CHAPTER 3

FRAMEWORK AND HYPOTHESES DEVELOPMENT\Q

3.1 Conceptual Framework ) 4

The main aim of the conceptual framework development |§t{d¥:nme the impact
of the internal attributes of waqifs on cash waqf loyalty. Therew-‘our internal attributes
are suggested as independent variables in forming thi n tu@?work namely
attitude, knowledge, experience and perception. Loyalty, which in this stﬁdABrefers to
consistent contribution to wagqf, functions as the de ent va )a e. rresgo}ldingly, itis
essential to scrutinize the role of trust and comm&n-ta \nedlat é&ﬂj organism that

affect the relationship between the wx t rnal ributes 6¢loyalty Figure 3.1

illustrates the conceptual framework velop th Ee.&ée‘arch questions.
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0\ Figure 3.1: Conceptual Framework of the Research
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3.2 Theoretical Framework

This study draws upon the Mehrabian-Russell Stimulus-Response M@R) in
creating a framework which serves as the basis for understanding the ics of cash
wagf loyalty from the wagqif’s perspective in the area of marketin.& psychology.
Building on the SOR Model, this study investigates the relation@;een the wagqifs’
attributes, trust, commitment, and loyalty. With regards to the Wodel, the stimulus or

“S” factors refer to the internal attributes of the wagifssna ely.é?, knowledge,
oc

experience and perception, which were derived fram the theary ' fal\ngnitive
Learning -
' P 4
&

\‘heory éﬂbrising the two
X inicétheir mediating effect

/@wlty. Loyalty serves as a

N,
behavioral outcome in this study % e final resp nse@g}R» of this framework. The

This study also draws upon the Trut\Co,Z;it
constructs of trust and commitment as O@r “O’

on the relationship between the waqifs* internal M%

theories are presented to prop,eim th[N ' attri@s will likely be stimulated and

eventually result in cas yalty. ‘Wh rhedbed by trust and commitment, this
’ F &
relationship is antici;:@strer]g o %(J
Fundamentalﬁ\thl rese 1 da@&r%e theoretical principles namely the Social

@
% 4
Cognitive Theq an rus!—::jw |tme\t&1heory to support the underpinning SOR Model

in explori wynam cS[in’thé relationship between the wagqifs’ internal attributes and
N

cash alty, with commimgan and trust as mediators. Finally, the hypotheses for

eaw%ruct in this study are outlined in this chapter based on the suggested relationships

@orted by the literatures reviewed in the previous chapter. The development of the

proposed research framework is presented in the next section.
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3.3 The Proposed Conceptual Framework of the Study

The proposed research framework focuses on the causal relationship na%is. This
section outlines the suggested constructs with the expected hypotheses tog ysed. This
proposed research framework is presented in detail with a model and supporting theories

within the context of marketing which serve as the foundation fog, the research framework

ENX

shown in Figure 3.2 below.
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* H6 and H7: hypotheses on mediating effect respectively.
[698.2; ropofi‘dorée)!fual Framework of the Study
%' N
3.4 Thew shiprb gh Ir@al Attributes and Loyalty (H1)
W)
Attributes are qualities, traits, or characteristics that can be used to describe a person

a
or thing. Ajzen (2020) explained that most scholars refer to attributes in terms of a user's

O\

4 Perspective, background, and character. In fact, one explanation for user perception entails

the user's perceived feelings. Menwhile, internal attribute is defined by Gillath et al. (2021)
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as a person's behaviour that is associated with traits, abilities, or emotions described as

h
personal factors. Psychologists explain attributes by using the term attributions. They

N
stated that attribution is interpreted as the causes of people's events and beh;\‘/iog\ras aresult
of their experiences and interrelations with others. Attributes %@Iy affect how
individuals interact with others. Hence, this study intends to examine the impact of internal
attributes on the wagqifs’ loyalty in contributing cash wagf. Y'

Multiple researchers have identified internal a rnal e r,1ent hat influence

e
loyalty-related characteristics. According to a prev@dy, soclal a rilatEo;:KI'service

attributes that emphasise social bonding between empleyees and‘cus mersare associated

Q’K\S beeg&monstrated that
stuﬁhave also implicated

personal characteristics as one of the aryf \n\ e i@sand impacting charitable

with customer loyalty (Auh et al., 2019). % en

loyalty stems from repeated behaviours ributes.

giving (Auh et al., 2019; Pamgr Of@) It ame,\t to consider the impact of
underlying psychological fact r&s @des as antecedents on customer
loyalty (Lee & Wong, 20% vj %
In this study e refer's amll@y/ of individuals with the concept of cash
wagf and their willthgnes gf pa@'ents (Harahap et al., 2020). The capacity of
*;;

attitude to pre n expl;? IOUK@WSOCIM science, particularly in relation to charity
tlgate

and wadf, %b been in

al., 2022). ri and Chaerunnisa 22) suggested that wagf institutions should emphasize

Ji et al., 2021; Kasri & Chaerunnisa, 2022; Laila et

on values, wagf literacy and trust towards wagf institutions to infuence the attitude
f milfennials. A devout Muslim is found to have a favorable attitude and strong motivation

to perform charity giving. Mokthar (2018) identified cash wagf loyalty as the primary
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obstacle for wagqifs to continue contributing, as it relates to intrinsic factors such as attitude,
which affect the motivation to perform cash waqf. Pitchay et al. (2015) arkgkzr and
Pitchay (2018) both concluded that attitude influences the intention to n@istent cash
wagf contributions. In this study, attitude refers to the wagqifs’ accgptance of cash waqf
through their generosity, support, and willingness to help others with goed intention on top
of having a positive image of the waqgf institutions and c fthhat the cash wagf is
meant for good causes. Previous studies (Mokthar, 2018; hay e a,., 2025b; Thaker &
Pitchay, 2018) have indicated that individuals whom identified as dev, uf&%&?ims are

=\

tend to exhibit a positive attitude and high level motivation owarQ-engaging in
Y

charitable giving. Although amopng them, there Kve \dies @ﬁ the context of
wagf and cash waqf, those studies hav@ly focu ex@hing the intention to

contribute or willingness to partici@s Hov%(qdi ;{\ndicate the relationship

between attitude and loyalty ha)%een fhoro y e@ned in terms of its direct

influence. Hence, it is crucial Me e iﬁzﬁ@bid by investigating the attitude
ol

towards significant impa%) a:§ be }llorabactor that can have significant long-
term consequences. \ | \ g
&

