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Abstract 

 
Zakat is a form of charity that Muslims must do to help those in need, but in this digital era, the emergence of 

online fraud has the potential to reduce trust in zakat organisers and have an impact on a person's willingness to pay 

zakat online. This study explored the effect of trust in fundraisers and cyber-fraud perceptions on the willingness to 

pay zakat online by considering the moderating variables of perceived behavioural control and media literacy. This 

study was a quantitative study, with a sample of 237 Muslims in Indonesia who have been victims of fraud on social 

media. The research data obtained through a survey mechanism from June to October 2024 were then analysed using 

Partial Least Square-Structural Equation Modeling (PLS-SEM). The results of this study showed that trust in 

fundraisers had a significant effect on the willingness to pay zakat online when control variables such as age group, 

gender, education level, and marital status were considered. Without considering the control variables, this effect was 

not significant. On the other hand, cyber-fraud perception did not significantly affect willingness to pay zakat in both 

models, although there was a negative tendency. Furthermore, perceived behavioural control does not moderate the 

relationship between trust in fundraisers and cyber-fraud perception on willingness to pay zakat. Media literacy 

showed a significant moderating effect in the model without control variables in the influence between trust in 

fundraisers and willingness to pay zakat online. 
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1. Introduction 

The concept of digital transformation emerged as part of the development of Information and 

Communication Technology (ICT) (Abdillah, 2021), which is currently widely known in various 

industrial fields and is considered a major driver of industrial innovation and growth (Guven, 

2020). Digital transformation refers to the integration of digital technology into all areas of an 

organisation, fundamentally changing the way it operates and the emergence of new values (Zhu 

& Jin, 2023). Also included in digital transformation are the use of data analytics, artificial 

intelligence, machine automation, the Internet of Things (IoT), blockchain, and various other forms 

of digital technology (Rosele et al., 2022). In recent years, the emergence of the concept of digital 

transformation has even urged change and revolutionised the way people practice their beliefs, 

interact with religious leaders and communities, and access and disseminate religious materials and 

resources (Purba & Sihombing, 2023; Toron et al., 2023). For example, digital transformation has 

a positive impact on a person's access to religious resources and makes it easier for people to gain 

access to religious texts, teachings, and other materials (Uyuni et al., 2024). Other impacts that 
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arise from digital transformation are also related to changes in religious institutions and the way a 

person performs religious obligations. This impact can be found in many forms, including the 

currently emerging existence of organisations that accommodate the collection and receipt of zakat 

based on Internet technology (Zubaidah & Afifah, 2020). 

Zakat is a pillar of Islam that involves the act of giving alms to the poor and needy (Lubis et 

al., 2019). In other words, zakat can also be interpreted as a donation system in Islam (Abdillah, 

2021). Zakat literally means "to purify" and has the connotations of "growing" and "increasing". 

In addition to functioning to purify the soul and property, zakat is also an Islamic social financial 

instrument to eradicate poverty (Adachi in Zubaidah & Afifah, 2020). Therefore, the existence of 

zakat is often seen as playing a crucial role in educating Muslims and preventing them from falling 

into greed and materialism by encouraging people to give to people who need financial assistance 

(Ahmad et al., 2021). Therefore, zakat is often considered as an effective mechanism to reduce 

poverty rates, socio-economic problems (Antonio et al., 2020), and disparities in society 

(Meerangani et al., 2022). In fact, the importance of the command to pay zakat is also mentioned 

in many verses of the Koran, for example, Al-Baqarah verses 3, 43, 83, 110, and 117. 

Zakat has become an essential aspect of the Muslim community, not only related to individual 

fulfilment but also the management of zakat itself is also seen as a part that cannot be ignored 

(Doktoralina & Bahari, 2019). Therefore, the current zakat mechanism is increasingly developing 
in new ways for people to fulfil their obligation to give. In the last decade, the emergence of digital 

technology has revolutionised the way zakat is managed and distributed (Rosyadhi & Salim, 2022; 

Utami et al., 2021; Vientiane et al., 2022). The implementation of conventional zakat management 

(collection and distribution) has undergone substantial changes in the digitalisation era, causing a 

shift from manual methods to more efficient and transparent digital systems (Salleh et al., 2022). 

