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Abstract 

Purpose – This study aimed to measure muzakki satisfaction through 
institutional image zakat institutions’ performance and expectation 
disconfirmation theory. 

Methodology – This study uses Structural Equation Modeling Partial Least 
Squares (SEM-PLS) supported by SmartPLS 3.0, with a quantitative 
approach to measure muzakki satisfaction. Data were collected using a 
questionnaire, totaling 395 respondents from all branches of the Baitul Mal 
TAMZIS office. 

Findings – This study shows that institutional image, zakat institution 
performance, and desire disconfirmation have a significant positive effect 
on muzakki satisfaction, while expectation disconfirmation and perceived 
performance do not have a significant effect. This was supported by 
systematic programs and strategies, transparent reporting, and the use of 
electronic money to facilitate muzakki. Baitul Mal TAMZIS, with 42 
branches spread across Wonosobo, Yogyakarta, Central Java, and West Java, 
continues to increase the collection and distribution of Zakat, Infaq, 
Sadaqah, and Waqf (ZISWAF) funds, with 70% of the muzakki becoming 
regular donors. 

Implications – The results of this study can be used by policymakers of 
Islamic Social Institutions such as Zakat Institutions, by paying attention to 
the image of the institution and the performance of zakat institutions. 

Originality – This study uses the theory of expectation disconfirmation, 
which is usually applied to non-profit institutions, to measure muzakki 
satisfaction in zakat institutions. The application of this theory in the context 
of zakat has not been widely explored, thus providing a new contribution to 
the literature on zakat management. 
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Introduction 

Zakat institutions also have a role in introducing and educating the public on matters related to 
Islamic social funding sources and even need to be done by institutions specifically appointed by 
the government (Bin-Nashwan et al., 2021). These institutions are obliged to manage the fund as a 
social movement (Waldelmi, 2021) This institution consists of elements of society and government 
that are formed according to the regional level. Zakat institutions adopt at least three key aspects 
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of trust: trustworthiness, professionalism, and transparency (Abror & Hudayati, 2020; Sudarsono 
et al., 2022). Supported by Zakiy and Falikhatun (2024) in increasing trust, intellectual capital 
management is needed in zakat management organizations. 

The collection activity is an important aspect of zakat institutions because it is a program 
of empowerment activities or activities to implement the vision and mission of the community 
(Nopiardo, 2017). In amil performance, institutions for Zakat, Infaq and Sadaqah (ZIS) funds must 
have objectives including raising funds, collecting muzakki, gathering sympathizers or supporters, 
building an institutional image (brand image), and providing satisfaction to muzakki. Moreover, if 
the quality and capacity of Amil continue to be developed, especially in the field of technology, it 
will become the main solution that must be prioritized (Ahimsa et al., 2023; Indarningsih et al., 
2023; Widiastuti et al., 2021). 

In Indonesia, the performance of the amil in each zakat institution makes various efforts to 
create an image of the institution (Setiawan et al., 2024). These efforts include creating superior 
programs and management systems, and even conducting positive competitions to maintain a positive 
image. This is done because the first perception of muzakki towards zakat institutions greatly influences 
muzakki to pay ZIS through LAZ (Lahuri, 2022). The image of the institution becomes the initial 
assumption of muzakki obtained from the promotion of the institution through brochures or social 
media that shows the latest information, which has an impact on satisfaction (Usman et al., 2022).  

The first perception can be created from expectations, as expectations arise when someone 
obtains information about an institution or product, which is one of the factors shaping satisfaction 
(Azhar & Iskandarsyah, 2019). Satisfaction is an effective state influenced by several factors. 
Meanwhile, expectation disconfirmation theory explains that satisfaction can be influenced by 
expectations, performance, and confirmation.  Consumer satisfaction is based on a person's feeling 
of comfort or disappointment with a product or service (Nursafitri et al. 2023). Another 
consideration for purchase is the perceived enjoyment obtained from the service, which is felt in 
accordance with consumer desires (Salsabila & Widarmanti, 2023). 

In addition to legality, the image of the institution is also a consideration for muzakki to 
channel ZIS funds to the LAZ (Mohd et al., 2016). If an institution has a positive image, it will 
easily influence word-of-mouth, which has an impact on the spread of positive information 
(Mahardika, 2020). Thus, with the image of zakat institutions that now exist in Indonesia, needs to 
be strengthened again because the ideals of the institution are not enough just by the symbols 
(identification) or the products offered. 

The credibility of a company will affect the level of customer confidence in the fact that 
the company has an image with products and services designed to satisfy customers (Selnes, 1993) 
Programs and performance will show the quality of an institution or organization. For every service 
provided, there are different responses and assessments. Service quality influences the initial trust 
in muzakki. Brand awareness is the ability of consumers to identify a brand, and perceived quality 
is the level of quality provided by customers to products and services (Fachry et al. 2021). The 
motivation of muzaki to use LAZ is also evident in the results of the performance provided (Fachry 
et al., 2021). Until now, needs analysis has been the initial element of zakat institutions to increase 
muzakki satisfaction through good service. 

Indirectly, an institution whose performance is poor will affect others' efficiency and 
effectiveness will definitely be less. This is followed by the image of the Zakat institution, which is the 
initial view of the public that will result from the institution. Although Indonesia already has LAZ, amil 
is a problem because, in general, human resources with skills, knowledge, and behavior in the field of 
planning and implementing community empowerment are still very limited. Most zakat institutions are 
new players who choose to become a zakat manager as a side job or as a career choice (Musqari & 
Huda, 2018). However, with the limited ability of zakat institutions, it will be an obstacle for them to 
be able to serve and gain the trust of muzakki to entrust their assets to zakat institutions directly. 