Knowled other sk Iso éssential for ensuring completion of purchases
‘ang other skits aré also ésse g comp p

2 S

and increasin@ er loyalty ( yasé_al., 2021). From the point of view of waqf and
f uz; .

philanthro wral studi exam ed the effect of knowledge on repetitive behaviour
NV

(Ahmaé; Kassim et al., ”2%39; Shukor et al., 2016). Khan et al. (2022) clearly

identified”"the role of knowledge as a stimulus for the behaviour response of charitable

@ as proposed by the SOR Model. Meanwhile, Xiao and Yue (2021) came to the

conclusion that knowledge can motivate charitable acts, thus resulting in loyalty provided
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that the reason for donation is transparent and clearly asserted. This assertion is supported
by other studies such as Johari et al. (2015), Khamis and Salleh (2018), and M{Wh and
Sobari (2021). Hence, customer knowledge is deemed to have a p ﬁ@impact on
customer loyalty (Alam et al., 2021). In this study, knowledge is %s the wagqifs’
good knowledge, familiarity of information, willingness to learnyawareness of activities,
and realization of the advantages, potential and latest ew?ﬂammg to cash waqgf
endowment. It also entails understanding of the fumeti e' w institutions.

Meanwhile, the aforementioned studies by Khan e éOZZ) and X i\na N@E (2021)

have provided consistent findings within the realm o

that the matter of loyalty has not been e% Iy g? ~és&?zlles previously
conducted by Ahmad (2019), Kassim \5'9319), a 6&al (2016) have not

rltablga ivities, |tworth noting

explicitly addressed the concept offlo alt Y, w p{ésved consistency in the
relationship between knowledge tltl\fe be LOI‘ ever a study conducted by
Alam et al. (2021) has dem t a WO hy c atlon between knowledge and

loyalty. It is important t% at thi ‘thJ ‘grge ically focused on the knowledge of

customers, rather tha kno@ Waql relatlon to the loyalty of cash wagf.
F

According to th| h vmg nd ¢o prehen5|on of wagf institutions, along with

an extensive re SS o/ cal aqf\@lated information and news, is imperative for
uife a

4

individual ng to é\ust understanding of waqifs' expertise. This
compr e can function as\& compelling incentive for waqifs to make consistent

ns that result in loyalty, thus bridging the current research gap in the academic

@re by examining the impact of knowledge on loyalty.
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In order to harness the potential value of delivering experiences, companies must
consciously customize engaging experiences in what they produce, design*&f?er. By
doing so, they will quickly produce high and enduring customer loyalty ( &3 al., 2021).
In addition, Guan et al. (2021) found that the quality of an individual's experience when
shopping online has a significant relationship with repeat purchaswggrand experience
influences consumer loyalty conceptually and empirical ,?’Ereate positive effects
(Khan & Fatma, 2019b). Ong et al. (2018) and Khan tm (ZWnd that brand
experience influences customer brand loyalty. On contrary, Ja r? 5@)\Wolinillo
(2019) found that behavioural experience does nottigfluenge bra Io@? in the fast

\to th gifs’ attainment

ng ecurity with their

moving goods industry. In this current studyqp, iengﬁ

of clear information, convenience t@volve

contributions, willingness to commur@%to oth \.rbo p'\T)vaqf, and experience with
N
cash wagf activities regardless u%ifﬁc ties and cci;l:/@ential issues. Based on the

ound t@ﬂere is a positive impact and a

aforementioned previous studi }ms
. | .'ia :
strong influence betwee I€Ence and loyalty. ever, while the concept of brand

¢ &
marketing has been '@vely ldis\ed, it és’ not been extensively explored in the
text of cash Th h
context of cas W$\ cash
on)

’
a strong conr@v etween Wwadifs (,Qose who contribute to the waqgf) and the waqf
W v)

rke@ssesses a distinctive nature that establishes

institution ianuJ(;n g their behavior towards making repetitive contributions. The
AN X

particin{ this study demonsﬁed noteworthy experiences, including the reception of

cleart ation, a sense of convenience and assurance, a willingness to share information,

@m engagement without any concerns regarding confidentiality. Therefore, in order
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to gain insight into the phenomenon of cash waqf loyalty, it is necessary to bridge the gap
and dive deeper into the distinctive market response as compared to the con r&m‘arket.

In addition, several research such as those by Senaldi (2019) and H sgﬂﬁ)t al. (2021)
demonstrated that marketing activities and outcomes are strongly co ;ﬁto the donors'
perceptions and are likely to create donors' loyalty. Fang at aW&»-proved that the
pricing-loyalty idea has been accepted. Meanwhile, Mokthar ) found that donors'

perceptions of ukhwah, religious obedience, rewards, a rerness @sh waqf wage
deduction in Penang. Han and Hyun (2018) discoveted that health p cipﬁgggﬁfluence
AN
esSwln t

customer and employee loyalty in the hotel busin his gufre study:z-perception is
\m N
defined as the wagqifs’ belief that having good,intention aﬂ rmirl%cggh wagf is a duty
in Islam that benefits the society and na@ddition ng ré&rded by Allah SWT.
Not doing so will make them feel gui%they a?d Kp\urpose and importance of
N
cash wagf. The relationship bet@cept%n a ya{l(} as only been studied in the

donation context (Rajibul Ha%l., ZL ; Senaldi, ). On the other hand, Mokthar
(2018), Ali and Markom (% u}} k({;z}a') has discussed perception into cash

wagf context but it \I/thto tl'|e n oféﬁlty. Thus according to the operational
0

o
D

o
py)
A =

&

definations of per &q'\n n, this ,lit is @ropriate to explore the impact of perceptio
Lg . o

toward loyalt th ontﬁ?c h v@so that it will close the gap. Recognizing the

significan x%@sh wagf, aquﬂ‘s mé:feel a sense of remorse for not implementing it.

