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 The purpose of this study is to identify the moderating effect of Ulama 
Endorsement on the Relationship between Trust in zakat institution 
and The Intention of Indonesian Millennial to Pay Zakat. The study 
used the Theory of Reasoned Action (TRA) and the extended Theory 
of Planned Behavior (TPB) to investigate the factors influencing the 
behavioural intention of Indonesian millennials to pay zakat. The 
data were obtained from 394 millennial Moslems who live in several 
cities in Indonesia. The method applied was a purposive sampling of 
Indonesian millennial Moslems who already work and must pay 
zakat. The data were analyzed using structural equation modelling 
(SEM) via Amos software. Findings-The study results show that 
Ulama endorsement has significantly moderated the relationship 
between trust in zakat institutions and The Intention of Indonesian 
Millennials to Pay Zakat. The study significantly contributes to the 
Zakat institution in Indonesia to plan, strategize, and implement an 
effective intervention by stressing the importance of intention in 
forming the behaviour of millennials in paying zakat. However, the 
limitation is that this study only focuses on Indonesian millennials. 
Therefore, a cross-generational study may be performed in the future 
to understand the similarities and differences across generations. 
Originality/Value–This study is the first to examine the moderating 
effect of Ulama endorsement on the intention of Indonesian 
millennials in paying zakat. The study enriches previous studies by 
applying  TRA and TPB simultaneously to explain the behaviour. 

 
1 Bengkulu University, Bengkulu, Indonesia. Email: msukrianto.C3B017017@unib.ac.id 
2 Bengkulu University, Bengkulu, Indonesia. Email: lizar_alfansi@unib.ac.id  
3 Fatmawati State Islamic University, Bengkulu, Indonesia. Email: rohimin@iainbengkulu.ac.id  
4  Bengkulu University, Bengkulu,  Indonesia.  

https://www.growingscholar.org/journal/index.php/TIJOSSW
https://www.growingscholar.org/journal/index.php/TIJOSSW
https://portal.issn.org/resource/ISSN/2690-5167
mailto:msukrianto.C3B017017@unib.ac.id
mailto:lizar_alfansi@unib.ac.id
mailto:rohimin@iainbengkulu.ac.id


289 

  

 

Moderating Effect of Ulama Endorsement on the Relationship between Trust  

in zakat institution and The Intention of Indonesian Millennial to Pay Zakat 

(Muhammad Sukrianto; Lizar Alfansi; Rohimin Alwi; Syaiful Anwar) 

 

 

1. Introduction 
 
Zakat payment is one of the Islamic economic instruments used to alleviate poverty 

(Abdullah et al., 2015; Bin-Nashwan et al., 2020). Since it is a mechanism that helps decrease social 
inequality, zakat is indeed an interesting subject to discuss. The obligation to pay zakat must be 
complied with by Moslems because it is one of Islam's five pillars, which is applicable over the ages. 
It can also be viewed as a unified system to attain social well-being. Based on the data released by 
the National Board of Zakat (Baznas, 2019) that does the mapping of the potential zakat indicators, 
overall, Indonesia's zakat potential is IDR233.8 trillion. Zakat on income has the highest potential 
value at IDR139.07 trillion, followed by zakat on saving and securities at IDR 58.76 trillion, 
agricultural zakat at IDR19.79 trillion, and livestock zakat at IDR9.51 trillion (Baznas, 2020). 

As one of the countries with the largest Muslim population globally, the potential for zakat in 
Indonesia does not match the actual zakat collection (Yusfiarto et al., 2020). Although the actual 
collection is increasing, it is still way below the potential that should be obtained. Only IDR1.8 
trillion out of the IDR300 trillion has been collected (Heikal and Falahuddin, 2014). A possible 
reason for this low zakat collection is the noncompliance of the Moslems (Andam and Osman, 2016). 
The gap between the amount of zakat potential and the amount of zakat received is also due to the 
lack of intention to pay the obligatory zakat (Muzakki) to be distributed to institutions such as 
Baznas (Canggih et al., 2017). The reluctance and distrust of muzak to distribute zakat through 
zakat institutions require the management to be more professional, transparent, and accountable. 
Zakat must be managed as a standardized, technology-oriented institution towards poverty 
alleviation. 