Traditionally, zakat payers directly transfer part of their wealth to zakat collectors (mail) or to a 

particular zakat organisation (Ahmad et al., 2021). However, zakat in a digital system allows the 

platform to collect, distribute and automate recording and tracking. Thus, this paves the way for a 

new era of contemporary and transformative zakat management (Vientiane et al., 2022). Also, from 

an individual perspective, the advancement of digital technology today allows a person to 

participate and fulfil their obligation as a Muslim to pay zakat through certain platforms or sites 

tasked with managing zakat (Rosyadhi & Salim, 2022)Historically, this process was done 

manually, where Muslims submitted their zakat to a zakat collection agency and then distributed it 

to those entitled to receive it. However, the process has been cut because digitalisation and the use 

of online integrated platforms allow for efficiency in collecting and distributing zakat. Thus, the 

zakat management process is not only more efficient for institutions but also provides convenience 

and comfort for individuals who pay for their zakat. 

Various online payment platforms and blockchain technology are currently emerging to 

accommodate individuals who want to contribute to Zakat (Sunarya & Al Qital, 2022; Zulfikri et 

al., 2021). Among those that are currently widely known to society are ZAKATLY, GlobalSadaqah 

and Zakatify, which offer automatic and transparent methods of calculating, categorising, and 

distributing zakat. These platforms utilise advanced algorithms and technologies to support the 

automation of zakat disbursement to eligible recipients (asnaf), ensuring that the funds collected 

are allocated accurately and effectively (Utami et al., 2020). However, with the many positive 

aspects of digital transformation on the efficiency of zakat payment mechanisms and their 

management, there are also negative impacts in the form of misuse of zakat proceeds and fraud. In 

fact, zakat management must be implemented while upholding Islamic law principles (Utami et 

al., 2021), and it must not ignore the empowerment of individuals and communities to effectively 

address social and economic disparities. However, in fact, the high rate of fraud and misuse of 
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digital zakat on social media actually delays resolving the problem of social and economic 

disparities in society. 

Social media is often used by certain parties as a tool to deceive and manipulate people 

(Aïmeur et al., 2023; Hakim et al., 2024), including to persuade people to donate money under the 

guise of Zakat. For example, one of the most common forms of Zakat fraud on social media is 

when individuals create fake profiles or accounts posing as individuals or organisations in need to 

solicit donations from unsuspecting individuals (Jannah & Faisol, 2022). These fraudsters often 

use emotional appeals and heart-wrenching stories to tug at people’s hearts and convince them to 

donate money (Snyder et al., 2017). These campaigns also often have slick marketing and 

promotional materials that make them appear legitimate and credible, leading people to donate 

without questioning the authenticity of the donation (Rijanto, 2018). However, in reality, the funds 

collected are not used for charitable purposes but rather to line the pockets of the fraudsters behind 

the scam (Agustini et al., 2024; Hamsin et al., 2024). Zakat fraud on social media has become a 

serious problem (Maulida et al., 2022) because one of the main consequences of these fraudulent 

schemes is a significant decrease in trust in fundraisers and charities (Aziz & Anim, 2020). When 

fraudulent campaigns deceive donors, they become wary of donating in the future, leading to 

decreased support for legitimate causes (Zaimi et al., 2023). This lack of trust hurts those in genuine 

need and tarnishes the charity sector's reputation as a whole. The second consequence relates to the 
fact that more and more people are becoming sceptical of online donations, fearing that their 

donations will not reach those in need or that they may fall victim to fraud (Kamaruddin et al., 

2023). This perception of cyber fraud makes it difficult for legitimate charities and individuals to 

raise funds and support important causes. 

As a preventive measure, one of the actions that needs to be taken is to improve media literacy, 

which refers to the ability to access, analyse, evaluate, and create media content in various forms, 

both traditional and digital (Yuan et al., 2021). In another definition, media literacy or also called 

digital literacy, can also be explained as the ability to use digital technology effectively and 

critically, including understanding the risks, security, and ethics in interacting with information 

and online platforms (Anwar, 2021). In the context of fraud on social media, media literacy is an 

important individual ability to recognise, analyse, and evaluate information circulating on digital 

platforms, and to distinguish between legitimate and potentially fraudulent content (Anwar, 2021). 

Also included in the context of fraud in online zakat, media literacy interventions have an important 

role in shaping a person's perception of fraud that can occur in online zakat transactions (Kasri & 

Sosianti, 2023). Along with the increasing use of technology in zakat collection, concerns have 

arisen about the potential for fraud that can harm Muslims. Media literacy can provide a deeper 

understanding of how to recognise trusted sources of zakat and safe ways to conduct online 

transactions (Damirah et al., 2024). With better knowledge of how digital zakat platforms work 

and the protection mechanisms in place, a person will be more critical and selective in choosing a 

trustworthy zakat institution (Malik et al., 2024). In turn, a better understanding of digital media 

and the potential for fraud can influence how a person shows their willingness or willingness to 

pay zakat through online channels. When individuals feel confident that the zakat they pay reaches 

the right recipients and is managed transparently, they will be more motivated to participate in 

online zakat payments (Hussain et al., 2022). Moreover, Hussain et al. (2022)  also stated that 

media literacy interventions not only serve to reduce fears of fraud but also help increase a person's 

level of trust in zakat institutions that use online platforms. In other words, media literacy can be a 

double-edged sword that, on the one hand, reduces a person's desire to pay zakat online and, on the 

other hand, increases their participation. 
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In addition, even though the level of media literacy has increased, individuals do not 

immediately free themselves from the decision to pay zakat online. Especially for individuals who 

have control over their finances and behaviour, the influence of exposure to fraud is often ignored. 

