CHAPTER 6

DISCUSSION AND CONCLUSION 1(0

6.1 Introduction z

This chapter interprets and discusses the empiric INgs & thhe preceding
chapter, based on each hypothesis pertaining to the res questions and pb@ves of the

study. It begins with Section 6.2, which provid erview stuc@ﬁéscrlblng the
aims and theories employed in this resear@ n b‘? discusses @'esearch findings
regarding the relationships between thN internal ribu@attitude, knowledge,

experience, perception), trust, com t and a as the relationships and
c.)

impacts of the two mediators % xjonf@'[ framework. Subsequently,

Section 6.4 discusses the theow and managerial ications. Section 6.5 focuses on

(
the limitations of the cur udy, whi dtlQQ/ .6 discusses the direction of future

N O
research. The conclu& his @IS provided in Section 6.7.
AN

:l c,,(J

N
@ ol

Thlf pplles Mehrabian and Russell's model to explicate the influencing factors
g

NV

compr internal attributes of the wagqifs and their effect on waqf participation, thus

| attributes (attitude, knowledge, experience, and perception) are treated as stimulus.

Ii cash wagf loyalty. In the Stimulus-Organism-Response (SOR) model, the

Trust and commitment serve as the organism that mediates the relationship between the
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stimulus and the response, which are the relationship between wagqifs’ internal attribute and
loyalty in cash wagf. In addition to this model, two other supporting theorie@lized
to explain the variables. The Social Cognitive Theory explicates the ex gﬂ) variables,
i.e., the internal attributes of the waqifs. Meanwhile, the Trust- %ment Theory
explores the relationship between trust and commitment, as wellxth';%:oact of trust and
commitment as mediators in the conceptual framework of hiw. In order to provide
insights on the factors that may cause the develo of a s!ron wagqif-loyalty
relationship, this study addressed several research stions pertai g’to’ ct:l;fg'internal
attributes of the wagifs that could influence theis, cash pwaqf oya&rand offered

r\.SpecthTy, this research

recommendations to waqgf institutions to enhance their

successively addressed five research quﬂ\ Q) as

DS

Research Question1 : What| impactiof t terr@tributes of the wagqifs that

&
determine ca ya@
Research Question 2 :%ge any r’lm} Hi@ween the internal attributes of the
stan

S
’ '3
\Naqiff i >

‘dg;dmmitment?

Research Questio v w
& LR
a qf'lo alty?
% &
Research w 4 " ,trust‘#»\d commitment have a mediating effect on the
)
A relati'ec@hip between the internal attributes of the wagifs and

cash waqgf loyalty?

@rch Question 5 : Is there any relationship between trust and commitment?
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The following discussions are based on the research objectives (RO) of this study

with respect to the research questions above: \q

Objective 1: To determine the impact of the internal attributes of the\/aqifs on cash

wagqf loyalty. \,

Objective 2: To examine the relationship between theg te%l attributes of the waqifs

with trust and commitment. '\d
L ]

Objective 3: To analyze the impacts of trus@ammit en ﬁe_{v\gqifs’ cash

wagf loyalty. s \,‘T
Objective 4: To investigate the metz%y@ffecﬁ)f t an mmitment on the

relationship between the intern attri% of tQNaqifs and cash waqf

loyalty. ) >y \&
o v,
“« Q-
Objective 5: To determinem!g' Ia"Mwe{rﬁ%st and commitment.

(,)z Dj N
’ F &
6.3 Discussion O@rch ' \ %Q}
In accordano%it the al frez;gwork (shown in Figure 6.1), this section
(Q d .
compares and eentrasts the findin s{or(a_l,l the hypotheses developed for this study. The
theoretical ‘&k ift s Io@ as the endogenous construct and as a response of

: : N . .
action \ ternal attributes o‘fs(ﬂ?e wagqifs (attitude, knowledge, experience, perception)

/

whi e as stimulus, in response to RQ1. Concurrently, RQ2 describes the relationship
between the wagqifs' internal attributes with trust and commitment. Next, RQ3 aims to

clarify the impact of trust and commitment as organism on the wagqifs’ cash waqf loyalty.
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RQ4 aims to describe the mediating effect of trust and commitment in the relationship

between the waqifs’ internal attributes and cash waqf loyalty. From the sta% t of this

study, it is essential to investigate the relationship between trust an itment in
=

response to RQ5. Comprehensiveley, the RQs and ROs produced l\% ee hypothesis

statements based on the study framework. \’

\\ .

— — >
{ S‘\l [ Stimulus-Respond Model ] I/ 0 /‘1 { Stimulus-Respond Model } [ R \'-
" S N
. 2 "aa 4

: RO2 H2d - Trust ~pg4
Internal Attributes H2e — RO4 . H4 RQ3
of Wagifs Hga_H,z-b" i . . RC3
Attitude | Loyalty in
Knowledge k! Hla HIb = Hie HI A Cash Waqf
_H3a
Experience .
. ~ " HS RO3
Perception RG22 ~
RO2

' ™y

| Social Cognitive Theory } L Trust-Commitment Relationship Marketing Theory
A

* RQ4 (RO4): H6 and H7 Hypotheses on mediating effect

75 /?
=
4/‘7/0
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6.3.1 Research Objective 1: To determine the impact of the waqifs’ internal

attributes on cash wagf loyalty. \q

RO1 seeks to determine the direct relationships between the fa influencing the
wagqifs’ cash waqf loyalty, i.e., their internal attributes consisting o?ﬂﬂde, knowledge,
experience, and perception. Four hypotheses were developed toNr RQL. The results

are as follows: '

A

Yw
Table 6.1: The impact of the internal at@ cash waqf | a'ty _\C}

L]
Hypothesis Constructs B w[ﬁ-ticg\"[a . - .\3- Result
T
Hla Attitude -> Loyalty 0.169 4.335 0 Significant
H1b Knowledge -> Loyalty -0.006 0.182 0.428 Not Significant
Hic Experience -> Loyalty 0.052 1.246 0.107 Not Significant
H1d Perception -> Loyalty 0.018 0.4 0.345 Not Significant

~ J bl
I S
& B
H1la: There is a positively, Icant kelati shi[@een the wagqifs’ attitude

and cash wagf loyalty. %\
s R} N
dir

2yt ?
Table 6.1 presen%u mfl \GKL (Q}ffect result of hypothesis Hla. It was

revealed that the w@ttit positizely significant relationship with cash waqf

¢
loyalty. Hence hll 1/

path
between th@gnsf (e
v e

has been identifiedég crucial area in social behavioral science and has been

examih?or its ability to predict and explain behavior especially in relation to giving,

ch , and wagf (Ajzen & Fishbein, 1980, 2005; Green & Webb, 1997; Rodriguez-

!
is"is @‘?cted, indicating support for the relationship
N

Ricardo et al., 2018a; Shukor et al., 2016; Supphellen & Nelson, 2001; Teah et al., 2014;
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Webb et al., 2000). Mokthar (2018) mentioned that cash wagf loyalty relates to the wagqifs’
intrinsic attributes, one of which is attitude. Similarly, Pitchay et al. (2015) Q'SKRered that

attitude has a significant influence on the intention to perform res&@cash waqf
m

contributions via salary deduction in the context of private and g ent staff in the
Klang Valley. Teah et al. (2014) also found that attitude towards religious belief has a
significant relationship with the intention to make repeat d atl?.'

In different context, Alizadeh and Saghafi (2014 is ovewhe attitude of

tourists towards revisiting a destination leads to loy A positive r t,ons between
[

hopping; medical svwces hotels,

\aﬂmﬁl ., 2018; Patria
ng 6ﬂwn, 2016; Yao et al.,

£

2019). C 3
N
Literally, every Muslim u ds the be its ztlifrhqf specifically cash wagf.
ﬁ?; ;¥ s

There is a potential to increase,this sﬂ] e so @ it can result in loyalty, i.e., the

attitude and loyalty in other service areas such as onI

banks and others have also been indicated h0| Jo

Laksamana, 2018; Shabbir et al., 2018; %al,zo

performing of repetitive \% trlbug ns. ‘gitlghty may benefit the wagf institution

itsef in further mple&?ﬂ@ the|| w
t ide ad if iliti
0 provide adequ wll a‘n

secure thelr

Therefo
contribut Wate mfoﬂ%n abQH the wagf institutions. This in turn helps to promote
; )

the cl tives and advanta@e?of cash wagf to both wagqifs and non-wagifs. Hence, it
%ﬂcluded that attitude is one of the factors influencing the loyalty of wagifs in

Outmg cash wagf, which corresponds to hypothesis Hla.
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romotienal activities. It is vital for the institution

&

per @lum for the wagifs to contribute in order to
.o
e

' ftitude and loyalty of the waqif can positively




H1b: There is a positively significant relationship between the waqtfsy.

knowledge and cash wagf loyalty c\

The second relationship, i.e., between knowledge and ca aqf loyalty is
represented by the direct effect for hypothesis H1b. Knowl s found to have an
insignificant relationship with cash waqgf loyalty. Hence, %y;'othesis is accepted
due to the insignificant relationship between the exogen and en Qus variables.
Thus, hypothesis H1b is not supported. é ' _@

From wagf and philanthropy perspectiv?!!)me l‘;dl postYlIfg}eZI the effect
knowledge on repetitive behavior (Ahmadeh)gl-libber e 20& ohari et al., 2015;
Kassim et al., 2019; Shukor et al., 2016; Melle & Nelson, 20@ Hibbert et al. (2007)
clearly identified knowledge as i%%} t% SIOI’ %onse of donors which is

consistent with the SOR model4

attributes (attitude, knowl fge % erlen,e a erg?on) serve as stimulus components
spo

to loyalty as a behavior re Su H‘e rfﬁéljejson (2001) concluded that knowledge

th&%ﬁogenous construct of waqifs’

motivates charlty pe a ce ectly Its in loyalty if the reason for donation is
understandable ently “ju mle (mher studies in various fields also found the
positive eff ngd 0 o alt)é}bh as in the financial industry (Bell & Eisingerich,

2007, SA mad Bhat & Da@yZOlG Liu et al., 2012; Soliha et al., 2020), online
IearnE aheed et al., 2016), services quality (Wang et al., 2016), food-risk business
Isen, 2009), personal care services (Cossio-Silva et al., 2016), cosmetic (Yousaf

Q.,ZOlZ), and insurance (Alawni et al., 2015).
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Interestingly, studies on online shopping and omni-channels which basically invovle

the usage of technology devices seem to indicate the negative impact of Qﬁedge on

loyalty (Han, 2017; Yoon et al., 2013). According to both studies, shopﬁs‘@he new era

are knowledgeable; therefore, fast and efficient technology for purchasing convenience is

required to keep them loyal. An earlier study by Bettman and Rark (¥980) asserted that

-—

knowledgeable consumers tend to process by brand. Likewise, Huda et al. (2022) showed

B
that knowledge has no significant direct effect on the intention to contribute money via

| NO. _
salary deduction. Another study on knowledge computer also suggested,thaignowledge
AN
has no effect on loyalty (Valvi & West, 2013). 2 &
¥ o,
Although the wagifs may have possessed a considerable understanding of cash waqgf,

r™N N\ W

it is important to note that this knowledge did ngt automatically result in a sense of loyalty.

