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Abstract: The digital transformation of Islamic philanthropy has reshaped
donor behavior, yet the mechanism binding technology and long-term loyalty
remains underexplored. This study examines the impact of digital zakat
service quality on muzakki loyalty, while incorporating institutional image as
a moderating variable. Employing a quantitative approach with an associative
causal design, the research surveyed 72 active digital donors of Lazismu East
Java using purposive sampling. Data were analyzed using Moderated
Regression Analysis (MRA) via IBM SPSS 20. The findings reveal that digital
service quality has a significant influence on loyalty (¢ = 6.769, B = 0.629),
confirming that efficiency and transparency are primary drivers of retention.
Crucially, institutional image functions as a quasi-moderator (S7g. = 0.028),
effectively strengthening the causality between technical service performance
and donor commitment. These results suggest that while technology serves as
an engine for efficiency, institutional reputation acts as a trust anchor. The
study contributes to the literature by demonstrating that hybrid strategies
combining high-tech service and high-trust branding are essential for
sustaining muzakki loyalty in the competitive digital era.
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Introduction

Indonesia holds a strategic position as the country with the largest
Muslim population in the world, which inherently holds enormous potential
for Islamic philanthropy (Suryadin et al., 2022). This demographic strength
positions zakat as a vital instrument in achieving economic equality and
alleviating national poverty. Law No. 23 of 2011 on Zakat Management has
provided a strong legal basis for the National Zakat Agency (BAZNAS) and
Zakat Institutions (LAZ) to manage community funds professionally and
independently (UU No. 23 Tahun 2011, n.d.). Based on the Gross Domestic
Product (GDP) approach, the national zakat potential is projected to reach
trillions of rupiah annually. The optimization of these social funds promises
financial independence for mustahik and can become a pillar supporting the
country’s economy. Zakat serves as a unique mechanism for wealth
redistribution, possessing both a spiritual dimension and a tangible socio-
economic impact (Mursal et al., 2023). Effective management requires a
transformation from a conventional approach to a more structured and
accountable system, ensuring that funds are distributed to the right targets.
Public trust is the main capital in this ecosystem, considering that donors or
muzakki need certainty that their contributions provide optimal benefits to
recipients (Rahayu, 2019).

The realization of national zakat collection still shows a significant gap
compared to its theoretical potential. Statistical data indicate that the level of
public participation in distributing zakat through official institutions still
needs stronger encouragement (Karnadi, n.d.). This phenomenon reveals that
structural and cultural factors influence people’s preferences in choosing zakat
payment channels. The main challenges lie in the accessibility of services and
public perception of the credibility and transparency of the managing
organizations (Mardalis et al., 2023). People often prefer to distribute zakat
directly to individuals they know for reasons of practicality and emotional
closeness (Rendi, 2017). This condition requires Zakat Management
Institutions to continue innovating in providing services that can bridge the
gap between donors and institutions. Improving service quality is an absolute
prerequisite for shifting public preferences toward formal institutions that
offer broader and more measurable distributional impacts. Efficiency and
convenience are two key factors that significantly influence the preferences of
modern society, which is accustomed to fast services.

The integration of digital technology into Islamic philanthropy systems
is a strategic solution to overcome these accessibility barriers (Setiyowati,
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2019). The adoption of information technology enables zakat institutions to
offer superior electronic services, including ease of access, speed of
transactions, and transparency of reporting. Telaumbanua (2021 emphasizes
that the digitization of zakat plays a crucial role in increasing zakat fund
receipts by expanding the reach of donors. Digital platforms enable muzakki
to fulfill their obligations anytime and anywhere, thereby transcending
geographical boundaries that have previously been an obstacle. More than just
a transaction tool, digitization serves as an effective means of communication
to convey the institution’s programs and performance reports to the public.
Lazismu East Java responds to this trend by providing various digital payment
channels, including a website integrated with Islamic banking services. This
modernization effort aims to provide a positive and satisfying user experience.
Parasuraman et al., (2005) argue that dimensions of digital service quality,
such as efficiency and reliability, are crucial in determining user satisfaction
with technology-based services.