Control over behaviour, or what is known as perceived behavioural control, refers to the extent to 

which individuals feel they have the ability and control to act (Yuan et al., 2021), in this case, 

paying zakat through a digital platform. If someone feels they have sufficient control, for example, 

by understanding secure payment procedures, verification mechanisms, and personal data 

protection, then the perception of the risk of fraud will decrease (Yulandreano & Rita, 2023). When 

individuals feel they have control over their decisions and know that there are protective measures 

available, anxiety about the possibility of fraud can be minimised (Kenang & Gosal, 2021). 

Therefore, in this case, perceived behavioural control intervenes in the influence of exposure to 

fraud by reducing these negative perceptions and increasing a person's willingness to pay zakat 

online, because perceived behavioural control makes individuals feel more confident and more 

capable of making zakat transactions online without fear of becoming victims of fraud or 

experiencing major losses. In other words, individuals who feel they have more control over their 

actions tend to be more open to participating in digital zakat payments (Takdir et al., 2023). 

This study then aims to find out how someone who has been exposed to fraud on social media 

forms new behaviour in the form of trust in fundraisers and their perception of cyber fraud, and its 
influence on the willingness to pay zakat online. To review this influence, factors such as media 

literacy and perceived behavioural control are involved as intervention variables whose existence 

is suspected of being able to strengthen or weaken the influence of trust in fundraisers and cyber-

fraud perception on the willingness to pay zakat online. Thus, referring to these various statements, 

the proposed research framework is as follows. 

 

Trust in Fundraisers 

(TF)

Cyber-Fraud Perception 

(CFP)

Willingness to Pay 

Zakat Online (WPZ)

Perceived Behavioral 

Control (PBC)

Age Gender
Educational 

Level

Control Variables

Marital Status

Media Literacy (ML) 

 
 

Figure 1. Hypothesis Model 
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To understand all the variables in this study, the definition of each variable is presented as 

follows. 

1.1 Trust in Fundraiser (TF) 

Trust in fundraisers, particularly in the context of online donations such as Zakat, is 

fundamentally the belief or confidence that a donor places in the organisation or platform managing 

the funds (Kenang & Gosal, 2021). This belief influences the donor’s willingness to contribute to 

a campaign based on their perceptions of the organisation's reliability, ethical practices, and 

capacity to fulfil promises related to the donation. Trust can be seen as a psychological state where 

the donor assumes that the organisation will act in their best interest and that their financial 

contributions will be used appropriately for the intended purpose (Aryndi & Muhammad, 2023). 

In the realm of online fundraising, trust becomes increasingly significant because the physical 

absence of the organisation makes it harder for donors to gauge the legitimacy and integrity of the 

platform, which can directly affect donation behaviour (Gefen, 2000). In online fundraising 

contexts, trust operates on multiple levels. Institutional trust refers to the confidence that a donor 

has in the organisation running the fundraiser, based on its reputation, transparency, and perceived 

ethical standards (Hager & Hedberg, 2016). This dimension is particularly crucial in the case of 

Zakat, where the allocation of funds has religious significance. Process trust, conversely, pertains 

to confidence in the mechanisms used by the organisation to collect, manage, and distribute funds 
(Aryndi & Muhammad, 2023). In online platforms, this involves issues like data security, the 

transparency of fund allocation, and the effectiveness of the payment systems. The interpersonal 

trust dimension is also relevant in smaller-scale, community-driven fundraisers, where trust in the 

individuals managing the fundraiser is essential for motivating donors to contribute (Diep-Nguyen 

& Yang, 2022; Oros et al., 2024). 