NV
Therefare, rder to ensure con?i(;?ent contributions to cash wagf, this study proposes that

pe% be examined as a behavioral determinant, thereby addressing the research gap
h

at has not been empirically and conceptually explored in previous studies.
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According to Bandura (2018), consistency is influenced by an intrinsic element that
directs certain behavior. In this study, intrinsic elements refer to the interng(?butes of

the waqifs namely attitude, knowledge, experience, and perception. Hg&) Is vital to

examine the impact of the waqifs’ internal attributes on cahs waqgf loyalty. Accordingly,

the hypotheses below are proposed: \,
H1: There are relationships between the wagqifs " inter ibutes Q? waqf
loyalty.
Hla: There is a relationship between the attitude of the wagjif an 'Qash loyalty.

N

H1b: There is a relationship betwee %‘ J’i \oﬁthe v@' and cash wagf
loyalty. c) Csﬁ

Hlc: There |sarelat|onsh|p etween th Wnc p(\hewaqlfand cash
=)

loyalty.
<8~'
H1d: There is a relati h| be per@n of the wagqif and cash waqgf

loyalty. % \: bj :;0

3.5 The Relatio ’%ﬁetw
V’n ﬂgmmen (2021), one of the characteristics that

Accordlﬁto harbgy
explains t w ty ofﬁ m's w@]ness to contribute to charity is trust. It is essential

for ch ompanies to focu&céh the aspects that impact a person's trust in them. Trust

pter@Attributes and Trust (H2)

is @ as the cornerstone of charity and voluntary organisations due to the fact that
@ organizations manage public funds and that there are no assurances that the funds

would be spent responsibly (Jiamian, 2021; Wymer et al., 2020).
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In reality, trust is significantly vital in charitable organisations as they rely mainly on
individual donations and struggle to collect sufficient funds if the public @ trust
them. According to Jiamian (2021), trust is also essential for generatin m goodwill,
which could result in donor loyalty and an increase in the amount %utions to the
organization. Glaveli (2021) asserted that trust is the basis of every long-term connection
between an organization and its clients, and this is especiall trm non-profits and their
contributors. In this study, trust refers to waqifs w d goo !ait hat the waqf

®
institutions will act in their best interest, operate etl%vith integrity, V,)id oitation,

utilize the funds and resources appropriately, pro accugate 1 rmak'pn, and have
N

enough experience to be able to carry out ne@; l?\ \acti\ﬁ

Attitude, which refers to an |nd| vorab nfa le evaluation of an

,@99 2021). Another study

N
asserted that cultural dlmenS|ons ;ﬁ;mﬂ behé“t? can affect trust, solidarity,

issue and later becomes the source o ir cond \Bag&

and reciprocity and inspire |ty[ abo tlon wan et al., 2021). Through a
psychological mechanis rabl ttit (}&o ds a given behavior improves the
" &
likelihood of perform eC|f|': a y Chéd al., 2020). The definition of attitude is

an individual's v s e snﬁ? pr@mon Attitude also refers to the extent to

which a personfas a{ositive o atlv@aluatlon of the conduct to be performed (Ajzen,
2020). to Browﬂj;t a 020) an attitude is a steady, explicit behaviour that
mpac%on 's standing. Zhﬁia al. (2020) defined attitude as the responsiveness to

%types of stimuli and the willingness to react consistently in a given manner.

@/hlle, Khan and Idris (2019) defined attitude as the sum of all behaviors that lead to

or indicate a specific action of the organism. As a result, attitude is a dynamic component
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of human behavior and the impetus for action. The majority of attitudes are attributed to

personal experience or environmental observation. \Y~
Individuals have a greater degree perception of unpredictabiliw@onfronted

with a situation of change; therefore, it is advantageous to have knowledge (Solberg et al.,

2020). Furthermore, Japutra and Molinillo (2019) revealed that tfﬁ.;};;ﬁon of abrand is

practical, realistic, reasonable, sensible, unlikely to fail, fj mwsﬁblished, accountable,

l

and most importantly, trustworthy. The level of stress nced hy people refers to the

degree to which they support change and is influencéed by their knowle gacgéﬁ'zgerald,
-

2020). Individuals with greater knowledge tend to be gre secure'in their insion-making

Y
abilities and less interested in other facts andw‘tiva I Lcéwzgﬁstein, 2021). In
th

another study by Bhatt and Nagar (@ was aéonsumers' perceived

knowledge of financial services has @Sstantiﬂ% 0 t/rés In addition, Mortensen

and Neeley (2012) discovered tha%ﬁ in the | «of z@edge is responsible for the

development of trust in genera%l as ncrease @tworthiness. On the other hand,
| lzo

in the area of media st% gre}

)
‘&
knowledge in a me '\Q/irompe\*e mar by new forms of knowledge, which

intersect with the j of trust. | L)
d ¢ 2 (,)
The ne ribdte in/thisistudy is@xperience. In the area of services, it is vital for

i J
service pr. w to crga a ﬁositiqze customer experience and earn the trust of their

D
@D

!:o‘h&lded that difficulties in acquiring

N
custorn{ rbuetal., 2021). efore, the customer journey or customer experience has

a %al impact on trust. Communication with service providers can have a significant

@ on the customer’s experience. Typically, when a customer puts confidence in a

service provider, there will be an increase in trust towards that company (Shin, 2022; Wong
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et al.,, 2019; Zamry & Nayan, 2020). Whereas a breach of trust breaks the customer-
company relationship (Isaeva et al., 2020). Thus, in order to encourage repea@tions
of monetary wagf, waqgf institutions must consider both experience a &gt. Another
scholar explained that customer experience provides the opport 't-&o assessing a
company's competence, generosity, and integrity (Jgrgensen etd&. According to

research, when customers have a negative experience with Wd they will develop

mistrust against the messages communicated by that le a , 2048). Likewise,
Sofia et al. (2021) emphasized that consumer experierge,of trust greatly:in Iue loyalty,
such that the more consumers trust the company, re onal hey/will bqeome and the

stog&(perlence refers

rw@a company. The level
I&\wlng service delivery (M.

less likely they are to migrate to a competito {h} a

to the occurrence that results from a dlre@irect en

of customer trust may be impacted by@sumer i

N
Li et al., 2020). Hence, it can b d:g;w éiﬁalf experiences a satisfying

feeling, it will lead to his ona%\g&mtrr @qf.
Next, perception |%\ r form®of | t‘gr[n tribute. A person's psychological

attributes might simu ust@e how perceive other individuals. Many risk
analysis studies h ev aled anc@ trust in risk perception and the acceptance
p

—

'y

2 &

|f|@ses trust is substantially connected to risk

of innovative h y
percepti 0:%& {)UJ 1) When people lack understanding about an

impor lem, they may be“lg.?s trusting. Furthermore, Suhartanto et al. (2019) found

th r service quality commonly results in a higher perceived level of trust.