To understand this issue, this research analyzes several factors that influence the intention to 
pay zakat among the millennial Moslems, who are the target of this research. Millennials are chosen 
because this generation has its unique characteristics (Smith, 2012). The unique character of this 
generation is based on regional and socioeconomic conditions. The millennial population totals 88 
million (33.75%) of the total population in Indonesia (Budiati et al., 2018). This proportion is more 
significant than the X generation (25.74%) and the baby boom and veteran generations (11.27%). 
This demographic bonus of millennials is an excellent opportunity for zakat institutions to target 
since they contribute a more significant proportion of the population. Several recent studies have 
used the millennial generation as the sample, especially those relating to technology or this 
generation's online shopping trend that appears to be the preferred way for them as they are very 
IT-savvy. This research attempts to provide new insights because, to the best knowledge of the 
researcher, no research has examined the behaviour of millennials towards paying zakat. Unlike 
other generations, like baby boomers or Generation X, millennials are very familiar with the various 
digitalization displays on the internet (Kilian et al., 2012). The ease with which this generation uses 
technology in various aspects of life makes them different from earlier generations, including their 
behaviour towards paying zakat. Currently, many online application services are used to pay zakat. 
Millennials of Indonesia are always ready to anticipate changes due to rapid technological advances 
(Salim et al., 2019). Millennials no longer pay zakat using conventional methods. They prefer to use 
online methods. According to Baznas (2019), the trend of paying zakat via online-based digital 
applications began in 2016, when digital zakat payments increased by 12% with the increasing 
number of platforms and e-commerce service providers.  

Accordingly, by applying the extended Theory of Planned Behavior (TPB) and an extension of 
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the Theory of Reasoned Action (TRA) simultaneously, the study provides new insights into the 
factors affecting the behavioural intention of millennials toward paying zakat. Compared to 
previous studies on zakat payments, this study introduces three variables:  trust in zakat institutions 
and Ulama endorsement to see the moderating effect on the millennials' intention to pay zakat, 
especially those living in urban areas.  

Many previous studies have examined behaviour, mainly intentions, and several studies on 
intentions to pay zakat. There is an empirical research gap from some of these studies that require 
further study due to the inconsistency of previous research results. Among these gaps is a lack of 
research that focuses on millennial behaviour in paying zakat. Minimal research has investigated 
the effect of electronic payment and the moderating effect of ulama endorsement on zakat 
behavioural intention. Therefore, this study adds several variables that affect the intention of paying 
zakat. The electronic zakat payment variable is interesting to research along with technological 
advances, especially in urban Muslim millennials who live in big cities and are familiar with the use 
of digital-based applications in various aspects of their daily lives.  

This study explores the moderating effect of Ulama endorsement on the relationship between 
trust in zakat institutions and the Intention of Indonesian Millennials to Pay zakat. In this study, 
Ulama endorsement is hypothesized to have a moderating impact on intention. In the current era of 
globalization, the role of Ulama is to teach religious knowledge in providing enlightenment to the 
people and guide revelation through the explanations of the scholars. The presence of ulama 
endorsement in advertisements, especially on television and social media, is a relatively new 
phenomenon in Indonesia and is quite interesting to note and research further. In the context of 
zakat, Islamic religious figures or Ulama have an essential role in encouraging and inviting followers 
to fulfil their obligations in paying zakat. It sheds light on the moderating effect of Ulama 
endorsement in directing and encouraging millennials to pay zakat.  

 
2. Literature Review and Hypothesis Development 

 
Past studies on intention have used various cognitive theories to understand behaviour. Most 

researchers have applied the TRA and the TPB to explain the variability in behaviour and predict 
behaviour in various environments. In general, previous studies have investigated the influence of 
attitudes, trust, subjective norms separately, and perceived behavioural control on the intention to 
pay zakat. Hence, there are ongoing debates and differences in results. An in-depth empirical study 
to analyze this problem comprehensively is needed. Under the TRA proposed by Fishbein and Ajzen 
(1967), which was further developed by Ajzen (1985) to become the TPB, it is explained that 
behaviour is determined by intention, which is an indication of how strong a person's belief is to act 
and how much effort is needed to conduct the behaviour. 