One LAZs that has a program and is consistent in managing philanthropic funds is Baitul 
maal wa Tamwil. Baitul Tamwil is a profit-oriented financial business institution (Yaqin 2021). 
BAZNAS and LAZ are public sector organizations that build an institutional image by providing 
information about the collection and management of ZIS funds to all concerned parties 
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(Masyithoh, 2013). Wonosobo has a BMT, better known as the Sharia Savings and Loan 
Cooperative (KSPPS) BMT TAMZIS. BMT TAMZIS already has high credibility with Sharia 
financial institutions, even BMT TAMZIS is ranked second in Central Java province. The 
management of funds in Baitul maal TAMZIS is said to be carried out by professionals so that 
muzakki trusts that funds can be channeled optimally to Mustahik (Khanifa, 2018).  

Basri et al. (2020) stated that the performance of zakat institutions is an important factor 
in monitoring their success and guaranteeing muzaki satisfaction. Supported by Zakiy and 
Falikhatun (2024), the professionalism of zakat institutions and the effectiveness of the collection 
and distribution of zakat funds. The main reason the researcher chose the focus of research on 
Baitul Maal TAMZIS is that the image of the Baitul Maal TAMZIS institution has developed 
continuously since its inception as KSPPS, which then built the Baitul Mal institution in 2006. The 
special part of TAMZIS that manages ZISWAF is called Tamaddun, which is located at the 
Wonosobo headquarters of TAMZIS. 

This study highlights that zakat, infaq, and Sedekah (ZIS) has significant potential to improve 
the Indonesian economy, provided that there is government support in establishing zakat institutions 
and ensuring that these institutions are competent. This potential is in line with the increasing 
awareness of the Muslim community regarding the obligations of zakat. From the description above, 
the researcher is interested in measuring the satisfaction of muzakki through the institutional image 
at Baitul Maal TAMZIS, which already has high credibility in the eyes of Islamic financial institutions 
regarding the performance of zakat institutions and the theory of expectation disconfirmation. 

 

Literature Review 

Overview Baitul Maal 

Baitul Mal TAMZIS was founded in 2006, and in 2016 baitul maal TAMZIS made changes in terms 
of structure, work system, work pattern, and direction of purpose. The direction of the baitul maal 
TAMZIS goal is da’wah, which leads to benefit and empowerment, especially in TAMZIS members 
and the general public, in accordance with the ideals and objectives of sharia. The uniqueness of 
the baitul maal TAMZIS, which encourages many muzakki to channel ZIS funds, is the diversity 
of its programs. Baitul Maal TAMZIS has social activities in collecting zakat, infaq, shodaqoh, waqf, 
and grant programs. In its implementation, management is carried out by professionals in the 
distribution of optimal benefits to mustahiq, as well as by preaching Islam through good service to 
mustahiq or muzakki. 
 

Performance of zakat institution 

Zakat institution has two important tasks: the basic task of collecting funds and finding the poor, 
while the other task is to educate the people. Zakat institutions become intermediaries between 
muzaki and mustahiq, with the ability to satisfy muzakki through several factors, including the level 
of acquisition of new muzakki, the ability to maintain old muzakki, and the level of muzakki 
satisfaction. The performance of the zakat institution becomes the intensity of muzakki in giving 
zakat to institutions, including knowledge about the preparation of financial reports, and can 
determine a good attitude in service (Yusuf et al., 2021). In addition, the performance of zakat 
institutions can be seen in the social building of the work motivation of amil (Jannah, 2020). Thus, 
there is a need for zakat institutions that are professional, trustworthy, honest, and fair, as well as 
performance management that will create work effectively and efficiently (Rosyid & Islamiyah, 2023). 
 

Institutional image of zakat institution 

According to Andreassen and Lindestad (1998), corporate image is a means for customers to assess 
employee performance and customer satisfaction. An institution’s inability to maintain public trust 
has a negative impact on its reputation. According to Amin and Arif (2024), reputation and integrity 
have direct, positive, and significant effects on trust. During the pre-donation stage, expectations 
of transparency, credibility, and professional services influence the public's decision to entrust their 
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donations (Spreng & Olshavsky, 1993).  Therefore, during the donation process, expectations can 
be influenced by the service attitudes of staff, other customers, and existing facilities. 

Disconfirmation of expectations can occur, both positively when the institution exceeds 
expectations, or negatively when performance does not meet expectations, which can result in the 
cancellation of trust. Therefore, zakat institutions need to consistently manage expectations by 
providing quality services and maintaining transparent communication to build satisfaction, 
maintain reputation, and ensure the sustainability of community support (Qazi et al.,  2017). 
 

 

Figure 1. Model expectation disconfirmations 
Source:  Kesharwani, Mani, Gaur, and Kamble, (2021) 

 
Figure 1 shows that expectations and desires are two separate concepts that have different 

effects on satisfaction  (Kesharwani et al., 2021). Expectation Disconfirmation in zakat institutions 
occurs if the performance of the institution does not meet expectations and affects the level of 
community satisfaction. This can refer to the perception of perceived performance, such as 
transparency in fund management, effectiveness of distribution programs, and professionalism of 
zakat collectors. This perceived performance is an important element that influences both the 
mismatch of expectations and desires (Wahyuni et al., 2021). 

Many community expectations of zakat institutions experience desire disconfirmation 
when the services of zakat institutions do not meet the deep desires of muzakki, such as 
empowerment of mustahik or innovation of social programs. This factor strengthens the influence 
of perception on overall satisfaction and the information obtained through recommendations or 
testimonials from trusted people (Mohd et al., 2016). Therefore, in measuring overall satisfaction, 
muzakki is influenced by discrepancies in expectations, perceived performance, and desires. If the 
zakat institution is able to meet or exceed the expectations and desires of muzakki, the level of 
satisfaction will increase. Conversely, if there is a significant discrepancy, satisfaction will decrease. 
 