The academic discourse on the adoption of technology in Islamic
philanthropy needs to go beyond simply analyzing initial interest to studying
long-term loyalty. The loyalty of muzakki (donors) is a fundamental aspect of
the sustainability of institutions, as it reflects the donors’ commitment to
continue contributing on an ongoing basis (Griffin, 1997). In the context of
increasingly fierce competition among non-profit institutions, the quality of
digital services requires the support of other factors to form strong loyalty.
The image of an institution emerges as a crucial variable that represents the
reputation, credibility, and overall impression of the community towards the
organization. Salma (2022) found that although service quality affects loyalty,
the presence of moderating variables, such as branding or institutional image,
can strengthen this relationship. A positive image serves as a guarantee of
intangible quality, strengthening donors’ trust in the digital system. Sofiyani
and Kiristiyono (2021) also highlight that reputation and trust play a central
role in muzakki’s decisions. The interaction between user experience through
digital services and perceptions of institutional reputation requires further
study to understand its mechanism in shaping donor loyalty.

This study aims to analyze the effect of digital zakat service quality on
muzakki loyalty, with institutional image serving as a moderating variable.
This study offers a new perspective by examining the role of institutional
image in strengthening or weakening the relationship between technological
services and donor retention, unlike previous studies that mostly used
satisfaction as a mediator. The research focuses on Lazismu East Java as a
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representative of a progressive zakat institution that manages a large donor
base with a developed digital infrastructure. Through a quantitative approach,
this study aims to empirically demonstrate whether a strong institutional
image can serve as a catalyst for the effectiveness of digital services in fostering
loyalty. The results of this study are expected to contribute theoretically to the
literature on nonprofit service marketing and offer practical managerial
implications for zakat managers in designing effective donor retention
strategies. A deep understanding of the synergy between technology and
reputation will help zakat institutions maximize their fundraising potential
for the greater good of the community.

Method

This study employs a quantitative approach with a causal-associative
design to investigate the structural relationship between the variables under
examination (Sugiyono, 2013). The research location is centered on Lazismu
East Java, with a population focus that includes all muzakki who are registered
as active users of digital-based zakat payment services and reside in the East
Java region. Based on the institution’s internal data, the target population
consisted of 250 individuals who met the criteria of being of productive age
between 20 and 30 years old (V. Alifta, personal communication, 2022).
Given the identified population size, the sample size was determined using
the Slovin formula with an error tolerance of 10%, resulting in a
representative sample of 72 respondents. The sampling technique applied the
purposive sampling method, in which respondents were selected based on
specific criteria, namely donors who had experience using the Lazismu digital
payment channel for at least one transaction.

The primary data collection process was conducted through the
distribution of electronic questionnaires, designed to reach respondents
efficiently without geographical restrictions. The measurement instrument
adopted a five-point Likert scale to quantify respondents’ perceptions of
exogenous variables (digital service quality), endogenous variables (muzakki
loyalty), and moderating variables (institutional image). The validity and
reliability of the instrument were tested statistically to ensure data consistency
before proceeding to the main analysis stage. Hypothesis testing was
conducted using IBM SPSS Statistics 20 software through the Moderated
Regression Analysis technique. This analytical approach was chosen to
precisely detect whether the interaction between institutional image and
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service quality can strengthen donor loyalty in the digital philanthropy
ecosystem.

Profiling the Digital Muzakki: A Demographic Analysis

Mapping the demographic characteristics of respondents in this study
plays a fundamental role in understanding the sociology of donors who have
switched to technology-based methods of paying zakat. Analysis of
respondent profiles goes beyond simply presenting descriptive statistical data;
rather, it serves as a window into the behavior, preferences, and digital literacy
capacity of muzakki in East Java. Based on data collected from 72 active
Lazismu East Java muzakki respondents, a specific demographic pattern
emerges, confirming the shift in philanthropy trends from conventional
methods to the digital ecosystem. This demographic structure provides a clear
picture of the identity of the main actors behind the growth of digital zakar,
which forms the basis for Lazismu in formulating a more personalized
approach strategy.

