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Abstract

Paying zakat has been a practice since a long time ago, even in Prophet Muhammad SAW’s
era. Zakat is one of pillars in Islam. Nowadays, there are lower collection rate of zakat funds,
which will give a bad perception toward Islam significantly. This is because it will increase the
percentage of poor people among the Muslim community. Therefore, it is very important to
make sure Muslims have a high level of intention to pay zakat. Thus, in this study, the main
objective is to determine the levels of intention to pay zakat among Muslims. Besides that,
this study also aims to examine the effects of five selected cause factors (i.e. Role Identity,
Self-Religiosity, Subjective Norm, Satisfaction and Corporate Reputation) toward the
intention to pay zakat among Muslims. All these six variables were treated as a primary data,
since all these variables were measured directly from the targeted respondents. In this study,
around 200 Muslims who passed the criteria of ability to pay zakat will be the targeted
sample. The study focussed on Muslim residents and 200 respondents participated in this
study. The findings indicated that, all these five selected independent variables such as role
identity, self-religiosity, subjective norm, satisfaction, and corporate reputation will give a
positive significant influence towards the intention to pay zakat among Muslims.

Keywords: Intention to Pay Zakat, Role Identity, Self-Religiosity, Subjective Normes,
Satisfaction and Corporate Reputation

Introduction

Islam is a way of life that is complete. Zakat implies purification and growth. Paying zakat is
about purifying one’s riches and getting nearer to Allah. Muslims have the belief that Allah
will substitute and boost their wealth when they pay zakat. Furthermore, there are five
conditions for Muslims who are liable for paying zakat which are being a Muslim, has liberty
in life, his or her saving reaches or exceeds nisab and one person’s property which will be
affected by zakat must follow the correct haul.

Basically, there are two categories of zakat which are zakat on fitrah and zakat on wealth.
Firstly, zakat on fitrah is a zakat payment imposed on Muslims during Ramadhan under
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certain conditions. On the other hand, zakat on wealth can be divided into zakat on
employment income, business, savings, crops and agriculture, gold and silver, natural
resources and shares. In addition, zakat on business is paid based on the profit received
during the year, while zakat on employment income is paid on the basis on the salary
received. Nisab is the rate to be achieved for compulsory zakat. Depending on the recent
gold price, the value of gold equal to 85 grams is determined. In addition, haul is completion
period for a zakat asset. It means that the ownership of the property has reached one year.
Basically, haul is used in payment of zakat on business, livestock and storage. An individual
who owns the same or more money than the nisab rate, and transfers it on the condition
that he is obliged to issue zakat by 2.5% of the total amount of the property he owns. This is
based on the gold zakat rate. This practice is suitable as the use of money as a buying power
is equivalent to gold and silver. Zakat institutions have given a lot of initiatives to encourage
zakat payers to pay zakat like payment via mobile counter, Internet banking, post office and
messaging. However, past studies indicate that the collection of zakat is still unsatisfactory.
Thus, this research was carried out to identify the factors influencing the high level of
intention to pay zakat among Muslims in Kuala Terengganu. This research will explore the
connection between Role ldentity, Self-Religiosity, Subjective Norm, Satisfaction and
Corporate Reputation.

One of the issues that zakat institutions faces is when the zakat payer refuses to pay

zakat to the zakat institutions because they have a negative perception towards zakat
institution in managing the allocation of zakat funds. Based on this situation, socio-economy
among the Muslims can be worsened since the zakat funds can be treated as one of the
resources for the Muslims to boost-up their economy. Besides that, with the lower collection
rate of the zakat funds, significantly it will give a bad perception towards Islam itself as it will
increase the percentage of poor within the Muslims community itself. Therefore, it is very
essential to make sure the Muslims have high level of intention to pay zakat.
There are several factors that can influence the level of Muslims’ intention to pay zakat,
internal and external factors. However, there is still a lack of studies that combine these
factors in one research setting. Then, it is worthwhile to perform the factors that influence
the level of intention to pay zakat among Muslims. Thus, this study intends to explore whether
the psychological factors among the Muslims and zakat institution factors can be some of the
factors that can increase their intention to pay zakat. A self-administered questionnaire
survey will be given to 200 Muslims as targeted respondents.