- o

Numerous variables have the potential to exert an influence on loyalty, encompassing

) . ! O

personal experiences, social norms, and reliwnefs. Trlé individuals participating in
N &

the study may have possessed a considerable degr'ee of familiarity with cash wagf, yet they

» ‘.
did not exhibit a profound personal affinity towards it or perceive it as the most optimal

J N7

means to fulfill their philanthropig aspirations. ims may knowledgeable enough about

w
&
the benefits of wa ,%i ally gf. \/ertheless, wagf or cash wagf is not a matter
%
@
&? ’
r re pon@ﬂity towards the religion of Islam. It is difficult

of brand, but @_ faith an
| y 2 = |
to motiva Ividual eﬁorm\-\rbadah even if they understand about the rewards of

NV
Allah \ d the benefits of\(n?iqf for the ummah. The marketing and management

m Pusat Wakaf Selangor (PWS) explained this by stating that knowledge remains
@ the awareness level and does not extend to knowledge of repetitive contribution or

loyalty. Perhaps, people misunderstand the distinction between wagf and sadagah. Both are
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often described as behavior that will be rewarded by Allah SWT. Thus, an individual’s
knowledge is not prominent in the context of cash waqgf, and that knowledge{&not have

any influence on cash waqf acceptance or continuous contribution. As:sgﬁ)hypothesis

H1c: There is a positively significant relationship et\Rﬂhe wagqifs’
experience and cash wagf loyalty. .'\d
"X

H1b is rejected.

oo
The null hypothesis for Hlc was accepted, indieating that‘the elatioqship between
experience and loyalty is unsupported or insignificant. 1{. ns th sh wagf loyalty
is not determined by the wagqifs’ prior @e. As n t)@ﬁme relationship was
conducted by Kassim et al. (2019) begrivedﬁeiws. r}@ntrast, Aly et al. (2017)
found a significant relationship ba%expe enc tfzQ \tinuous act of donating. In
areas other than cash wagf, Mnc S a ays%b?}n found to have a significant
relationship with loyalty gﬁhe jgrlj ﬁh&j&el context. Suhartanto et al. (2018)
revealed the signific;a%x:t of Pu ity experi on loyalty. In the context of festivals,
Girish and Chen nd‘ i ive arﬁﬁ?gnificant relationship between experience
(pleasure and @ and oy}%gln" er study, each customer experience dimension
has a disti Wifican irﬂztfon hqtel brand loyalty (Khan, Fatma, et al., 2020).

{ et al. (2009) fouh'd%at experience has a behavioral impact on consumer
lo h directly and indirectly, with significant and insignificant outcomes. This is

upported by other studies in different contexts such as that of Stein and Ramaseshan

(2020) and Nysveen et al. (2018) who found that behavioral experience does not influence
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brand loyalty. Ong et al. (2018) found that brand experience can significantly affect

customers’ brand loyalty based on whether the experience is affective, wte\lqctual, or

sensory. Meanwhile, brand community experience was found to havi%gative and

insignificant influence on brand loyalty (Ardyan et al., 2018).

Customers require experience from a marketing standpoih@; to make repeat

purchases. This is due to the fact that purchasing experienge me buyer in assessing

the quality of the goods or service. But cash wagf is n duct @3 in Islam, but

rather an obligation that must be carried out in accc%with Islami \7 WWan IS
-

not mandatory like zakat, Muslims are unconcernetiyabout jts'sigpificance. Most only
\fo N
contribute when they have additional mone% 0 Q‘i rm LtSBE regular basis,
especially if they have no prior experi@] cash rob%e perspective of the
wagqifs, it is plausible that they may ha@scounteﬁg?or }(&mounter with cash wagf.
N,

However, it is important to note l%partﬂ:ular xperi((/ is not necessarily reflected
in a sense of loyalty. The relationshi bet’vﬁgeg nd loyalty can be influenced by
various factors. One SUL%J is trl; lev F“(safaction individuals have with the
services provided b w inslitu'
convenience of p@h nrle
and dissatisf@ outcome

implemen way resﬁlﬂizﬁck u%%\wterest among individuals to continue contributing.

AN

. For ~instance, individuals may consider the
&/
m@g contributions to cash wagf. The negative

cou@ered in previous instances of cash waqf

NV
Itis COQK le that wagqifs may*?ve had favorable encounters with cash waqgf; however,
tha@ not have experienced a strong personal attachment due to the absence of

wnership or status association with cash wagf as a brand. Furthermore, the pursuit of their

philanthropic objectives may be interrupted by economic factors, such as a downturn,
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which could potentially erode loyalty. Hence, H1c is rejected as there is an insignificant

relationship between experience and cash waqf loyalty. \q

Cy

H1d: There is a positively significant relationship between the wah‘s‘ > perception

and cash wagf loyalty. \3
Perception is the fourth factor that is hypothesize fluénc clash gf loyalty, as
asserted by H1d. However, the finding shows that the relationship 'eeh c;I)\ﬁé"waqifS’
perception and cash wagf loyalty is insignificant, feading to,the a epta@ of the null
’ v
\ﬁ\and Bé@hsjo (2005) and
rfo%gces are significantly

associated with donors’ perceptions wat th | tﬂ@nerate valuable payoffs

for the donators’ loyalty. Likewis%awamet al(2017) \d a significant relationship
&

~Han a%&lyun (2018) also found that the

health perception of the e ature- ;ﬁ)lbti@b as a significant and positive effect
’ &
i .in

on customer and er:{@ onaf
ove

Mokthar (2018) di\ d th
@

hypothesis and rejection of hypothesis H1d. In contrast,

Sargeant et al. (2004) revealed that marl@tie

between perception (i.e., pricing) I:[

industry. In the context of cash waqf,

frcer@j&( of donors in terms of ukhwabh, religious

obedience, re sand a re?es hf;v@significant impact on their loyalty to continue

contributi sh wa qfsal@:leduction. Collectively, all these studies found

— - :
5|gn|f|\ Its of the relatlonst(@ between perception and loyalty.
‘éntrast, Shier and Handy (2012) found insignificant results when examining the

relatienship between donors’ perception and repetitive (loyalty) online donation behaviour

as most of the donors prefer to donate via offline means and irregularly. Another study also
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found insignificant results regarding the relationship between perception (price fairness)

and customer loyalty (Malik et al., 2020). In cash waqf, perception is formed&% service

quality of the waqf institutions or organizations (Shukor et al., 2014).:leaysia, the

administration of wagf institutions are separated according to state; thus, the
perceptions on the quality of wagf differ. There is a possibility, that*the people would
generalize their perception solely based on their experienc wwgﬂain wagf institutions

in certain states. As stated in the problem statement of ghissstudy, c S‘I wagf is frequently

perceived as a form of adagah rather than waqf, wh@nther reason'the puttl-l;&?, misled

and misinterprets cash waqf.
e has Q@Bﬂoact on loyalty.

This indicates that the wagqifs could p %mam | garﬁs of their positive or

negative perception. Although it |s ack%%i tha -Musllms generally hold a
favorable perception of engagmg% wa& an p&é‘éﬁd the societal and national

advantages it offers, it is im xfor I

The insignificant results appear to sug st t pe

_.18

titutions to effectively disseminate and
raise awareness about the% of ca‘g wa Jph aQbstantial and widespread level. The
public, particularly i iduals oft sliméyﬂw, should be provided with additional
information regar the ean etth}of contributing to cash wagf. It is crucial to
inform them %the pp te ﬁstltutlons to which they should direct their
contributi well W'é)n;nda tal objectives underlying the collection of funds
throu

Ievel of technology-enabled participation in cash waqf may influence the

Q/eness of cash wagf perception. Wagqifs and the public are currently prone toward

adopting systematic information technology for the purpose of executing tasks and carrying
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out routine activities. Consequently, if a waqf institution demonstrates a willingness to
invest in reliable systems and technology to collect cash wadf, it is likely, o%?rate a
favorable perception among wagqifs. This, consequently, may indir &)ﬁtract new
contributors and foster long-term loyalty among existing waqifs. T .dﬁry of optimal
service by wagqgf institutions can contribute to the enhanceme&]eir reputation,
specifically in terms of their competence in managing waq ass&éﬁd funds. This, in turn,
may possess an impact on the repetitive contributions level w exhibited by

® .
wagifs. Therefore, it is imperative to prioritize serviceguality as acruci ci)m@)EFnt in the

implementation strategy of cash wagqf institutions. \ &
Y/

N 4?
6.3.2 Research Objective 2: To e)@the relati hi;tgetween the wagqifs’
internal attributes with trus@%comﬂw ‘<\~
@ S

-
The RQ2 intends to exa&& e &ﬁéﬂonshlp between the wagqifs’
internal attributes namely ﬁltuR, knowl
me

N
, and perception and the organism
namely trust and commit esé.i_} re generated to answer RQ2, four of
which focused on @t Mbwee@ internal attributes and trust, and the
remaining four o@!lati n@ e&ﬁ‘ﬂ‘ue internal attributes and commitment.
N S
& v