The dominance of the younger age group is very noticeable in the
structure of Lazismu’s digital donors. The research data shows that the
majority of respondents are in the 20-30 age range, which sociologically falls
into the Generation Z and late Millennial categories. This finding aligns with
national demographic data from the Central Statistics Agency (BPS), which
indicates high internet penetration among the working-age population. For
this demographic cohort, technology is an extension of everyday life, so the
decision to pay zakat through a digital platform is a natural step that offers
efficiency. The dominance of young people indicates the success of Lazismu
East Java in regenerating its donor base. This phenomenon is a positive signal
for the sustainability of the institution, given that the productive age group
has a long economic service period to continue contributing as loyal muzakki
in the future.

A review of the respondents’ employment and economic backgrounds
provides additional insight into the financial capacity of digital muzakki. The
majority of respondents, who are private sector employees and young
entrepreneurs, represent the urban Muslim middle class, characterized by
stable incomes but limited time. Busy work routines are the primary driving
factor for them to switch to digital services that enable transactions to take
place at any time, without being tied to office hours. Digital technology in
this context serves as a solution to mobility barriers. The presence of young
professionals as the backbone of donors demonstrates that the potential for
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collecting zakat through digital channels is enormous, provided it is managed
with the right strategy. The income stability of this group also promises a
consistent and predictable flow of zakat funds.

In addition, the educational characteristics of the respondents also
influence their interaction patterns with zakat institutions. The profile of
muzakki, which is dominated by the educated, tends to have high digital
literacy and critical awareness in religion. They demand transparency and
accountability from public fund management institutions. Their choice to use
the Lazismu digital platform is often based on rational considerations
regarding the ease of tracking funds and the credibility of the reporting
system. This type of muzakki, which we can refer to as rational digital donors,
requires tangible proof of performance and open access to information. This
confirms that Lazismu East Java’s digital transformation has successfully met
the expectations of a modern segment of society that prioritizes speed without
sacrificing trust.

This demographic analysis concludes that a new identity has emerged
within the Islamic philanthropy ecosystem, specifically digital muzakki
(individuals who pay zakat digitally). This group views zakat as a spiritual
obligation that must be fulfilled in modern ways that are relevant to their
lifestyle. A deep understanding of this profile is key to strategy. Lazismu East
Java needs to continue nurturing this segment by improving the quality of its
application interface, providing fast customer service responses, and
presenting visually appealing and easy-to-understand report content. The
compatibility between the services offered and the demographic
characteristics of users will be the main foundation for building long-term
loyalty.

Statistical Evidence of Model Fit

The empirical analysis in this study began with a rigorous verification
process of the quality of the data collection instruments. This step was vital to
ensure that the findings were not merely statistical artifacts, but an accurate
reflection of the reality of the muzakki’s perceptions. The first stage focused
on testing the construct validity to measure the accuracy of each question item
in reflecting the variables under study. Using the Product-Moment Pearson
correlation technique, validity was assessed by comparing the correlation
coefficient (r-count) of each indicator with the critical value (r-table) at a 5%

significance level.
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Table 1: X Validity Test Results

No Pernyataan R Hitung R Tabel | Keterangan
1 X1 0,862 0,361 Valid
2 X2 0,895 0,361 Valid
3 X3 0,917 0,361 Valid
4 X4 0,844 0,361 Valid
5 X5 0,777 0,361 Valid
6 X6 0,845 0,361 Valid
7 X7 0,888 0,361 Valid
8 X8 0,937 0,361 Valid

Based on the results of data processing from 72 respondents, all
research indicators demonstrated a very convincing performance. Specifically,
the indicators that form the Digital Service Quality variable recorded a high
correlation value range, namely between 0,862 and 0,895. This figure far
exceeds the validity threshold (r table 0.231 for N=72 or 0,361 for the trial),
indicating that each question regarding access speed, ease of use, and
transparency of the Lazismu digital system was very well understood by the
respondents. Similarly, the variables of Institutional Image and Muzakki
Loyalty showed excellent validity consistency with the highest correlation
scores reaching 0.961 and 0.951, respectively. This high validity value ensures
that the questionnaire instrument accurately measures the intended

theoretical construct.
Table 2. Y Validity Test Results

No Statement R Calculate R Table Description
1 Y1 0,951 0,361 Valid
2 Y2 0,919 0,361 Valid
3 Y3 0,862 0,361 Valid
4 Y4 0,875 0,361 Valid

