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ABSTRACT
Zakah contribution to Muslim socio-economic development could not be denied by any parties. This development could be improved through
incremental of zakah fund. However, the zakah collection including zakah on income is still found to be unsatisfactory due to a low level of zakah
compliance. While a great deal of researches had been undertaken in the area of taxation, little is known about zakah compliance behavior and its
determinants. The objective of the paper is to propose a research model in examining the influence of attitude and perceived service quality towards
zakah compliance behavior, taking into consideration trust as a mediator for those relationships. Four hypotheses were drawn for this paper to be
tested regarding the influence of selected variables to zakah on income compliance behavior. Moreover, theoretical and practical implications of the
study, as well as suggestions for future research were also discussed.
Keywords: Attitude, Perceived Service Quality, Trust, Zakah Compliance Behaviour
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1. INTRODUCTION
Zakah, the third pillar of Islam, is the religious claim on Muslim
individuals who are qualified in terms of income, ownership and
property holdings. Throughout Islamic history, zakah was the
centerpiece of the Islamic economic system (Mujaimi, 2012).
Zakah is an important obligation, prescribed by Allah SWT with the
ultimate aim to provide a balance economic growth by redistributing
the wealth in society, in order to ensure every individual a minimum
means of livelihood (Aidil and Hussin, 2013; Barizah, 2007).
There are five conditions that must be fulfilled before zakah
is payable. This includes: A Muslim, not a slave, have a full
ownership of assets, exceed the nisab (nisab is the minimum
threshold equivalent to the market price of 85 g of gold) and haul
(completion of one full Islamic year i.e. 354 days based on the
lunar year or equivalent to 365 days based on the solar year for the
asset subject to zakah) (Al Jaffri and Roszaniffai, 2014; Hamizul,
2012; Asmah et al., 2013).

Besides being a unique economic tool for the purpose of economic
growth, zakah is also becoming a life-changing tool to eight
specific groups in society as stated in the Quran (At-Taubah, verses
60) i.e., the poor (fuqara), the needy (masakin), the zakah fund
administrators (amil), the sympathizers (mualaf), those in bondage
(al-Riqab), those in debt (al-Gharimin), those in the cause of god
(fisabilillah) and those in the wayfarer (Ibnu Sabil).
It is found that besides its significant contribution towards Muslim
development and a lot of efforts taken by the zakah institutions to
increase its collection, the collection of zakah is still unsatisfactory.
While the issue of low zakat collection can be attributed to various
factors such as the weakness of the institutional management of
zakat (Hairunnizam, et al., 2009; Ellany et al., 2014). However,
previous studies showed that the main cause of the problem is by
the compliance behavior where the zakah compliance level is still
low (Kamil, 2002; Hairunnizam et al., 2007; Barizah and Majdi,
2010). For example, Hairunnizam et al. (2007) in their study of
the awareness of paying zakah in Malaysia found that majority of
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the respondents did not pay zakah i.e., 1846 respondents (71.3%)
compared to those who have paid zakah i.e., 742 respondents
(28.7%). This is supported by a study done by Barizah and Majdi
(2010) that only 33% of those potentially-eligible zakah payers in
International Islamic University of Malaysia actually paid zakah
to zakat institutions. Moreover, the General Manager of Zakah
Collection Operations Centre, Majlis Agama Islam Wilayah
Persekutuan, Mohammed Hassan voiced out that 34.4% or 67,078
out of 194,997 Muslims who worked in the Federal Territory of
Kuala Lumpur in 2013 did not pay zakah to the zakah institutions
(BERNAMA, May 15, 2014). 67,078 is a large number of noncompliance to zakah payment and it is essential to identify the
reasons for this problem because paying zakah is an obligation
to religion and country.
Review of literatures in the zakah environment showed several
studies have been conducted to understand zakah compliance
behavior. However, these studies only examine the direct
relationship between variables in understanding why Muslim
people refuse to pay zakah and most of them were just focused
on the intention to comply, but not on the compliance behavior.
Thus, this paper is different in two folds. First, unlike the previous
studies, the current study will propose a model which can provide
an understanding on the compliance behavior rather than the
intention to comply. Second, this paper will propose the impact
of variable of trust as a mediator to attitude and perceived quality
service variables on zakah compliance behavior. The importance
of trust as a mediator has not being described in previous studies,
while studies in other areas such as taxation (Murphy, 2004)
and the use of information technology (Khalil and Pearson,
2007) explained that belief in the organization is an important
mediating factor in determining the behavior of an individual.
Therefore, it is high time for a study to be conducted to examine
the factors that influence zakah compliance behavior, in order to
build a comprehensive model of compliance behavior. This will
provide a new contribution to zakah research area especially zakah
compliance behavior.