Intention to Pay Zakat

The researcher focuses on the five chosen factors that can determine the Muslims’
intention to pay zakat which are Role Identity, Self-Religiosity, Subjective Norm, Satisfaction
and Corporate Reputation. Intention refers to association between an individual’s potential
capacity to undertake a particular job and the final choice of that person that involves
whether or not he or she performs that particular job.
According to Ajzen & Fishbein (1975), the intention is a person’s subjective probability
dimension which involves a particular individual to perform specific behaviours. The
probability of someone to do a specific behaviour depends on their intention. In line with this,
if an individual has a favourable attitude towards a specific behaviour, it is expected that an
individual will have a good intention toward performing a stipulated task (Muhammad &
Saad, 2016). In the field of zakat, a lot of studies were conducted on an intention to pay zakat
(Muhammad & Saad, 2016). According Haniffa et al (2014)’s study, 227 respondents of active
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businessmen in one district in Malaysia compliance behaviour is significantly influenced by
intention to pay zakat.

Literature Review

Role Identity toward Intention to Pay Zakat

Muslims must pay Zakat to fulfil Allah’s command and take care of the individuals who are in
need. Role identity can be defined in specific circumstances as the meanings that people
attach to themselves. With regard to a role identity, it is one of the factors which shows that
it affects the intention of a person to do something. Belief in something means to shape role
identity of people as well as results of the evaluation of a person on a thing or a product. Zakat
in Islam is a mandatory responsibility for those capable of ensuring social security for justice
and stability (Mahmood, 2009). In financial and social dimensions, role identification plays a
major role (Mahmood, 2009). In addtion, zakat is not just a duty of worship, but a financial
obligation and a relationship between individuals and their creators as well as covering
human relationship with individuals and the community (Mahmood, 2009).

Self-Religiosity toward Intention to Pay Zakat

In order to organise and regulate human life in all aspects of daily life according to the Al-
Quran and As-Sunnah, the religion of Islam is revealed by Allah to the Prophet Muhammad
s.a.w. In affecting Muslims to pay zakat, religious is one of the most significant variables.
Religiosity can be described as the guidelines to be followed by Muslims in performing their
daily activities and judgement on the end outcomes of fulfilling the duty to pay zakat (Bidin,
Al & Saad, 2012). To influence the person’s personality to perform a good deed or not, self-
religiosity is very important. If the people feel that it is important to fulfil the command of
Allah, it will create their high level of intention to pay zakat.

After that, according to Rahim et al (2014), the worship factor which is religiosity is one of the
main motivation and determinants of intention to fulfil a religious duty such as Zakat. The
person who has high religiosity will comply to pay zakat rather than the person who is not
highly religious. This is because the religious components, elements and dimensions can
dictate the affective and cognitive functioning that ultimately impacts the judgement of an
individual (Bidin et al., 2012). Previous studies have also shown that religiosity has a positive
influence on life satisfaction (Willem, 2017). Though religiosity is recognised as a crucial factor
in understanding human behaviour, the measurement of religiosity has been an issue in the
literature.

Researchers used numerous measurements to measure religiosity (Abou, 2015). According to
Palil et al (2013), the individual approach where they measured religiosity depends on how
many times the person attends religious activities, whether that person was brought up
religiously at home and self-description as a religious or a non-religious person. In addition,
some researchers used both religious affiliation and religious commitment to measure
religiosity.

In addition, there are studies investigating the influence of self-religiosity towards Muslim’s
intention to pay zakat. One of the studies investigated this issue where it was conducted by
(Abu Bakar et al., 2010). The researchers emphasised the significance between religiosity and
Muslims’ intention to pay zakat. Then, the religious practices are capable of protecting
individuals from getting into dangerous activities (Krauss & Hamzah, 2007).

