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Abstract

The purpose of the present study was to determine the direct effects o f zakat-collecting 
institutions’ service quality on the loyalty of muzakis (zakat payer) and to determine the 
role of interaction between zakat-collecting institutions’ service quality and muzakis’ 
satisfaction as a moderating variable in influencing muzakis’ loyalty. This study was 
conducted by distributing questionnaires to 150 muzakis in Jakarta, Bogor, Depok, 
Tangerang, and Bekasi (Greater Jakarta) by using Structural Equation Model (SEM) 
analysis of LISREL 8.5. Results showed a positive, but insignificant, direct e ffect of service 
quality on muzakis’ loyalty with a coefficient of 0,02 (t statistic 0,06 ≤ 1,96). Results also 
suggested that the role of interaction between service quality and muzakis’ satisfaction as a 
moderating variable in influencing muzakis’ loyalty was marginally small with a coefficient 
of 0,139 (t statistic ≤ 1,96).

Keywords: muzakis’ loyalty; muzakis’ satisfaction; service quality; Structural Equation 

Model (SEM)

1. Introduction

According to the 2010 Indonesia Population Census conducted by the Central 
Statistics Agency (BPS), the number of Muslim population in Indonesia was 
approximately 87,18% of 237.641.432 (Ministry of Religious Affairs, 2012). The 
large number of Muslim population is one of the potentials the government can 
exploit through the instrument of zakat (alms) in the national economy, particularly in 
terms of poverty reduction. Zakat potential derived from Indonesia’s large Muslim 
population was also demonstrated by a study by the BAZNAS (or the National Alms 
Agency) and FEM IPB (2011). It showed that the total potential of zakat in Indonesia 
was IDR 217 trillion, constituting 3,40% of the Gross Domestic Product (GDP).
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In addition, the Indonesian government continues to strive to improve the collection 
of zakat funds, as evidenced by the passing of the Act No. 23 of 2011 on Zakat
Management. It is expected that Indonesian Muslim to pay their zakat through zakat-
collecting institutions in order for more organized zakat distribution.

On the contrary, it is not the case since, based on a study conducted by the BAZNAS 
and FEM IPB (2011), 27,2% of 345 respondents paid their zakat through zakat-
collecting institutions and 72,8% paid their zakat directly to the mustahik (or zakat 
beneficiary). This leads to disorganized collection of zakat and causes a huge gap 
between the potential of zakat and funds of zakat collected as shown by the Table 1 
below.

Table 1 : Potentials and Collection of the ZIS (Zakat Infak Sedekah or Muslim 
charitable donations) in Indonesia

Year Institution Potentials Collection

2005 UIN Syarief Hidayatullah dan 

Ford Foundation

IDR 19,3 trillion IDR 271 billion

2007 Public Research and 
Advocacy Centre (PIRA C)

IDR 9,09 trillion IDR 450 billion

2011 BAZNAS dan FEM IPB IDR 217 trillion IDR 1,7 trillion

Source: Firdaus, et al. (2012), PIRAC (2007)

Hassan (2010) found that in most Muslim countries, the contribution of zakat from 
zakat donors to such managed zakat funds has been less significant because of 
different reasons: a) Individual zakat donors usually have preferences over whom 
they should pay zakat; b) The low credibility of management because of government 
involvement; c) More importantly, in Natonal Zakat Management Fund, which has 
little knowledge regarding the eligibility of recipients.

One of the main reasons a Muslim pays his or her zakat through zakat-collecting 
institutions is the factor of satisfaction (Firdaus, Beik, Irawan, Juanda, 2012) and one 
factor that determine the level of satisfaction is the quality of service (BAZNAS and 
FEM IPB, 2011).

Aside from the low levels of service quality, there is still a dearth of studies on the 
impact of service quality or SERVQUAL on muzakis’ satisfaction and loyalty in 
paying their zakat. Hence, the potential of zakat of Indonesian Muslims has not been 
collected optimally to date. 

Accordingly, the purposes of the present study were: 
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(1) to determine the direct effects of zakat-collecting institutions’ service quality on 
the loyalty of muzakis (zakat payers) in paying their zakat; and 

(2) to determine the role of interaction between zakat-collecting institutions’ service 
quality and muzakis’ satisfaction as a moderating variable in influencing muzakis’ 
loyalty in paying their zakat. 