Hypotheses Development 

The effect of zakat institution performance on muzakki at zakat institutions 

Research on the performance or service of zakat Institutions on muzakki Satisfaction. Six key 
elements have contributed to muzakki satisfaction: uniform zakat distribution, knowledgeable amil 
officers, professionalism of amil officers, simplicity of the zakat collection process, zakat 
distribution, and government certifications. To preserve the favorable opinion of muzakki, 
BAZNAS must uphold these elements (Ayuniyyah, 2019). In addition, there is a need for 
transparency, professionalism, and communication between zakat institutions and donors or 
muzakk. Muzakki can see the condition of an institution through the quality of its services in the 
form of innovative and creative programs. In addition, the services provided to muzakkimuzakki 
are of quality. According to Syakuro and Fikriyah (2020), starting from the unrealized potential of 
zakat, zakat institutions are required to implement marketing strategies and provide good services 
to muzakki. The results showed that the quality of Islamic services had a significant and positive 
effect on muzakki satisfaction (Syakuro & Fikriyah, 2020). 

Supported by Yuliafitri and Rivaldi (2017), research, the implementation of total quality 
management, the implementation of good governance simultaneously, Apriliani’s (2022) service 
and trust together, and service and satisfaction create a sense of loyalty to muzaki, which has a 

Expectation 
Disconfirmation 

Perceived Performance Overall Satisfaction 

Desire Disconfirmation 
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significant positive effect on muzakki satisfaction. Krisdayanti et al. (2023) found that performance 
in terms of transparency does not affect the level of satisfaction with BAZNAS muzakki in Musi 
Banyuasin Regency. Based on this, we propose the following hypothesis: 
H1: The performance of zakat institution has a positive effect on muzakki satisfaction. 

 
The effect of zakat institution image on muzakki satisfaction 

The image of a zakat institution is an initial picture before the formation of public expectations 
regarding the quality of an institution. The need for an image institution is caused by institutions 
that need the public to build trust and be willing to donate (Sudarsono et al. 2022). A good image 
is reflected in transparency in fund management, accountability of financial reports, and the real 
impact of programs on the community. In addition, this image is influenced by the values adopted, 
such as integrity, justice, and compliance with Sharia principles. Many previous studies have shown 
the positive influence of a company's image on customer satisfaction. For example, (Gunawan, 
2017) found a significant positive influence of the quality of images of zakat institutions on 
Muzakki. Similarly, Musqari and Huda (2018) stated a positive effect of loyalty to continue issuing 
zakat through zakat institutions’ images on Muzakki. Meanwhile, Saad et al. (2023) showed that the 
environment, resources, and history Zakat Institution had a significant direct effect on e-customer 
loyalty. Based on these studies, the second hypothesis is proposed as follows. 
H2: Institutional image has a positive effect on muzakki satisfaction. 

 
The effect of expectation disconfirmation on muzakki satisfaction 

The community expectations of zakat institutions play an important role in shaping stakeholder 
trust, satisfaction, and loyalty. During the pre-donation stage, expectations of transparency, 
credibility, and professional services influence the community's decision to entrust their donations 
(Spreng & Olshavsky, 1993). Therefore, during the donation process, expectations can be 
influenced by the service attitudes of staff, other customers, and existing facilities. Numerous earlier 
studies indicate that expectation indicators that strongly influence the value of customer satisfaction 
are positive (Qazi et al., 2017). Attitude expectations towards professional zakat and subjective 
norms influenced Muzakki satisfaction. Mukhibad et al. (2019) and Sadili et al. (2024) stated that 
reputation and transparency of LAZ through muzakki religiosity has a positive effect on muzakki 
satisfaction. Based on this, this research proposes the following third hypothesis: 
H3: Expectation disconfirmation has a positive effect on muzakki satisfaction.’ 
 
The effect of desire on muzakki satisfaction 

Zakat institutions that are able to provide mutually beneficial services, reliable systems, and 
transparent communication systems and are able to meet the needs of the community through a 
personal and empathetic approach can have a positive impact. With increasing public awareness of 
the issue, the reputation of the institution is becoming stronger, and its reach is becoming wider. 
Thus, when public awareness of paying zakat to a trusted institution increases, the public's desire to 
donate increases. The intention of muzakki to distribute zakat through institutions is influenced by 
many factors. According to Hamdani et al. (2024), improving social-media-based services through 
the integration of important data can influence muzakki satisfaction. Supported by Sunarsih et al. 
(2023), the provision of technology-based services that are more accessible and affordable can 
influence satisfaction in muzaki. All services provided by zakat institutions are strengthened by good 
Islamic corporate governance in an effort to increase muzaki satisfaction (Junjunan 2020). Supported 
by Lovenia and Adnan (2019) with good zakat institutional behavior can increase satisfaction with 
zakat institutions. The research then advances the following four hypotheses in light of this: 
H4: Desire has a positive effect on muzakki satisfaction. 
 
The effect of muzakki perceived performance on other muzakki satisfaction 

Muzakki can share their experiences with others when they see that zakat institutions perform well, as 
evidenced by the program's actual impact, transparency of reports, and ease of process. In addition, 
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several studies have also investigated the effect of performance or service and the image of the 
institution on customer satisfaction. Previous research suggests that muzakki loyalty to zakat 
management organizations will increase as muzakki trust them more through PSAK 109 accountability, 
satisfaction, service quality, religiosity, and transparency (Muthaher & Wahyundaru, 2023). Unlike the 
findings of Muflih (2023), muzakki adoption behavior was not significantly influenced by the 
perception of muzakki satisfaction. Based on this, this study makes the following five hypotheses. 
H5: Muzakki perceived performance has a positive effect on other muzakki satisfaction. 