3
&’
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6.3.2.1 Internal Attributes and Trust

Table 6.2: Relationships between Internal Attributes and Trust c :

t- 95%
Hypothesis Constructs B Statistics Values Cl
H2a Attitude -> Trust 0.201 3.982 0 Supported 0.282
H2b Knowledge -> Trust  0.036 0.711 0.239  Not supported  0.117
H2c Experience -> Trust  0.481 9.219 0 Supported 0.557
H2d Perception -> Trust  0.205 3.231 0.001 Supported 0.304
l
H2a: There is a positively significant relationshipietw (s attltude

and trust in cash wagf loyalty. é J ' _@

Hypothesis H2a postulates a positiv E‘qu)ncan?‘rel

attitude and trust. The finding revealed

\\?
thus supporting hypothesis H2a. Bin- Nashwan etal. (2022) revealed the same finding when

-—)ano:)

predicting the effect of donors' att|tudes on the|r trust to contribute online to grassroots

fundraising campaigns. ud?’y ps'c ol |cal f%tors including attitude revealed
Wltha

significant associations G‘ ‘o’tq}w and West (2013) found significant

implications betwe@olo tors as attitude and online consumers’ trust

and Al-Nasser e(%!? %ﬁ ated‘g positive correlation between trust in online
retailers and A?a (2015) rev ed customer attitude as one of the antecedents of
trust. This finding is in line with t@)&S-Osman et al. (2016) and Shukor et al. (2017) which
foun Npact of a positive att|tude on trust in cash waqf.

‘%%d on this finding, wagf organizations may benefit by emphasizing on the
I rtance of the wagqifs’ internal attributes in attracting trust to give cash wagf. Waqf

institutions should also be more transparent in delivering information, retain their excellent
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reputation, and continue to build confidence among the Muslim population. This was
demonstrated by Webb et al. (2000) in their study, which revealed tha@ional

communication, charity image, and transparency might affect attitu S(U@ trust in

giving. .
H2b: There is a positively significant relationship et\TRhe wagqifs’

knowledge and trust in cash wagf loyalty. '

O
Yq
| S
Hypothesis H2b proposes a positive relatlons twee‘gt e waqifs' @wledge and

trust in cash wagqf loyalty. The finding, however, dica the r RTOnshlp between

the wagqifs' knowledge and trust in c |s insignificant_and does not support

hypothesis H2b. The findings contradi ed the're f?v au.\éther studies, regardless of
context. For instance, several stuq@gestw %w@ with extensive knowledge
are more confident in making dec not eastly 1nﬂuenced by other people’s

QEG', J( all, 3@% The appropriate and widespread

or
’ &
exp é&d to influence further response such as

knowledge of cash wagfiis mp@
trust in order to en ura flClp@j@% In line with this, Amin et al. (2014) and

Mokhtar (201 ted /ha:?vﬁe((g_g (information) positively influences people’s

decisions t 4 b g

opinions (Clark & Golds

I@dge of cash wagqf ha(?oeen indicated to make the individual more confident

% donation decisions. However, Kasri and Chaerunnisa (2022) showed that

Gdge has the lowest mean average compared to the other factors in their study.

Another study showed that the direct relationship between knowledge in Islamic social
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finance instruments and zakat participation is insignificant (Umar, 2022). As noted in the
study's problem statement, cash waqf poses a trust issue which may im@szential
information from reaching the wagqifs. This means that cash wagf ins 'sﬂ'o)s have not
disseminated enough information about wagf to the wagqifs and ;&nd not being
transparent to the contributors. This will in turn tarnish the $St towards the
institution. Hence, wagf institutions should disseminate a n&s?ry information to the

wagifs including the amount of cash wagf collected a re ipia@a‘ue funds. It is

e
hard to develop trust until there is an increase in plmrenes ’ c}‘?
S

- : g N
The acquisition of knowledge does not mv@ result in esta%‘hghment of trust.

The possession of extensive knowledge a@;&ﬁ)art'

imply a corresponding level of trust in &mbjec . For i

i
extensive knowledge regarding cas%(e@ m%y-%’tl
(7]
of waqgf institutions due to unfa{ e incideqts they encountered. There exists a
- - - - \ - -
potential scenario wherei aquosses a coqsi e@egree of understanding regarding
cash wagqf yet harbor conceraowa&{ tH‘E@sh wagf institution and its managerial

ject dees not necessarily
nce,iniduals who possess

m towards the credibility

%g}

personnel. This oco&c l be@ttrib to various factors, including previous

unfavorable enc@ Wi
accountabil@thg-c;%a e
Y-

N
Ationship between}cé%wledge and trust can be subject to various external

a perceived absence of transparency and

fa ™ncluding personal and shared experiences, the environment, and religious
@nions.The manner in which knowledge is obtained may also have an impact on trust.

Individuals are prone to place trust in information that they obtain from a reputable source.
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Nevertheless, in the absence of trust in the wagf institution, the reliability of the information
disseminated by them becomes questionable; thus, the trustworthiness of o@e can
be influenced by the specific context in which it is employed. When an i Wal utilizes
knowledge to arrive at a decision resulting in adverse outcomes, thei .&nsity to place
trust in said knowledge in subsequent instances is diminished. The,complex structure of the
relationship between knowledge and trust renders it s je&o*variability based on
particular circumstances. Nevertheless, it is crucial to mind that th
knowledge does not always result in the establlshmegf trust. A{jdltl ly, LS;LY'may be
predicated on elements beyond mere knowledge bj X
T

H2c: There is a positively mgm@aﬂons e WanfS’

experience and trust in cash a onalt ? &-\

cquisition of

\h ‘&
The null hypothesis d% l rtio Of@ thus indicating a significant
ifs''exper ‘g ce gltr@n cash wagf loyalty. This suggests
&

that experience influe &g&he Wapl stin @-ﬁtudy In contrast, the study on e-brand

community expe b

relationship between the

Lhe

'(ZO@evealed a negative insignificant effect on

trust. In anot tu is-als fou,@,(o be independent of donor experiences, which
may expl n- S|gn| ntfeffe undermann, 2017).

;Iess according toﬁ(@ findings of this study, which are supported by Zhou

W|II|ngness to be vulnerable due to a positive experience implies trust in the

ers' future behavior. Trust was also identified as a key element in effective service

marketing (Parasuraman et al., 1991). Another study claimed that experience is the primary
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predictor of consumer trust in e-commerce (Azam, 2015). Therefore, it is necessary to link
experience and trust when examining cash wagf loyalty since the flow of@ce in
contributing to the wagf institution may affect the wagqifs’ trust. The wa 'g'@st towards
the institutions is a guarantee that they would acquire positive res s.%e future. The
dissemination of accurate information and transparency about howthe waqf fund is utilised
would enhance the waqifs’ trust. A positive experience omrease their trust and
willingness to contribute again as they feel that their conigibution'is r@?ul, secure and
can assist people in need. Wagf institutions can provigle exceptional e e’rler}_%egsuch as

via a technology that enables the expansion of big dataand co‘av niepce faczl-ltles S0 as to

increase trust in cash wagf. 0}3- u‘ 43\
O

H2d: There is a positively si ifica tr ﬁip ?&keen the wagqifs’

perception and trust in ¢ loyélty. QC:}
AQ’
N

Hypothesis H2d p ; statls‘call s@m@nt relationship between the wagqifs'

‘v F &

perception and trust. results| a s@.ﬂcant relationship between the wagqifs'

perspective and | Ity thte\js%pportlng hypothesis H2d. Perception of
transparency ound t /1 a |gn|Unt impact on trust and the intention to donate
cash Waqf amic f| ituti (Ahmad & Rusdianto, 2020). This is in line with
the cu aIIenge confronting: Waqf institutions, and is something that should be
ad@mmedlately to ensure that wagifs continue to contribute. Rofiqo et al. (2021)
@strated that there is a positive correlation between the perception of waqgf and trust

in managing wagf assets. Wagqifs embrace their duty as a Muslim by contributing to cash
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waqf and understand that they will be rewarded by Allah SWT. Waqifs will feel guilty if
they fail to help others economically. Therefore, since perception is a c@ament
affecting trust, wagf institutions should focus on how to create a f@perception
among wagqifs.

Other studies also found significant relationships bet eXoZors or wagqifs’
perception and their trust in the organizations (Ghoorah et al., ?’7 Trust creates a sense
of security and reduces the perception of risk in a relati ennett & abriel, 2003).
Perception of service quality positively affects custo s’ trust In th ()ntez_c‘t;(g~ mutual
funds service provider (Cho & Hu, 2009). Percep is algo ndigated ?-the primary
predictor of consumer trust (Azam, 2015).

\") &

6.3.2.2 Internal Attributes to Com nt fd\

N,
)
Table 6.3: Relationshl en W At@s and Commitment

L

t %" p - 95%
Hypothesis Constnticts B §aﬁsufs~,. Values Result Cl

Attitude -> Not

H3a Commitment 0.056 1.038 0.15 supported 0.145
Knowledge -> Not

H3b Commitment -0.011 0.248 0.402 supported 0.059
Experience ->

H3c Commitment 0.172 2.674 0.004 Supported 0.289
Perception ->

H3d Commitment 0.499 8.542 0 Supported 0.6

gy v
C}/‘Z'

There is a posmvely significant relationship between the wagqifs’ attitude

nd commitment to cash waqgf loyalty.
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Hypothesis H3a postulates that attitude has a significant relationship with the
commitment of the wagifs in cash wagf. But the outcomes show that the nul hMt?esis is
accepted, indicating that the relationship between the wagqifs’ attitude a itment to
cash wagf is insignificant. Therefore, hypothesis H3a is not supported. This is similar to
the findings of Francioni et al. (2021) on universities examiniw;%; for alternative
funding streams. Another study also found that the attitude anesian Muslims was
insignificant in affecting their commitment to donate h mos UL sri & Ramli,
2019). Muslims understand that zakat is compuls$ is ong of i)il‘l'?f} n Islam.
However, the interpretation and understanding_of Sagaqah and waqf an?ﬁtlll unclear.
Having an uncertain attitude toward cash wa doe ot

to cash wagf contribution. In contrast, J@ (2019

commitment in maintaining their cas@5qf contri

%ﬂtly ~?&Ise commitment

tha(ﬁ‘dtude affects donors’

/@&nt et al. (2006) asserted
that commitment is crucial in ens%e suftaina Hity of@dralsmg Laila et al. (2022)

suggested that attitude has a si

f| nt T
committed to waqgf contrl% uj “l

Conversely, a Kﬁ ablllt)' to rm |@-énual terms may hinder the delivery of
ositive outcomes Which in this i omrﬁi;ment, even when accompanied by a positive
p M 5 € p yap
t ;

the | é tlon of SME owners to remain

s
attitude. The livi g i siar\Qountries such as Malaysia has experienced a
5|gn|f|can e due to e'eco ic development. Hence, the economic burden has
emerg ignificant factor |ﬁ%laencmg individuals' reluctance to commit to with their

n unless they have a high level of confidence in the recipients. The act of

@ently deliver commitment, particularly through salary deduction, is not a trivial

choice made solely by individuals facing financial challenges, although individuals
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acknowledge the significance and advantages of cash wagf, they find themselves unable to
make substantial contributions, or even meet the minimum required amount Y.