Fishbein and Ajzen (2010) defined intention as one's cognitive readiness to perform a behaviour. 
The intention is a person's position in the dimension of subjective probability, which involves a 
relationship between himself/herself and his/her actions. The intention is a predictor of behaviour, 
such that intention has become the most critical factor in shaping behaviour. Bratman (1999) stated 
that intention is a practical attitude that can guide and control behaviour. It means that intention 
manifests the need to use the need and the desire that cannot be separated. Under the extended TPB, 
it is explained that there are three essential factors influencing intention, namely: 
Behavioural belief, i.e., the basis to form subjective norms. 
a. Normative belief, i.e., the individual's belief in the norms of those around him/her and the 

individual's motivation to follow the norms. 
b. Behavioural control is the basis for shaping perceived behavioural control toward the strength of 

the factors to facilitate or complicate. 
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In zakat, many studies have used intention as a measurement of individual behaviour toward 
zakat payment. Some researchers have used intention for various purposes, including an 
intermediate variable between attitude and zakat, while others have used it as a direct determinant 
(Sareye and Haji-Othman, 2017). Intention to pay zakat is a person's subjective view of the tendency 
to bring about behaviour. It includes motivational factors that indicate how much effort is exerted 
and how difficult it is for the person concerned to display behaviour. As the third pillar of Islam, Zakat 
suffers from noncompliance, and intention could be the critical suspect (Farouk et al., 2017). 

This research focuses on the relationship between trust in zakat institutions and the Intention of 
Indonesian Millennials to Pay zakat. It indicates how strong a person's belief in zakat institution when 
attempting a behaviour, such as seriousness in paying zakat or taking action to fulfil zakat obligations. 
The study investigates the moderating effect of Ulama endorsement in encouraging millennials to pay 
zakat. The factors introduced in this study are: 

 
2.1 Trust in Zakat Institution 

 
Some studies on trust have shown a direct relationship between trust and willingness to buy 

(Fetzer, 1999; Alfansi and Sargeant, 2000). Kim et al. (2008) stated a direct relationship between 
trust and willingness to buy online from internet vendors. It means that increased trust will directly 
and positively influence buyers' intentions. According to Alfansi (2012), trust is formed when 
customers have confidence in financial services. Consumer confidence can be fostered in several 
ways, including through experience, positive recommendations, advertising, and good public 
relations. 

Trust in zakat institutions can be defined as the dependence of zakat obligators on zakat 
institutions regarding the institutions’ roles and responsibilities in collecting and distributing zakat 
to eligible recipients (Ghazali et al., 2016). Ali et al. (2017) found that paying zakat through zakat 
institutions is not only influenced by the attitude of the payers but also by their trust in the 
institution to handle the collected zakat funds properly and their level of understanding of zakat. 
The trust factor is expected to play an essential role in influencing the intention to pay zakat, 
especially in Indonesia. It is because the management of zakat in Indonesia is different from other 
Islamic countries. Non-governmental organizations administer zakat institutions in Indonesia. This 
zakat institution is exposed to community evaluation. If the community believes in the zakat 
institution, they will pay zakat to the zakat institution and vice versa. Thus, trust in this zakat 
institution will affect the behaviour of zakat payers. 

Several studies have shown that trust significantly influences zakat paying behaviour (Ghazali 
et al., 2016; Martono et al., 2019; Usman et al., 2020). Mubarok and Fanani (2014) stated that one 
of the factors that cause low zakat realization is trust in the zakat institution. If the institution can 
show professionalism in managing zakat funds, the zakat payers will increasingly trust the 
institution (Martono et al., 2019). Trust plays an essential role in zakat institutions because the 
continuity of their existence dramatically depends on the zakat collection from zakat payers 
(Muhammad and Saad, 2016). Thus, to test the influent of trust in zakat institutions on intention, 
the following hypothesis is developed: 
 
H1: Trust in Zakat Institution has a positive influence on millennials’ intention to pay zakat. 
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2.2 Ulama Endorsement 
 
In this study, Ulama endorsement is used as a moderating variable. According to Baron and 

Kenny (1986), moderating variables reinforce or weaken the influence of independent variables on 
the dependent variable. One of the characteristics of the moderating variable is that the independent 
variable does not influence it. Ulama endorsement is used as a moderator in the relationship 
between trust in zakat institutions and the intention to pay zakat. 