2. Literature Review

Zakat3 represents one of the five pillars4 that constitute Islam. It is a maaliah 
ijtimaa’iyyah5 worship with a strategic and decisive position in the improvement of 
the welfare of the people. Zakat does not only serve as a vertical worship to Allah 
(hablumminallah), but it also serves as a form of horizontal worship 
(hablumminannaas) (Hudayati and Tohirin, 2010; Lubis et al., 2011).

Dimensions of service quality in the SERVQUAL model are based on a multi-item 
scale designed to measure customers’ expectations and perceptions, as well as the gap
between both of them in terms of the dimensions of service quality. Initially, 
Parasuraman et al. (1985) identified ten basic dimensions with 22 variables related to 
the service that were then analyzed by using factor analysis. As a result, several 
criteria can be used to assess service quality. Those criteria included 10 potential 
complementary dimensions: tangibles, reliability, responsiveness, communication, 
credibility, security, competence, courtesy, understanding and access. In the 
development, Parasuraman et al., (1988) proposed five SERVQUAL dimensions: 
assurance, reliability, tangibility, empathy, and responsiveness.

Othman and Owen (2001) added an element of compliance to those service quality 
dimensions investigated previously by Parasuraman, known as the Compliance with 
Islamic law. The five dimensions of service quality plus compliance dimension 
constituting the requirements for sharia products or services are better known as 
CARTER denoting compliance, which means the ability to fulfill Islamic law and 
operates under the principles of Islamic banking and economy.

3 Zakat is a Qur’anic term that signifies a specific liability to provide a share of individual 
wealth and property to charity. Literally, Zakat is derived from the Arabic root word that 
means to purify and to regenerate.
4 Islam is built upon five principles: to testify that none has the right to be worshipped but 
Allah and Muhammad is Allah’s apostle; To offer the prayers dutifully and perfectly; to pay 
Zakat; to perform Hajj; and to observe fast during the month of Ramadan (Narrated by 
Bukhari no. 8 and Muslim no. 16).
5 In this case, zakat can be interpreted as worship in terms of property that has a very 
important position in the community building. 
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Zeithaml et al. (1990) argues that dimensions of service quality have effects on 
customers’ expectations based on word-of-mouth, personal needs, past experience 
and external communications (advertising and various other forms of company 
promotion) against reality they receive. According to Zeithaml et al. (1990), 
SERVQUAL scores can be calculated by the formula: SERVEQUAL Score = 
Perception Score – Expectation Score. 

Gronroos attempted to explain service quality in his model of how customers 
perceive service quality based on three things: firstly, the functional quality or how 
the service is performed and delivered (related to outcomes); secondly, the company’s 
image building during the buyer-seller interaction (reflection of the company’s image 
as a service organization); and finally, the overall perception of quality as a function 
of customers’ evaluation of the service-associated process (Othman & Owen, 2001). 

By comparing customers’ expectations and perceptions, their satisfaction can be 
determined, e ither for each attribute or dimension, as well as satisfaction as a whole. 
But, there are some drawbacks in its use: 

1. SERVEQUAL only measures two factors: intrinsic and extrinsic service quality.
It does not measure the construct of service quality (Lovelock et al., 2004); 

2. in order to apply SERVEQUAL, it takes a specific definition that can be applied 
operationally to each service industry (Jasfar, 2005). 

Customer satisfaction has become a central concept in marketing theory and practice 
and is an essential factor for business activities. Kotler (2003) asserts that customer 
satisfaction is the degree of one’s feelings after comparing the performance he or she 
feels and his or her expectations. In addition, the definition is based on the 
disconfirmation paradigm (Oliver, 1997), that customer satisfaction is formulated as a 
post-purchase evaluation. In case of a perceived non-fulfillment of expectation, 
dissatisfaction with performance will occur. 

Susetiyana (2009) proposes indicators of customer satisfaction, including overall 
satisfaction, fulfillment of expectation, and compare with the ideal. Future orientation 
of companies shifts from conventional to contemporary approach (Bhote, 1996). 
Conventional approach emphasizes customer satisfaction, while contemporary 
approach focuses on customer loyalty, customer retention, zero defects, and lifelong 
customers.