In addition to validity, the reliability or dependability of instruments
is an absolute prerequisite in quantitative research. Reliability testing aims to
ensure the consistency of respondents’ answers when measurements are taken
repeatedly under relatively similar conditions. The parameter used is
Cronbach’s Alpha coefficient, where an instrument is categorized as reliable if
it has a value above 0,60. The results of descriptive statistical analysis in this
study reveal a very satisfactory level of reliability. The Digital Service Quality
variable has a Cronbach’s Alpha value of 0,857, the Muzakki Loyalty variable
is 0,915, and the Institutional Image variable recorded the highest score of
0,934. These figures reflect strong internal cohesion between the questions.
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With an Alpha value close to 1,00, it can be concluded that the respondents’
perceptions of the three variables are very consistent and stable. This
minimizes the risk of random error bias in the measurement, ensuring that
the data variation accurately represents the dynamics of muzakki’s opinions
regarding digital services and institutional reputation.

Before proceeding to test the causality hypothesis, the regression model
must meet the basic assumptions of parametric statistics, commonly referred
to as the classical assumption test. Meeting these assumptions ensures that the
resulting regression model is a Best Linear Unbiased Estimator (BLUE),
meaning that the resulting estimator is unbiased and has minimum variance.
The first test is the residual data normality test, which aims to detect whether
the deviation data (error) is distributed according to a symmetric bell curve.
Using the non-parametric statistical test, the One-Sample Kolmogorov-
Smirnov test, the analysis results show an asymprotic significance value
(Asymp. Sig. 2-tailed) of 0,699. This value is well above the significance level
of 0,05, which provides strong statistical evidence that the residual data in this
regression model is normally distributed. The implication of this normality is
crucial because it allows researchers to generalize the sample results to a
broader population of muzakki with a responsible level of confidence.

Next, the regression model was tested for potential heteroscedasticity,
which refers to the unequal variance from one observation to another. A good
regression model requires homoscedasticity or constant variance. The test was
conducted using the Glejser Test by regressing the absolute residual values
against the independent variables. The statistical results indicate that the
significance probability values for the Digital Service Quality variable and the
Institutional Image wvariable are 0,592 and 0,123, respectively. Both
significance values are above the 0,05 level, proving that this regression model
is free from heteroscedasticity. The consistency of this residual variance
provides certainty that the muzakki loyalty prediction model has a uniform
level of accuracy across the entire data range, both for respondents with low
and high perception scores. With all classical assumptions fulfilled—
normality, non-multicollinearity, and homoscedasticitcy—the moderation
regression model proposed in this study is declared fit and statistically valid
for use in hypothesis decision-making.

The core of this research data analysis lies in testing hypotheses through
regression analysis and interaction tests, including moderated regression
analysis (MRA). The evaluation of the overall predictive power of the model
is reflected in the coefficient of determination (e square) value. The SPSS
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output shows a substantial R Square value, which indicates the model’s ability
to explain variations in muzakki loyalty. The main focus of the analysis is on
the partial effect of Digital Service Quality on Muzakki Loyalty (Hypothesis
1). The t-test results show a highly significant t-value of 6,769 with a p-value
of 0,000. Given that the significance value is well below 0,05 and the t-count
exceeds the t-value from the table, the first hypothesis is convincingly
accepted. The positive regression coefficient indicates that every improvement
in Lazismu East Java’s digital service quality contributes significantly to an
increase in donor loyalty. This finding confirms that technical aspects of
service have a direct psychological impact on muzakki’s behavioral
commitment.