It is also may be due to the level of commitment of individuals a a(ryg of charity
that individuals willing to contribute. For example, previously they r.n%ed to perform
in cash wagf consistently but due to other institution who they b@re as compared

to previous, therefore they change to whom they committed,to w they still contribute.

In the previous reason such as financial issue, they mi el'to W consistently
via salary deduction but choose to contribute freely andomlyfat m qre o&;cgﬁer wagqf
entities. T

\/ ‘1 Q\T
H3b: There is a positively mgm@aﬁons i

wee@he wagqifs’
knowledge and commltment inc sh waq

0 %
Q—
Hypothesis H3b asserts.a s starl( co elatl etween wagqifs’ knowledge and

their loyalty in cash Wa%x d on the r Hj{s nuII hypothesis is accepted thus

indicating an insig '@elau?ns :

wagf. Likewise, sonoet al’
@

etwe aqlfs knowledge and loyalty in cash
ide@md that customers’ knowledge has no effect

2 9

on commltme C h wagf throtgh Séanah banking. Meanwhile, Maleki and Hosseini

N
intentions. In the Eg&aext of this study, knowledge is defined as information

(2020) re: at rellgl “bdsed @mltment does not necessarily develop individuals’

behavi
reg%cash wagf; however, it is not a factor that affects the waqifs’ commitment to
. This is because the wagqifs lack important information about wagf, thus resulting in

their poor understanding of cash wagf and low commitment to contribute. Wagf institutions
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must provide the necesssary wagf information via various mediums so that it would reach
every Muslim in Malaysia. More information on cash waqf need to be %Wcated
clearly especially on how the wagifs can contribute. (’)

Several other studies higlighted the significant relationship b -eeﬁnowledge and
loyalty in waqf. For example, one study indicated the relationshig between knowledge of

information disclosure and waqf commitment (Jalil et al., w Laila et al. (2022)

suggested that knowledge has a significant impact o int ntl E owners to
remain committed to waqgf contribution. Meanwhile,fig another Studyy’it wa;:;{f;covered
that there was a relationship link between these entiope v\ieblesqegardmg the
employees' knowledge on the effect of co {at/ oci S|b|~éyF(~CSR) and their
commitment to the organization during %‘HC S|tu Johtéﬁal 2022).

Wagqifs and individuals may c aware -ﬁqe advantages associated

with cash waqf loyalty. These h% mclﬂde t (potz/ to accrue rewards in the
owledge “}t

afterlife, the reassurance derl ro trl heir funds are being utilized to

assist others, and the po r societal i Brjo ent and enhanced well-being on a

w

_QJ‘

mi ceptlons regarding the concept of cash

larger scale.Wagqif indi als may \es
Y .
wagf loyalty, as ep m(tjje problem statement of this study. These
“3
inclu

mlsconceptlo the natio n that cash wagf loyalty is akin to infaq, zakat, other
J

forms of ent, o othe pes of wagf. The absence of familiarity with the
proce ntributing to cash\(:%qf can pose challenges, as waqifs may not possess
nowledge regarding the requisite processes.Wagqifs may place a lower priority

Oﬂ wagf loyalty in the presence of financial obligations and other competing priorities,

such as family or work commitments. Additionally, the absence of commitment may be
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attributed to wagqifs' potential lack of trust in the institutions responsible for managing cash

waqf or their apprehension regarding the potential loss of their funds T can be

i

understood within the framework of the trust-relationship marketing theirs‘@ere trust is

<

H3c: There is a positively significant relationship et\w wagqifs’

identified as a crucial determinant of commitment.

e

experience and commitment in cash waqgf loya
Y.
I @
Hypothesis H3c anticipates that experience S|gn|fc t relationship with cash
Y
wagf loyalty. The results show that the null hthhESI cted indicating the

positive significant relationship betweet\?%qﬁ“s’ é ce ggcommnment in cash

wagf contribution. The experience of sacrifice in se 930‘ profit organizations can
influence individual commitment_i ;zmg marketing @tegles (Bradford & Boyd,

ater orter commitment to the non-

profit brand (Boenigk &%} 2016%%”1%@ 2015). Keiningham et al. (2017)
defined experience a wmpler ifive

problem solvmg, ract

2020). Experience is essential in

bcess, associated with sensory features,

. In (j&flon to Albert Bandura's Social Cognitive
Theory, which Iled/ n{he(_)aqﬁs internal attributes, the authors recognized
that an indi behdrn o’ be @ted by the application of consequences.

ans that in order to.g gage in a commitment, such as contributing to cash
W@S rely on their experience which determines whether or not they would continue

@ate This is confirmed by various studies which indicate that experiences with

organizations and wagqf institutions drive the waqifs’ commitment to making monetary
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donations and cash waqgf (Kassim, et al., 2019; Snipes et al., 2010; Torres-Moraga et al.,
2010). Understanding the relationship between customer experience @omer
commitment is critical so as to achieve the organizational goal. Wagqif e g@e includes
all the good stories, feeling of security to contribute, and willingn %mmunicate to
others. Although it is challenging for wagf institutions to deal wit eskgf commitments,
creating a positive experience by understanding the needs ndWrns of the wagifs can
benefit the institutions in the long term in terms of raisi aqf%n. Hence, the

@
wagqifs’ experience positively and significantly inflwéheir cammi eft towards cash
A

wagf contribution. 2
\ ‘\/‘Z~
N &
H3d: There is a positivey signifi@tionsh ee@aqifs’ perception

I
S
Q-

ﬁ
[}
\i &
at'the ifs” perception has a significant effect on their

Hypothesis H3d predi:% 1/ %
loyalty towards cash Wat% utcoy S S \ﬁ‘[tha&]e null hypothesis is rejected, thus

&
indicating that the WR%MHICF a\byalty %s‘(!,/ash wagqf are significantly related. The
link between perceptions of the
‘¢
to charitable (@v wa)id?o tnz\e&.by Ghoorah et al. (2021). The perception of the

mutawalli wntabiﬁrt ssufancwtowards various stakeholders and its impact on the
N

and commitment towards cas gf loya

—9

ipn o(g,\uot-for-profit organization and commitment

waqif& itment towards tﬁ'éR/vaqf institution were examined by Hasan and Siraj
2 =Another study found that perceptions of accountability are related to charitable
ommitment (Sargeant et al., 2006). Consumers have different perceptions, which serve as
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their behavioral responses to firms’ donation strategies; this increases their commitment to

the firms’ charitable efforts (Jin & He, 2018). \q
Perception is defined in this study as the waqifs’ perception of Swnization’s
n

performance in terms of its goal achievement, reputation, professionakea agement, service
provided, and religious perception. A credible and unique message,can,affect perception in
a marketing and promotional campaign. Wagf institutions s ouWance brand awareness

-

and reputation by portraying a positive image and a stro ta |ont{keye, employees

of wagf institutions are responsible for providing goodkservice, asiit re cis t’f&ﬁ?age and
S
e e

reputation of the institution and leads to a favorabl ptiop among the uzaqifs towards
Y

cash waqf and the wagqf institution. \, "\ \ ST
Y )
6.3.3 Research Objective 3: To analyze the i s?f trustand commitment on
N
0 =
N

the waqifs’ cash wagf lo %
ST~ A
This section discu seswrect relat nl hg\ween the mediators of trust and
commitment and the waqhalt%evj;%tjgach of the relationship has produced
opposite results in t)& |

Y

NS | l §
¢ ? Q)
6.3.3.1 Tr @al}y!): §J

A Table 6.4: Relati Xips of Trust to Loyalty in Cash Wagf

Hypothesis ¥ Constructs B t -Statistics  p -Values Result 95% CI

H4 Trust -> Loyalty  0.045 1.034 0.151 Not supported 0.116

3

H4: Trust has a positively significant impact on cash wagf loyalty

197



With regards to hypothesis H4, the null hypothesis is accepted, indicating that the
wagqifs’ trust and loyalty in cash waqgf have an insignificant relationship. Tms\¥ans that
trust is not a major determinant of the wagqifs’ loyalty in cash waqgf. This 5 in contrast

to that of other studies especially those in marketing. Garg et al. ( entioned that

brand trust has a positive and significant influence on loyalty. Ch 009) revealed
that customer trust is the key to maintaining loyal customers. 1 rIy, Shin et al. (2019)
and Chaparro-Peléez et al. (2015) stated that brand loy. fbrand trust.

Johari et al. (2015) claimed that trust is a key aspectln cting repeat c hwag') nations.