In the service industry, customer satisfaction is always influenced by the quality of 
interaction between customers and employees who make service encounters that 
occurs when the customers interact with the organization in order to obtain the 
services they purchase. According to Giell and Naumann (1995), customer 
satisfaction in the service industry can be measured by indicators of perceived 
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customers’ feeling developed from dimensions of service performance, costs, 
corporate image, and the decision to use organization’s services. Accordingly, it can 
be concluded that customer satisfaction is customers’ feeling by the time of receiving 
and after perceiving organization’s services. 

Customer loyalty is a behavioral drive to make a purchase repeatedly and building 
customer loyalty to a product/service produced by a business entity would require a 
long time through a repetitive purchase process (Olson, 1993). 

Customer loyalty is defined in two different ways (Hallowel, 1996). First, loyalty is 
defined as an attitude, a feeling that leads to an individual attachment to a product, 
service, or organization. Second, loyalty is defined as a behavior that demonstrates 
repeated purchase of an item from a certain supplier, the amount of which is 
increasingly larger, and that recommends the item to others. 

According to Jacoby and Chestnut (1978), loyalty is reflected by repeat purchase 
behavior. Additionally, loyalty results from formation of attitudes in the minds of 
customers. Caruana (2000) renews the concept of loyalty by incorporating a cognitive 
component. 

According to Caruana (2000), loyalty entails a conscious process of alternative 
evaluation in the decision to make a purchase. Based on the cognitive component, 
loyalty is reflected by a product/service first occurring in the minds of consumers and 
represents the first choice of a variety of alternative products/services. The concept of 
loyalty is now evolving into loyalty to intangible products (services).

3. Data And Methodology

3.1 Data 

Sample of the study consisted of 150 respondents from Jakarta, Bogor, Depok, 
Tangerang and Bekasi (Greater Jakarta). Data was collected by distributing 
questionnaires to the respondents. Non-probability sampling method with 
convenience sampling technique was used in which members of the population 
willing to be respondents in the study would be sampled by the researchers.

Table 2 shows indicators that have been used and tested in previous studies. The six 
items of the Service Quality indicators were adapted from Othman and Owen (2001). 
Indicators of customer satisfaction and customer loyalty were adapted from 
Susetiyana (2009).
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Table 2 Variable Category, Variables, and Indicator

Variable Category Vari ables Indicator
Exsogeneous variable Service 

Quality/SERVQUAL (X)
X1 = Compliance
X2 = Assurance
X3 = Responsiveness
X4 = Tangible
X5 = Emphaty
X6 = Reliability

Endogeneous
moderating variable

Muzakis’ satisfaction (Z) Z1 = Overall satisfaction
Z2 = Fulfillment of Expectation
Z3 = Compare with ideal

Endogeneous
dependen variable

Muzakis’ loyalty (Y) Y1 = Repurchase Intention
Y2 = Recommendation to others
Y3 = Price Tolerance
Y4 = First Choice

3.2 Methodology

Models used in previous studies that formed the basis of this study were Model of 
Service Quality Dimensions of Islamic Banking from Othman and Owen (2001) and 
Model of Bank Customer Loyalty from Hidayat (2009). A model of zakat-collecting 
institutions was developed with reference to those models. Here is the model of this 
study. 

The present study used a quantitative method and data was analyzed by using 
Structural Equation Model (SEM) technique of LISREL software version 8.5. The 
use of SEM in the study a llowed a simultaneous testing of a relatively complex set of 
relationships. Additionally, it has a tiered model, in which a dependent variable at the 
same time serves as an independent variable for other dependent variable.
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Figure 1 : A Structural Model of Muzakis’ Loyalty on Zakat-Collecting Institutions

4. Analysis And Finding

All the items of the instrument used to measure service quality (SERVQUAL), 
Muzakis’ satisfaction, and Muzakis’ loyalty have met the tests for validity and 
reliability. Test results of the overall models indicated that 3 of 15 measures of model 
fitness gave poor results. It could be concluded that the hypothesized models 
remained not good enough. Based on the estimation results given in Table 3 the 
values of CR (construct reliability) and VE (variant extract) of each latent variable 
could be calculated, the results of which are as follows:

