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Abstract This study proposed a research model to examine the relationship between
service quality, zakat payers’ satisfaction, and zakat payers’ trust in a particular zakat
institution. Questionnaires were completed by 553 zakat payers who had experience
paying zakat either through the institution or its proxies. Data were analyzed using
partial least squares structural equation modeling. The findings reveal relationships
between service quality and zakat payers’ trust, service quality and zakat payers’
satisfaction, and zakat payers’ satisfaction and zakat payers’ trust. Zakat payers’
satisfaction was revealed as a mediator in the relationship between service quality
and zakat payers’ trust. Therefore, zakat institutions must focus on service quality to
increase zakat payers’ satisfaction and trust. Implications are discussed concerning
service quality management in the zakat sector.

Keywords Mediating effect - Service quality - Zakat payers’ satisfaction - Zakat
payers’ trust - Zakat institution

1 Introduction

Self-distribution zakat payment has increased from year to year in Malaysia. Even
though specific laws prohibit the self-distribution practice, the act continues to grow
because zakat payers believe that the zakat payment should reach the zakat recipi-
ents regardless of which channels they have to do. Information technology is accel-
erating the zakat industry revolution. To secure zakat payers’ compliance behavior,
zakat institutions need to gain trust from zakat payers. Therefore, zakat institutions
need to provide quality service to ensure zakat payers’ satisfaction and trust. Many
researchers have found that better customer service leads customers to commit to
service providers (Cho and Hu 2009). In zakat, good quality of service is crucial to
increase zakat compliance in zakat payers.
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Zakat compliance behavior is the key to zakat institutions’ sustainability to secure
the optimum amount of zakat collections. Zakat compliance behavior reduces leakage
in zakat collection and increases zakat payment (Mokhtar et al. 2018). To ensure
zakat payers’ satisfaction and zakat payers’ trust, zakat institutions must focus on
service quality. In a world with revolution information technology, the focus should
be both traditional and electronic service quality. Zeithaml et al (2000) developed e-
SERVQUAL as an updated version of the traditional SERVQUAL model to measure
electronic service quality in the Internet setting. The multi-item scale has seven
dimensions: efficiency, reliability, fulfillment, privacy, responsiveness, compensa-
tion, and contact. Zeithaml et al. (2002) defined e-service as efficiency and effec-
tiveness purchased by customers of electronic services. However, e-SERVQUAL did
not thoroughly analyze customer satisfaction, customer trust, and customer loyalty
compared to measurement scales developed by Chu et al. (2012). Their study exam-
ined the link between e-service quality, customer satisfaction, customer trust, and
loyalty in the context of e-banking in Taiwan (Chu et al. 2012).

However, this study studied service quality focused on both traditional and elec-
tronic service quality. The relationship of service quality with zakat payers’ satis-
faction and zakat payers’ trust will be examined. This study attempts to fill the gaps
left by previous researchers who focused on developing scales to measure traditional
service quality instead of relationships with other constructs (Ghani et al. 2012;
Wahab et al. 2016). This study also highlights the mediating effect of zakat payers’
satisfaction on the relationship between service quality and zakat payers’ trust.

The residue of this paper is structured as follows. The succeeding section reviews
the related literature on service quality, customer satisfaction, and trust. The following
section presents the research methodology. The subsequent section outlines the
results. The final section concludes this study.

2 Service Quality and Zakat Payers’ Satisfaction in Zakat
Payers’ Trust Model

Many studies have been conducted on service quality in the zakat context. For
example, (Ghani et al. 2012) in their study developed an instrument, namely
INOPERF (Islamic Non-profit Organization Per Formance), to measure service
quality performance. This instrument, which was based on the Carter instrument,
was deemed fit to measure the service quality of zakat institutions. Wahab et al.
(2016) later used the developed instrument to examine the impact of service quality
on customer satisfaction against the five dimensions of reliability, tangible, empathy,
responsiveness, and compliance. Some studies used service quality as a determinant
in their research models (Zainal et al. 2016; Noor and Saad 2016).