The most crucial analysis in this study is testing the moderating role of
Institutional Image (Hypothesis 2). Through the MRA approach, this study
tests the interaction between service quality scores and institutional image.
The results of the statistical analysis show that the interaction variable
(Interaction Term) has a significance value of 0.028 and a t-value of -2.252.
This significance value, which is less than 0.05, is empirical evidence that
Institutional Image significantly moderates the relationship between digital
services and loyalty. Although the interaction t-value is negative, in the
context of MRA, statistical significance is the main indicator of the existence
of a moderating effect. This finding indicates that Institutional Image acts as
a quasi-moderator, exerting a direct influence and interacting with the
predictor variables. Substantively, these results confirm that muzakki loyalty
is not solely shaped by the sophistication of the application, but is also
determined by the synergistic interaction between digital user experience and
perceptions of institutional reputation. A positive institutional image has been
proven to be a key factor in determining how strongly digital services can
foster donor loyalty.

The Imperative of E-Service Quality in Building Loyaley

The statistical findings in this study reveal crucial empirical facts about
charitable behavior in the digital age. A t-value of 6.769 with a standardized
beta coefficient of 0.629 shows that e-service quality plays a dominant role in
shaping the loyalty of muzakki (people who give zakat) at Lazismu East Java.
This figure sends a strong message that for modern Muslim communities,
technology has shifted its function from being merely a supporting facility to
a key prerequisite. The significance of this influence confirms that donor
satisfaction with technical aspects—such as access speed, ease of navigation,
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and system stability—directly converts into a behavioral commitment to
continue distributing zakat at the same institution. This phenomenon also
validates the relevance of Parasuraman et al.’s (2005) £-S-QUAL theory in the
context of non-profit organizations, where the dimensions of efficiency and
system availability are the most fundamental determinants of satisfaction.
Muzakki views the efficiency of digital services as a form of institutional
professionalism in valuing donors’ time, which ultimately fosters a sense of
respect and emotional attachment.

An in-depth analysis of the efficiency dimension reveals the
psychological motivations behind this loyal behavior. The majority of
respondents, including young professionals and Generation Z, have
characteristics that highly value speed. For this demographic segment, the
complexity of administrative procedures often becomes a psychological barrier
that reduces motivation to interact with formal institutions. Lazismu’s
responsive digital services have successfully broken down these barriers by
offering a new value proposition, namely instant transactional convenience.
When a muzakki can fulfill their zakat obligations in seconds via a device
without having to make a physical trip, they enjoy a satisfying user experience.
This positive experience creates a cognitive memory that paying zakat at
Lazismu is an easy and enjoyable activity. In the long term, this perception of
convenience crystallizes into loyalty, where muzakki will automatically return
to the same platform every time they want to donate because they are reluctant
to switch to another system that may offer greater complexity.

In addition to efficiency, system availability and privacy play a central
role in building digital trust. Online financial transactions, including zakat,
require a high level of data security. Muzakki needs assurance that their
personal information and financial data are protected by strong encryption.
The findings of this study align with Telaumbanua’s (2021) argument that
digitization enhances the acceptability of social funds, as technology is capable
of providing measurable transparency. When the Lazismu digital platform
operates without technical disruptions (zero downtime) and guarantees data
confidentiality, the institution is essentially building a reputation for
reliability. Trust in technology is the gateway to trust in the organization.
Muzakki who feels secure when making transactions will develop trust-based
loyalty, which is much more durable than loyalty based solely on promotional
factors or persuasive appeals.

Furthermore, digital services facilitate transparency in reporting, which
is a key demand of rational donors. Unlike conventional methods, where
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proof of fund distribution is often delayed, digital systems enable the
presentation of real-time information. Automatic post-transaction
notifications and access to donation history provide muzakki with tangible
proof of accountability. This addresses the issue of information asymmetry
that has long been a problem in public fund management. Donors can now
easily monitor their philanthropic activities, which provides a sense of
satisfaction. ~ Satisfaction with this transparency strengthens donors’
confidence that their funds are being managed by the right people. As found
in Rahayu’s (2019) study, transparency is a key pillar of donor trust. In this
context, the quality of digital services acts as a medium for conveying this
transparency. The application’s ability to present data honestly and openly is
a rational reason for donors to maintain their loyalty to Lazismu.