According to research by Idris et al (2012), religiosity significantly influences how people
participate with certain behaviours after finding that all religious beliefs are in common to

1895



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES
Vol. 12, No. 1, 2022, E-ISSN: 2222-6990 © 2022 HRMARS

serve for the purpose of promoting good behaviours and to prevent bad behaviours. A similar
study was conducted by Pope & Mohdali (2010), they found that there is an important
connection between self-religiosity and intention as religious plays an important part in the
life of people.

Furthermore, according to Idris et al (2012), a positive significant influence between
religiosity on the behavioural intention was found in the research. Thus, the study considers
that self-religiosity plays a vital role to motivate Muslims towards the intention to pay zakat.
In Islam, a person’s intention to pay zakat as a religious obligation depends highly on the
strength of the person’s belief and commitment to the religious itself.

Subjective Norm toward Intention to Pay Zakat

Subjective norm is the significant factor that will impact behavioural intention to pay zakat.
According to Taufique & Vaithianathan (2018), subjective norm and behavioural intention has
a strong connection with each other. It shows the effective use of subjective norm to form
the behavioural intention. A previous study stated that the subjective norm is the opinion of
another important person or who believes in them to make a decision (Yadav & Pathak, 2017).
If the individual believes in the people, it can help him to decide whether to approve or avoid
the rejection.

Subjective norms refer to one’s perceptions or assumptions about other people’s
expectations about the particular behaviours that one will or will not perform. This dimension
is called subjective norms since this perception is very subjective in nature. According to (Bidin
& Shamsudin, 2013), subjective norms have a positive relationship with behavioural
intention. Subjective norms are related to the perception of other people towards the
perpetrator if he did certain acts. Perception, response or the pressure can either be positive
or negative. In order to measure this variable of subjective norm, certain questions related to
the reactions of other people will be important whether or not someone is doing a particular
activity. Parties are meant to be a parent, husband/wife, friend and teacher (Farah, 2011)

According to Jaffar & Musa (2013), subjective norm has direct impact to the intention.
Therefore, both variables are stated to have beneficial effects on each other. Accordingly, the
more pressure from important others to comply, the more the strength of intention towards
Zakat.

Satisfaction toward Intention to Pay Zakat

Satisfaction is the next factor that can affect Muslims’ desire to pay zakat. Satisfaction
is a marketing term relating to business measurement whether a company meets or exceeds
customer’s expectation through products and services that offered to customers. Therefore,
satisfaction is a feeling of happy or sadness arising from the comparison between the
perceptions and expectations of the customers (Mujaini, 2012). In addition, to maintain zakat
performance, the satisfaction of zakat distribution must be improved in order to encourage
the Muslims to pay zakat through zakat institutions (Ellany & Lateff, 2011). Based on the
previous studies, there are some findings regarding the satisfactions of distribution (Zainal,
2016)

The higher of satisfaction to zakat institutions, the higher of people to pay zakat
because they have a positive perception toward zakat institution in managing the distribution
of zakat funds. Therefore, it is very important to make sure a Muslims people have a high
satisfaction to zakat institution that can influence the level of intention to pay zakat among
Muslims. It is expected that a Muslims who has a high level of satisfaction on the zakat
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distribution would contribute to a greater trust in zakat institutions and vice versa. Based on
this systematic review, the fourth hypothesis was developed.

Corporate Reputation toward Intention to Pay Zakat

Other than that, corporate reputation is a factor that can affect the intent to pay zakat.
Reputation is the general stakeholders’ perception of the company’s results from time to time
(Richard & Zhang, 2012). Therefore, it is possible to achieve reputation by information from
people around or other sources. Positive information can enhance the trust of customers and
can increase their level of intention to pay zakat. According to Abratt and Kleyn (2012), the
company’s reputation will establish consumers’ trust in a company. Therefore, a company’s
reputation is the ultimate determinant in meeting consumers’ expectations and demand of
consumers (Abratt & Kleyn, 2012) and as an evaluation to what extent an organisation is
highly regarded by them.