Table 3 : The Reliability Value of Measurement

Variables Reliability Information

CR≥0,70 VE≥0,50

Servqual 0,86 0,50 Good Reliability

Satisfaction 0,85 0,65 Good Reliability

Loyalty 0,76 0,45 Poor Reliability

Table 3, the reliability value of measurement model based on CR and VE, suggests 
that all measurement models in the study were reliable to measure SERVQUAL, 
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muzakis’ satisfaction, and muzakis’ loyalty. However, only the variable of muzakis’ 
loyalty that was reliable since it had a VE value of <0,50, but it was still considered 
reliable since its CR value was greater than 0,70.

Based on the evaluation of the structural model coefficients there were two 
statistically insignificant coefficients. The second coefficient was the coefficient that 
described the relationship between the variables muzakis’ satisfaction and muzakis’ 
loyalty and the variables of service quality (SERVQUAL) and muzakis’ loyalty. 
Thus, it could be concluded that there was no causal relationships between these 
factors as hypothesized. Thus the paths or the relationship between these factors must 
be omitted from the model if it was to gain a better model.

In order to improve the model’s fitness to data, it was necessary to re-specify the 
model. Re-specification of the model could be carried out by utilizing the information 
in the modification index that was given in the outputs as shown by the Figure 2.

Figure 2 Path Diagram of the Model of Muzakis’ Loyalty to Zakat-Collecting Institutions 
after Modification.

Re-specification of the initially estimated model could be performed many times in 
order to obtain the best model representing the data. Re-specification began with the 
release of between-indicator covariance offered in the LISREL program. The re-
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specified model demonstrated a statistically significant improvement in the goodness 
of fit (GOF) as shown in Figure 2. Comparison of between-model GOF values can be 
seen in Table 4.

Table 4 : Comparison of Goodness of Fit (GOF) statistics

GOF Measurement First Estimation Result Estimation Result after
Re-specification Model

Chi-Square

P-value
Normed Chi-Square

χ2 = 128.52

p = 0,00 < 0,05
128.52/62 = 2.07

χ2 = 64.85

p = 0.09206> 0,05
64.85/51 = 1.27

GFI GFI = 0.88< 0.9 0.94

AGFI AGFI = 0.83< 0.9 0.89

PGFI PGFI = 0.60= 0.6 0.53
RMSEA

P (close fit)

0.085

P = 0.00 < 0.05

0.043

P = 0.63

GOF Measurement First Estimation Result Estimation Result after
Re-specification Model

ECVI M* = 1.25
S* = 1.22
I* = 6.39

M* = 0.97
S* = 1.22
I* = 6.39

AIC M* = 186.52
S* = 182

I* = 952.10

M* = 144.85
S* = 182

I* = 952.10

CAIC M* = 302.82
S* = 546.97
I* = 1004.24

M* = 305.27
S* = 546.97
I* = 1004.24

NFI 0.86 0.93

NNFI 0.90 0.97

CFI 0.92 0.98

IFI 0.92 0.98

RFI 0.82 0.89
CN 104.96 168.90

RMR 0.024 0.020

Based on the comparison of the overall tests for the model with the re-specified 
model, it could be concluded that the re-specified model was improved to a greater 
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extent than the initially estimated models. Subsequently, validity and reliability of the 
measurement model could be calculated after the model has been modified, the 
results of which are shown in Table 5.
Table 5 : Re-specified Model Reliability

First 
SLF 

SLF after
Re-specification

Model

Error Reliability
CR≥0,70 VE≥0,50

Servqual 0,85 0,48
X1 0,54 0,50 0,75
X2 0,73 0,68 0,54
X3 0,75 0,72 0,47
X4 0,75 0,75 0,44
X5 0,77 0,78 0,40
X6 0,69 0,71 0,50

First 
SLF 

SLF after
Re-specification

Model

Error Reliability
CR≥0,70 VE≥0,50

Satisfaction 0,86 0,68
Z1 0,76 0,80 0,36
Z2 0,81 0,85 0,29
Z3 0,85 0,83 0,31

Loyalty 0,74 0,42
Y1 0,75 0,68 0,53
Y2 0,87 0,70 0,51
Y3 0,48 0,61 063
Y4 0,51 0,58 0,66

Table 5 shows that all indicators of the latent variables have a SLF (Standard Loading 
Factor) value of ≥ 0.50 and a t-value of ≥ 1.96. The SLF value of each indicator was 
partially increased after the modification of measurement and structural models. 
These results also indicated that indicators for SERVQUAL variables of compliance, 
assurance, responsiveness, tangible, empathy, and reliability reflected a latent 
variable of service quality.