Therefore, waqf organizations should create a stro uta;ﬂo teQH y to attract

Y
significant contributions among Malaysian US|I Int \te ﬁ y institutions,

trust plays a role in building and mamtan@elaﬂon i ﬁdonors and charitable
institutions (Sargeant & Lee, 2004). @sequent organizations can lead
to loyalty (Sargeant & Woodllffe% In &h co(lz?cﬂon trust was also found to
have a significant impact on | \tSha /%ZZ

Y

is a w ‘glle@} trust among wagifs towards waqf

&
institutions due to the %&Qf tranfpa\hnfor@dn hence the relationship is expected to

be insignificant. EN erifie
@

As previously sta

rpce(r%()de which found that trust does not play a
crucial role in ct g customer y‘;lxﬁ_()\/alvi & West, 2013). Based on these findings,
trust does ort th{: Eq?% loyalty in cash waqf. Wagifs in Malaysia specifically in

%}t trust all of the wﬁg?matlon provided by wagf institutions (Rahayu & Idris,

20%.@3 such as transparency and ethical conduct (Rahayu & Idris, 2014; Sargeant,

@ and Lee, 2004) should be tackled seriously and rapidly by waqgf institutions. In

creating trust, the waqf institutions must improve their efforts in communicating the
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benefits of cash waqf and ensuring that cash waqf accurately reflects Islamic values
(Laluddin et al., 2021). Raising awareness about cash waqf and encouraginq{%ublic to

learn more about it through educational programs is also essential. Waqf 'Sg@ons should

be more open and accountable if they want to gain and grow the public's trust. As a whole,

these results can help increase repetitive contributions or ' Meanwhile, the

demographics of the respondents also contribute to the insi niwmelationship. Perhaps,

this is due to the fact that the study used government S ho@dy willing to
contribute to cash wagf every month through salary deduction. Hence, trust ig an issue
I
for them. 2
iy

N X8
S S

6.3.3.2 Commitmet to Loyalty c \
gt O
Table 6.5: Relationshipﬁ& n CoTNqi\tﬁnt ar@hl«_oyalty in Cash Waqf

-
¥

- S
. t- p - o
Hypothesis Constr;ctsv~ 'B 38 ati @ values Result 95% ClI
H5 Commitment -> Loyalty 0.705 15.02 0 Supported 0.777
T

ely EB@,{ icant impact on cash wagqf loyalty

Yv
wagqifs' mhitment and loyalty '@sh wagqf is significant. This suggests that commitment

influenees ‘the wagqifs’ loyalty in cash wagf in this study. Commitment is defined as a
@h desire to maintain a relationship well into the future (Tabrani & Nizam, 2018;
g etal., 2019). According to the existing marketing literature, commitment is essential
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to produce worthwhile outcomes in the buyer-seller relationship (Hunt & Morgan, 1994).
Therefore, customers who have previously made a commitment to the comp@er are
more likely to develop brand loyalty and maintain a long-term re@ with the
company (Nisa, 2021). Pritchard et al. (1999) defined commitment_as the emotional or
psychological attachment to a brand that develops before a cusqrwg; figure out that
their repeated purchases come from a sense of loyalty. ce?ﬁdence suggested that
customer loyalty is the enduring psychological attach f cu‘t(!\m(yo a particular

L
target of commitment as a consequence of consu relationship n)mila;gﬁ (Chai,
AN
an

Malhotra, & Dash, 2015). As a result, it is critical y organization ouz-institution to
Y

provide consistent quality of service in ord@n- Qg\n\rs' cc@fment, so that it
positively affects customer loyalty (Hajl'\&)Olﬁ; an,éﬂ.Q).
In a scenario analogous to cash \@Sjonati \Sar?ea Woodliffe (2007) stated
N
that commitment is a genuine ion thaf' don mho{lé’a’nd the belief in what the

organization is trying to achi X()no[ r waqifs voluntarily contribute and are
ec

willing to contribute mo future

X3

s‘g'thbbcomprehend the goals and rewards
N &
they will receive — 'g\kst for| their_own a tage, but also for the benefit of the
&
community — are likely to e&)@g and contributing to wagf (Kassim et al.,
‘X2
7

2019; SargealQS' ea;.:? argéant & Woodliffe, 2007). Commitment represents
the cen wncing{/ 1€ of or retention as it forms the basis for the actual

tr
NV
retenti% Y with that, the Wilmwc&ess to continue with the exchange relation, where the

m or feels associated with cash waqgf or any charities institutions, the stronger the

@retention is (Naskrent & Siebelt, 2011). Consequently, these factors can help drive

the wagifs' commitment and help cash waqgf to receive the wagifs’ supports for a longer
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period of time, while also increasing cash waqf collection and loyalty. It can be concluded

here that commitment is an attribute that requires strong intentions which{lqikely be

followed by action. Thus, the internal attribute of the wagqifs’ indivisig@mographic
i

characteristic as government servants and their willingness to cqqm't through salary

deduction had influenced their loyalty to contribute to cash wagqf

6.3.4 Research Objective 4: To investigate the jatihg ect f trust and

commitment on the relationship between the wagqifs’ ’aﬁr.@nes and
é o -\

cash wagf loyalty.
\,‘T

This section discusses hypotheses H6 AN56-c con ng the mediating
f;

role of trust in the link between the

1nterna1 ribut@(attitude experience,

knowledge and perception) and lo y:t as | i f@owed by the discussion on
t

H7a, H7b, H7c, and H7d, which hem ole o@mmltment in the relationship

AN

between the wagqifs’ internal ?‘Bﬁtes !J wo' loyalty. In this study, trust and
!

commitment are the me , and b ad b&gn described earlier in this study's

@)
framework by ado g e @n -R Stimulus-Organism-Response (SOR)

Model. The SO I pistula t and commitment serve as an organism that

tt
&
b ~t§k~st|mulus and responses. Shang et al. (2019)

mediates th fonship
is,e 4
investigated tr nd com |tmen@?nrop05|ng conceptually causal priorities such as the
\

medi frameworks between them.

S
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6.3.4.1 Trust Mediates the Relationship between the Waqifs’ Internal Attributes

and Loyalty \q

Table 6.6: Trust as a Mediator in the Link between the Internal Attribmkan; Loyalty in

Cash Wagf
Hypothe Relationsh *p  Std. *t- *p- **Confiden D Type of
sis ip Erro statist valu celnterval n Mediation
r ic e U
Héa  Att->Tru 0.041 - 2666 000 0001 0.0 ort Complementary/pa
-> Loy 0.00 rt| ediation
1
H6b  Exp->Tru 0.097 - 3467 0. 00 0 048%0.15 Support |re(a:§¥~y/ full
-> Loy 0.00 d |a1~Lo
2
H6c Kno->Tru 0.007 0 0.652 0 51 0. Ok‘;u Ns§1:ect/no
-> Loy 11 pport iation
Vhe Joop
H6d  Per->Tru 0.041 0.00 2.24 65 .013-.010 ppm{ Indirect only /full
-> Loy 1 5 mediation
S
Based on Table 6.6, all the h es were fo tc@lgmflcam except for H6c,
which indicated that trust does ip bg%/een wagqifs’ internal attibutes
rL lo Iuy sh waqgf except not mediate the

(attitude, experience an g
relationship between W e

the relationship be ee

y. H 4ﬁ’ﬁesis H6a predicts that trust mediates
oyal{the result rejects the null hypothesis and

¢
shows signific t rtial mediati

: P’arb“?mdlatlon is when both the direct and indirect
(mediated) tiohships” gniflca& This indicates that the wagqifs' attitudes have
influen ir loyalty, and tru@s made the wagifs more confident in repeating their
contrib s to cash wagf. This view is supported by a previous waqf literature whereby

trusStyis shown to act as a mediator in the link between attitude and loyalty to cash wagf in

the context of information disclosure (Jalil et al., 2019a). Likewise, Hanaysha (2022),
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Ibrahim et al. (2021), and Akhgari et al. (2018) also showed that trust mediates the
relationship between attitudes and loyalty. The attitude of the wagqifs is criti@ cash
wagf is a religous contribution which will be rewarded in the hereaf ‘,‘@re positive
attitude is realized. To ensure that this continues in the future, %nsitutions must
facilitate convenience in the form of multiple payment channels and communicate closely
to the wagqifs via promotional strategy (Jalil et al., 2019; Pi ham 2015).

A significant correlation was found for hypothesi b h| ost tes that trust

significantly mediates the relationship between exp %and loyalty. hf flaﬁa rejects

the null hypothesis, thus indicating significant full tlonf dlatI(IQ-'OCCUI’S when

the indirect relationship with the mediator j |f|c

the Elsgg*relatlonshlp IS

ial 8&@ wagifs. However,

as trust becomes crucially mfluentlal, n watm th r,éperlence with cash wagf.
In the marketing context, custome%ioyaﬁ'y to alst \;nd based on their purchase
experiences (Garg et al., 2014;.Hao tal M% atma 2019; Shin et al., 2019).
This is supported by Dat% 017) vl

experience and onalltg e er@ t bus s. Contrary to this study on cash wagf,
&
it appears that ex nce does uence loyalty. However, the wagifs' experience is
pp &g 5 (fg)oy y qifs' exp

valid |ftheye I|s rust in cash wa f\@artlcularly with wagf institutions. This motivates
anz

the waqif |bute edly, which has a long-term effect on their loyalty.
ThIS fi supported by prevh;?s studies including Shaikh et al. (2018), Ahmad (2019),

Sh I. (2019), Hafiz et al. (2019), and Kassim et al. (2019).

insignificant. In performing cash wagf, &@e is no

‘kw

ho \‘/.e[al at trust mediates the link between

he result obtained for hypothesis H6c did not show that trust mediates the

relationship between the waqifs’ knowledge and loyalty in cash waqf. The outcome was
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insignificant, indicating no mediation effect. Moreover, the direct effect of knowledge
appeared as an insignificant influential factor to the wagifs loyalty in c wagqf.
Knowledge is expected to have a positive effect on loyalty (Lietal., 202 gﬂﬂ)as a strong
influence on cash wagf (Johari et al., 2015; Kassim, et al., 2019; O arj%m; Shukor et
al., 2015). According to Purnamasari et al. (2021), knowledge&:}k:wg cash wagf is
associated with the institution's insufficient promotional eff, rtsw, wagqifs are unable to

receive the entire knowledge or properly appreciate c hi Aisc ry generated

neither loyalty nor trust. The outcome of trust as a mediator in thelink t\,veéelj&awledge
-
uc

and loyalty were found in several other studies s Aslam et al (20132-,— Haron et al.
Y/

(2020), Khan and Fatma (2019), Le et al. (2021), and lg\sx'ral. @é{%} whereby trust

does not mediate the relationship betwe@edge a Ity Bhsh wagf. Thus, waqf

institutions should consider impleme@sefﬁci \n&r?eti g@d promotional strategies
N
to increase product awareness of%)arti&llarl cash , in order to motivate trust

N AQ’
and in turn increase loyalty. L N

Following this, hy%; H6d‘.JBp5€IZQ trust to mediate the relationship
between perception &Walt@ Waq@we significant result revealed that the
e

. s . o
relationship betWEN qlf;s :ptlo(‘rg@d loyalty in cash waqf is mediated by trust.
According to @ and T

0S @009), consumer trust mediates the relationship
y's idg;lt ; iaﬁageéz reputation with the loyalty of its clients. Elements

>

between a

1& 4
of a COQK reputation includ?(;l?e company's identity and image, as well as its standing
in et (Nguyen et al., 2013).