However, previous studies mainly focused on traditional service quality. In other
words, the previous scales and instruments mainly catered to the evaluation of service
quality over the counters. Service quality should be examined and evaluated broader
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than traditional service quality since zakat payers can now pay zakat payment through
many channels. Some prefer to pay through the counters and representatives, and
some choose to make payment through the e-zakat payment. Therefore, if service
quality should be appraised, the appraisal must cover both traditional and electronic
channels.

In the pre-covid19 era, where the traditional channel was preferred, more zakat
payers are encouraged to make online payments after the shocking pandemic. The
pandemic caused more zakat payers to be adept at paying zakat through online
payment and shifted from the traditional channel as they found it more convenient
(COVID-19: Bayar zakat fitrah dalam talian 2020). Due to this new transition, a new
way to measure service quality must be found. Regardless, it involves traditional or
electronic service quality; service quality is crucial for a successful method to gain
zakat compliance behavior that cannot be debunked (Saad et al. 2019). Rasheed and
Abadi (2014) found that improving service quality increases more loyal customers.

Trust comprises beliefs about an exchange partner’s benevolence, competence,
honesty, and predictability and is an essential element of successful relationships
(Moorman et al. 1992, 1993). In the context of zakat, trust is a series of beliefs
regarding the attributes that zakat payers may or may not trust a zakat institution to
exhibit.

Trust is gained from customers when satisfied with the service providers in tradi-
tional business environments if they observe those service providers fulfill specific
requirements they set for those service providers (Parasuraman et al. 1988). However,
from the perspective of online environments, there are fewer tangible aspects. The
focus of requirements from customers mainly revolves around service attributes such
as the reliability of the information, availability of the website, and efficiency of trans-
action execution (Chu et al. 2012). In short, the difficulty of setting pre-consumption
expectations of service quality in online environments makes the customers trust the
service provider through their experience (Zeithaml 2000). As a result, in this study,
the evaluation for service quality is simplified to fit both traditional and electronic
environments, thus creating a relatively simple scale for measuring service quality.

Chang et al. (2013) in their study revealed that service quality positively influenced
patients’ trust since their study involved the relationship between hospitals (service
providers) and patients (service recipients). Cho and Hu (2009) their earlier studies
that focused on a financial institution found that service quality significantly affected
customer trust. Service quality is well established as a determinant of customer
satisfaction in numerous studies (Janahi and Mubarak 2017; Casidy 2014). Wahab
etal. (2016) found that improving service quality increased more satisfied customers.

Customer satisfaction is defined as customers’ evaluation based on the difference
between their pre-purchase expectation and post-purchase experience (Kotler and
Armstrong 1999; Oliver 1981). Customers are usually satisfied if the post-purchase
experience exceeds their pre-purchase expectations. In the context of zakat payers,
zakat payers’ satisfaction is defined as a good feeling that zakat payers have when they
hope that zakat institutions do something on behalf of their payment. The institutions
do perform the deeds and fulfill their expectations. However, a lack of recently
reported studies proved customer satisfaction was a determinant of trust. However,
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Service quality

Fig. 1 Research model

Chu et al. (2012) did find a positive and direct link between customer satisfaction and
customer trust in their study on e-banks in Taiwan. Previous studies focused on trust
as a mediator in the relationship between service quality and customer satisfaction
(Kundu and Datta 2015) and trust as the antecedent of customer loyalty (Trif 2013;
Suki 2011). This study intends to enrich the literature on zakat payers’ satisfaction
as an antecedent of trust and a mediator in the relationship between service quality
and zakat payers’ trust. Based on the preceding literature review, the causality model
in this study was proposed, as shown in Fig. 1.

3 Methodology

3.1 Measures

Multi-item scales derived from previous research were used to measure the study
variables, with all items rated on 6-point Likert-type scales (1 = completely disagree,
6 = completely agree). The empirical data gained in this study were drawn from zakat
payers of 10 districts in Kelantan, Malaysia, and PLS-SEM was used as the primary
analysis tool.

