A., & Rosida, R. (2019). Service Quality and Donor 
Trust and Its Impact on Donor Loyalty (Survey at LAZ Synergy 
Foundation). Review of Islamic Economics and Finance, 2(1), 15–31. https://
doi.org/10.17509/rief.v2i1.17673

Ruslan, A. (2022). Effect Of Transparency On Accountability And Trust 
Management Of Zakah, Infaq and Alms (ZIS). Jurnal Ilmiah Akuntansi 
Peradaban, VIII(1), 148–163.

Saad, M., & de, R. (2012). Spiritual-Religious Coping – Health Services Empowering 
Patients’ Resources. In Complementary Therapies for the Contemporary 
Healthcare. https://doi.org/10.5772/50443

Saad, R. A. J., Aziz, N. M. A., & Sawandi, N. (2014). Islamic Accountability 
Framework in the Zakat Funds Management. Procedia - Social and Behavioral 



Variables Determining Muzakki Loyalty in Paying Zakat

147EQUILIBRIUM, Volume 11, Number 1,  2023

Sciences, 164(September 2015), 508–515. https://doi.org/10.1016/j.
sbspro.2014.11.139

Safitri, D., & Nurkhin, A. (2019). Pengaruh Kualitas Pelayanan terhadap Loyalitas 
Muzaki melalui Kepuasan Muzaki dan Kepercayaan Muzaki. Economic 
Education Analysis Journal, 8(2), 501–515. https://doi.org/10.15294/eeaj.
v8i2.31479

Said, S., Badina, T., & Syahidah, S. (2020). Pengaruh Kualitas Pelayanan Terhadap 
Loyalitas Muzakki Melalui Kepuasan Muzakki Sebagai Variabel 
Intervening Pada Badan Amil Zakat Nasional (BAZNAS) Kota Serang. 
Syi`ar Iqtishadi : Journal of Islamic Economics, Finance and Banking, 4(1), 1. 
https://doi.org/10.35448/jiec.v4i1.8177

Salman, K. R. (2022). The Effect of Transparency, Accountability, and Subjective 
Norms on Loyalty and Decisions of Muzakki. Journal of Economics, 
Business, & Accountancy Ventura, 25(1), 93. https://doi.org/10.14414/
jebav.v25i1.3010

Sawmar, A. A., & Mohammed, M. O. (2021). Enhancing zakat compliance through 
good governance: a conceptual framework. ISRA International Journal of 
Islamic Finance, 13(1), 136–154. https://doi.org/10.1108/ijif-10-2018-0116

Sedjati, D. P., Basri, Y. Z., & Hasanah, U. (2018). Analysis of Factors Affecting the 
Payment of Zakat in Special Capital Region (DKI) of Jakarta. International 
Journal of Islamic Business & Management, 2(1), 24–34. https://doi.
org/10.46281/ijibm.v2i1.50

Sudarsono, H., Nugrohowati, R. N. I., & Tumewang, Y. K. (2021). The Effect of 
Zakat Institution System and Government Support on Intention to Pay 
Zakat: Knowledge as A Moderating Variable. Equilibrium: Jurnal Ekonomi 
Syariah, 9(2), 253. https://doi.org/10.21043/equilibrium.v9i2.11605

Syahsudarmi, S. (2022). The influence of service quality on customer satisfaction 
and ... Internastional Journal Of Indonesian Business Review, 1(1), 29–37.

Syaksena, A., & Ekawaty, M. (2021). Effect of zakat (almsgiving) literacy level 
on muzakki’s decision to pay zakat in registered zakat institutions. 
Journal of Islamic Economics, 3(1), 15–34. https://doi.org/10.21580/
jiemb.2021.3.1.8841



EQUILIBRIUM, Volume 11, Number 1,  2023

Osmad Muthaher and Sri Dewi Wahyundaru

148

Tanihaha, T. (2009). The role of emotional satisfaction in service encounters. 
Managing Service Quality: An International Journal, 1, 299–310. https://
doi.org/10.1108/09604520410557976

Vegirawati, Ti., Junaidi, & Meirawati, E. (2022). Motivational Reasons and Muzaki 
Intention to Pay Through Zakat Institution. Akuntabilitas, 16(1), 61–82.

Wahyuni, I. S. (2017). Determinants of the Adoption of Good Governance: 
Evidences From Zakat Institutions in Padang, Indonesia. Share: Jurnal 
Ekonomi Dan Keuangan Islam, 6(2), 118–139. https://doi.org/10.22373/
share.v6i2.1530

Wainwright, W. J. (2017). Religion and morality. Religion and Morality, 141(2), 
1–264. https://doi.org/10.4324/9781315244778

Yasin, A., Indrarini, R., & Suryaningsih, S. A. (2022). How Religiosity, Knowledge, 
and Characteristics of Muzakki Affect Zakat Compliance. Jurnal Ekonomi 
Dan Bisnis Islam (Journal of Islamic Economics and Business), 8(1), 69–81. 
https://doi.org/10.20473/jebis.v8i1.31147

Zainal, H. (2016). The Role of Reputation, Satisfactions of Zakat Distribution, And 
Service Quality in Developing Stakeholder Trust In Zakat Institutions. 524–
530. https://doi.org/10.15405/epsbs.2016.08.74

Zainal, H., Abu Bakar, A., & Saad, R. A. J. (2016). Reputation,satisfaction of zakat 
distribution,and service quality as determinant of stakeholder trust in 
zakat institutions. International Journal of Economics and Financial Issues, 
6(7Special Issue), 72–76.