0( he insignificant effect of the wagqifs’ perception towards loyalty in cash waqgf

suggests that trust fully mediates the relationship. The waqifs’ perception towards the
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quality and transperancy of the waqf institutions influence their trust. The decision's
outcome can have an impact on how the waqifs will be contributing to ca@n the

future, i.e., their long run loyalty. Wagf institutions can improve their ssscmawality and

performance by addressing issues such as transperancy and undeifanding the wagqifs’
needs. Increasing the wagqifs’ trust can help the waqgf institutionw leving their goals,

gaining awareness and reputation, improving profession m%'!ment, and enhancing

service quality. The results of this study are also suppor h adalln\d?dianto (2020)

and Kassim et al. (2019). , c}
Q v A
s X

: : : S b4
6.3.4.2 Commitment Mediates the Relations b n terrg\ ributes and

Loyalty \Q}, CS*
Table 6.7: Commitment as Mediator; %en In@\tﬁ&b oyalty in Cash Wagqf
(4]

)
_ o * *’x?flden .. Typeof
Hypothes  Relationsh isti u terval Decr::3|o Mediatio

is i “p ¥
P c e L UL n
l P } ] Not Direct
H7a Att->Com O 0.00 » L0 000 015 Support only/no
4

> Loy \3 |\ o mediatio
A S “
Indirect
EXp - AN
. | G&" 0.12 0.28 Support only/full
Wb ComEsy 72}: 4 0 5 ed  mediatio
5 O

.J/g\

A n
No
. Kno -> - Not
H7e 4 Com-> 000 %% 008 % 006 006 support Effect no
Loy 5 ed mediatio
ey n
\ Indirect
Per->Com 0.38 0.30 0.49 Support only/full
Q&E -> Loy 8 0 7.935 0 2 1 ed mediatio
n
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Hypotheses H7a, H7b, H7c, and H7d are discussed in this section. These hypotheses

refer to the mediating effect of commitment in the relationship between the %E internal

attributes namely attitude, experience, knowledge and perception and thsiwlty in cash

wagf. Hypothesis H7a accepts the null hypothesis, indicating an insqslfica t relationship
between the internal attribute of attitude and loyalty to cas%, as mediated by
commitment. The significant relationship between the wagqi s’We and their loyalty to

cash wagf was mediated directly but insignificantly tm n,. Helping others is

essential to a wide range of actions, including givin port, being niro@oviding
ri

S
cash and time, and other resources for a good cause guez-Ricardo et alz,-2018; Webb

\vﬂ Y
et al., 2000). Hence, it is not surprising that the context og\c gf reflects a considerable

attitude towards loyalty. A good and optimiSticé minds ys @burages good things,

particularly religious and good practigés that ar%y?cc nd rewarded. It is clear
N
that commitment does not serve a%iiatopbec S the@(ude in contributing to cash

&
wagf is accomplished without xnd Ifs ¢an p voluntarily even while doing

it repeatedly. A similar i as made b ‘Kas'ra'nd Ramli (2019) in the context of

uncommited attitude'%to*ds dowat\o theésf}ue. Meanwhile, Maleki and Hosseini
’

(2020) emphasizq insi
using applications. er studi dif@;ent contexts also revealed that commitment acts

as a migwyelwaéh%youﬁ)ﬂ; Fullerton, 2005; Hur & Kim, 2011; Inoue et

t,role(q}commitment in affecting charity reputation

o)
al., 20 \('7

‘%, hypothesis H7b predicts that commitment significantly mediates the

elationship between the waqifs’ experience and loyalty in cash waqf. The results

confirmed the significant and full mediation effect as the direct relationship between
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experience and cash waqgf loyalty was found to be insignificant. The findings showed that
the waqifs’ commitment plays an important role in affecting loyalty to cm\w even
without prior experience. Another reason is that experience is related to onal bonding
in order to feel secure and fulfilled (Garg et al., 2014) with the service provided by the waqf
institution; in turn, these will encourage the wagifs to contribute more and repetitively. On
top of salary deduction, other easier ways to contribute ne tmtroduced to motivate
repeat contributions. This supports the problem state this s Jy, i.et, that there is
insufficient cash waqgf funds in Malaysia. From the maxketing point of 'erv,-; rent and

Siebelt (2011) argued that loyalty is influenced ustorgers’ ¢ periexFe. Likewise,

\m v
Sargeant and Woodliffe (2007) proved that experiepce mi@ in donation.
Subsequently, hypothesis H7¢ enwi g@gwat commitment éiiates the relationship

between waqifs’ knowledge and loy%n caslga%e pt\éemes, however, revealed

N,
that commitment insignificantly s thé'said tior{;@i’p. It seems that knowledge

has no effect in this study si@ dit an 'ndir% lationships were insignificant.
Knowledge can be trasla% or s

&
have a positive effec Nurchqse\ision (Q&'rﬁan & Hanasya, 2015). In cash wagf,
& S
eani

ful'
]

increasetheir@ sab ut?e

related to ‘@mina 10 information on cash wagf so that the message can encourage

mzi;i eness [gef'o}/ed relevance, and interactivity that

understandable a atio@ould be conveyed properly to the waqifs to

s

va@es and benefits of cash wagf. Knowledge is also
NV

Waqisz ribute more and reb(gatively. Information disclosure should be implemented

b stitutions to support commitment (Jalil et al., 2019a, 2022). All of the above are

elated to the highlighted research problem, i.e., that cash wagqf is still at a nascent stage
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and thus is suffering from inadequate funds (Asni & Sulong, 2017; Chowdhury et al., 2011,

Ismail et al., 2014; Alias, 2011). \q

Lastly, hypothesis H7d postulates that commitment medlates Iatlonship

between the wagqifs’ perception and loyalty in cash waqf. The results rej Cted the null

hypothesis, thus indicating that commitment significantly Ily mediates the
relationship between the waqifs’ perception and loyalty in ca qf Full mediation is
indicated due to the significant indirect relationship wi edi t’)r but insignificant

direct relationship between the waqifs’ perception an alty incash a f. A«;E;rdmg to

Sargeant et al. (2004) and Shier and Handy (2012), eptiop towayds oranlzatlons and

institutions would influence the action taken,by the en

waqifs’ perception is related to the W@utlons

benefits received from cash wagf, religio obllga

r doﬁl\/leanwhlle, the
atiocs‘service performance,

d g@y of information received

N,

by the waqif (R. Bennett & Baﬂ%ZOOS') Parasuzam al., 1991; Rabab’h, 2015;
4@
commi

Sargeant et al., 2004). Theref }w t it oQ can surpass the perception with

Irn"rbbn on cash wagf. In turn, this may

proper improvement and rovisioh of J_o
enhance the reputatio Nsh Welq aqf i utlons In consequence, cash wagf will
&
be perceived posi by t e ' O
N §

Overall mat;:‘yn of t@s}study suggests that trust and commitment are

int lationship between the waqifs’ internal attributes

crucial an: as medl
(attltu rience, and perceb(@n) and loyalty in cash waqgf, except for knowledge.

Kr@e was found to have no effect in both direct and indirect relationships in this
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6.3.5 Research Objective 5: To determine the relationship between trust and

commitment.

Table 6.8: Relationship between Trust and Commitme

Hypothesis Constructs B t -Statistics p -Values T"Result  95% ClI
Trust ->
H8 Commitment 0.221 3.629 0 iSupported 0.334
Hypothesis H8 conceptualizes the relationship betwe ancl commitment in the

study of waqifs’ loyalty in cash waqf. The study's findings shewed Mﬂy {&g,nificant

N
relationship between waqifs' trust and their co ment to [cas e’qf-.él%us, wagf
) 4 Y
institutions must strive to enhance the trust w m ich @Old ultimately
strengthen their commitment to contribute.ﬁw ori Qéfs esf ﬁ\various areas have
concluded that trust and commitment ar%all upp (&h@ Hu, 2009; Cullen et
(—a A
al., 2000; Hajli et al., 2016; Herma 19"i man' & H@ﬁ;:sya, 2015; Hj. Fauzi et al.,
.
2019; Hunt & Morgan, 1994; I\N et aMaliQ%l., 2019; Naskrent & Siebelt,
\

2011; Rofiqo et al., 2021'6' argnt & Lee, 2004; S\aﬁant & Woodliffe, 2007; Wang &

Tai, 2011). N il &
Trust and coné!qent b@ roléeées%pecially in profitable organizations. For
|
example, the stu@e rvic udlit (o'Pa financial institution by Cho and Hu (2009)

N : N
,5 a agéhcant effect on future commitment to the financial
X

institutim&/ith respect to j@'élated and organizational variables, a significant

rel@ between employee trust and organizational commitment was found (lverson et
9

). In addition, Fauzi et al. (2019) revealed that future commitment to online

ing is dependent upon trust. Consumer trust is another dimension that is able to
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improve relationship quality, thus positively affecting the relationship between
commitment and customer loyalty (Hajli et al., 2016; D. Hermawan, 2019). \Y.
Intriguingly, this positive relationship is verified by the Commit hust Theory
of Relationship Marketing by R. M. Morgan and D.Hunt (1994) h|c explains that
successful relationship marketing involves commitment and stlatlonshlps In
addition, the model identifies relational commitment an th important mediating
variables. From the waqf or charity donation perspecti geant Wdliﬁe (2007)
stated that trust in charity organizations can lead to ¢ itment. Trus Iiyg cx){ﬁjnificant

role in defining the waqifs’ willingnes to commit an age ip cash wagf, w the finding

thaé@} of Fauzi et al.