2. LITERATURE REVIEW AND HYPOTHESES
DEVELOPMENT
2.1. Attitude

Allport (1935) in Schwarz and Bohner (2001) defined an attitude
as “a mental and neural state of readiness, organized through
experience, exerting a directive and dynamic influence upon the
individual’s response to all objects and situations with which
it is related.” Meanwhile, according to Fishbein and Ajzen’s
expectancy-value model of attitudes (Fishbein and Ajzen, 1975),
attitudes develop reasonably from the beliefs people hold about
the object of the attitude. In the case of attitudes toward behavior,
each belief links the behavior to a certain outcome or to some other
attribute such as the cost incurred by performing the behavior
(Ajzen, 1991). Moreover, Baron and Bryne (2000) stated that
attitude is an important factor to be studied because attitude is
a strong influence on social thought and is considered to have a
significant impact on the behavior of a person.
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The variable of attitude has been studied in several different
areas such as political involvement and media usage (Soo, 2011);
websites advertisement (Norzalita and Azmi, 2010); healthy eating
(Aggarwal et al., 2014); teaching and learning (Guha and Paul,
2014); attitude and behavior on hotel choice (Robin et al., 2016);
food safety knowledge, attitude and behaviour (Lim et al., 2016);
consumers attitude towards organic food (Mohamed Bilal et al.,
2015) and computer usage (Varshney, 2015).
Meanwhile in the area of zakat, several studies have been done to
investigate the relationship between the attitude and compliance
behavior of zakah payment. Raedah et al. (2011) in their study of
the relevant factors that affect the academicians’ intention to pay
zakah discovered that attitude is the most important factor and
gives a significant influence on the intention to pay zakah among
academicians. This view was also supported by the findings of
Nizam et al. (2011) which stated that attitude variable towards
zakah has a significant and positive effect on the non-compliance
behavior of zakah on income.
In this study, attitudes towards the zakah compliance refer to a state
of mental and physical readiness for the zakah payer to pay zakah
to the zakah institution, which is legitimately elected in accordance
with the law. Based on the previous studies, the study will be
done regarding the effect of attitudes towards zakah compliance
behavior. Therefore, the following hypothesis has been proposed.
H1: Attitude has a significant positive relationship with zakah
compliance behavior.

2.2. Perceived Service Quality

Service quality is an important factor to be tested in identifying
the behavior of compliance because it relates directly to the
satisfaction of the customers. In this study, perceived service
quality by the potential zakah payer on service delivered by
zakah institution is considered to play an important role in the
compliance of zakah payment to zakah institution. It is assumed
that service quality is critically determined by the difference
between customers’ expectations and their perceptions of the
service actually delivered (Parasuraman et al., 1985).
Studies regarding perceived service quality factors can be found
in several areas, for example, service management and marketing
(Sundbo, 2015); banking service marketing (Choudhury, 2015;
Selim and Razak, 2015); self-service technology service quality
(Boon-Itt, 2015); religious tourism marketing for Hajj service (Eid,
2012) and healthcare service quality (Shafei et al., 2015).
In this study, customers are known as zakah payers. The
contribution from satisfied zakah payers would help to increase
zakah collection. In zakah behavior research area, there is lack
of study done to highlight the importance of this variable. Kamil
(2002) claimed that in the relation to service quality, the degree of
compliance would be higher if any zakah payer is satisfied with
the service that he received from the zakah institutions. Moreover,
Hairunnizam and Sanep (2014) declared that the corporate image
factor provides the highest contribution to the service quality of
Lembaga Zakah Selangor (LZS).
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The literature on service quality of zakah institution is not yet rich
enough to provide a sound conceptual foundation for investigating
service quality, therefore it is very important for this study to
explore the relationship between perceived service quality to zakah
compliance behavior. The zakah payers’ perceptions on service
quality provided by a zakah institution is a factor that is able to
influence the satisfaction of the zakah payers and thus will increase
their compliance behavior in fulfilling their obligation in paying
zakah. In order to clarify the relationship between the perception
of zakah institution service quality and zakah compliance behavior,
the following assumption is established:
H2: Perceived service quality has a significant positive relationship
with zakah compliance behavior.