Indicators for overall satisfaction variable (fulfillment of expectation and compare 
with the ideal) might also reflect the latent variable of muzakis’ satisfaction with 
SERVQUAL of zakat-collecting institutions. 

Indicators for the latent variable of loyalty a lso had a SLF value of ≥ 0.50 and t-value 
of ≥ 1.96. These results showed that indicators for latent variable of loyalty, i.e., 
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repurchase intention (intention to pay zakat again), recommendation to others, price 
tolerance (tolerance of ease of paying zakat), and the first choice (always being the 
top choice) reflected muzakis’loyalty to zakat-collecting institutions. 

Table 5 a lso shows reliability value of the measurement models based on the CR and 
VE. CR and VE values in Table 5 shows that all of the measurement models in this 
study were reliable to measure SERVQUAL, muzakis’ satisfaction, and muzakis’ 
loyalty. 

After determining the validity and reliability of the measurement models, the next 
stage was evaluation of the structural model coefficients. Evaluation of structural 
model coefficients is presented in Table 6. 

Table 6 : Evaluation of Structural Model Coefficients

Hypothesis Relation Standard 

Estimation

t-value

1 Servqual→Satisfaction 0,85 9,04

2 Satisfaction→ Loyalty 0,14 0,57*

3 Servqual → Loyalty 0,02 0,06*

Information : * Coefisien insignificant at α = 0,05

Table 6 shows coefficients of standard estimation among the latent variables and 

significance of t-values after model re-specification. Results of model re-specification 
for standard estimation values and significance of t-values before and after re-
specification showed no significant change. Initial structural model suggested causal 
relationships between the latent variable of satisfaction and loyalty and SERVQUAL 

and loyalty had no significant causal relationship. After re-specification of the 
structural model, significance of t-values among latent variables did not change. It 
indicated that the latent variable SERVQUAL had positive and significant effects 
satisfaction, while both satisfaction and SERVQUAL had a positive, but insignificant, 

effect on loyalty. Interpretation of the estimation results is as follows:

1. Satisfaction = 0.85 SERVQUAL. 
The equation shows that SERVQUAL had effect on muzakis’s satisfaction with 

zakat-collecting institutions with a value of 0.85 and positive. Thus, the better 
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the SERVQUAL delivered to muzakis by zakat-collecting institutions, the higher 
muzakis’ satisfaction would be. 

2. Loyalty = 0.02 SERVQUAL. 

Result of the equation shows that SERVQUAL can have a direct affect on 

loyalty with a value of 0.02 and positive. Thus, the better the service quality, the 

greater muzakis’ loyalty to zakat-collecting institutions, but in this study the 

between-variable effect was not significant.

3. Loyalty = 0.14 Satisfaction. 

Based on the above equation, it can be seen that muzakis’ satisfaction can also 

have a positive effect on muzakis’ loyalty to zakat-collecting institutions.  

However, the effect was not statistically significant. 

Interpretation of the above estimation results was to determine direct relationships 

among the latent variables. The above structural equation shows relationships and 
direct effects of SERVQUAL on satisfaction, SERVQUAL on muzakis’ loyalty, and 
also muzakis’ satisfaction on muzakis’ loyalty. 

Only one relationship and direct effect had t-test value of ≥ 1.96, while those for 
muzakis’ satisfaction on muzakis’ loyalty and SERVQUAL on muzakis’ loyalty had

t-test values of ≤ 1.96. It means that the relationship and direct effect was only 
significant for SERVQUAL of zakat-collecting institutions on muzakis’ satisfaction. 