ofé\&st and commitment

@& Hanaysha, 2015). It is
- - \ - -
recomended for waqf mstltutlons QIeX| ity a stomer orientation towards

has proven that the Commitment-Trust Theow ap

(2019) and this study as well. There@lgh

ultimately leads to greater affiliation he lon WI

developing institutional co sting relationships with wagifs through

appropriate marketing an ies (F\;rlqo ‘gl 2& 1).
\ %
oy

6.4 Implicatio @S u (')
is

Contrlb s m t q&eynhghten the management and administrators of
wagf insti S pollcfm gaca icians, as well as wagqifs and Muslims as a whole.
ey a efit from the flndn’fé?m ensuring the growth of wagf in Malaysia, especially

to cash wagf. The implications are explained in two areas, i.e., theoretical and

ot
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6.4.1 Theoretical Implications

The present study utilized the stimulus-organism-response (SOR rRT as a
theoretical framework to comprehensively understand and elucidat onceptual
underpinnings. This study proposes that the behavioral factors known as wagifs' attributes,
consisting of attitude, knowledge, experience, and perception, can inflaence the response
of wagqifs, primarily their loyalty. Simultaneously, the pre nc?'!ust and commitment,
functioning as an organism within the framework of the odel, n ances the influence
of behavioral factors on loyalty. Loyalty emerg s a pivotal f tor ﬂmﬁ{r‘nust be

demonstrated in order to enhance the objectives of waqf !n itutions, Qaecmcally in

\mvelt@'ﬁls study lies in

enhancing the cash wagf fund and the numwaof, qifs.

its examination of the behavioral facLKCQ)tlmuh

organisms that contribute to loyalty a espons \?
: : N
This studyalso contributes t ratlﬁe by i |@ better understanding of the

wagqifs’ attributes namely attltqem: wi
n

stru U“fh n as stimulus and have a direct

AlbertsBandura (1986) in his Social Cognitive

X

tl rel ship with the wagqifs’ consistent action in

2 .9

is jfA_line with that of Teah et al. (2014), i.e., attitude

of this study, among al

relationship with Io%suggfs
Theory, only attitudle_haS"a sighi
. only atRNREE 4 %

cash wagf end Q l
towards ¢ M S|gn|f icantly Anfl

donate ively. Similarly, Bm?nd Aftab (2013) and Tabrani et al. (2018) in the context

@d by religious beliefs, which motivates people to

%er assessments of a bank's relationship also indicated that religious consideration

@ substantial role in influencing the decision-making behaviour of Muslim customers.

211



The novelty of this framework lies in the internal attributes of the waqifs which serve

as factors that influence loyalty in cash waqgf. Meanwhile, trust and commitment play a

crucial role in strengthening the relationnship between the waqif’s intesgﬁyibutes and

cash waqaf loyalty. Consequently, loyalty has become a vital factor in increasing cash waqf
funds. In short, the more the waqif trusts the wagf institution, t r:gh.e will engage in
waqf endowment. Apart from trust, commitment and attitu aWy a significant role in
enhancing loyalty. The role of trust and commitment a 1ators i llne link between the

wagqifs’ internal attributes and loyalty in cash wagf in@icates that waqi a{e ?:ez;sﬁitted to
AN
W

continuing and maintaining their cash wagf endo behavior. oth?-words, high
Y

\I'I*reinf.cécgﬁigh confidence

ioréﬂis finding proves the

trust-commitment relationship marke@gleorym%n nt (1994) which asserts
% )’,‘ N

that consistent action can be i by trustyand G@‘nitment towards the wagf

t
levels of trust and commitment towards the v% itugi)

among the wagqifs to stay committed to e('gh wagq

£

\Ra &/
institutions. This process dew% t tiust'an om@'ent support the sustainability of
and t uv}:‘ihs@ions. Apparently, wagifs who have

the relationship between
&
rds @f’ institutions are more likely to build

strong internal attrib nd trast

it tand
commitment an r@u@ 0 pe
loyalty. Q? S

Thi Whas p{ob‘n)iﬁat m%%\and commitment play a mediating role in the

NV
relatioashti tween the Waqifs\(;x?ternal attributes and wagif loyalty, although previous
o

ith @r alternative relationships to enhance waqif

studi e identified the role of commitment and customer intimacy as an antecedent of
@er loyalty (Aurier & N’Goala, 2010; Brock & Zhou, 2012; Moorman et al., 1993;

Morgan & Hunt, 1994). However, there are indications that the mediation is fully
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completed, which implies that trust and commitment are considered the most important
mediators in this study. The strength of the mediating role indicates that {%qifs are

willing to develop trust and commitment as a consequence of loyalty. )ﬁ@ggests that
trust should be developed at the foundation level and only then co %\t and loyalty
are systematically established. Finally, this study reinforces the importance of trust,
commitment, and internal attributes specifically attititude and w in strengthening the
relationship between the waqifs and waqgf institutions. '

Furthermore, the integration of various mod(@eones such'as ihe é)dﬁ model,

social cognitive theory, and trust-commitment kethg he y, 3|gnificant

qfélg'se models and

implications for the Islamic social finance | stru nt

theories provide a comprehensive unde@ of the iorﬁéc s of attributes of

wagifs, trust and commitment in the ¢ tof cal g ,@Hzation of marketing and
consumer behavior theories in ad%; the'cash f |<s§&°\is regarded as a distinctive
approach within the non-competitive’wa T@qf market differs from a brand
in that the implementati arketing str, SdleQ' crucial for competing with other

:
market players inac tlve rr'ar\Howev iven the potential impact of cash waqgf

on societal and n I e eIo\T\? ver QBE it is imperative to recognize its potential
p

and devise st i t 0 a te U\ aqlfs while also maintaining the support of

existing w, erefor esé findings are regarded as significant contributions that have

major % ions in the field ohgtady
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6.4.2 Managerial Implications

The findings of this study provide several managerial implications. Tdegs
would enable policymakers to concentrate on critical issues that ¢ |I|tate the
development of trust and commitment between wagqifs and waqgf mst%s This study
has the potential to provide valuable insights for the State IsIa% igious Council of
Malaysia, specifically the Selangor State Islamic Religious OWAIS), by enhancing

their comprehension of the trust-commitment relati ithi both the fields of

marketing and management. In addition to enh@he dissemi tlon Qﬁﬁ’ellglous

|mryr ive orw@'lnstltutlons

\fm prin ‘ﬁs and values of

ave potential to devise

messages pertaining to the advantages of cash waq

to ensure that the cash wagf assets they prowde ign

Islam. Furthermore, waqf institutions, &%I)y

effective and strategic campaigns aimted at enﬁ)"qu?ub ic-awareness regarding cash

wagf through a comprehensw@stan&‘ing qthe a of a trust-commitment
% j &

relationship. This is done Wlth,ise e ect ramé wareness will encourage repeat
giving and steadfast sup ash w f it th@mowledge and information, MAIS

’ &
hopes to encourage WUS“TS \ake pa évwaqf activities, particularly those that
ic

Plly @gﬁt in increased cash wagf funds and loyalty
’
&

Besi h t, wa tﬁtioné?so have an obligation to increase their level of

involve cash waqf,

among the wa

accou a and transparency te(:ﬁ)ster the growth of trust in their organizations. Raising
aw, about wagf institutions and social concerns in the media may influence how
0 perceive the effectiveness of their contributions. Positive news may motivate the

wagifs and the public to support and have more faith in wagf institutions to a greater extent.
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While negative news may make them feel as though their contributions made no difference

to the society. Therefore, lack of awareness regarding wagf progress and’ lack of

"l

information sharing across wagf institutions could impede efforts to incr fund Ina
similar vein, the more loyal wagifs are and the more cash is %to the wagf
institutions, the higher the perceived quality of service. Th f:&v:aqf institutions
particularly waqgf administrators should measure and monitor Wllty of waqgf services
offered and take remedial action as needed, on top of focusing.on atl@aand perceived
value as precursors to e-trust by improving the %\desrgn nd arl%e polrcres

necessitating communications to remind customers eir w‘cb ite’s sec ux{ty for making
N

online contributions. \, 0\ Y‘

The provider's service and effec saem are ng @ elements that could

K‘

n >

Thus, the utilization of moder sophisticated eéhn@'ies should be regarded as a

encourage waqifs' behavior to attra§ consrste &n |5Qt\e to the cash wagf fund.

potential avenue for suppor nd pr ing o tlonal efficiency and strategic

(D

l
execution within waqgf |%ons and .reli |qu c nC|Is Technologies also facilitate

convenience and exp |te delll/ery servi equwed by customers, specifically in the

profits, makl erati

case of waqifs. e g i ch Io y he potentlal to yield significant long-term
/ef cash to prioritize sustainability in order to promote

the weII béin ddevelo en{of{/ﬁFMusllm community.
RIS
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6.4.3 Methodology Implications

This study is unique in that it incorporates various behavioral E such as
attitude, knowledge, experience, and perception of waqifs, as ind t variables.

Additionally, trust and commitment are considered mediating varlabwﬂrelation to their

impact on the loyalty of wagqifs in the context of cash waqgf. The i fied issue has been
addressed through the implementation of an analysi ain]s to enhance the
comprehensiveness of the research framework. Moreover, @amajority 0 Ech conducted

. : . . . : N
in the fields of marketing and behavioral studies rimarily foc én _limnd-related
Y*

topics, neglecting to explore the context of Islami cia ’s‘t ts such as cash wagqf.