The consistency of this study’s results with previous studies provides
strong theoretical legitimacy. These findings align with the research of
Rochman et al. (2017) and Rendi (2017), which concluded that service
quality is positively correlated with satisfaction and loyalty in zakat
institutions. However, this study offers a new perspective by highlighting the
specific context of digital services. While previous studies have mostly
discussed face-to-face services (such as the friendliness of amil staff), this study
proves that “friendliness” in the digital era translates into a “user-friendly
interface.” Minimal human interaction in digital services does not reduce the
potential for loyalty, as long as interactions with the system run smoothly.
This signifies a paradigm shift in service from high-touch (personal human
touch) to high-tech (technological reliability) while still providing the same
strong impact on donor retention, and perhaps even more efficiently on a
mass scale.

The managerial implications of the dominance of service quality are
very clear for Lazismu East Java. Institutional managers need to change their
mindset that digital platforms are not just alternative payment channels, but
the main showcase of the institution (Rolland et al., 2018). Every glitch or
disruption in the application must be viewed as a serious service failure, as it
has the potential to erode customer loyalty. Therefore, allocating resources for
IT infrastructure maintenance and innovative feature development is a
strategic investment that must be prioritized. The development of
personalized features, such as a precise zakat calculator or automatic zakat
schedule reminders, can increase the added value of services (Obeidat, 2024).
Services that can anticipate user needs before they are requested will create a
delightful effect or excessive satisfaction, which is very effective in retaining
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customer loyalty. Lazismu needs to continue to conduct regular digital service
quality audits using the E-S-QUAL instrument to ensure that performance
standards are maintained at the highest level.

On the other hand, it is essential to recognize that the quality of digital
services also serves as a passive educational tool. Through educational content
presented in an engaging manner within the application or website, Lazismu
can enhance its users’ zakat literacy. The visual and easy-to-understand display
of information helps muzakki understand the various types of zakat and
utilization programs. The education integrated into this service provides
added value, making muzakki feel that they are gaining intellectual and
spiritual benefits, in addition to the ease of transaction. It is the accumulation
of these various functional and emotional benefits that forms holistic loyalty.
Muzakki remains loyal not only because of convenience, but because they feel
they are part of an empowering digital ecosystem (Baidhawy, 2015).

In summary, the quality of electronic services has proven to be the
foundation of muzakki loyalty at Lazismu East Java. In an increasingly
competitive landscape among zakat management institutions, technological
superiority has become the main point of differentiation (Arwen et al., 2026).
Institutions that can provide the smoothest, safest, and most transparent
donation experience will win the hearts of digital donors. Therefore, digital
transformation must be interpreted as a continuous improvement effort.
Lazismu East Java is on the right track by adopting technology as the basis for
its services, and the next challenge is to maintain these standards so that the
loyalty of muzakki that has been built remains strong amid the rapid dynamics
of technological change (AL-Melahi, 2026).

Institutional Image as the Trust Anchor

Inferential statistical analysis in this study successfully revealed a
phenomenal finding regarding the architecture of loyalty in Islamic
philanthropy. The results of the Moderated Regression Analysis (MRA) test
show that the interaction variable between digital service quality and
institutional image has a significance value of 0.028. This statistical figure
exceeds the scientific acceptance threshold, which automatically confirms the
status of institutional image as a moderating variable. More specifically, these
results classify institutional image as a quasi-moderator. This classification has
profound empirical significance: institutional image has dual power, namely
as a variable that directly influences loyalty, as well as a catalyst that
manipulates the strength of the relationship between digital services and
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loyalty. This finding reconstructs our understanding that the effectiveness of
technology in binding donors is conditional; it is highly dependent on the
strength of the organization’s reputation that oversees it. In the context of
Lazismu East Java, the institution’s image functions as a trust anchor, lending
moral weight to every digital interaction that occurs.

An in-depth exploration of this moderating mechanism provides
insight into a psychological understanding of risky behavior in online
transactions . Digital donations, unlike commercial e-commerce transactions,
involve the transfer of assets without direct material returns (intangible
returns) (Yap et al., 2025). This condition places muzakki in a position of
high perceived risk, especially regarding the uncertainty of fund distribution.
This is where the institution’s image plays a vital role in reducing risk. When
donors encounter an application or website interface, they are actually
interacting with a symbol. The presence of the Lazismu logo, which represents
Muhammadiyah’s long history of credibility and trustworthiness, provides a
reassuring psychological guarantee. This positive image frames users’
perceptions of technology. Sophisticated digital services will be perceived as a
manifestation of the professionalism of a bona fide institution. Conversely,
without the support of a strong image, even the most sophisticated technology
will lose its moral legitimacy. It is the synergy between system reliability
(technical aspects) and institutional integrity (reputation aspects) that gives
rise to the militant and sustainable loyalty of muzakki.