Previous studies have shown that celebrity endorsement in advertisements generates attention 
from consumers and builds more significant publicity (Majeed and Razzak, 2011). Scholars also 
belong to the group of religious celebrities. The community, especially his followers, will follow all 
their actions and speeches.  Zafar and Rafique (2012) conducted a study to determine customer 
attitudes toward brand image and their interest to buy products advertised by celebrities. The 
results show that celebrity endorsers have a positive impact on customer attitude and buying 
interest. Celebrity endorsers such as sportsmen or actors can help make new products or brands 
accepted by consumers by influencing consumers' pre-purchase attitudes. In this way, the 
company's profits can increase (Pughazhendi and Ravindran, 2012). 

They were separated from the fact that most Indonesians are Moslem, which is considered an 
opportunity for marketers and designers to create advertisements that have a solid appeal to 
consumers from this religious segment. Sakinah (2016) stated that Ulamas are leaders in Islam who 
bestowed this particular and glorious title as heir to the Prophet. According to Mauluddin and 
Rahman (2018), not every scholar with knowledge is referred to as an Ulama. Only those who have 
expert knowledge of Islam have the privilege of being called Ulama. They have charisma, and what 
they say and exemplify are interesting for the community. The strategic role of Ulama is to preach 
(to make the community do good deeds, away from the prohibitions of Allah) in religious, social, 
political, and cultural affairs, etc.  

 In the context of zakat, Ulamas, as Islamic leaders, have an essential role in encouraging or 
inviting their people to fulfil their obligations to pay zakat. The unique role of Ulama is needed 
during society, especially in socializing and convincing Muzakki to pay their zakat through zakat 
institutions. For some Muslim communities in Indonesia, the advice and invitations of the ulama are 
still used as a reference and guidance in doing various things, especially those related to worship. 
According to Farouk et al. (2017), Ulama can educate their followers about the benefits of religion 
and other consequences of intentions toward zakat obedience. Ulama endorsement is a variable that 
is hypothesized to strengthen the relationship between trust in zakat institutions the intention of 
millennials toward paying zakat. The hypotheses are formulated as follow: 
H2: Ulama endorsement moderates the relationship between trust and millennials’ intention to pay 
zakat 
Based on the theoretical study above, the framework for this research is illustrated in Figure1. 

 
 
 
 
 

 

 

 

 

 
 
 

Figure 1. Relationships between variables 

 

 

 Millennials Intention 
to pay zakat 

 

Trust on zakat 
Institution. 

 

Ulama Endorsement 
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Note: 
Effect of independent variables on the dependent variable. 
Effect of moderating variables on the relationship between the independent and 
dependent variables. 
 

3. Materials and Methods 
 

This research uses a descriptive method with a quantitative approach. It is conducted using a 
survey method with an online distributed questionnaire. The descriptive method can describe a 
situation related to the problem to be studied. On the other hand, the quantitative approach is used 
to examine the relationship between the variables. All these variables can be measured with 
instruments so that the data in numbers can be analyzed using statistical procedures (Creswell, 
2007). The variables and indicators of the research are presented in Table I. 

 
Table I. List of Constructs, and Indicators 

Variables  Indicators Reference 

Intention 

1. Eagerness 1, 2, 3, 4, 5, 6,  
(Crow dan Crow, 
1992) 
7, 8, 9 (Personal 
Interviews) 

2. Delight 
3. Self-awareness 
4. family recommendation 
5. friend recommendation 
6. leader direction 
7. to get merit 
8. social benefits 
9. self-satisfaction 

Trust in 
Zakat 
Institution 
 
 
 

1. Competence 1, 2, 3, 4, 5, 6, 7 
(Mayer et al., 
1995; Kim et al., 
2008) 
 
8, 9 (Personal 
Interviews) 

2. Experience 
3. Knowledge 
4. Attention 
5. Empathy 
6. Reliable 
7. Transparent 
8. can be trusted 
9. based on value 

Ulama 
Endorseme
nt 

1. having an attractive personality 1, 2,3, 4, 5, 6, 8,, 
Shimp (2007) 
7, 9 ((Personal 
Interviews) 

2. conveying messages communicatively 
3. elegant in conveying messages 
4. being honest in conveying messages 
5. consistent in conveying messages 
6. conveying trusted message 
7. conveying messages charismatically 
8. conveying messages proficiently 
9. have good morals 
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Table I shows that there are three variables developed into 27 indicators. The constructs and 
indicators are generated based on the present theories to measure the behaviours of millennials to 
pay zakat. Some indicators are added and modified based on the context of the intention to pay 
zakat. A series of personal interviews with 15 respondents were conducted to determine the extent 
to which the initial indicators were appropriate to the context of paying zakat. Three local Ulamas 
were also consulted to ascertain their opinions in respect of indicators developed. The statements 
were developed to measure the behaviours and tested using a five-point Likert scale (1 strongly 
disagree, two disagree, three neutral, four agree, and five strongly agree). 