 

Muzakki satisfaction 

In Law Number 38 of 1999, Article 1 states that muzakki can be called Muzakki, who is a Muslim or a 
body that has the obligation to pay zakat (UU RI No. 38 Thn. 1999 Tentang Pengelolaan Zakat, 1999). 
Muzakki will increase zakat payments based on the satisfaction of the services provided by the Zakat 
Institution. This is often related to the implementation of Good Corporate Governance, including zakat 
planning, a simple zakat payment system, monitoring of zakat distribution, and reporting systems 
(Nasution, 2021). Based on the findings of Ayuniyyah ’s(2019) research at BAZNAS, there are six key 
elements that contribute to the sense of satisfaction of the institution’s muzakki: equitable distribution 
of zakat, amil officers who have complete information, professionalism of amil officers, simplicity of 
the zakat collection process, zakat distribution, and government certification. It is important for zakat 
payers (the real owners of BAZNAS and LAZ) to ensure that the zakat they pay is used effectively for 
their best interests. Thus, they require good corporate governance in zakat management organizations 
(Organisasi Pengelola Zakat, OPZ). (Lovenia & Adnan, 2019). 

One of the main reasons muzaki channel zakat funds through zakat institutions is the 
performance satisfaction factor of zakat institutions, measured by the quality of zakat institution 
performance for muzaki, or service quality (Gunawan, 2017). Other indicators for measuring 
muzaki satisfaction include the quality of the products offered, the emotions caused by interactions 
with zakat institutions, and the costs incurred for zakat institutions (Erlina & Suryaningsih, 2018). 

If muzaki achieves satisfaction with a high value, it will affect loyalty to continue issuing zakat 
through zakat institutions (Musqari & Huda, 2018). Even the behavior of zakat institutions can 
reduce satisfaction with zakat institutions in the absence of security and comfort guarantees 
(Abdiannur & Arifin, 2019). Therefore, to maintain muzaki satisfaction, zakat institutions must 
adopt a strategy (Wahyudi & Puspita, 2022).  

Briefly, the proposed model illustrates the overall hypotheses addressed in this study (see 
Figure 2). 
 

 
Figure 2. Research model of muzakki satisfaction  

Source: Authors’ construct 
 

Research Methods 

The purpose of this study was to assess muzakki satisfaction using the theory of disconfirmation 
of expectations in Baitul Maal TAMZIS and the institutional image of the performance of zakat 
institutions. The number of indicators used to measure the six variables studied in this study was 

Performance of Zakat 
Institution 

Institution Image 

Expectation 
Disconfirmations 

Perceived Performance 

Desire Disconfirmation  
 

Muzakki 
Satisfactions 
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considered when determining the sample size of the study. According to Hair et al. (2017), research 
using Structural Equation Model (SEM) analysis requires a sample size at least five times more than 
the total number of indicators. This study used 28 indicators, including one endogenous variable 
and five exogenous variables (used to measure muzakki satisfaction). Sampling was performed 
using the silvening method. The formula is as follows: 

s = 
𝑛

1+𝑁.𝑒2
 

s = 
21000

1+21000.0.052
 

s = 392,52336 
 
Therefore, with a population of 20,000 respondents, the researcher used a 5% error range 

measurement to obtain a sample size using the Sloving formula calculation in this study of 
392.52336, so that it was rounded up to 395 samples. The sample of this research consists of Baitul 
Maal TAMZIS muzakki, who have distributed zakat, infaq, or shodaqoh funds through Baitul Mal 
TAMZIS. The measurement indicators for each variable were determined based on the following 
references. 

 
Table 1. The definition of operational variables 

Variable  Sub.variable Indicator Reference Statement 

Zakat 
Institution 
Performance 

Input  

Capable  
sub-resources 

(Mahomed, 
2022)  

Zakat institution has 
knowledge 

Revenue performance 
Zakat institution is able to 
carry out his duties on 
receiving ZISWAF funds 

Proses  

Targeting (Abror & 
Hudayati, 2020; 
Sudarsono, at. 
all, 2022) 

Zakat institution is able to 
determine the mustach of 
ZISWAF funds 

Transparency in 
management 

Zakat institution conducts 
management openly and 
transparently. 

Output  

Form of program 
(Ayuniyyah, 
2019) 

Zakat institution has a 
ZISWAF fund distribution 
program 

Distribution 
performance 

Zakat institution is able to 
distribute ZISWAF funds 
appropriately 

Outcome  

Accountability 
reporting 
performance 

(Bilo & 
Machado, 2020a) 

Zakat institution conducts 
report preparation and 
reports 

Effectiveness and 
contribute in 

Zakat institution 
performance is effective and 
able to contribute to the 
welfare of mustahik. 

Image 
Institution 

Personalitiy  

Baitul maal 
institutions have 
characteristics.  

(Yumna & 
Clarke, 2019) 

Baitul maal institution has 
characteristics in the minds 
of muzakki 

Baitul maal Institution 
has responsibility to 
muzakki. 
Baitul maal institution 
can be trusted by the 
community. 

Reputation 
Good reputation 

(Krisdayanti et 
al., 2023) 

Baitul maal TAMZIS 
institution has a good 
reputation. 

Widely recognized 
Financial transparency 

Value 
a. The institution has 

management with a 
(Zakiy & 
Falikhatun, 

Baitul maal TAMZIS 
institution gives an 
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Variable  Sub.variable Indicator Reference Statement 

caring attitude 
towards muzakki. 

2024) 
(Wahyundaru & 
Muthaher, 2023) 

impression or information to 
influence muzakki 

b. Fast and 
responsive. 

c. A reliable 
organization 

Corporate 
identity 

a. Has an identifying 
mark (logo). 

(Wahyudi & 
Puspita, 2022) 

Baitul maal Institution has an 
identification mark for 
muzakki 

b. Has a strategy 
c. Have a vision, 

mission and motto 
of the institution. 

Expectation 
Disconfirmation 

Word of mouth 
comunication 

Words or 
recommendations 
from muzakki, 
experts, coworkers, 
friends, family, etc. 

(Mohd et al., 
2016) 

Muzakki expect 
recommendations obtained 
from experts, colleagues, 
friends, and family to be 
appropriate 

Past experience 
Past experience 
provides hope 

(Azhar & 
Iskandarsyah, 
2019;  Qazi et 
al., 2017). 