The relevance of these findings is supported by a solid theoretical basis
when compared with Salma’s (2022) research on Islamic Branding. The study
confirms that in a spiritually based market, the reputation of brands associated
with Sharia values has a much stronger emotional bond than mere functional
satisfaction. For Lazismu East Java, the image of the institution is not merely
a matter of popularity, but rather a representation of Shariah compliance.
Muzakki needs certainty that their zakat is managed in accordance with the
asnaf (recipients) specified by religion. The institution’s image acts as an
implicit guarantee of this compliance. When digital services are able to
provide ease of transaction, and the image of the institution provides a
guarantee of sharia compliance, then a complete value is created that is felt by
donors. It is this positive interaction that explains why the moderation
variable can strengthen loyalty. Muzakki believes that by utilizing Lazismu’s
digital services, they achieve both worldly convenience and spiritual peace.

Further sociological analysis highlights the “Halo Effect” phenomenon
created by the institution’s positive image (Li et al., 2025). Lazismu’s well-
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established reputation in East Java society provides a certain immunity to
operational obstacles. Muzakki, who has a very positive perception of the
institution, tends to have greater tolerance for minor technical glitches that
may occur in the application. They view these obstacles as purely technical
issues, not as indications of unprofessionalism. Their deep-rooted trust
enables them to remain loyal and wait for the system to be improved, rather
than switching to another institution. As stated in Sofiyani’s (2021) study, the
factors of trust and reputation play a dominant role in muzakki’s decisions.
In the digital ecosystem, this trust is transferred from physical entities to
virtual entities. The institution’s image serves as a bridge that facilitates the
transfer of trust. Without this bridge, the adoption of zakat technology may
only stop at the initial trial stage, without continuing into long-term loyalty
behavior (Samsudin & Roostika, 2024).

In addition, this moderating role also highlights the importance of
transparency as a key image-building element. Rahayu (2019) found in her
research that accounting transparency has a significant effect on donor trust
levels. In the digital age, this transparency is manifested through open
reporting features that are accessible to the public. When Lazismu’s digital
services present infographics on fund distribution, financial audit reports, and
documentation of field activities transparently, this automatically boosts the
institution’s image as an accountable organization. This positive feedback
creates a virtuous cycle: transparent digital services strengthen the institution’s
image, and a stronger image in turn enhances the effectiveness of digital
services in winning the hearts of donors. Muzakki, who sees tangible evidence
of the institution’s performance through digital platforms, will be more
convinced that their decision to be loyal to Lazismu is the right and rational
one.

These findings also provide new insights into competition in the non-
profit sector. Many zakat institutions are now competing to launch
applications, but not all of them have succeeded in maintaining their donor
base. The fundamental difference often lies in the strength of the brand or the
institution’s image. Applications launched by institutions with untested
images often fail to build a loyal user base despite their comprehensive
features. Conversely, Lazismu East Java benefits from social capital in the form
of a long-established reputation. The statistical data from this study
demonstrate that this reputation capital serves as an accelerator for the success
of digital transformation. Muzakki adopted Lazismu’s digital services not
solely because they liked the technology, but also because they trusted the

VOLUME 1, ISSUE 1, JUNE 2026 5D



Alifia Bella Winanda

institcution behind it. The loyalty built was a hybrid loyalty, combining
satisfaction with the user experience and pride in being affiliated with a
credible institution.