@shmg trust is a very difficult task, but it has the utmost significance in shaping the

attitudes and perceptions of customers especially in emerging nations (Raue et al., 2019).
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For example, a previous study has shown that if an online store has a high-quality website,

buyers will develop a high level of trust to purchase from that online retaile%*ati etal.,

2021). Thus, the significance of perceived service quality is critical in gesﬁﬂw consumer

trust. Recent research indicates that consumers' perceptions of a brand's credibility may
;:urdi etal., 2022;

increase their trust, attitudes toward the brand, and purchase inte%
Saima & Khan, 2020; Vidyanata et al., 2018). In the same eirWe context of retailers’
social issue advertising, trust in the retailer increas n omu\,neawave stronger

perceptions of the message's credibility (Mena eﬁ%) ean "f’ ’Qg‘g;edi and
A

McDonald (2020) found that the extent of commu ion efficacy/can b?-increased by
Y

improving customer perceptions, thus bolsteri ng c surgﬁr in @WS.

Based on the above discussion on @onship en t@ﬁnternal attributes and

trust, this study proposes that:

ﬁ
H2: There are positive signific tlonM/ e

.—q
%%
iy
/))/

antecedents of trust and cash

wagf loyalty.

H2a: There is a positiyely si fpﬁfe"e{jgnshlp between the wagqif’s attitude and

trust @casb@yalt
H2b: T)@} p\(jlti‘!/el gAlflS@ relationship between the wagif’s knowledge

ust Ip ards cash @f loyalty.
@ ereisa posmvel n|f|cant relationship between the wagif’s experience

and trust towards cash wagqf loyalty.

QE H2d: There is a positively significant relationship between the wagqif’s perception

and trust towards cash waqf loyalty.
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3.6 The Relationship between the Internal Attributes and Commitment (H3)
Definitions of commitment are very broad. Bhatti et al. (2019) describe@ment
as a continuous relationship between people and their behaviours in a g@w scenario,
and that the more an individual performs, the more engaged th %me. In short,
commitment is the desire to maintain a valued relationship (Al-Jabar & Ghazzawi, 2019).
In this study, the concept of commitment as defined by Sar and Bryant (2020) is
utilised. Commitment is defined as the purpose to mainiainta relati Ashi ith the waqf

organisation and the willingness to exert effort to r@the relation i? - c§
-

In addition, scholars believe that an individual's personal ormwi-nfluence the
\d N

decision to give (Ajzen, 2020; Berger & Jaussi, 2048). E\e nor@ﬁ the process of

behavioural decision making involving %@Iishme If-ﬁd criteria for specific

behaviour based on the individual's %intem i lu s{@ﬁtzgerald, 2020). Hence,

N,
internally held values are likely l%e feelings @omqﬁ'ﬁhent, regardless of whether
Y &

or not a donation is made (Y. ml., T N
Evidently, the influ ttitude‘on gp[timbommitment is widely deployed for
N &
colleges in the Unite 5&3@5 of|A I (Fr%&i()ni at el., 2021). Subsequently, in the

&
aspect of organiz MC mi p(l%&?es will exhibit a commitment attitude if they
ta, ’

are content W@ they/receiv frork(tbe company. This depicts loyalty to the firm, as
§ wz

employee wways str @ achigve success and reduce the likelihood of employees
; NV

Ieavingt\ mpany (Pratama Ect?oll., 2022). According to Senaldi (2019), for Chinese

donersythe factor of attitude positively correlates with donation because donating is aligned

@ﬂe subjective norm of the people. Meanwhile, Li et al. (2019) studied Chinese and

Korean individuals staying in the United States and found that a positive
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attitude encourages the commitment to donate. Masser et al. (2020) concurred that donors'

attitudes and beliefs are important in generating a sense of confidence in bej&&mmitted

to donate. (')
As illustrated by Mandelbrot et al. (2020), an increase in knowledge an awareness

e
leads to an increase in the commitment to donate. Meanwhilw\k;L to increase the
public’s commitment to donate depends on the knowledge tmbility of the donation
(Jacob Arriolaetal., 2019). Laila et al. (2022) in their st the o nlrs ofssmall medium
enterprises who are committed to waqgf contribution f that kngwledge has @%Stantial

impact on intention. Conversely, there is no correlation, between the nowlquge of clients
Y

in Jakarta and their commitment to perform c%zf thgi \Syara ’féq?i*ng (Witjaksono

et al., 2019). Nevertheless, in the pandevi\g@ation, tatﬁﬂ)lg) discovered that

there is a link between employees’ @ledge \ﬂQWg p;éffect of corporate social

responsibility (CSR) and their cor%nt to'the o amization: In the same vein, there is a

relationship between knowled?‘\_ﬂ‘forl on -gcloge
al., 2019b). Kassim et al. % iscov‘g dt }do@ will have sufficient information or

&
knowledge and WiI}Q? Where\ mor@*‘s spent if declared by the religious
&
authorities, and if@ ep 'pr(a)((}are presented to them in detail. It is essential
for this to begdane<in or
4

¢
organisati & 4
N

r t years, there has*t(;e?en an increasing amount of literature on how mixed

J/&ér/

nd wagf commitment (Hafiz et

4 . .
ara@ that the donor is conversant with the waqf

m contribute to attracting and securing donation experience to better understand

@m commitments (Bradford & Boyd, 2020). Other research findings seem to be

consistent, i.e., that communication received during the donation process appeared crucial
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for sustaining the donor's commitment (Shang et al., 2019). This also accords with another
study by Attar et al. (2019) which showed that knowledge donation is KWSS of
communicating to others about the donors’ dedication and commitment. rently, it is
crucial to communicate with the donors about knowledge donation i Tdexo increase the
commitment of employees towards their organization (T. Islam etal., 2019)

Subsequently, once donors are devoted and loyal toan WSation, they prefer to

l

give on a more consistent basis, ensuring a steady cas r t%sation. Loyal
e
donors will spread positive "word of mouth™ by telﬁm%eir friends and niour Wg others

to donate to the organisation (Caviola et al., 2020)

and accountability of cash waqf, i.e., a high perzptmﬂ in rléb,?donor trust (Z.