According to the Concise Oxford Dictionary, reputation can be defined as “what generally said
or believed about the personality or position of a person or thing”. This means that reputation
is what publicity or belief in feature or position. Reputation can be linked by groups or
individuals. A group can be assessed by outsiders based on the reputation of its members or
of the group’s overall average (Jgsang et al., 2007).

Therefore, reputation can be achieved through information from around or other sources.
This proves that the reputation is the important factor influence the level of intention to pay
zakat among Muslims. Thus, the reputation can be used as a measure of intention to pay
zakat. In an environment of zakat, positive corporate reputation toward zakat institutions can
increase the number of total collections of zakat payers. However, negative corporate
reputation cause people to pay zakat. So, the researcher assumes that the positive
information of corporate reputation is a factor to build the high level of intention to pay zakat
among Muslims.

Methodology

Primary data was obtained from the study through a distribution of the questionnaires to the
respondents that was conducted specifically for this research. A set of structured
guestionnaires was used in this research. This is because in a short time, targeted information
will be gathered from a large number of people. In addition, the researcher used face-to-face
and google form technique to respond directly to a questionnaire. Approximately 200
guestionnaires were distributed to the targeted respondents in printed hard copies.
Questionnaires are formed of six parts. Part A is about respondents’ demographic profiles
such as age, gender, marital status, education level, occupation and monthly income. Part B
is related to the dependent variables which are Intention to Pay Zakat while Part C, Part D,
Part E, Part F, and Part G related to independent variables which are Role ldentity, Self-
Religiosity, Subjective Norms, Satisfaction and Corporate Reputation.

Findings

Respondent Profile

In this section, the background information of respondents participating in this study was
presented. The distribution of respondents based on gender indicated that, about 61.4 % of
the respondents were female whereas 38.6 % of the respondents were male respondents,
thus it is indicated that, female respondents were the majority respondents who participated
in this study.
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Furthermore, it also can be concluded that, a majority of the respondents participated in this
study were in the range of 41 years old to 50 years old (37.9 %) whereas respondents who
were below 21 years old (10.7 %) can be considered as minority groups of age. As for marital,
the most of frequency is 92 which is (65.7%) respondents are married while for minority
frequency is 7 which is (5.0 %) respondents that participated in this study are divorced.

Based on the survey, the highest education of respondents in this study mostly was
from secondary school level (52.1 %) whereas 0.7% of the respondents can be considered as
minority group from master’s degree level. Besides that, for the occupation, a majority of the
respondents come from self-employed that get the highest percentage which is 40.0 %
whereas the retired is considered as minority group of occupation (6.4 %) respondents in this
study.

For the monthly income, a majority of the respondents come from RM 1000 and below
and RM 1001 — RM 2500 that get the highest percentages (32.9 %). The two groups of monthly
income get the same percentages of the respondents that participated. Then, the
respondents who are having a monthly income between RM 2501 — RM 4000 (26.4 %) can be
considered as the three highest groups of the monthly income among them whereas RM 5501
and above that get the lowest percentages (2.9 %) can be considered as minority groups of
monthly income.