The managerial implications of this dominant moderating role require
Lazismu East Java to implement an integrated corporate communication
strategy. The institution’s managers must realize that every feature in the
application is a channel for branding. The language used in the application
interface, customer service responses, and visual design must all reflect the
institution’s core values of trustworthiness, professionalism, and modernity.
Digital public relations campaigns must be intensified to continue fostering a
positive image in the public’s mind. The narrative must shift from simply
“inviting donations” to “impact storytelling.” Demonstrating how digital
zakat impacts the lives of mustahik will enhance muzakki’s perception of the
institution’s effectiveness. The stronger this positive perception is, the
stronger the moderating role of image will be in converting app users into true
loyalists.

Furthermore, Lazismu needs to proactively manage its online
reputation. User reviews in app stores (Play Store/App Store) and comments
on social media are real-time indicators of the image that must be monitored.
Responding quickly and politely to complaints, as well as expressing
appreciation for support, will strengthen the institution’s image as a
responsive organization that values its donors. This strategy is crucial because
in the digital age, the institution’s image is highly vulnerable to viral issues.
One negative issue that is not handled properly can destroy the trust that has
been built over many years, which in turn will weaken the relationship
between digital services and loyalty. Therefore, the synergy between the IT
team and the public communications team must be strengthened to ensure
that technological performance and reputation performance go hand in hand.

As a final synthesis, this study demonstrates that in the landscape of
Islamic philanthropy, technology and reputation are two sides of the same
coin. The quality of digital services acts as the driving force (engine), while the
image of the institution serves as the steering wheel and fuel for trust. Both
must be present simultaneously to drive muzakki loyalty. Lazismu East Java
already has a strong foundation, thanks to its positive image and adequate
digital infrastructure. The challenge ahead is to maintain the consistency of
these two variables. By maintaining excellent digital service standards and
continuing to foster institutional integrity, Lazismu has the potential to
become a market leader in the national digital zakat ecosystem, mobilizing the
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enormous potential of the Muslim community for the greater good. The
loyalty of muzakki formed through this mechanism is no longer merely
transactional, but transformational—a spiritual commitment facilitated by
technological advances.

Concluding Remarks

This study concludes that the adoption of technology in the Islamic
philanthropy ecosystem has become a fundamental determinant in shaping
the loyalty behavior of modern donors. Based on an empirical analysis of
Lazismu East Java muzakki, it was found that the quality of digital services
has a highly significant positive influence on loyalty, as indicated by a t-value
of 6.769. These findings confirm that for urban Muslim communities and
younger demographic groups, the aspects of efficiency, speed of access, and
transparency of reporting offered by digital platforms are the main utility
values that determine the sustainability of their participation. Lazismu’s
ability to provide reliable digital zakat infrastructure has successfully
converted transactional satisfaction into long-term commitment. This
indicates that the perception of ease of use and system security guarantees has
become an absolute prerequisite for zakat management institutions to remain
relevant and competitive amid shifting public preferences that increasingly
prioritize information technology-based services.

The main theoretical contribution of this study lies in proving the role
of institutional image as a moderating variable in the relationship between
service and loyalty. Moderated regression analysis reveals that institutional
image has a quasi-moderating effect, with an interaction significance value of
0.028. This status indicates that institutional reputation serves a dual
function, acting both as a direct influencing factor and as a catalyst that
amplifies the impact of digital services. A positive institutional image serves as
a trust anchor, providing moral validation for the use of technology. When
muzakki uses digital services supported by credible and trustworthy
institutions, their level of trust increases exponentially. The synergy between
the technical reliability of the application and the strength of the
organization’s reputation creates a strong psychological bond, making
muzakki more tolerant of technical obstacles and more resistant to offers from
competitor institutions.

The managerial implications of this study recommend that Lazismu
East Java implement a hybrid development strategy that balances technology
investment and reputation management. Institutional managers need to view
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digital applications not merely as a payment channel, but as an effective
channel for brand communication. System maintenance efforts to ensure
uninterrupted service must be accompanied by a campaign to publicize the
transparent distribution of zakat, thereby fostering a positive image. The
integration of high-tech services and high-trust institutional touchpoints will
result in sustainable donor loyalty. Further research is recommended to
expand the scope of variables by including aspects of digital zakat literacy,
thereby gaining a more comprehensive understanding of the factors that
influence donor decisions in an ever-evolving digital economy ecosystem.
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