A. Ahmad & Rusdianto, 2020). Indee I dual p on @ances charity giving

IS e>3p| ned by thq-transparency

commitment when the decision- ma ro e to tion is well understood
(Kentish-Barnes et al., 2019). Pu rese (%Ze fle@?)f philanthropic studies has
demonstrated that people's ty onate a ﬁ increases when they have a
favourable perception of %e t oft rd 31{0 ao et al., 2021). This is due to the

importance of char rust a|n eptlo@ nd the accountability of fundraising

&

éss of charity organisations (Thomas & McGarty,

organisations (Sto et , 2 r]ce, @1 belief is likely to increase if donors have a
"2r .5
positive perc out ye |v nes
2018). d 4 $
)

ature review dis Dg?ed above resulted in the formation of the hypotheses

@( here are positively significant relationships between the antecedents of commitment

and cash wagf loyalty.
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H3a: There isa positively significant relationship between the wagqif’s attitude and
commitment towards cash waqgf loyalty. \q

H3b: There is a positively significant relationship between the %knowledge
and commitment towards cash wagf loyalty.

H3c: There is a positively significant relationship between the wagif’s experience

and commitment towards cash wagf loyalty. Y'

H3d: There is a positively significant relationshipsetween M’S perception
@

and commitment towards cash waqflégé , O}Y’
s b 4§

Y- Y
3.7 The Relationship between Trust and% y (’d\ \ Q\Y“

Trust was found to have a signifi %onger C tiontgtlh donating, and it is

generally accepted that trust plays a @% role&qrvsa '@Lgiving (Chapman et al.,
~ . A\

2021). Sargeant and Bryant (2020) found that the higher the level of service that a charity

provides to its contributors, the more faith the donors would have in the organisation. Isaeva

= ¥, I ¥ = _
etal. (2020) found that the loyalty of an individual is influenced by both trust and emotional
I’ L S
bonds. Moreover, Hollebeek and Macky (2023) revealed a positive relationship between
hd &
trust and repeated purchases. Alharbey ?nd V&n Hemmen (2021) also depicted that the trust
1 PSS

and behaviour of customers towards businesses have an effect on purchasing decisions and

P Y B AEaS S S
the messaKeth‘ey convey to others. goharl et al. (2015) found that if the institution has

a [ g
healthy ties with their wagifs, it might encourage them to channel their endowment funds.

N

This strong relationship is strengthened by trust. Osman et al. (2015) suggested that the
N

intention to provide wagf funds is influenced by one's level of trust in the waqf organisation.

Based on the review above, the below hypothesis is formulated.
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H4: Trust has a positive impact on the loyalty in cash waqgf.

X

3.8 The Relationship between Commitment and Loyalty (H5) (')

The definition of commitment is a sincere desire to maintain g conn ctlon into the
future. In the context of donation, it refers to real commitment J:nce in the goals

of the organisation (Tabrani & Nizam, 2018). Accordi g e existing marketing
literature, commitment is a relationship-enhancing s "Wr generating

valuable results™ in buyer-seller partnerships (Barr%zom) he s dy a‘l'aﬁimd that

a donor's trust in an organisation ultimately resu theip contifiued t@dication and

happiness as supporters of the organisatio (Ka im gﬁ 19; %a??g et al., 2019).
Loyalty can be defined as a condltlon@w the c t@@ favourable attitude
towards the products or services pr d byt n @ ntends to maintain the

y i
N

relationship for the long term. Cu ﬁlrea ve{::jgc?mmitment to the company's

products or services will de\a?\.&y @y's products or services (Nisa,

2021). Consumer trust i factor th ‘hés‘ta' potential to enhance relationship

&
quality, which in tur 'Qgi ber‘eﬁ tal “effect (o&—both the commitment of customers to
lationshi d{ loyalty t
relationships an I‘DQ a y‘o
0

Accordl

5(@ al., 2016; D. Hermawan, 2019).

by Sargea OOdlI';f 6'7) etermined the antecedent and role of commitment
in buildin or loyalty in the &}(ra?ext of charity-giving. This has given rise to the idea of
%the original KMV model in order to better understand the role of commitment
@Iong -run relationship between the donor and wagf institution, which leads to the

implication of loyalty. Commitment is an essential component of successful relationships,

81



as it leads to repeat purchases or loyalty (Jalil et al., 2019). Thus, in the context of cash

wagf, repeat purchase is regarded as necessary for cash wagf growth. Purnm&aﬁ et al.

(2020) discussed a person's loyalty and commitment to accepting the mﬁac@s and laws
of their religion and following them in practice. If a person or donor bql ':eves at the charity

or awgaf institutions work in accordance with their religious \Q{e} hey will then be

encouraged to donate and add value. Y'

According to Rashedul Hasan et al. (2017), commitment is d fiLed the enduring

desire to maintain a valued relationship, which mus@wd between'the wa@stltutlon

and the wagqif in order to result in loyalty. The currentstudy’ ly dlscgvered that, in
Y/

the case of Bank Muamalat Malaysia Berhad' B B) a f m@ment, assurance
in maintaining a higher standard of onI| | or fac t&ﬂ‘d with a clear motive
in charitable cause has paid off with igCr sed tr %m nt from donors, leading
to long-term future relationships ter B alt auzéf’al ., 2019). Accordingly, the
following hypothesis is form
l
:
H5: Commlt sa SIP Ificant imp n cash wagf loyalty.

&
N
\ }‘ (.J
3.9 Trust a@;mltmy e(K@.wrS (H6 & H7)

This w de r| of trust and commitment as mediators in the
relatIOR tween the waqlfs’\(ﬂ?ernal attributes and loyalty of cash waqf. Indeed, there

uésnderable agreement that both are best regarded as a mediating construct derived

@ctors on subsequent customer behaviour (Anderson et al., 1987; Dwyer et al., 1987).