The population of this study is Indonesian urban millennials, namely Moslems, who work and 
have income and therefore are obliged to pay zakat. They were selected based on birth from 1980 
to 2000 who are currently aged between 21 and 40 years (Martin and Tulgan, 2006). Considering 
the 88 million millennials involved, this research used non-probability sampling, or the snowball 
sampling technique, to select, identify, and take samples in a network or chain of continuous rolling 
relationships. The determination of samples in this study was adjusted to the Structural Equation 
Model (SEM) analysis. The samples recommended ranged from 200 to 400 respondents or as much 
as 5 - 10 times the number of parameters estimated (Hair et al., 2010). Therefore, with 60 research 
indicators, the range of samples taken is between 300 and 600 samples. 

Snowball sampling technique was carried out online using the google survey form application, 
in which the research questionnaires were inputted. The research questionnaire with the link 
address https://forms.gle/XpaF34iTvfq5EGAN9 was distributed to sample points among the urban 
Muslim millennial generation who live in some major cities in Indonesia. The questionnaire was 
distributed online to respondents in Jakarta, Surabaya, Makassar, Medan, Semarang, Yogyakarta, 
Bandung, Kalimantan Barat, Palembang, Lampung, Padang, Kepulauan Riau, Jambi, and Bengkulu, 
from 1 January 2020 to 24 February 2020. Five hundred and twenty-eight respondents responded 
to the questionnaire; however, those who met the requirements totalled 394 respondents.  

 
 
 
 
 
 
 
 
 
 
 
 

 
 

4. Results and Discussion 
 

The data was analyzed using inferential statistical analysis or structural equation modelling 
(SEM) via AMOS 21 program. Many scholars have recommended SEM AMOS as an excellent 
statistical tool for solving complex multivariate analyses.  SEM analysis includes various statistical 
analyses, such as path analysis, confirmatory factors analysis (CFA), Root Mean Square Error of 
Approximation (RMSEA), causal modelling with latent variables, and multiple regression analysis 
variances (Hair et al., 2010).  

 

                                       Figure 2.  
                              Distributions of respondents 

0

50

100

150

200

Series1



295 

  

 

Moderating Effect of Ulama Endorsement on the Relationship between Trust  

in zakat institution and The Intention of Indonesian Millennial to Pay Zakat 

(Muhammad Sukrianto; Lizar Alfansi; Rohimin Alwi; Syaiful Anwar) 

 

4.1 Normality, validity, and reliability test 
 
A normality test is performed to determine whether or not the data obtained has a normal 

distribution. AMOS normality test can show the value of skewness and kurtosis. Data is said to be 
normally distributed if it has a critical ratio (CR) skewness and kurtosis values in the range of  -2.58 
to 2.58 at a significance level of 1% (0.01) (both univariate and multivariate). Based on the 
normality test, it can be concluded that the CR values for both skewness and kurtosis are in the 
range - 2.58 to 2.58. This means that each indicator has a skewness and kurtosis value that forms a 
typical curve pattern; hence, it can be concluded that the data are typically distributed. 

A validity test is performed to determine whether a measuring instrument has performed its 
size function. This testing procedure is carried out to see whether the measuring instrument or 
statement in the questionnaire can measure accurately and show the actual condition, thus 
confirming the suitability of the measuring instrument (Hair et al., 2010). In this study, the validity 
test was performed using CFA. Factor analysis is employed by looking at the maximum likelihood 
analysis technique and the factor loading matrix. The factor loading value is considered significant 
if it is > 0.50 (Hair et al., 2010). After going through the stages of eliminating several indicators, the 
factor loading values for each indicator, i.e., Trust in Zakat Institution, Ulama Endorsement, and 
Intention, is not below the value of 0.5. It can be concluded that the indicators of each variable used 
are valid.  