In order to determine the size of indirect effects and total effects, the following 

structural equations were made from the data presented in Table 6 above: 

1. SERVQUAL → Satisfaction → Loyalty = 0.85 * 0.14 = 0.119. The equation for 
relationships and indirect effects showed that quality service could affect 

muzakis’ loyalty with the variable satisfaction as the moderating variable with a 
value of 0.119. This result also showed that indirect effect of SERVQUAL on 
muzakis’ loyalty with satisfaction as the moderating variable was larger compared 
to the direct effect of SERVQUAL on muzakis’ loyalty. 

2. (SERVQUAL → Loyalty) + (SERVQUAL → Satisfaction → Loyalty) = 0.02 + 

0.119 = 0.139. The total effect of SERVQUAL on muzakis’ loyalty was 0.139. 
This result indicated that muzakis’ loyalty was not only directly affected by 
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SERVQUAL, but also indirectly affected by SERVQUAL with muzakis’ 
satisfaction as the moderating variable. 

5. Discussion 

Table 5 shows indicator coefficients that significantly reflected latent variables. The 
greatest indicator coefficient for the latent variable SERVQUAL was the fifth 
indicator (empathy), i.e., the ease of relationships, good communication, personal 
attention, and understanding of Muzakis’ needs. This result indicated that zakat-
collecting institutions were good in terms of the ease of doing relationships, good 
communication, personal attention, and understanding of muzakis’ needs

The lowest indicator that reflected the variable SERVQUAL was compliance, 
meaning that the ability to satisfy Islamic law and operates under the principles of 
Law No. 23 of 2011 on Zakat. This result was consistent with the description of the 
data of the present study that the average respondents, who were muzakis, were less 
satisfied with SERVQUAL based on the compliance indicator. 

Results of the study showed that the greatest indicator that reflected SERVQUAL of 
zakat-collecting institutions was empathy. This result was consistent with that of 
Lusiati (2010), that empathy was the variable with the greatest effect on muzakis’ 
satisfaction. It could be concluded that the empathy of zakat-collecting institutions 
would improve their SERVQUAL and could satisfy muzakis who paid their zakat 
through zakat-collecting institutions

A study conducted Lusiati (2010) did not use compliance in measuring SERVQUAL 
of zakat-collecting institutions; thus, results of the present study should be compared 
to those of Islamic banking studies that used compliance as one of the indicators of 
SERVQUAL. Results of the present study indicated that compliance was the lowest 
indicator that reflected SERVQUAL of zakat-collecting institutions. These results 
differed from those of study conducted by Astuti, Wilasari, and Utami (2009) that 
showed that Islamic system as measured by using compliance dimension as applied in 
the BRIS showed a better quality than dimensions of assurance, tangibility, empathy,
and responsiveness.

In addition, of the six dimensions of CARTER, the highest level of satisfaction was 
for reliability of BRIS. Results of the present study indicated that empathy was the 
most powerful indicator that reflected SERVQUAL of zakat-collecting institutions, 
while compliance in this study only reflected SERVQUAL with a value of 0.50. This 
result showed that compliance was a less powerful indicator that determined 
SERVQUAL for muzakis. 
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Table 5 shows that the indicator ‘fulfillment of expectation’ was more powerful to 
reflect muzakis’ satisfaction than other indicators for muzakis’ satisfaction. As for 
loyalty variables, the indicator ‘recommendation to others’ was to a larger extent 
reflected muzakis’ loyalty that other indicators for muzakis’ loyalty.

Results of this study were capable of addressing the first question “Is service quality 
has a significant direct effect on muzakis’ loyalty to pay Zakat?” The first question of 
the study could be answered based on the results of structural model estimation, 
deriving from data processing by the use of LISREL 8.5 software.

Results indicated that the structural model of service quality had a direct, but 
insignificant, effect on muzakis’ loyalty with a t-test value of 0.06 ≤ 1.96. The 
estimated standard value of the effect of service quality on muzakis’ loyalty was 0.02, 
meaning that SERVQUAL could affect muzakis’ loyalty with a value of only 0.02. 
Better SERVQUAL delivered by zakat-collecting institutions would increase 
muzakis’ loyalty by 0.02, despite the insignificant between-variable effect. 