As suggested by Sundermann (2017) and Shang et al. (2019), loyalty is the donor’s
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intention to donate again depending on many factors contributing to the links among the
constructs, which are crucial for research expansion. There is evidence tha@evels
of relationship-related factors such as mediators lead to an ongoing rela 5@) (Boenigk
& Helmig, 2013). As predicted by Gronroos (1995) and supported by ﬁbr etal. (2007),
relationships underlie a dynamic process when it is influenced byamany‘factors. Therefore,

trust and commitment as mediators in this study should stre tm relationship between

l

the waqifs’ internal attributes and cash waqgf loyalty. \d
]

g
| .S
3.9.1 Trust as a Mediator 2 Y-
~

Trust has been the focus of many previous %ear rvingg@~ mediator to key

variables like behaviour prediction, buy@nses, th imr%@f commitment itself
ang e

(Garg et al., 2014b; Hao et al., 2015; ﬁ getals ;?hi st\-hl 2019). Li et al. (2020)
N
revealed that customer trust fully %s thdinflu of Qgc;lomer engagement on brand

\ &/
loyalty in the tourism social media nter. is supported by recent studies on the role
of trust as a mediator in rs' decision re'g@g brand loyalty (Hanaysha, 2022;
’ &
Ibrahim et al., 2021). Hﬁalso re \rgued t@-éustomer trust acts as a mediator in the
relationship betweﬁn\co oraté™i
reputation an@er I%al \ﬁ;m (Nguyen et al., 2013; Vlachos & Tsamakos,
2009). On wer harﬁ,WJ#and@ma (2019) indicated that there is no direct impact
AN D
of conK erceived corporaté“s('&ial responsibility (CSR) on brand loyalty, except with

thoe%ce of trust as a mediator.

In contrast, in the context of cash wagf, a high level of wagqif trust towards the waqgf

institution is necessary for it to be a beneficial instrument in accomplishing community
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welfare goals (Hasan et al., 2019). This is supported by Jalil et al. (2019) who stated that
trust has a significant impact in attracting consistent contributions to w f¥d~s. The
significance of maintaining trust for the survival of wagf institutions is cr s#)nd this has
provided new directions for wagqf institutions to improve their strat ;s%vards gaining
the trust of wagqifs (Hasan et al., 2017). Prior to the study of waq$n conventional
instruments such as giving and donations have examingd Wportance of trust in

strengthening the existing relationships between dono non-p 1'it organizations (R.
Bennett & Barkensjo, 2005; Francioni et al., 2021; Safgeant & L a 208%3§argeant
& Woodliffe, 2007a; Skarmeas & Shabbir, 20112 , ‘T

In this study, the role of trust as a me |ator thg\r shlp een the waqifs’
attributes (attitude, knowledge, experle erceptl d I towards cash wagqf
has been proven. As for attitude, Ak ari et aI *m r}@ated the role of customer

- - - \
trust as a mediator in the link b ttl Ges a yalq(ﬂn this study, attitude as an
attribute-based aspect of perc anLl sendice g te greater trust than enhancing

a non-attribute aspect in L% yalt&

fi gpliar&tltutlons Whereas in the context of

cash wagqf, Jalil et al 9) arglue t it ensures that donors maintain an attitude of
- & Q0
willingness to p Wt on s (}h wagf. Trust also influences the wagqifs'
?—n)o ’ g
attitudes, resu

yaIDji)t su t@.i.nability of wagf institutions (Hasan et al., 2019).
%e owled'g';e centystudy suggested that knowledge and trust play a
5|gn|f|sgn\ in influencing th?&ﬁtentlon of Indonesian millennials to donate cash waqf

%srl & Chaerunnisa, 2022). The significance of trust as a mediator in the

@wshlp between management knowledge capabilities and the waqif's willingness to

contribute in the future has also been discussed (Fauzi et al., 2019). In another context, trust
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mediates the relationship between knowledge and loyalty among organizations in the
financial sector (Suhail A. Bhat et al., 2018). A study on service quality in@)anks
also discovered a positive relationship between service quality dimensi r£@i customer
loyalty, one of which was knowledge, with trust acting as a mediato % et al., 2020).
However, another study found that trust does not mediate @nship between
environmental knowledge and loyalty in the case of energy ﬁiw consumption (Issock
et al., 2020). '

From the perspective of experience, se\%jtudles ave eid Ib%E*on the
, t

significance of trust in affecting waqifs' experiences her in geneyal waug-or cash waqf

\et al. é&’g Shaikh et al.,
an@ﬁin full donor loyalty,

@aqf knowledge to wagqifs
N,

through confidence (trust as dIS of V\ﬁ fi tuutl&lccebln their study, Fauzi et al.
(2019) remarked that the tr aolf%& @he capabilities for experience

management in order fo%\ 0 con

contributed to the s s a n]e in th k between experience and loyalty in

(Shukor et al., 2019; Ahmad, 2019; Fauzi et% 9;

2018). According to Kassim et al. (2019@r to enc

wagf organizations are advised to pro ood e

Q

o

nu c‘ght ing in the future. Trust has also

entertainment bus service \ 201Q.&Slmllarly, in the online retail context, it was

revealed that cei Iue\(?p réase loyalty intention both directly and indirectly
through tr %&y et aI )f

e perception persp |ve, in cash wagf donation, it is anticipated that trust

I% a mediator that influences the trustee's risk-taking behaviour, based on their

Qlon of loyalty in cash waqgf (Hasan et al., 2019). Trust acts as a mediator between

the giver’s perceptions (particularly in quality of information) and their giving behaviour,
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thereby increasing the tendency to give which directly leads to loyalty (Sargeant et al.,
2006). Recent research has shown the crucial role of trust whereby if donors@e that
the charity or wagf institution works in accordance with their religiou \gfﬂa they will
have trust in the institutions and thus encouraged to donate and co '%)nating in the
future (Purnomowati et al., 2020). In addition, Zehir et al. 42011y pointed out that
perception on brand communications and product or servic quan be regarded as the
antecedent to brand trust, which in turn affects brand | '

Based on the literatures, it is valid to observe theyole of trust es c,allynVTus cash
e

wagf study. However, more research is needed on the'rale of tgust S edlater in the waqf

context, particularly with regards to waqifs' lgyalt cag{\ As zgs.?t the following

hypotheses are proposed to investigate\tg@ a me n tibﬁink between internal

attributes (attitude, knowledge, exper nce, and p %) @ash wagf loyalty:

S
&

H6: Trust mediates the relat@b I\’ wagqi ternal attributes and cash
wagf loyalty. % '

:
H6a: Trust megi the r1 a ip bet n the wagqif’s attitude and cash wagf

loyalty. % 3:' C.)