A PLS model is usually analyzed and interpreted in two stages (Hulland 1999).
The first stage involves the validity and reliability analyses to measure the model. In
this stage, every measure in the model is tested. In the second stage, the paths between
the constructs in the model are estimated to test the structural model. The predictive
ability of the model is also being determined at this stage. These stages must be
done subsequently to make sure the model uses the reliable and valid measures of
the constructs before concluding the nature of the construct relationships.
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Table 1 Demographic " %
characteristics of respondents
Gender Male 387 |70.0
Female 166 |30.0
Age Under 30 166 |30.0
3140 291 |52.6
41 and above 96 17.4
Education Under high school |26 4.7
High school 162 293
Diploma 99 17.9
University 243 439
Graduate school+ |23 4.2
Income per month (MYR) | Less than 3,000 343 |62.0
3,001-5,000 201 |36.4
5,001+ 9 1.6

Note: N = 553

3.2 Sample and Procedure

1000 questionnaires were dispatched to individual zakat payers with experience
dealing with a zakat institution and its proxies in Kelantan. There were 553 valid
responses obtained. A description of the responses broken down by demographics
can be found in Table 1.

4 Results

PLS was used in this study to perform the analysis of the research model depicted in
Fig. 1. The outputs from the PLS software were used first to test the measurement
model and then test the fit and performance of the structural model. PLS structural
equation modeling was applied to test the relationships among the constructs (Fornell
and Cha 1994). Specifically, the employment of SMARTPLS allows for simultaneous
testing of hypotheses (Ringle et al. 2005), multi-item measurement, the use of both
reflective and formative scales (Fornell and Bookstein 1982), and is capable of doing
additional analysis for mediation and moderating effect (Basbeth and Ibrahim 2018).
Results for SMARTPLS are shown in Table 2, Table 3, and Fig. 2.

Reliability was measured using the internal consistency index (Fornell and Larcker
1981), with a measure that will be considered reliable if the index reached at least
0.70 (Nunally 1978). The reliability result is as reported in Table 2. Convergent
validity was assessed using the average variance extracted (AVE), standard output
from SMARTPLS. Measures with an AVE of 0.50 or higher exhibit convergent
validity (Chin 1998). The AVEs reported in Table 2 all exceed 0.60, confirming that
all measures demonstrated satisfactory convergent validity.



902 R. M. Nawi et al.
Table 2 Reliability and convergent validity (AVE)
Construct and Item M SD Loading
Service quality (CR = 0.95, AVE = 0.68)
Sql 5.55 0.990 0.785
Sq2 5.34 1.063 0.823
Sq3 5.31 1.095 0.837
Sq4 5.28 1.128 0.837
Sq5 5.33 1.159 0.796
Sq6 5.27 1.303 0.824
Sq7 5.11 1.307 0.856
Sq8 5.13 1.340 0.846
Zakat payers’ satisfaction (CR = 0.96, AVE = 0.86)
Zpsl 4.87 1.205 0.920
Zps2 4.89 1.169 0.944
Zps3 4.90 1.222 0.910
Zakat payers’ trust (CR = 0.96, AVE = 0.67)
Zptl 5.58 0.968 0.718
Zpt2 542 0.980 0.776
Zpt3 5.36 1.053 0.842
Zpt4 5.28 1.172 0.803
Zpt5 5.31 1.212 0.760
Zpt6 5.32 1.158 0.775
Zpt7 5.40 1.088 0.794
Zpt8 5.27 1.342 0.809
Zpt9 5.16 1.303 0.857
Zpt10 5.14 1.339 0.886
Zptll 5.12 1.392 0.872
Zptl12 5.10 1.386 0.851
Zptl13 5.11 1.389 0.834
Zptl4 5.22 1.331 0.829
Note: CR = Composite reliability, M = Mean, SD = Standard deviation
Table 3, Latent .Variable Service | Zakat payers’ Zakat payers’
correlation matrix: . . :
S L quality satisfaction trust
discriminant validity
Service quality | 0.824
Zakat payers’ 0.644 0.925
satisfaction
Zakat payers’ | 0.704 0.572 0.816

trust

Note: Square root of AVE is on diagonal

Discriminant validity is established using the latent variable correlation matrix,
which has the square root of AVE for the measures on the diagonal, and the corre-
lations among the measures as the off-diagonal elements (see Table 3). The matrix
must be constructed from the PLS output. Discriminant validity is determined by
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Zakat payers’
satisfaction