2.3. Trust

When researching about compliance behavior, many researchers
would include trust as a core premise of a positive relationship
in various contexts, which is found to boost the confidence level
of public citizens or consumers to certain organization. Trust is
defined as a belief that one party will act, as expected, in a socially
responsible way, even in the absence of constant auditing and will
meet the expectation of another party that trusted them (McKnight
and Chervany, 2001; Nunkoo et al., 2012).
As a multi-faceted concept, trust has been studied in various areas
such as in information technology service (Min et al., 2015); retail
banking industry (Fatma et al., 2015); and schools (Gupta and
Kumar, 2015). Moreover, trust was also believed to mediate the
relationship between trustworthiness and internet banking usage
(Pay et al., 2015).
The variable of trust is also found in several zakah studies but
mostly as an independent variable. For instance, a study has
been done by Hairunnizam and Sanep (2014) in examining the
factors influencing the trust level of the zakah distribution in
Selangor. The finding shows that the level of trust towards the
zakah institution is dependent on the other three main factors,
namely the corporate image of LZS, zakah collection and zakah
distribution.
Meanwhile, Htay and Salman (2014) pointed out that the trust or
confidence of the zakah payers on the process of zakah collection
and distribution performed by the zakah institutions is important
in order to increase the collection of zakah. When the institutions
perform well, they generate trust among the public, but if the
performance is poor, it will create distrust and skepticism among
the public (Hairunnizam and Sanep, 2014). This study will take
another approach in examining the variable of trust as a mediator
between the attitude and perceived service quality with zakah
compliance behavior. Therefore, the following hypotheses will
be tested:
H3: Trust mediates the relationship between attitude and zakah
compliance behavior.
H4: Trust mediates the relationship between perceived service
quality and zakah compliance behavior.

2.4. Zakah Compliance Behavior

According to Kamil (2002), the question of compliance has been
long and widely discussed in the field of taxation but still rare in
the study field of zakah. He discussed the zakah compliance based
on the adaptation of tax compliance, where zakah compliance is
referred to as the payment of zakah according to the rulings and
regulations enacted by the zakah authorities.
Several studies discussed zakah compliance in terms of paying
zakah through official channels (Sanep et al., 2011; Barizah and
Majid, 2010). The concept of zakah is the compliance of human
behavior (Muslim community) to make a decision (to comply or
not comply) to pay zakah (official or unofficial channels) according
to the enactment and law implementation to achieve satisfaction
in this life and the hereafter (al-Falah) (Sanep et al., 2011; Barizah
and Rahim, 2007).
For this study, zakah compliance behavior as a dependent variable
refers to the behavior of Muslim individuals in performing their
obligation to pay zakah on professional income to official channel
(formal zakah institutions) according to the rules, regulations and
guidelines that have been established.

3. RESEARCH CONCEPTUAL FRAMEWORK
This paper aims to develop a conceptual framework to determine
the relationship between the independent variables of attitude and
perceived service quality towards the dependent variable which is
the zakah compliance behavior. Moreover, this paper also posits
trust as a mediating variable.
The research conceptual framework is illustrated in Figure 1.
The Figure 1 shows the direct and indirect relationships between
attitude, perceived service quality and zakah compliance behavior,
while trust acts as a mediator variable. Based on Figure 1, it is
postulated that zakah compliance behavior is influenced by the
variables of attitude, perceived service quality and trust.

4. CONCLUSION AND IMPLICATION
This paper proposed the relationship between attitude and
perceived service quality towards the compliance of zakah
payment. From the literature, it is found that zakah payers would
fulfill their zakah obligation to the zakah institution when they
believe the zakah fund is managed efficiently. Besides fulfilling
their obligation, zakah payers are also able to help improve the
livelihood of the zakah recipients and inculcate the habits of
lending a helping hand to others in order to create a caring and
tolerant society.
This paper has both theoretical and practical contributions. The
paper adopts several behavioral models and theories such as zakah
on the employment income behavioral model by Kamil (2002)
and social exchange theories, in order to develop a new model in
the zakah research area. Thus, it will provide a new perspective in
the zakah behavioral research area where majority of the previous
studies applied the theory on planned behavior. Meanwhile, the
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Figure 1: Research conceptual framework for zakah compliance behavior

trust factor is introduced as a mediator to test the effect of the
relationship between attitude and perceived service quality on
zakah compliance behavior. This study might be able to expand
the zakah compliance behavioral model and provide new insight
to this research area.
There are also several practical contributions, especially to zakah
institutions, where the administrators are able to plan and revise
the strategies to increase the future collection of zakah when
they understand the relationship between attitude, perceived
service quality and trust to zakah payment compliance to zakah
institutions. Moreover, the State Islamic Religion Council will be
able to increase their knowledge and also understand the potential
zakah payers’ behavior. On the other hand, it is hoped that the result
of this study is able to become a useful input for other researchers
who would be involve in zakah research area in future.
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