Reliability Assessments
Table 1 Summary results of Cronbach’s Alpha

Factors and Items Factor Loading Communalities
Included

Role Identity

Eigenvalue = 10.890, % variance explained = 36.752%, Cronbach’s alpha = .914

Self-Religiosity

Eigenvalue = 8.444, % variance explained = 67.937%, Cronbach’s alpha = .944

Subjective Norms

Eigenvalue = 4.580, % variance explained = 80.092 %, Cronbach’s alpha = .961

Satisfaction

Eigenvalue =3.449, % variance explained = 91.550 %, Cronbach’s alpha = .935

Corporate Reputation

Eigenvalue = 2.543, % variance explained = 93.348 %, Cronbach’s alpha =.909

Intention to Pay Zakat

Eigenvalue = 1.358, % variance explained = 94.740 %, Cronbach’s alpha = .982

The result from table 1 showed that, all the 33 items exceeded the value of factor loading
which is .50 (Range: .747 to .946). Subjective Norms (Cronbach’s Alpha =.961), Self- Religiosity
(.944), Satifaction (Cronbach’s alpha = .935), Role Identity (Cronbach"s alpha = .914) and
Corporate Reputation (Cronbach’s alpha =.909). Dependent variable which is Intention to Pay
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Zakat (Cronbach’s Alpha = .982). It shows the strength of questionnaire to one other which is
acceptable level of reliability values.

Correlation Analysis
Table 2: The Correlation analysis variables under investigation
(1) (2) (3) (4) (5) (6)
(1) 1.000
(2) .624** | 1,000
(3) .558** A24%* 1.000
(4) 612%* 512%* 702%* 1.000
(5) .705** .535%* T12%* .908** 1.000
(6) 674%* 455** .785** .870%** .854%** 1.000

Note: (1) = Role Identity; (2) = Self-Religiosity; (3) = Subjective Norms; (4) = Satisfaction; (5)
= Corporate Reputation; (6) = Intention to Pay Zakat; n=140; **p < .01.

The Pearson’s Correlation was used to explore the bivariate relationship of two
interested variable because the variable’s normality hypothesis met (Pallant, 2010). This
analysis can take value from -2.00 to +2.00 ranges. The front sign shows the positive or
negative direction of the correlation (Pallant, 2010). In addition, for using this sort of
correlation, each variable must usually be distributed, (Pallant, 2010). Since each variable
passed the test of normality (i.e. Section 4.6), the results of the analysis of correlation
reported in Table 2 were valid and unbiased.

From the result of the correlation analysis reported in Table 2, Role Identity (r =.674, p <.01),
Self-Religiosity (r = .455, p < .01), Subjective Norms (r = .785, p < .01), Satisfaction (r = .870, p
< .01), Corporate Reputation (r = .854, p < .01) were positively bivariate correlated toward
Intention to Pay Zakat. In addition, these correlation strengths can be assumed to have a
moderate correlation relationship. In addition, the bivariate relationship among the targeted
variables in this study were positive relationship with a highly significant relationship (p<.01).

Multiple Linear Regression Analysis
Table 3 Summary results of regression analysis of independent variables to dependent
variable

Independent B (SE) beta t-statistic | P-value | TOL, VIF
Variables

Role Identity .167 (.048) 187 | 3.448 .001** | .404,2.478
Self-Religiosity .112 (.049) 113 2.286 .024* .583, 1.715
Subjective Norms .294 (.051) 291 5.772 .000** 467, 2.140
Satisfaction 443 (.077) 489 5.743 .000** .164, 6.092
Corporate .106 (.051) .096 2.096 .047* 136, 7.377
Reputation
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Note: Dependent Variable = Intention to Pay Zakat; R? adjusted = .835, Standard Error of
Estimate = .30659; Model Fits = F (5,134) = 141.288, p < .001; B = Unstandardized
Coefficients; beta = Standardized Coefficient; SE = Standard Error; TOL = Tolerance; VIF =
Variance Inflation Factor; *p < .05; **p < .01.

A multiple regression analysis was performed between a set of targeted independent
variables (i.e. Role Identity, Self-Religiosity, Subjective Norms, Satisfaction, Corporate
Reputation) toward Intention to Pay Zakat. The analysis reported in Table 3 indicated that,
Role Identity (B = .167, p < .01), Self- Religiosity (B = .112, p < .05), Subjective Norms (B =
.294, p < .01), Satisfaction (B = .443, p < .01) and Corporate Reputation (B = .106, p < .05)
had positive significant influence toward Intention to Pay Zakat. It means that all the null
hypotheses for the five independent variables are rejected.