1.2 Cyber-Fraud Perception (CFP) 

Cyber-fraud perception refers to an individual's awareness, beliefs, and attitudes regarding the 

potential for fraudulent activities in online environments, particularly in digital payment systems 

(Rofiq, 2012). In the context of online fundraising and Zakat payments, cyber-fraud perception 

encompasses the concerns and risks associated with the misuse, manipulation, or misallocation of 

funds in an online setting (Hamsin et al., 2024). It includes how individuals perceive the likelihood 

of encountering fraudulent behaviour, such as identity theft, payment fraud, or misrepresentation 

of charitable activities. Cyber-fraud is a form of fraud that occurs through digital platforms and the 

internet, involving deceptive practices designed to exploit individuals or organisations for financial 

gain (Suarmita & Purnomo, 2024; Zaharon & Ali, 2021). For online donors or Zakat contributors, 

cyber-fraud perception involves recognising that these platforms could be vulnerable to scams or 

other fraudulent activities, which may lead them to feel hesitant or insecure about their donations 

(Rahmatika & Hariono, 2018).  

1.3 Perceived Behavioral Control (PBC) 

Perceived Behavioral Control (PBC) refers to an individual's perception of the ease or 

difficulty of performing a specific behaviour, influenced by both internal factors (such as personal 

skills and resources) and external factors (such as obstacles or opportunities) (Ajzen, 1991). In the 

context of online Zakat payments, PBC represents a donor’s belief in their ability to successfully 

complete the donation process, considering their perceived control over factors like accessibility, 

understanding the platform, and handling potential technical difficulties (Takdir et al., 2023). The 

concept of PBC is an essential element of the Theory of Planned Behavior (TPB), which posits that 

attitudes, subjective norms, and perceived behavioural control predict intentions and behaviours 

(Ur Rehman et al., 2021). PBC is particularly significant when a behaviour involves external 

factors that are beyond the individual’s immediate control but may influence the likelihood of 
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performing the behaviour (Ajzen, 1991). For example, in the case of online Zakat payments, PBC 

includes the donor's confidence in navigating the online platform, trust in the security of the 

transaction, and availability of resources (such as internet access and financial literacy). A key 

distinction of PBC is that it encompasses both internal control factors (knowledge of how to make 

online payments, confidence in the platform’s usability) and external control factors (the 

availability of payment options, the accessibility of the website) (Kenang & Gosal, 2021; Rostiani 

& Kuron, 2020; Yulandreano & Rita, 2023). In the Zakat realm, when donors perceive that they 

have adequate resources and there are no significant barriers to completing the Zakat transaction, 

their perceived behavioural control over the donation process increases, leading to stronger 

intentions to donate. 

1.4 Media Literacy (ML) 

Media literacy refers to the ability to access, analyse, evaluate, and create media content in a 

variety of formats (Polanco-Levicán & Salvo-Garrido, 2022). It encompasses the skills and 

knowledge required to critically engage with media messages and understand the various forms of 

communication that permeate our daily lives (Amri, 2024). In the digital age, where much of the 

communication and transactional activity occurs online, media literacy is particularly important as 

it empowers individuals to navigate and assess the information they encounter on the internet (Leu 

et al., 2015), including the security and credibility of online platforms like those used for Zakat 
payments. At its core, media literacy involves not just technical skills (such as using digital devices 

and platforms) but also the critical thinking abilities necessary to interpret and assess the validity 

and trustworthiness of media messages (Yuan et al., 2021). In the context of online Zakat payments, 

media literacy (or Zakat Literacy) can influence a donor’s ability to evaluate whether an online 

platform is legitimate, transparent, and secure, or if it might be vulnerable to fraud (Hussain et al., 

2022; Kasri & Sosianti, 2023). Individuals with higher levels of media literacy are more likely to 

discern credible sources from fraudulent ones, and thus, their perceptions of risk and their 

willingness to engage in online donation activities are likely to be more informed (Damirah et al., 

2024). Based on the statement by Leu et al. (2015)Media literacy is often described as three core 

competencies: accessing, analysing, and creating media. 

1.5 Willingness to Pay Zakat (WPZ)  

Willingness to pay zakat or intention to pay zakat refers to an individual’s intention or 

readiness to contribute a portion of their wealth to fulfil the religious obligation of Zakat (Kasri & 

Sosianti, 2023). Zakat, one of the five pillars of Islam, is a mandatory charitable act, requiring 

Muslims to donate a specific percentage (usually 2.5%) of their accumulated wealth annually to 

the poor and needy (Rosyadhi & Salim, 2022). The willingness to pay Zakat is a matter of religious 

duty and reflects an individual's commitment to societal welfare and personal moral values (Ur 

Rehman et al., 2021). The concept of willingness to pay has been widely studied in economics and 

behavioural sciences, and it refers to the maximum amount an individual is willing to contribute 

toward a particular good, service, or cause (Breidert et al., 2006; Quevedo et al., 2009). In the 

context of Zakat, willingness to pay reflects the donors’ psychological and emotional readiness to 

engage in the act of giving, as well as their assessment of external factors such as the legitimacy of 

the donation platform, the perceived effectiveness of Zakat allocation, and their personal capacity 

to contribute. 