Experience is in accordance 
with Muzakki expectations 

Information 
feasibility 

Promotions/advertise
ments offered by 
baitul maal TAMZIS 
give muzakki hope 

(Usman et al., 
2022) 

Promotion/Advertising 
offered by baitul maal 
TAMZIS in accordance with 
the expectations of muzakki 

Security 

Security in the 
delivery of funds 
provides Muzakki 
expectations 

(Abdiannur & 
Arifin, 2019) 

Security in the delivery of 
funds in accordance with the 
expectations of muzakki 

Speed 

The speed of service 
of baitul maal 
TAMZIS gives 
muzakki expectations 

(Latif et al., 
2022) 

Speed of service baitul maal 
TAMZIS in accordance with 
the expectations of muzakki 

Facilities 
Baitul maal TAMZIS 
facilities provide 
Muzakki expectations 

(Harahap et al., 
2023) 

Baitul maal TAMZIS 
facilities in accordance with 
the expectations of muzakki 

Perceived 
Performance 

Tangiabel 

Comfortable service 
office 

(Salsabila & 
Widarmanti, 
2023) 

Baitul maal has physical 
facilities in the form of 
buildings, waiting rooms, 
toilets, etc 

Adequate facilities 

Reliability 

Reliable capability (Kotler & 
Armstrong, 
2010; Wilson et 
al., 2016) 

The ability of Zakat 
institution can be relied upon 
in receiving and distributing 
funds 

Consistent service at 
Baitul maal TAMZIS. 

Responsivenes 

Willingness to help (Muthaher & 
Wahyundaru, 
2023; Salsabila & 
Widarmanti, 
2023) 

Awareness of Zakat 
institution to help muzakki 
to fulfill their expectations 
and desires 

Fast and responsive 
service 

Assurance 
Knowledgeable amil 

(Ayuniyyah, 
2019; Kotler & 
Armstrong, 
2010) 

Amil has knowledge of 
ZISWAF 

Amil who is 
responsible 

Amil is responsible for his 
duties.  

Empaty 
Provide attention to 
Muzakki. 

(Bilo & 
Machado, 
2020b) 

Amil pays attention to the 
needs of Muzakki  

Desire 
Disconfirmation 

Personal need 
Muzakki needs can be 
met by baitul maal 
TAMZIS 

(Wilson et al., 
2016)  

The needs that Muzakki 
want can be met by baitul 
maal TAMZIS 
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Variable  Sub.variable Indicator Reference Statement 
Compliance with the 
wishes of Muzakki  

Information 
retrieval 

Baitul maal TAMZIS 
provides information 
to Muzakki  

(Spreng & 
Olshavsky, 1993) 

The suitability of 
information obtained by 
Muzakki regarding what 
happened in Baitul maal 

System 
reliability 

Baitul maal TAMZIS 
has a management 
system (Spreng & 

Olshavsky, 1993) 

Baitul maal TAMZIS fund 
management system in 
accordance with the wishes 
of Muzakki  

Baitul maal TAMZIS 
develops the existing 
system. 

Comfortable 
service quality 

Service quality in 
accordance with the 
wishes of Muzakki  

(Spreng & 
Olshavsky, 1993; 
Wahyundaru & 
Muthaher, 2023) 

The suitability of service 
quality to the wishes of 
Muzakki  

Muzakki 
satisfaction 

Expectation 
match 

The service obtained 
is in accordance with 
or exceeds what the 
muzakki expects. 

(Sadili et al., 
2024) 

Overall, Muzakki feel satisfied 
and happy as expected, 
Muzakki use Baitul maal in the 
distribution of ZIS funds 

Interest in 
revisting 

Muzakki return to use 
the services of baitul 
maal TAMZIS 

(Lovenia & 
Adnan, 2019) 

Muzakki are making a repeat 
visit to Baitul maal TAMZIS 
to channel ZIS funds 

Comfortable 
service quality 

The quality of service 
that Muzakki get is 
satisfactory 

(Wahyundaru & 
Muthaher, 2023) 

Overall, Muzakki are 
satisfied and happy with 
Zakat institution's services. 

Recommend to 
others 

Muzakki have the 
potential to 
recommend to others 

(Syakuro & 
Fikriyah, 2020) 

After donating, Muzakki 
recommend Baitul maal 
TAMZIS to other potential 
Muzakki  

Source: Author 

 
Table 1 defines the operational variables related to the performance of zakat institutions, 

institutional image, expectation disconfirmation, perceived performance, desire for 
disconfirmation, and muzakki satisfaction. Zakat institutions’ performance is assessed through 
inputs, processes, outputs, and outcomes, including factors such as resource capability, 
transparency, and accountability. Institutional image is measured through personality, reputation, 
values, and corporate identity, ensuring trust and recognition among muzakki. Expectation 
disconfirmation focuses on the alignment between muzakki expectations and their experiences, 
which is influenced by word-of-mouth communication, security, speed, and facilities. Perceived 
performance evaluates the tangible aspects, reliability, responsiveness, assurance, and empathy of 
the zakat institution in meeting the muzakki needs. Finally, muzakki satisfaction is determined by 
how well the institution meets expectations, influences repeat visits, and encourages 
recommendations, reflecting overall service quality and trust in zakat fund distribution. 

The data analysis in this study utilized the partial least squares (PLS) approach, a variant-
based structural equation Modeling (SEM) technique. SEM offers advantages over other analytical 
methods as it can validate theoretical values while providing highly accurate and robust data analysis 
results (Hair et al., 2017). A positive effect in this study is determined when the regression 
coefficient of each variable is positive. PLS-SEM analysis consists of two sub-models: the 
measurement model (outer model) and the structural model (inner model). The measurement 
model illustrates how the observed variables represent latent constructs, whereas the structural 
model evaluates the relationships and estimation strengths between latent variables. This method 
is used to examine the effects of zakat institution performance, institutional image, and expectation 
disconfirmation on muzakki satisfaction at Baitul Maal TAMZIS. The analysis was conducted using 
SmartPLS software version 3.0 to ensure comprehensive and reliable results. 
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Results and Discussion 

Characteristics of respondents 

Table 2 presents respondent data based on location, education level, profession, and income. The 
majority of respondents are from Central Java (42.30%), followed by West Java (28.60%) and 
Yogyakarta (25.10%), while only 4.10% come from East Java. In terms of education, most 
respondents hold an undergraduate degree (58.70%), whereas those with education below high 
school level account for 23.50%. Respondents with a diploma make up 15.20%, while only a small 
percentage have postgraduate (2.30%) or doctoral (0%) education. This indicates that the majority 
of survey participants have a relatively high level of education.   