The analysis indicated that, if the average level of Role Identity was high, then the average
level of intention to pay Zakat was also high, while controlling other factors to be constant.
The same conclusion can be concluded for the effect of self-religiosity, subjective norms,
satisfaction and corporate reputation toward intention to pay Zakat. Therefore, if the
average level of self-religiosity, or subjective norms, or satisfaction, or corporate reputation
was high, then the average level of intention to pay Zakat will also be high, by controlling
other variables respectively.

On the other hand, the regression model above shows that, Satisfaction (beta = 0.489) gave
the highest influence towards intention to pay Zakat since it has a highest value of
standardised coefficient regression (i.e. beta). subjective norms (beta = 0.291) was found as
giving a second highest influences toward intention to pay Zakat, followed by role identity
(beta=0.187). After that, Self-Religiosity (beta = 0.113) and lastly corporate reputation (beta
= 0.096). In addition, these set of independent variables were able to explain about R?2
adjusted = 0.835 variance towards intention to Pay Zakat.

Conclusion

The aim of the study was to assess the factors that influence intention to pay Zakat
among Muslims in Kuala Terengganu. In this research, the independent variables are Role
Identity, Self-Religiosity, Subjective Norms, Satisfaction and Corporate Reputation while the
dependent variable is Intention to Pay Zakat. 200 questionnaires were distributed to the
Muslim residents in Kuala Terengganu but only 140 respondents submitted usable
guestionnaire. In addition, the data was analysed by using the Statistical Package for the
Social Science (SPSS) software.

Based on the finding, multiple regression analysis was performed between a set of
targeted independent variables (i.e. Role Identity, Self-Religiosity, Subjective Norms,
Satisfaction and Corporate Reputation) toward the Intention to Pay Zakat, and the
regression model also met the minimum requirement of the model validity. The regression
analysis indicated that Role Identity, Self-Religiosity, Subjective Norms, Satisfaction and
Corporate Reputation had positively significant influences toward Intention to Pay Zakat.

Recommendations

Recommendation for the Zakat Company

Since the findings of this study established a statistically significant relationship between
independent variables (i.e. Role Identity, Self-Religiosity, Subjective Norms, Satisfaction and
Corporate Reputation) toward dependent variable (i.e. Intention to Pay Zakat). It is
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recommended that some actions to be taken by the Zakat Company based on the analysis
findings, to attract the intention to pay Zakat among Muslims. Firstly, Zakat Company need to
organise the strategy to enhance the collection of zakat in every year. This strategy may
include doing some activities such as giving talk, campaign and workshop including students,
private and public workers, businessman and all Muslim who are eligible to pay zakat. With
this activity, the level of awareness of the importance of paying zakat can be increased among
the Muslim community. Furthermore, according to the finding in this study, the Subjective
Norm also has effects toward intention to pay Zakat. The surrounding people play a very
important role that can influence respondents to have an intention to pay zakat. Therefore,
Zakat company has to give good services, so that it will attract more people to have the
intention to pay zakat.

Recommendation for the Future Researcher

In this study, the factors that can influence to the intention to pay zakat among Muslims are
Role Identity, Self-Religiosity, Subjective Norms, Satisfaction and Corporate Reputation.
However, these are not only factors that influence the intention to pay zakat. The researcher
can find other factors such as Behavioural Beliefs, Attitudes and Willingness to pay. Thus,
based on the above recommendations, future researchers may have more options and
guideline to carry out this topic to have a better finding in the future research.

Summary

In a nutshell, all the five independent variables which are Role Identity, Self-Religiosity,
Subjective Norms, Satisfaction and Corporate Reputation have significant relationship to
Intention to Pay Zakat which is the dependent variable of this study. Other than that, the
researchers also include the conclusion and recommendations that can be used for the future
researcher as a guideline.
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