R*=0.414

Service
quality
Q574

R?=0.520

Fig. 2 PLS structure model results

looking down the columns and across the rows and is deemed satisfactory if the
diagonal elements are larger than off-diagonal elements. Discriminant validity was
demonstrated for our model, as these conditions are satisfied (see Table 3). R? values
indicate the predictive ability of the independent variables. Zakat payers’ satisfaction
and zakat payers’ trust with R? values of 0.414 and 0.520, respectively, are consid-
ered to provide adequate evidence of the model’s predictive ability (shown in Fig. 2).
Additionally, path coefficients are reported in Fig. 2.

5 Conclusion

This study aimed to explore the link between service quality and zakat payers’ trust
and establish whether or not the latent variable of zakat payers’ satisfaction influ-
ences this link. The zakat payers in this study were predominantly male and between
31 to 40 years of age. As with any service quality, it is known as a determinant
of customer satisfaction (Chu et al. 2012). With the increased technology-centric
and information-based era, the need to study service quality from both physical and
virtual angles becomes significantly essential (Lee et al. 2011). Given that service
quality attributes can potentially affect zakat payers’ attitudes toward a zakat institu-
tion, pursuing service quality during physical and virtual payment, enhancing zakat
payers’ satisfaction and zakat payers’ trust are good suggestions. To this end, we have
proposed a research framework supported by the PLS structural equation modeling.
Given the findings gained in this study, it appears that we were able to establish a
direct link between service quality and zakat payers’ satisfaction, between service
quality and zakat payers’ satisfaction, and between zakat payers’ satisfaction and
trust. In addition, it was found that zakat payers’ satisfaction was indeed a mediator
in the relationship between service quality and zakat payers’ trust. In other words, a
zakat institution must gain trust from its zakat payers by providing excellent service
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quality physically and virtually. Excellent physical and virtual service quality impacts
the zakat payers’ satisfaction and gains their trust.

The relationship between zakat institutions and zakat payers is the key to
sustaining the institutions as the bridge between zakat payers and zakat recipients.
Trust, in this case, is a competitive advantage. The development of a global logistics
system and the awareness of social distancing increase the zakat collection by the
zakat institutions if they increase Internet technologies with information applications.
This study proves that service quality and zakat payers’ satisfaction positively influ-
ence zakat payers’ trust. Therefore, the institutions can use relationship marketing
to foster zakat payers’ trust, increase their medium of interaction with zakat payers
and aim for compliance (Cho and Hu 2009). The compliance from zakat payers can
reduce the self-distribution of zakat payment. In the long term, old zakat payers can
be retained, and new zakat payers will be attracted. The institutions can successfully
reduce the leakage in zakat collection.

The findings from this study provide several implications for service quality
management generally and service specifically. To establish good relationships with
their zakat payers, zakat institutions must enhance their service quality through phys-
ical and e-zakat payment. In this way, they can obtain the satisfaction and trust of
zakat payers. Future researchers could investigate whether poor service quality leads
to reducing zakat payers’ satisfaction.

The results gained in this research must be considered in the light of limitations
related to the sample and measures utilized. This study is generalizable only in the
Kelantan state context. These limitations can be overcome in future studies by using
samples from all the states in Malaysia.

In conclusion, this research provides theoretical and practical contributions to
the literature on zakat payers’ trust. From the theoretical perspective, this proposed
model includes measures from Chu et al. (2012), which fit to accommodate the nature
of zakat payers who paid zakat via counters and online channels. The measures also
deviated from the measures of service quality developed by Wahab et al. (2016),
which was more specialized for a zakat institution. From a practical perspective, the
findings in this study provide insights for zakat institutions and zakat payers. The
findings guide zakat institutions to focus on zakat payers’ segmentation and other
marketing initiatives to increase zakat collection.

Thus, further studies may reflect other dimensions in exploring the issue of zakat
payers’ trust. Furthermore, future research should outspread the findings to a large
sample in each state to increase the generalizability of the results derived in the
current study. Another potential in the research framework is to explore the effect of
zakat payers’ trust on zakat compliance behavior in future studies.
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