Regarding profession, most respondents worked in the private sector (72.40%), whereas 
government employees accounted for only 5.60%. No respondents worked as lecturers or students, 
while 22% fell into other professional categories. In terms of income, the largest group earned 
between IDR 3,600,000 and IDR 5,500,000 (34.40%), followed by those earning more than IDR 
5,600,000 (32%). Meanwhile, only 0.50% of respondents earn less than IDR 1,000,000, indicating 
that the majority of respondents belong to the middle-to-upper-income group. Overall, these data 
reflect the demographic characteristics of respondents who are predominantly private-sector 
employees with undergraduate education and middle-income levels. 
 

Table 2. Respondent data 

  Item  Quantity (n) Percentage (%) 

Location 

West Java 113 28,60% 

Central Java 167 42,30% 

Yogyakarta 99 25,10% 

East Java 16 4,10% 

Education 

Below SLTA  93 23,50% 

Diploma 60 15,20% 

Undergraduate 232 58,70% 

Postgraduate 9 2,30% 

Doctoral 1 0% 

Profession 

Government Employees 22 5,60% 

Private Employees 286 72,40% 

Lecture 0 0,00% 

Student 0 0,00% 

Others 87 22% 

Income 

< IDR 1.000.000 2 0,50% 

IDR 1.600.000 to IDR 2.500.000 39 9,90% 

IDR 2.600.000 to IDR 3.500.000 91 23,00% 

IDR 3.600.000 to IDR 5.500.000 136 34,40% 

> IDR 5.600.000 127 32% 

Source: Primary data processing result 

Measurement model (Outer model) 
As discussed briefly in the methodology section, the measurement model (outter model) is an 
important step in conducting research, especially when using SEM PLS.  In conducting the outer 
model, ensuring reliability, convergent, and discriminant validity should be carried out. To achieve 
reliability, a loading factor above 0.70 are recommended, indicating construct explains more than 
50% of the variance of the indicator (Hair et al., 2019). In addition, Cronbach’s alpha is the most 
common coefficient used for internal consistency to ensure reliability. A value greater than 0.70 to 
be considered reliable. However, composite reliability provides a more appropriate measure of 
internal consistency (Hair et al., 2014). 
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Composite Reliability (CR) is used to measure the extent to which a construct variable and 
its items are reflected in structural equation modelling. As a rule of thumb, a CR value of 0.70 and 
above is considered acceptable (Hair et al., 2014). Additionally, convergent and discriminant values 
were examined to validate the test. Convergent value was used to test the extent to which the 
construct converged to explain the variance of its item (Hair et al., 2019). The Average Variance 
Extracted (AVE) is commonly used to examine convergent validity among item measures. An 
acceptable AVE is 0.50 or higher indicating that the construct explains at least 50 per cent of the 
variance of its items (Hair et al., 2019).   

In this study, an outer model analysis was initially performed using all 31 items in the 
questionnaire. However, factor loadings of less than 0.70  (were recommended by Hair et al. (2019) 
for items KAZ6, KAZ7, KAZ8, CL4, EDT2, EDT5, DD3, PP3, and PP5 (see Table 3). Hence, 
re-running the data by excluding these items is required. The following table shows the results of 
the reliability and validity tests after re-running the data.  
 

Table 3. Reliability and validity test    

Construct Item code Outer 
loading 

AVE Cronbach’s 
Alpha 

Composite 
reliability 

Institutions image (CL) CL1 0.771 0.646 0.725 0.845 
CL2 0.888 
CL3 0.746 

Desire disconfirmation (DD) DD1 0.795 0.589 0.652 0.811 
DD2 0.742 
DD4 0.764 

Expectation disconfirmation 
(EDT) 

EDT1 0.761 0.605 0.783 0.859 
EDT3 0.741 
EDT4 0.834 
EDT6 0.772 

Muzakki satisfaction (K) K1 0.844 0.737 0.822 0.894 
K1 0.853 
K1 0.878 

Zakat institution performance 
(KAZ) 

KAZ1 0.806 0.665 0.873 0.908 
KAZ2 0.881 
KAZ3 0.759 
KAZ4 0.752 
KAZ5 0.871 

Perceived performance (PP) PP1 0.778 0.615 0.687 0.827 
PP2 0.812 
PP3 0.762 

Source: Data processing 

 
As presented in Table 3, all constructs are in the threshold value for outer loading >0.70, 
AVE>0.50, Cronbach’s alpha > 0.70, except for Desire Disconfirmation (DD), Perceived 
Performance (PP), and composite reliability >0.70, indicating that the model was considered 
reliable. With regard to this, Cronbach alpha between 0.60 to 0.70 are acceptable since composite 
reliability is higher than 0.70 (Hair et al., 2014). 
 

Table 4. Fornell-Larcker criterion 

 CL DD EDT K KAZ PP 

Institutions image 0.804      
Desire disconfirmation 0.523 0.767     
Expectation disconfirmation 0.559 0.660 0.778    
Muzakki satisfaction 0.681 0.600 0.562 0.858   
Zakat institution performance  0.740 0.551 0.579 0.717 0.816  
Perceived performance 0.617 0.670 0.721 0.640 0.663 0.784 

Source: Data processing 
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Next, discriminant validity, which is the extent to which a construct is empirically distinct 
from other constructs, is assessed (Hair et al., 2019). Validity may be measured using the Fornell 
and Larcker criteria (Hair et al., 2014). The method shows that the construct shares more variance 
with its indicators than any other construct. To examine this, the AVE of each construct should 
be higher than the highest squared correlation with any other construct (Hair et al. 2014). The 
values of the Fornell and Larcker criteria are presented in the Table 4.  