Construct reliability is assessed by calculating the reliability index of the instrument used 
(composite reliability) from the SEM model being analyzed. The boundary value used to assess an 
acceptable level of reliability is> 0.70 (Hair et al., 2010). The reliability test results can be seen in 
Table II. The reliability test in SEM can be obtained through the following formula: 

 

CR= 
[𝛴𝜆𝑖]2 

[𝛴𝜆𝑖]2+[ 𝛴𝜀𝑖] 
 

Note:   [Σλi]² = standard amount of loading 

             [ Σεi] = number of measurement errors 
 
 
 

CFA model of reliability construction 

 
From Table II, it can be seen that the results of testing the reliability of each latent variable are 

reliable because each of these latent variables has reliability greater than 0.7. Construct reliability 
values greater than 0.7 indicate good reliability (Hair et al., 2010). 

Table II 

Construct Reliability  
[Σλi]² Σε

i 
CR 

Trust on Zakat Institution 21.706 2.359 0.902 
Ulama Endorsement 40.450 2.934 0.932  
Intention 21.809 2.338 0.903 
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0.462 

4.2 Structural Equation Modeling (SEM) 
 
SEM analyses the relationship between latent variables (variables that cannot be measured 

directly and require several indicators to measure them) independent and dependent variables 
(Bollen, 1989). An essential step in SEM is assessing model fit (Blanthorne et al., 2006). Analysis of 
the data processing results on the entire model is conducted by using the suitability and statistical 
tests. The results of the goodness-of-fit model are explained in Table III. A model is feasible from 
several feasibility tests if one of the model tests is fulfilled (Hair et al., 2019). From the model output 
results in Table III, it can be concluded that the model suitability test criteria are all good. 
 

                                                                           Table III 
Test Results of Goodness of Fit Model 

 
 
 
 
 
 
 
 
 
The statistical test of the results was processed with SEM to test the hypothesis. Figure 3 shows 

the outcomes of Amos 21, which explains the relationship between trust in zakat institution (TRS),  
and the intention of millennials to pay zakat. The significance of the relationship between variables 
can be seen through the value of probability (P) and the critical ratio (CR) of each relationship 
between the variables. The result of testing statistics is shown in figure 3.  

 
 
 
 
 
 
 
 
 
 

Figure 3. Regression weight of SEM 
 

Figure 3 shows the direction of the relationship and the significance of the relationship between 
constructs. The analysis using AMOS 21 shows that trust in zakat institution (TRS), Ulama 
endorsement (END) significantly influences millennials' intention to pay zakat.  

 
Table IV 

Summarize of Figure 3 
 

Construct Estimate  S.E. C.R.  Probability  

INT <--- TRS .259 .076 3.408 ***  

No Goodness of Fit 
Index 

Cut off 
Value 

Result 
Analysis 

Evaluation 
Model 

 

1 CMIN/DF ≤ 2.0 1.223 Good 
2 CFI ≥ 0.95 0.988 Good 
3 RMSEA ≤ 0.8 0.006 Good 
4 TLI ≥ 0.95 0.955 Good  
5 GFI ≥ 0.90 0.925 Good 
6 AGFI ≥ 0.90 0.917 Good 

0.259 Trust 

Ulama 

Endorsement 

 

Intention 

0.435 
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INT <--- END .435 .057 7.638 ***  
 
Table IV above summarizes the results of figure three given above. It indicates that trust in 

zakat institutions has a positive and significant impact on the intention with a CR of 3.408 (greater 
than 1.96) and a probability value of (0.00< 0, 05). The SEM statistical test also shows that Ulama 
endorsement influences the millennials' intention to pay zakat, with a CR of 7.638 (greater than 
1.96) and a probability value of (0.04 <0.05. The study also finds the moderating effect of ulama 
endorsements on the relationship between each variable of trust in zakat institutions and 
intentions.  

 
Discussion and Implications 
 

The results of this study support some previous studies and contribute to the knowledge that 
trust has a significant role in determining the intentions of muzak toward paying zakat. Several 
studies on the intention to pay zakat also found that trust has a critical role in determining the 
intention of muzak in paying zakat (Becerra and Korgaonkar, 2011; Muhammad and Saad, 2016; 
Martono et al., 2019). Usman et al. (2020) stated that the trust of Moslems will emerge and increase 
if institutions are always believed to be making various efforts to realize their goals. Trust has a 
crucial role because the existence of zakat institutions depends on the level of zakat collection from 
muzak. The muzak trust plays a vital role because their activities are highly correlated with the level 
of trust. Zakat institutions can only survive if there is a continuity of zakat payments and effective 
distribution to Asnaf, eligible to receive zakat. Trust as an intrinsic factor is seen as an essential 
factor in its influence on the intentions of the millennial generation of Moslems toward paying zakat 
through zakat institutions. 