Insignificant direct effect of SERVQUAL of zakat-collecting institutions on muzakis’ 
loyalty found in this study was thought to be caused by respondents’ tendency to 
perceive muzakis’ loyalty negatively. With regard to SERVQUAL of zakat-collecting 
institutions, respondents tended to perceive it positively. These results could be seen 
from the previously described study data that resulted in insignificant effects due to 
different respondents’ perceptions. On the contrary, it was theorized that if someone 
perceived SERVQUAL positively, he or she would also perceive loyalty positively. 

The second question of this study, “to what extent is the role of the interaction 

between service quality and muzakis’ satisfaction as the moderating variable in 
influencing muzakis’ loyalty to pay Zakat?,” was also addressed by results of this 

study. This was evident from the significance of SERVQUAL and muzakis’ 
satisfaction as a supporting variable for muzakis’ loyalty with a t-test of ≤ 1.96. 
Service quality and muzakis’ satisfaction as a moderating variable had a fairly, but 
insignificant, role in influencing muzakis’ loyalty. It was observed from the fact that 

the coefficient of the direct effect of muzakis’ satisfaction on muzakis’ loyalty was 
equal to incorporating the role of SERVQUAL in the formation of muzakis’ 
satisfaction to influence muzakis’ loyalty. These results differed from those of 
Othman and Owen (2001) that it was important for Islamic banks to bring cultural 

differences to fore when adopting Service Quality (SQ) and suggested a new model 
for measuring SQ called CARTER (Compliance, Assurance, Reliability, Tangible, 
Empathy, Responsiveness) based on 34 items and significant validity for all items, 
indicating a strong relationship between SQ and customer satisfaction. These results 
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also differed from those of Dharmayanti (2006) that interaction between service 
performance and customer satisfaction as the moderator variable could better explain 
variations in customer loyalty than individual variable. 

Insignificant direct effect of SERVQUAL of zakat-collecting institutions on muzakis’ 
loyalty and service quality and muzakis’ satisfaction as a moderating variable that had 
a fairly, but insignificant, role in influencing muzakis’ loyalty were supported by the 
current reality of zakat-paying practice among muzakis. Muzakis paid their zakat in a 
variety of ways; they paid their zakat not through zakat-collecting institutions, but 
directly to mustahik. This was also supported by a study by Bidin et al., (2009), 
showing that the majority of Muslims were still paying their zakat individually 
directly to mustahik due to conservative religious understanding.

This conservative religious understanding was due to the embedding of a sense of 
social responsibility and humanitarianism among muzakis with considerations of the 
social security of their environments. Muzakis considered that it was the safest 
solution since it ensured certainty and proper distribution of zakat to the beneficiary. 
In addition, there was also a conservative thought of comfortable feeling when paying 
zakat directly to mustahik since it was believed that their prayers would be fulfilled. 

Zakat-collecting institutions focused their attention on the development and 
empowerment of mustahik, while muzakis also looked at an important goal of 
building comfortable and harmonious relations between the rich with the poor.  
Despite muzakis’ satisfaction with the service quality of zakat-collecting institutions, 
today reality shows that muzakis consider the necessity of distributing their zakat 
directly to mustahik and paying zakat through more than one zakat-collecting 
institution. Thus, the role of interaction between service quality and muzakis’ 
satisfaction as a moderating variable in influencing muzakis’ loyalty to pay their 
zakat through zakat-collecting institutions was quite small.

6. Conclusion

Results of data processing by using Lisrel 8.5 software showed a direct positive , but 
insignificant, effect of service quality on muzakis’ loyalty to pay their zakat through 
zakat-collecting institutions. Coefficient of direct effect of SERVQUAL on loyalty 
was 0.02 with a t-test value of 0.06 ≤ 1.96. 

Results showed that service quality had a relatively small role to support muzakis’ 
satisfaction in influencing muzakis’ loyalty to pay their zakat through zakat-collecting 
institutions. This could be seen from the coefficient of the effect of SERVQUAL and 
muzakis’ satisfaction on muzakis’ loyalty (0.139), and a significance value of less 
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than 1.96. Thus, the role of interaction between service quality and muzakis’ 
satisfaction as a moderating variable in influencing muzakis’ loyalty to pay zakat
through zakat-collecting institutions was quite small. 
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