There is a limited amount of academic Iit%vnd eﬁplr reseﬂéﬁ available on the

topic of cash waqf loyalty, specmcal\ elatlon to e E{@noral and attitudinal

characteristics of wagifs in a trust-c ent s |p
Given that this study a qua res @ approach, with a specific
emphasis on hypothesis stl por ed m$m@l evidence, the survey method
%str

emerges as the most effe éring data from a representative sample,

thereby faC|I|tat|ng en rati eral le findings. In the research framework, a
selection has bee of itabl gorleﬁ—)ncludlng one grand theory and two supporting
theories, as e ma‘U( o ce cused on loyalty. These theories and concept are
employe d idate the relatlo between various constructs which aims to examine

\
N the proposed hypotheses. These hypotheses will be empirically tested to

6' e their validity and significance.
This scarcity of research hinders the development of sustainable cash waqgf

practices. This study addresses a methodological gap by employing a quantitative approach,
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specifically the Smart-PLS tool and sampling process, by utilizing stratified adaptive

cluster sampling to develop a more intricate model that incorporates mediﬂ{&ariables

within the research framework. :")
6.5 Limitations of the Study \;

The findings of this study provide insights into ho h;ioril factors of wagqifs

influenced the loyalty of wagqifs in cash waqgf, with t and cWent acting as

i d‘d _rﬁ?ed results,
the‘s;g-eption of the

T
knowledge of wagifs. The occurrence mayswutecﬁo t Iack(/\ lignment between

fs to hlblt®/alty The limitations

mediators, in accordance with the SOR model. Alth findings

the influence of mediators was clearly evident i nif% i

fundamental knowledge and the necessit
observed in the present study pr@ &o’j@extual geographical, and
temporal factors. The data wer ed f’rb%%loy ho participate in cash waqf
through salary deductions Wnt ga'/ern ta

VAR

recognize that this may restrl ty'zfjthe findings to a broader population of

consistent wagifs. M‘gb wﬁ@amp@frame from Selangor is deemed suitable
for targeting res@}ﬂt [/ t s r}h n&éé that respondents from other government
O

er n m%ﬁded in this research. Hence, it would be intriguing

@les in Selangor. It is important to

agencies in gé stases
to conduct parative analys flndlngs derived from a more diverse and distinct
dem a ic composmon such as by examining generational income groups or
Q ting the relationship between waqifs' gender and other relevant demographic
s. Despite attempts to address the limitations of relying on a single source of data

through the implementation of procedural remedies, it is important to acknowledge that the
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findings derived from the cross-sectional data may still be susceptible to common method

variance (CMV). q

Therefore, it is recommended to employ a more comprehenswejwdmal data

collection approach in subsequent studies, wherein distinct time interyals are employed for

gathering independent and dependent variables. Furthermore, th ants in this study

were selected exclusively based on their involvement 4n w."waqf through salary

deduction. This criterion was employed to ensure a consi level Wutlon, which
is believed to be indicative of loyalty. However, it iSsessential to ac that this
approach may introduce a potential limitation. S %I Jm ivi have been
following the practice of cash waqf for anKten/ d pﬁ“ 337 exhibit a bias
towards favorable behavior, thereby infl G@he fin th y. Addltlonally, the

individuals known as wagqifs are makin contrl \Jﬂﬁ?) t e chsh waqgf of the Selangor
wagqf fund. This factor has the po mﬁhenc outco Hence it is recommended
that future researchers direc att &v{rd ernative forms of cash wagqf
payments, including tho% ed b E{Jﬁg&q‘f& titutions such as banks and non-
governmental organ %(NGCPS) derto igate the concern of homogeneity when
assessing the loy f ifs \

This re h signfimplie thal\(tbe findings should be approached with caution

1V

when atte WO draw

is condu using research “i‘(@truments and approaches that are derived from

J?

riﬂizalé\ In this study, the examination of waqifs' loyalty

u%ires previously utilized in relevant literature. Consequently, the acquisition of

s may be restricted when the quantity of inquiries is excessive and the sample size

for the empirical analysis is limited. Despite the thorough consideration and testing of
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alternative configurations of the model, the analysis may still have limited external validity.
Furthermore, with regards to the matter of questionnaires, the number of @ may
present an obstacle for respondents to thoroughly scrutinize the questio gt‘g)articularly
when they are required to fulfill additional tasks or meet deadline ﬁurently. In this
study, the unit of analysis pertains to individuals who engage ina@s‘e.duction for cash
wagf through the human resources department of govern nt?%ies. The objective of

maintaining consistency in cash waqf contributions otenti Ilé be ginfluenced by

various factors, thereby necessitating a comprehensive, understandin th?:;IﬁTjerlylng

issues. ‘T
Y/ ‘1 ‘5?
6.6 Directions for Future Research C) 6’\

The directions for future researc are sugge %d }tkabove limitations. There
are two elements to be suggested on s in the,con fthe study, and the second
AQ’
one is for the study applicatio tlcr \
e fr é applled Mehrabian and Russell’s

From the study co stly,

f

t
’ F &

(1974) model which en W|1le oye&éxplam consumer behavior concerning

&

services marketl in the S'Or@sm Response (SOR) model to explain the
variables of at e erlm\te perception, trust, and commitment in affecting
loyalty in aqf wtur dies are suggested to include findings from the
Islami ctive such as mtel’h%? attributes as Muslim characteristics. In addition, the
IsI ories associated with the waqifs’ behaviors and characteristics pertaining to cash

ooyalty could be applied and conceptualized. Secondly, in having a wide spectrum

from different views, there are other variables that can be considered for examination such
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as awareness, interest, repurchase, and satisfaction which often drive loyalty in marketing.
Thirdly, Islamic variables could be studied with religiosity as the moderatqunable to

the western model. Fourthly, from the variables of this study, it is interim know the

findings of knowledge which have no effect on the direct and indirect relationship applied

in different scenarios, target groups of samples, or other types of ifth, although trust
and commitment are essential as mediators, perhaps both nWmined with different
types of variables such as exogeneous and endogeneo ia es.%future studies

]
could examine the determinants of waqifs’ loyalty in %waqf using teinatqu tors.
-

In terms of the practicality, it would be interesting to collect d fromzevery state in
Y/

\diffeLeéJEfroups of wagifs

oryéﬁ be identified to find
out the possible distinctive patterns o ifs m%ﬂ : s;@xdlfferent methodologies
such as qualitative and mix meth be Uil ra@e more insight and practical
findings regarding the waqgf i \Gns. \A
'S
F &
\ @)

This researc@u ?tlonb between the wagqifs’ internal attributes

Malaysia so that a comparative study can be% te

from different sectors, social status or a ﬁ‘@to waq

6.7 Conclusion

(attitude, kno ge xpe en (f' pe(_;ptlon) and loyalty in cash waqf as mediated by
trust and ent. 1’t ;'(udl he impact of trust and commitment as mediating
variabl the said relatlons*gla In addition, the relationship between trust and

nt was also examined. To achieve all of the study’s objectives, a quatitative

0 was carried out to gather data from the target respondents, i.e., waqifs. The study

carried out a rigorous literature review and careful investigation on the theories used in the
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study (S-O-R model, Social Cognitive Theory, and Trust-Commitment Theory). In relation
to the S-O-R model, the study framework introduced the internal factor&%fs as
stimuli that impact action, trust and commitment as organisms that im (s?)e cause of
action, and wagqifs' loyalty as a response to their behavior. The import %he exogenous
constructs for loyalty in the framework demonstrates that attitude influences the waqifs'
loyalty in cash waqgf. In contrast, while experience and erm did not support the

wagqifs’ loyalty behavior, they were nonetheless meani S acthcing loyalty
with the presence of a mediator. The strength of t and commi nft 'ae;ﬁediating
-
variables influence the key target variable, i.e., “lgyalty. sThe Iationghip between
Y

experience and perception towards the wagqifs’ loyalty Vy\a\und to Q@T ly mediated by

trust and commitment. Partial mediat@ts whe W@étes the relationship
between the wagqifs’ attitude and loywowev ) Wit @does not mediate the said
N

relationship. Suprisingly, knowle% no effec aIIQ/ er in the direct or indirect

relationship. Based on the res dings; commitm as found to support loyalty but

not trust. Nevertheless, tw sh

Given the rigo;@arch'm

managerial conse M&\s. From
@

ip betwe j[ftsga'd comminment was supported.

indin is thesis has substantial theoretical and

&

qret&@tandpoint, this study presents a theoretical

’
tor\(nﬂuencing wagqif loyalty in cash wagf within the

framework fo estigating thef
context Wment Je'rbfgges \n@ consistently donate to cash wagf through salary

of
“y >
deducﬁ{ ejabat Waqf Selaﬁ;‘?r. Mehrabian and Russell's (1974) S-O-R model, Social

Cogniti heory, and Trust-Commitment Theory have seen marketing and psychological

@s integrated to address issues concerning cash waqgf. This study subsequently
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presented several important managerial guidelines to wagf institutions and religious

councils. \Y N
In general, the study's findings can assist wagqifs and waicﬁgtutions in

understanding: 1) the factors that can drive waqifs to be loyal to_cash waqgf, 2) the
significance of trust and commitment as components of cash Wano\;gz 3) the ability of
wagf institutions in leveraging on the internal attributes trlw commitment which
influence loyalty in cash waqf by adopting corrective ro ria@s, 4) the need

for wagf institutions to engage with wagifs to understand their needs a erpaggﬁ'ons, and
s -\
tin

5) the need for comprehensive and effective marke rategies to raise awareness among
Y

t a@w these factors

Si ncing their services

the wagqifs and to retain cash waqf. Overall und;ta

influence wagqifs' loyalty in cash waqf ca@aqf ins

and administrative activities. The rec@ndaﬂo \N!Ws Qfere intended to serve as a

D

guide for the general public, waqik%vaqf%stit S IQ/ ticular. It is hoped that cash
.ﬁ;’tf

wagf, as an Islamic wealth ct) Wil n effectively and provide assistance to

individuals in need, the C%‘\ Y, an‘g thﬂzzbne study findings also provide new

insights into the role t and clo ent as'mediators in the relationships between the
ifs’ internal attfibutes and
waqifs’ interna afﬁke :
understanding%fa' ors that infl
‘v’

RN
S
N

<%}

in ca@/aqf within the scope of the study on top of

nc Q)yalty in cash wagf.
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