This research contributes to the understanding of how exposure to fraud on social media builds 

new trust in fundraisers, how cyber-fraud perceptions are formed, and how these influence 

individuals' willingness to pay zakat online. By incorporating media literacy and perceived 

behavioural control as moderating variables, the study will shed light on how individuals' ability 

to evaluate online information critically and their perceived control over the transaction process 
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can influence their intentions to donate zakat. The findings could provide valuable insights into the 

dynamics of online zakat payments, especially in the context of increasing digital fraud risks, and 

offer practical recommendations for improving public trust in online zakat platforms through 

targeted interventions that enhance media literacy and perceived behavioural control. Ultimately, 

this research aims to contribute to the broader field of digital giving by identifying factors that 

enhance or hinder individuals' willingness to contribute to charitable causes in the digital age. 

Although many studies have been conducted to review the implementation of online zakat 

during the digital transformation, the existing studies only explore the impact of technology and 

digitalisation that have emerged on the zakat management mechanism. Previous studies have 

examined the challenges of digital transformation that may arise related to zakat, such as regulatory 

challenges, transparency, accountability, and data privacy issues. However, previous studies were 

based more on subjective discussions and did not emphasise more comprehensive analysis with 

certain statistical techniques. Thus, this study explores the new interest formed in a person paying 

zakat in the digital transformation era after they are exposed to fraud on social media. Also, overall, 

research on zakat in the era of digital transformation is very important, considering the increasingly 

centralised and digital-oriented nature of global financial transactions, and it is recognised that 

topics related to communication, IT, finance, and modern business are currently rapidly developing 

studies (Albalawee & Al Fahoum, 2023). In fact, there is currently a high interest in issues related 
to digital information communication technology, the Internet and social media from the Muslim 

community (Chaudhry et al., 2011).  This study provides an opportunity to understand how digital 

technology can improve the legal aspects of zakat, provide opportunities, and help find practical 

solutions to overcome some of the legal and ethical challenges presented by digital transformation 

in the management and distribution of zakat. This study can also provide new insights regarding 

aspects that influence a person's interest in paying digital zakat after exposure to various fraudulent 

social media advertisements. 

 

2. Methods 

The approach taken in this study was the quantitative approach, grounded in the positivism 

paradigm, which prioritizes objectivity and scientific proof of the phenomena or circumstances 

under examination. The population in this study consisted of Muslim citizens in Indonesia, and 

samples were selected using purposive sampling techniques. Other established criteria are that the 

minimum age of respondents is 18 years, they have social media, and they have been victims of 

fraud on social media. The sample size determined in this study refers to Kline's statement in 

Memon et al. (2020) The minimum sample for SEM analysis is at least 200 samples, which is 

called a large sample. However, to avoid a lack of research data, researchers used an additional 

10%, so the maximum sample needed to collect is 220 samples. In this research, the total sample 

used is 237 samples collected from June to October 2024.  

In this study, there were several forms of variables. The first independent variable in this 

study was Trust in Fundraisers (TF), which is modified from the research of Ahmad et al. (2021), 

Aji et al. (2021), and Rofiq (2012) which consists of 8 items involving statements such as "I still 

tend to trust the organisation that organises the zakat fund online" "I still tend to trust that the 

organisation organised the online zakat fund ethically", "I still tend to trust that the organisation 

organized the online zakat fund appropriately", and others. The second independent variable, 

namely Cyber-Fraud Perception (CFP), which is modified from the research of Rofiq (2012) which 

consists of 4 items, involves questions including "After being exposed to fraud in social media, I 

think cyber-fraud is a serious problem in society and the economy", "After being exposed to fraud 

in social media, I think cyber-fraud is detrimental in every online transaction", and others. The 
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dependent variable in this study was Willingness to Pay Online Zakat (WPZ), which is modified 

from the research of Ahmad et al. (2021) and Aji et al. (2021) which consists of 8 items, involving 

statements such as "I still have an intention to make an online zakat to help others", "I am 

encouraged to make an online zakat to help others", "I will make an online zakat to help others", 

and others. The first moderating variable in this study was Perceived Behavioral Control (PBC), 

modified from research by Rofiq (2012) and Ur Rehman et al. (2021), which consists of 7 

questionnaire items, involving statements such as "Paying zakat using an online platform and 

website is entirely within my control", "I have the financial resources to easily pay zakat using 

online platform and website", "I have the knowledge to pay zakat using online platform and 

website", and others. Meanwhile, the second moderating variable was Media Literacy (ML), which 

is modified from Porter in Anwar (2021) and consists of 12 items, involving statements such as "I 

am able to identify the underlying assumptions in the information I see on social media about 

Zakat", "I can critically analyse social media posts related to Zakat to determine if they are 

trustworthy or misleading", "When I encounter information about Zakat on social media, I break 

it down to understand its core message", and others. In addition, control variables are also used, 

namely Age, Gender, and Marital Status. This study used PLS-SEM (Partial Least Square - 

Structural Equation Modeling) analysis using the help of SmartPLS 3.0, which includes outer 

model and inner model tests.  
 