H6b: @' dmt# tlo@p between the wagqif’s knowledge and cash

ool b); <>

K rust mediates the r“ecialonshlp between the wagqif’s experience and cash
‘%qf loyalty.

0 H6d: Trust mediates the relationship between the wagqif’s perception and cash

wagf loyalty.
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3.9.2 Commitment as a Mediator

Commitment, by definition, will always involve some degree of self a%Xe:md IS
unlikely to occur in circumstances where trust is absent; the existenm& ommitment
relationship is widely supported in marketing literature and is WCaI conclusion
(Sargeant et al., 2006). According to Moorman et al. (1993), conwent is the enduring
desire to preserve a valued relationship. Similarly in this s mn*r'tment is defined as

the wagifs' interest in cash waqf activities or project th ir\mi.l]@ness to exert

@ \Y~
maximum effort by maintaining good relationships_\ia, répeat contri iofls‘ﬁmng more,
becoming loyal supporters, and caring about Tture\& waq??r; the logical

W, cc?fpm' enté&hld be examined

whenever there is a present relationshim nin%tr and @alty, as in this study.

conclusion mentioned by Sargeant et a

K9

However, the relationship between g‘lr}rngl%te o@qifs (attitude, experience,
c%

7]

knowledge, and perception) a waq a wﬁ&amined through the lens of

commitment as a mediato T@stinc’ions i
itma

confirm the role of comm as a{ s 7

A single act @nit gnt S notﬁnduce loyalty unless it is followed by

e,

successful repeat utions’by gu!‘s can direct their attitude towards commitment

O
in cash waqg al. ‘,2 Vlyﬁ W@ the authors clarified that numerous studies have
4

found that attitude has a significar&t;ﬁ;)act on the behavioral intention to donate cash waqf

A N

rat%repeat contribution. In the context of donation, a study on commitment has
gagement in affective commitment has positively influenced attitudes toward

ﬁon by American students at higher education institutions (Francioni et al., 2021). This

\
a ed in the following discussion to

demonstrates that repeat donations occurs when there is a positive attitude and strengthened
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by an affective commitment. In the study carried out by Inoue et al. (2017) on the subject
of attitudes toward corporate social responsibility, it was found that commi%@s as a
mediator in the link between involvement and behavioural loyalty. Mean ﬁ‘@&gyeiwaah
and Dayour (2022) argued that employee commitment plays a [mediator role in the
attitudinal loyalty framework.

While the role of commitment as a mediator in the r atﬁvi\/between knowledge
and loyalty has been discussed in the field of waqgf anegin=area re%waqf, such as
donation and giving, the scholars' interpretations varied, Non-prafit o Tzig&? may be

able to identify donors with a higher likelihood o g-term com itmenz-if they have
Y

knowledge of motive, and if properly nurtu%g dog\o\m forrpéh?core of a loyal

supporter base and consequently contrib GWicantly er @me values (Sargeant

& Woodliffe, 2007). Similarly, in ca%qf, v&% j@knowledge to understand
the significance of wagf from the%a Aadi

N
nd hadithzand hz@e willingness to contribute
more consistently. Thus, this %\Bppr{ e gonte '#! that the commitment of wagqifs
aqf, resu

fosters their knowledge o% gf, :g

Iti ‘Jtl‘l Ib@-term contributions and loyalty. In

itn(e)t foci in service relationships significantly

&
the context of servim&ﬁgon a,]d \\(2015,E&rdicated that new theoretical knowledge
2.9

regarding the me w
enhances kno bo;l‘(? Thr@mportance of commitment as a mediator in the
link bet mers"a fbufes a@’and loyalty has been studied and proven (Hilman

V;
NV
& Han% 15; Kaur & Soch,?%lS). Although many researchers have studied loyalty as

a r% trust and commitment, the empirical validation of customer knowledge and
u

stamer commitment as loyalty's antecedents has received less attention.
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While the role of commitment as a mediator in the relationship between knowledge
and loyalty has been discussed in the field of wagf and in areas related to @ch as
donation and giving, the scholars' interpretations varied. Non-profit org %B)ns may be
able to identify donors with a higher likelihood of long-term com@ if they have

knowledge of motive, and if properly nurtured, the donors can e core of a loyal

supporter base and consequently contribute significantly to high tlme values (Sargeant
& Woodliffe, 2007). Similarly, in cash waqgf, waqifs in"kn to understand
the significance of waqf from the Quran and hadith ave the willi niss Eo)@"c?ntrlbute
more and consistently. Thus, this study supports th ntengo the oqmmltment of
wagifs fosters their knowledge of cash wa% -ter \n/tributions and
loyalty. In the context of services, Cho gﬁ)hal %that new theoretical

knowledge regarding the medlatlng fect of Wn f@xin service relationships
significantly enhances knowledg S Io?/alty e méatance of commitment as a
mediators in the link between \ers &s{n '@nd loyalty has been studied and

[Zba) Although many researchers have

proven (Hilman & Hana " Kati; S ,%

studied loyalty beca \Qrust [an mlt , the empirical validation of customer

knowledge and c Io;’()ty s antecedents has received less attention.
Flnall | tlon\g_,perspectlve perception is an individual’s or

consumer' regar i senqe quallty of an organization (Berry et al., 2002).