Table V shows that Ulama endorsement can moderate the relationship between trust in zakat 
institutions and the millennials' intention to pay income zakat. The variable influences and 
strengthens the direct relationship between trust and millennial intention toward paying income 
zakat. According to Saad et al. (2020), as religious leaders, Ulama influences are seen as Islamic 
scholars' ability to convince Muslims to pay zakat to the zakat authority. Ulama can increase their 
trust by promoting zakat institution programs among the community and elaborating how these 
programs can help Muslim societies empower alleviate poverty in society. The results are in line 
with Saad and Haniffa (2014), who found that the influence of religious leaders on the intention to 
pay zakat is significant and positive in Malaysia. However, the tiny realization of zakat payments 
through zakat institutions indicates that the role of Ulama has not been maximal in providing 
support to zakat obligators to pay their zakat through zakat institutions. 
 
5. Conclusion 

 
Previous studies on zakat have not explicitly discussed millennials as the object of their 

research. A millennial is a unique generation. Advancement in digital technology has led to a shift in 
millennials’ ways of doing various things online, including paying zakat. The present study is the first 
to shed light on the factors underpinning the intention of millennials to pay zakat. Consistent with 
prior studies, the study shows that trust in zakat institutions influence the Moslems millennial 
intention to pay zakat in the Indonesian context, especially those who live in urban areas. The 
hypothesis of this study, on the whole, are supported. So, it can be concluded that the higher the 
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level of trust in zakat institutions among millennials as muzak, the higher their intention toward 
paying zakat. Several theoretical and practical implications are provided based on the research 
findings. First, the theoretical implication of this study supports the extended TPB. The results 
concur with previous studies that trust in zakat institutions is an istinct factor influencing the 
intention to pay zakat. 

Furthermore, this study proves that the Ulama plays a significant role in moderating the 
relationship between the independent variables and intention. Ulama, the bearers of the Prophet's 
mission, has a strategic role in encouraging people to do noble deeds. Ulamas, as scholars, are expected 
to provide information encourage zakat as an obligation that Moslems must obey. The provision of 
information and encouragement by Ulama as role models for society impacts the community's 
compliance with the obligations that must be fulfilled. The findings of this study imply both theory 
and practice. In terms of theory, this research supports the development of TRA, TPB and TAM. 
Following previous research, this finding found that trust in zakat institutions and Ulama 
endorsement influence zakat intention, especially in the millennial generation. This study also 
provides evidence that Ulama has an important influence in moderating the relationship between 
trust in zakat institutions on the intention of paying zakat. Ulama, a carrier of the Prophet's message, 
has a strategic role in encouraging people to fulfil their obligations. In terms of practical implication, 
the findings contribute to the zakat institution to increase zakat collection by considering all the 
determinants involved in this study to achieve a better zakat collection. It is recommended that 
zakat institutions plan, strategize, and implement an effective intervention by emphasizing the 
importance of intention in forming the behaviour of millennials toward paying zakat. Therefore, 
zakat institutions, social enterprises, and the government should use this fact to promote zakat 
among the targeted community. It is also essential for zakat institutions to employ Ulamas to 
promote zakat obligation since Ulamas play a significant role in influencing people to pay zakat. 
 
Limitations and Future Research 

 
Regardless of the research contributions mentioned, the findings should be accepted with 

caution because of the study's limitations. First, the sample is limited to several cities in Indonesia 
that may not represent Indonesia. Thus, it is recommended that future studies be conducted 
covering other cities in the country and other Muslim countries to obtain a more comprehensive 
understanding of zakat compliance behaviour. A comparison approach between those countries is 
another important thing that should be considered in future studies. Second, the questionnaire's 
inherent limitation for which different interpretations by respondents to the same question may 
arise. Thus, future studies should use different methods such as interviews or case studies to 
understand this issue further. Third, this study only focuses on Indonesian millennials. Therefore 
cross-generational studies can be carried out in the future to understand the similarities and 
differences between generations. Last but not least, studies in the future should also consider other 
variables, such as law and enforcement, that may play an essential role in shaping zakat compliance 
behaviour. 
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