3. Results and Discussions 

3.1. Outer Model Test Results (Measurement Test) 

Outer model test is related to the relationship between indicators and constructs in the 

measurement model (Purwanto & Sudargini, 2021)The purpose of this test is to ensure that each 

indicator measures its construct well. The outer model test uses several steps, such as validity and 

reliability tests. In this study, the results of the outer model test are presented in the following table. 

 
Table 1. Outer Model Test Results 

 
Construct Items Mean Outer Loadings AVE Composite 

Reliability 

Cronbach 

Alpha 

Age Group 

 

- - 1.000 1.000 1.000 1.000 

Gender 

 

- - 1.000 1.000 1.000 1.000 

Educational Level 

 

- - 1.000 1.000 1.000 1.000 

Marital Status - - 1.000 1.000 1.000 1.000 

       

Trust in Fundraisers (TF) TF1 2.248 0.663 0.584 0.882 0.874 

TF2 0.778 

TF3 0.658 

TF4 0.727 

TF5 0.738 

TF6 0.694 

TF7 0.635 

TF8 0.664 

  

Cyber-Fraud Perception 

(CFP) 

CFP1 3.111 0.632 0.551 0.767 0.694 

CFP2 0.689 

CFP3 0.652 

CFP4 0.712 

  

 

Perceived Behavioral 

Control (PBC) 

PBC1 3.252 0.670 0.603 0.913 0.888 

PBC2 0.662 

PBC3 0.806 

PBC4 0.847 
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Construct Items Mean Outer Loadings AVE Composite 

Reliability 

Cronbach 

Alpha 

PBC5 0.757 

PBC6 0.812 

PBC7 0.854 

 

Media Literacy (ML) ML1 2.955 0.595 0.572 0.912 0.893 

ML2 0.634 

ML3 0.732 

ML4 0.581 

ML5 0.739 

ML6 0.788 

ML7 0.761 

ML8 0.855 

ML9 0.845 

ML10 0.538 

ML11 0.513 

ML12 0.536 

  

Willingness to Pay Zakat 

(WPZ) 

WPZ1 3.332 0.501 0.518 0.846 0.787 

WPZ2 0.603 

WPZ3 0.523 

WPZ4 0.873 

WPZ5 0.570 

WPZ6 0.864 

WPZ7 0.564 

WPZ8 0.551 

 

Source: Primary Data Processing (2025) 

 

Based on these data, it can be seen that all variables item of Trust in Fundraiser (TF); Cyber-

Fraud Perception (CFP); Perceived Behavioral Control (PBC); Media Literacy (ML), and; 

Willingness to Pay Zakat (WPZ) have outer loadings above 0.5. In PLS-SEM analysis, outer 

loadings refer to the relationship between an indicator and the construct it represents. The outer 

loading value that is generally accepted as the minimum limit is 0.7, which indicates that the 

indicator has a significant contribution to its construct, and is considered a sign of good convergent 

validity (Purwanto & Sudargini, 2021). However, although a value of 0.7 is considered the ideal 

threshold, some literature also states that an outer loading value of 0.5 is still acceptable under 

certain conditions, especially if the indicator makes an adequate contribution to explaining the 

variability of the construct (Rasoolimanesh & Ali, 2018). Referring to table 1, it is known that all 

questionnaire items used in this study have outer loadings values of more than 0.5. Thus, all 

questionnaire items can be said to be valid and are considered capable of measuring the construct 

or variable to be measured. 

Next, the Average Variance Extracted (AVE) value is used to measure how well the construct 

(variable) is explained by the indicators used to measure it. An AVE value higher than 0.5 indicates 

that the construct has good convergent validity, that is, its indicators are able to explain more than 

half of the construct's variance. Based on the data presented, the AVE value for the Trust in 

Fundraisers (TF) variable is 0.584, indicating that its indicators explain 58.4% of the construct's 

variance. Likewise, Cyber-Fraud Perception (CFP) has an AVE value of 0.551, which also 

indicates fairly good convergent validity. For the Perceived Behavioral Control (PBC) variable, 

the AVE value is 0.603, which is higher than 0.5, indicating stronger validity. Meanwhile, the AVE 

value for Media Literacy (ML) is 0.572, and Willingness to Pay Zakat (WPZ) has an AVE value 

of 0.518. Although the AVE value for WPZ is slightly lower than 0.6, it is still above 0.5, which 

means that the construct is acceptable in terms of convergent validity (Cheung et al., 2024). 