Table 4 presents the Fornell-Larcker criterion used to assess the discriminant validity of 
the constructs in the model. The diagonal values represent the square root of the Average Variance 
Extracted (AVE) for each construct, indicating how well each construct is distinct from the others. 
The results showed that all diagonal values were higher than the correlations between the 
constructs, confirming satisfactory discriminant validity. Notably, zakat institution performance 
was strongly correlated with muzakki satisfaction (0.717), while expectation disconfirmation was 
closely related to perceived performance (0.721), highlighting their significant relationships within 
the model. 
 
Structural model assessment (Inner model) 

Structural model analysis (inner model) was conducted by examining the coefficient of determination, 
as reflected in the R-squared and R-squared adjusted values based on the research model. According 
to Hair et al. (2017), an R-Square value of 0.75 is considered high, 0.50 is moderate, and 0.25 is low. 
In this study, the R-Square Adjusted value for muzakki satisfaction was 0.633, indicating that 63.3% 
of the variation in muzakki satisfaction was explained by the independent variable: zakat institution 
performance, institutional image, expectation disconfirmation, perceived performance, and desire 
disconfirmation. The R-squared value of 0.63 suggests that the model falls within the moderate-to-
high category in explaining the dependent variable.   

Following the R-square analysis, the next step was to evaluate the effect size (F-square) to 
determine the strength of the model. Hair et al. (2017) classified the F-square effect sizes as low 
(0.02), moderate (0.15), and high (0.35). In this study, the institutional image variable on satisfaction 
had an F-Square value of 0.073, desire disconfirmation on satisfaction was 0.054, and zakat 
institution performance on satisfaction was 0.134, indicating a low to moderate influence. 
Meanwhile, expectation disconfirmation (0.000) and perceived performance (0.013) on satisfaction 
were classified as having low effect sizes.   

After assessing the R-squared and F-squared values, the next step was to evaluate the model 
fit using the Standardized Root Mean Square Residual (SRMR). A model is considered a good fit 
if the SRMR value is below 0.08, while values between 0.08 and 0.10 are still acceptable. The closer 
the SRMR value is to zero, the better the model fit. In this study, the SRMR value was 0.041, 
indicating that the model was well-fitted and suitable for analysis. 

 
Hypothesis testing and discussion 

Table 5 presents the results of the hypothesis testing, showing the relationships between 
institutional image, desire disconfirmation, expectation disconfirmation, zakat institution 
performance, and perceived performance on muzakki satisfaction. The findings indicate that 
institutional image has a significant positive effect on satisfaction, with an original sample value of 
0.246, T-statistic of 3.686, and p-value of 0.000, indicating that the hypothesis is supported. 
Similarly, desire disconfirmation significantly influences satisfaction (0.194, T = 4.040, p = 0.000), 
as does zakat institution performance, which has the strongest effect among all the variables (0.339, 
T = 4.766, p = 0.000). These results suggest that institutional reputation, effective service delivery, 
and institutional performance play crucial roles in shaping muzakki satisfaction.     

Conversely, expectation disconfirmation did not have a significant impact on satisfaction, 
as indicated by an original sample value of 0.008, a T-statistic of 0.138, and a p-value of 0.890, 
leading to its rejection. Likewise, perceived performance had a weak influence on satisfaction, with 
an original sample value of 0.128, a T-statistic of 1.951, and a p-value of 0.052, making it statistically 
insignificant. These findings suggest that while institutional credibility and service quality contribute 
to muzakki satisfaction, discrepancies between expectations and actual experiences as well as 
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perceived performance do not strongly determine overall satisfaction. This finding highlights the 
need for zakat institutions to enhance their reputation and operational efficiency to ensure a more 
positive impact on muzakki perceptions and trust. 
 

Table 5. The results of hypothesis testing 

  
Original 
Sample  

T Statistics  p-value Remarks 

Institution image → Satisfaction 0.246 3.686 0.000 Supported 

Desire disconfirmation → Satisfaction 0.194 4.040 0.000 Supported 

Expectation disconfirmation → Satisfaction 0.008 0.138 0.890 No Supported 

Zakat institution performance → Satisfaction 0,339 4.766 0.000 Supported 

Perceived performance → Satisfaction 0,128 1.951 0.052 No Supported 

Source: Results of SEM analysis tool calculations 

 
Based on Table 5, the institution’s image affects muzakki satisfaction. It is evident that the 

p-value is smaller than 0.05 (5%). The image of the institution is one of the important aspects that 
will be considered by the community before they submit ZIS funds to the institution (Gunawan, 
2017). Musqari and Huda (2018) stated a positive effect of loyalty to continue issuing zakat through 
zakat institutions’ images on Muzakki. Saad et al. (2023) explained that an institution’s image has a 
significant positive effect on satisfaction. If someone has donated ZIS funds through an institution 
that has a good image, muzakki satisfaction will be fulfilled. In this study, TAMZIS was able to 
show that the indicators of institutional image were fulfilled in order to provide satisfaction with 
muzakki s. The four indicators were personality in the form of characteristics, responsibility, and 
trust. Second, reputation is seen from various points of view, financial transparency, and the ability 
to be widely recognized by the public. Third, it is valued in terms of management, speed, 
responsiveness, and reliability. The fourth is identity, in which all respondents agree that baitul maal 
TAMZIS has an identifying mark, strategy, clear vision, mission, and motto. 