The next outer model test results showed the Composite Reliability (CR), which is used to 

measure the internal consistency of the construct being tested, namely the extent to which the 
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indicators used in the measurement model provide a consistent contribution to the construct being 

measured. A CR value higher than 0.7 indicates that the construct has good reliability. Based on 

the data presented, the CR value for Trust in Fundraisers (TF) is 0.882; Cyber-Fraud Perception 

(CFP) is 0.767; Perceived Behavioral Control (PBC) is 0.913; Media Literacy (ML) is 0.912, and 

Willingness to Pay Zakat (WPZ) is 0.846. Thus, overall, all variables in this study show a CR value 

of more than 0.7, which means that the measurement model for each construct is reliable and has 

good internal consistency. 

Finally, Cronbach’s Alpha is used to measure the internal reliability of the construct, namely 

the extent to which the indicators in a construct are consistent with each other. A Cronbach’s Alpha 

value higher than 0.7 indicates good reliability. However, for newer or exploratory constructs, a 

value of more than 0.6 is acceptable (Hair et al., 2017). Based on the data provided, the Cronbach’s 

Alpha value for Trust in Fundraisers (TF) is 0.874; Cyber-Fraud Perception (CFP) is 0.694; 

Perceived Behavioral Control (PBC) is 0.888; Media Literacy (ML) is 0.893, and; Willingness to 

Pay Zakat (WPZ) is 0.787. Overall, most of the variables in this study showed good internal 

reliability, with only one variable (CFP) slightly below the ideal threshold, but acceptable. 

 

3.2. Inner Model Test (Structural Test) and Hypothesis Test Results 

Meanwhile, the inner model test focuses on the relationship between constructs in the 
structural model, which describes the path or cause-and-effect relationship between the existing 

constructs. In detail, the results of the inner model test in this study are presented as follows. 

 
Table 2. Inner Model Test Results  

 

Relationship  With Control Variables Decision Without Control Variables Decision 

Original 

Sample 

(O) 

T-Stat P 

Values 

Original 

Sample 

(O) 

T-Stat P 

Values 

Direct Effect 

AG -> WPZ 0.025 1.145 0.253 Rejected - - - - 

G -> WPZ 0.018 0.843 0.400 Rejected - - - - 

EL -> WPZ 0.012 0.410 0.682 Rejected - - - - 

MS -> WPZ 0.029 1.380 0.168 Rejected - - - - 

TF -> WPZ 0.333 2.078 0.038 Accepted 0.309 1.776 0.076 Rejected 

CFP -> WPZ -0.208 1.605 0.109 Rejected -0.221 1.687 0.092 Rejected 

PBC -> WPZ 0.072 1.002 0.317 Rejected 0.071 0.956 0.339 Rejected 

ML -> WPZ 0.273 3.021 0.003 Accepted 0.292 2.946 0.003 Accepted 

         

Moderating Effect 

PBC 

Moderating 

TF -> WPZ 

0.201 1.108 0.269 Rejected 0.239 1.304 0.193 Rejected 

         

PBC 

Moderating 

CFP -> WPZ 

-0.111 0.641 0.522 Rejected -0.155 0.908 0.364 Rejected 

         

ML 

Moderating 

TF -> WPZ 

0.366 1.948 0.052 Rejected 0.378 2.030 0.043 Accepted 
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Relationship  With Control Variables Decision Without Control Variables Decision 

Original 

Sample 

(O) 

T-Stat P 

Values 

Original 

Sample 

(O) 

T-Stat P 

Values 

ML 

Moderating 

CFP -> WPZ 

-0.141 0.846 0.398 Rejected -0.165 0.977 0.329 Rejected 

    
 

   
 

R2 0.910  0.908  

R2 Adjusted 0.905  0.905  

Note: AG = Age Group; G = Gender; EL = Educational Level; MS = Marital Status; TF = Trust in Fundraisers; CFP 

= Cyber-Fraud Perception; PBC = Perceived Behavioral Control; ML = Marital Status; WPZ = Willingness to Pay 

Zakat 

Source: Data Primary Processing 

 

 

 
 

Figure 2. Inner Model Test Result Model 1 with Control Variables 

 

This study used control variables consisting of Age Group, Gender, Educational Level, and 

Marital Status. Thus, in this study, the results of the inner model test are divided into two models, 
where the first model involves control variables (Figure 2), and the second model does not involve 

control variables (Figure 3). Regarding the direct effects involving control variables, the results 

show that the influence of control variables in the form of Age Group (AG), Gender (G), 

Educational Level (EL), and Marital Status (MS) on Willingness to Pay Zakat (WPZ) are all 

insignificant because they have a p-value greater than 0.05. On the other hand, the influence of the 
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Trust in Fundraisers (TF) variable on WPZ is considered significant in the first model involving 

control variables (with a p-value = 0.038), but in the model without control variables, this influence 

is not significant (with a p-value = 0.076). The presence of a positive original sample (O) sign in 

the influence between TF and WPZ indicates a positive direction of influence, where the increasing 

trust of respondents in fundraisers also increases their desire to pay zakat online. 

 

 
 

Figure 3. Inner Model Test Result Model 2 without Control Variables 

 

Meanwhile, the Cyber-Fraud Perception (CFP) variable does not show a significant effect on 

WPZ either with control variables (with p-value = 0.109) or without control variables (with p-value 

= 0.092). The original sample value (O) with a negative sign in the relationship between CFP and 

WPZ indicates that there is an inverse relationship, where the higher the respondent's perception 

of the possibility and risk of cyber-fraud, the lower the respondent's desire to pay zakat online. In 

addition, Media Literacy (ML) showed a significant effect on WPZ in both models (p-value = 0.003 

in the model with control and p-value = 0.003 in the model without control). In contrast to ML, 

Perceived Behavioral Control (PBC) actually showed an insignificant effect on WPZ in both 

models (with p-value = 0.317 in the model with control and p-value = 0.339 in the model without 
control). 

In the moderating effects section, the results of the study showed that the moderating effect 

of PBC in the relationship between TF and WPZ and the moderating effect of PBC in the 

relationship between CFP and WPZ are not significant in both models with and without variable 

control. Meanwhile, Media Literacy (ML) has a significant moderating role in the relationship 

between TF and WPZ only in the model without variable control (with p-value = 0.043), which 

indicates that the effect of Trust in Fundraisers on Willingness to Pay Zakat is stronger with a 

higher level of media literacy. However, the moderation of ML in the relationship between CFP 

and WPZ is insignificant in the second model without variable control (p = 0.398 and p = 0.329). 

Overall, the R² value for both models shows that this model is able to explain about 91% of 

the variation in Willingness to Pay Zakat (WPZ), indicating that this model has very good 
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predictive power. The Adjusted R² value, which is also 0.905, shows that the results remain stable 

and reliable, even with or without control variables. These results illustrate that most of the 

variables used in this study together can explain the WPZ construct by 90.50%, while the remaining 

9.50% is explained by other variables not tested in this study. 

 

4. Conclusion 

The rise of digital fraud and scams has significantly impacted people's trust in zakat 

organisers, which is crucial for encouraging online donations. This study showed that trust in 

fundraisers significantly influences individuals' willingness to pay zakat, especially when control 

variables such as age, gender, education, and marital status are considered. When these personal 

factors are not included, trust in fundraisers alone does not significantly affect online zakat 

payments. On the other hand, perceptions of cyber fraud are often thought to undermine trust and 

deter donations. As online fraud becomes more prevalent, individuals become increasingly 

cautious, fearing that their donations might be misused. As a result, many choose to withhold their 

donations to online zakat platforms. However, the study found that while there was a negative 

relationship between cyber-fraud perceptions and willingness to pay zakat, cyber-fraud perceptions 

did not significantly affect zakat payment intentions in either model. This indicates that concerns 

over cyber-fraud might influence donation behaviours, but the effect is not strong enough to be 
considered statistically significant. Regarding moderating effects, perceived behavioural control 

did not influence the relationship between trust or cyber-fraud perceptions and willingness to pay 

zakat. In contrast, media literacy played a significant role as a moderator in the model without 

control variables. Individuals with higher media literacy were more likely to be influenced by trust 

in fundraisers when deciding to donate. The model explained 91% of the variation in willingness 

to pay zakat, showing a strong predictive power, with an adjusted R² value of 0.905, indicating the 

stability and reliability of the results. Despite the strengths of this research, limitations such as the 

lack of regional data and longitudinal data should be addressed in future studies. Regional 

differences may yield different results, and using longitudinal data could provide a deeper 

understanding of changes over time in the willingness to pay zakat online. Therefore, future 

research on digital zakat management should consider these factors to obtain more comprehensive 

findings. 
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