Similar to the first hypothesis, this result supports the second hypothesis, where the p-value 
is smaller than 0.05, indicating that the disconfirmation of desire has a significant positive effect 
on muzakki satisfaction. According to Hamdani et al. (2024) and Sunarsih et al. (2023), the 
disconfirmation of desires has a significant positive effect on muzakki satisfaction. The results of 
this study indicate that muzakki have a desire to donate ZIS funds through institutions, such as 
fulfilling needs, suitability of information, management systems, and suitability of service quality. 
Muzakki’s need for zakat institutions is to channel ZIS funds so that they can be distributed and 
utilized properly by the right mustahik (Wahyundaru & Muthaher, 2023). Regarding the suitability 
of information, management and distribution information can be trusted and have a good system 
(Yumna & Clarke, 2019). Thus, if these desires are fulfilled, muzakki satisfaction will be achieved; 
however, if they are not fulfilled, dissatisfaction will occur. 

However, the third hypothesis was not supported by the results of this study. This shows 
that expectation disconfirmations do not have a significant effect on muzakki satisfaction, because 
the p-value of 0.935 is greater than 0.05. The results obtained are not in accordance with previous 
research (Kamal & Hidayah, 2022; Mukhibad et al., 2019; Sadili et al., 2024), which explains that 
expectation disconfirmation has a significant effect on muzakki satisfaction. However, this study 
shows that expectation disconfirmation has no effect on muzakki satisfaction. Expectations 
disconfirmation can be seen from the words or recommendations that muzakki get from other 
people, past experiences, 95 promotions or advertisements, security, speed, and facilities offered 
by baitul maal to muzakki. TAMZIS always conducts better evaluations in governance and 
administration. Therefore, it is undeniable that the first experience is not the same as the second, 
third, etc. In addition to past experience, there is also the speed of TAMZIS baitul maal services. 
Furthermore, the results of this study indicate that muzakki have expectations when donating ZIS 
funds through institutions. These expectations are obtained from experts, colleagues, families, or 
the community who have channeled ZIS funds through the baitul maal TAMZIS institution. These 
expectations can also be generated from promotions, security, speed of service, and facilities 
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physically seen by muzakki. Thus, if these expectations are met, muzakki satisfaction will be 
achieved, but if they are not met, muzakki dissatisfaction will be experienced by muzakki (Mahfudz 
et al., 2023). 

The results of testing the fourth hypothesis showed a relationship between the performance 
variables of zakat institutions and muzakki satisfaction. It was proven that the p-value was lower 
than 0.05. The fourth hypothesis was supported by the test results. The results obtained are in line 
with research conducted by Ayuniyyah (2019) and Yuliafitri and Rivaldi (2017), which explains that 
performance has a positive effect on satisfaction. The outcome in the form of reports, baitul maal 
TAMZIS reports on all collection, management, and distribution of all ZISWAF funds, so that 
muzakki can see the effectiveness of fund distribution. Then, the results of this study provide 
implications for zakat institutions to pay attention to their performance of zakat institution, because 
zakat institutions play a very important role in muzakki (Bilo & Machado, 2020; Ramadania & 
Shauki, 2023). Zakat institutions collect, manage, and distribute ZIS funds. With these various 
tasks, a zakat institution must have knowledge, a sense of responsibility, and trustworthiness to 
maintain trust and achieve muzakki satisfaction. Even in this study, the performance of zakat 
institutions was the biggest factor affecting muzakki satisfaction. 

The P-value is 0.066, which is greater than 0.05, indicating that perceived performance has 
no significant effect on muzakki satisfaction. Regardless of whether perceived performance 
increased or decreased, there was no impact on muzakki satisfaction. The results of this study 
differed from those of Muthaher and Wahyundaru (2023). Unlike Muflih’s (2023) findings, 
muzakki adoption behavior was not significantly influenced by the perception of muzakki 
satisfaction. As for zakat institutions with various abilities, muzakki still does not feel aware of 
them. Baitul Maal TAMZIS, to optimize performance and services, has tried to choose amil who 
are competent in working so that it is no longer used as a side job by amil. Baitul maal TAMZIS 
serves directly by way of muzakki coming to office. However, Baitul Maal TAMZIS has used digital 
developments by creating various applications to make it easier for muzakki to donate without 
having to come directly to the office. So from the five variables above it can be concluded that 
there are three variables that affect muzakki satisfaction, then two variables do not affect muzakki. 
99 The results of this study indicate that the hypothesized value of Baitul Maal TAMZIS Muzakki 
satisfaction with R2 is 0.63, which means that the independent variable determines the dependent 
variable by 63%. The results of this study indicate an R2 value of 0.63, which means that the 
independent variable determines the dependent variable by 63%. 
 

Conclusion  

The results of this study indicate that in line with the objectives of the study which want to explore 
that the satisfaction of muzakki in the TAMZIS baitul maal is significantly influenced by the 
performance of zakat institutions and the image of the institution. The performance of zakat 
institutions has a P value of 0.000, which is smaller than 0.05 (5%), indicating a significant positive 
influence on the satisfaction of muzakki. Likewise, the image variable of the institution also has a 
P-value of 0.000, which indicates a significant positive influence on the satisfaction of muzakki in 
the TAMZIS baitul maal. However, the disconfirmation variable that does not have a significant 
influence on the satisfaction of muzakki is the expectation factor, which has a P value of 0.935, 
which is greater than 0.05 (5%); the perceived performance factor has a P value of 0.057, which is 
also greater than 0.05 (5%). Meanwhile, the desire factor has a P-value of 0.000, which indicates 
that the satisfaction of muzakki has a positive effect.  

In this study, there are implications: Zakat institutions such as Baitul Maal TAMZIS must 
continue to improve the performance of ZISWAF management and maintain a positive image to 
maintain and increase the satisfaction of muzakki by paying attention to the emotional desires of 
muzakki more personally with stakeholders. However, the limitations of this study are that it was 
conducted only at one institution, so the results cannot be generalized to other institutions. The 
factors that influence muzakki satisfaction, such as trust and loyalty, have not been explained in 
depth. 
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