Wherei\ rketing, perceptloﬁ%‘ers to an individual's attributes that lead to relationship

%(R Bennett & Barkensjo, 2005). Similarly, perception in endowment refers to

OMSIOI‘I -making of endowment organizations (Sargeant et al., 2004). Nevertheless,

perception of cash wagf in this study refers to the wagqifs’ belief that having good intentions
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and contributing cash waqgf is a religious obligation in Islam that benefits the people and
nation and will be rewarded by Allah SWT. Consequently, the med@le of
commitment in the relationship between the waqifs' perceptions and th "@Ity to cash
wagf is crucial as it strengthens the direct relationship between p .e%» and loyalty.
According to Jalil et al. (2019), developing wagf commitme Xz positive wagqif
perceptions of information disclosure, which leads to their beha oyalty). In the context
of donation, a donor's commitment to an organization camginfluence t e‘r pereeptions of the

organization and their propensity to donate in the, future (Sarg ’e’tc:a)ﬁc' 2006).
e awne

Interestingly, commitment has been found to hav gative medi tinquﬁ‘ect because
Y

consumers' involvement in the company's corporat oci% sibili SR) efforts has

0 (I@é et al., 2017). l1zogo

(2017) discovered that affective (ogwitme \hgo?ate &Pfs relationship between

increased, making them feel more com 't&) he

—t
(@}

N
continuance commitment and cui%oya A ive mitment is an individual's

commitment to an organizatio }k colt' an cog&u ent is the cognitive evaluation

of the benefits and costs % tfror} om ‘qh?:,bious marketing offerings.

Given the ratio ﬁ\@r the|m\tty of t@‘t’avorable test results for the mediating
A S F S

construct (commi m diti

recommended@,the uggest eses are:
Y,
& %

N
H7: Aitment mediates ths(@lationship between the wagqifs’ internal attributes and

‘%h wagf loyalty.

H7a: Commitment mediates the relationship between the wagqif’s attitude and cash

wagf loyalty.
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H7b: Commitment mediates the relationship between the waqif’s knowledge and

cash waqf loyalty. \?

H7c: Commitment mediates the relationship between the waqif’ﬁ%@ence and

cash waqf loyalty.

H7d: Commitment mediates the relationship between theayaqif™s perception and

cash wagf loyalty. Y'

3.10 The Relationship between Trust and Commitment (H8) c}
From the nature of the relationship marketin adigly, organ angjﬂunt (1994)

proposed that successful relationship marketing fequire \'aﬁonsrlié\?ﬁmmitment and

trust. These two characteristics are esse%%wponen
marketing. According to Morgan and/Hunt (19 \tw\ ,@mmitment to a charitable
o . - )
organization have a strong positi relations (Sa@nt et al., 2006). The degree
&

of trust and commitment chan shcuir ntif@d gets personally involved with

E). Several tubiebmve found that trust has a direct
’ F &

tal.,ézo; Nurhayati et al., 2018; Syakur et al.,

&

1the @tlonship between trust and commitment has

ildi lationships through

=

a company (Johnson et

relationship with com ent (Nfi

2017; Tabrani & N , 2018).
haQ )‘ .
also been exp@adres edn the n@rofit context, where such a causal relationship
has been empifically pr{v@‘th;ist@geam & Woodliffe, 2007).
N
IQ\ gly, Sargeant et é'f&@OOG) suggested that since trust and commitment have

a x%lationship, they would also play sequential and mediating roles between donor

@!ions and giving behavior (Sargeant et al., 2006). Charities could measure the trust

and commitment engendered in donors by their organization (Sargeant & Lee, 2004).
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Hence, based on the relationship between trust and commitment presented above, this study

hypothesizes that: \q

H8: Trust and commitment have a positively significant relationship with oHe another.

Y

3.11 Sumarization of all Research Hypothesis Discusse YV

Research Question 1: What factors determine the loya ifs irlcash waqf?

H1: There are positive significant relationships between "the fact 'nd‘ éj)ii"Waqifs’
loyalty in cash wadgf. é 2 Y:\
v

Hla: There is a positively significant relations '\between & Wagqifs’ attitude

and loyalty in cash wagf. q 0‘ &
H1b: There is a positively sit%n&w bétweéen the waqifs’ knowledge

and loyalty in cash@ L A "}
Hi1c: Thereis apositivel nifj |or‘13% between the wagqifs’ experience
and loyalty.i Waqf.’ [ 0’
o i

H1d: Therwitivei ant gaﬂonship between the waqifs’ perception
anddgyaltyin ¢ . O
% ¢ P &3
O

N

trust and commitment?

Q' N
Qi
Research'Question 2: Is there any.relationship between the waqifs’ internal attributes and

@ ere are positively significant relationships between the waqifs’ internal attributes

and trust.
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H2a: There is a positively significant relationship between the waqifs’ attitude and

trust. \Y’

H2b: There is a positively significant relationship between the Ssﬁ)mowledge

and trust.
H2c: There is a positively significant relationship beMee%:aqifs’ experience

and trust. Y'
|

H2d: There is a positively significant relationshi een tws’ perception
@

and trust. Y'
% | &

H3: There are positively significant relationshlwwvee the ifs’ mtg;lal attributes

and commitment. '1
4«
H3a: There is a positively S|gn|f|c ationshi tweef@e wagqifs’ attitude and

A
commitment. R % &

H3b: Thereis a positive flcaMsh &‘h%-ween the wagqifs’ knowledge

and commit ntY' , '

H3c: There is a positively si nifi rel ﬁ-cmshlp between the wagqifs’ experience

and co }Qnt Q
H3d: h@pﬁiﬂ\f%glﬂ relationship between the waqifs’ perception
O

%guestlon 3: What are the impacts of trust and commitment on the loyalty of
Q wagifs in cash waqf?

H4: Trust has a positively significant impact on the loyalty of wagifs in cash wagf.
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H5: Commitment has a positively significant impact on the loyalty of waqifs in cash waqf.

N§

Research Question 4: Does trust and commitment have a mediati eaect on the

relationship between the waqifs’ internal attri and loyalty in

cash waqf? \)

H6: Trust mediates the relationship between the waqifs’ in :attril)utes and loyalty in

cash wagf. .\d,
N
| O
H6a: Trust mediates the relationship between t aqifs? attitude ar&?(ﬁsh waqf

loyalty. \, g

H6b: Trust mediates the relation@veen th ifs’éﬁtude and cash wagf

loyalty. c') \T ,‘&'\*
%’_ 9 - Yy &

Héc: Trust mediates the r ip between the @qlfs’ attitude and cash waqf
a\

N

loyalty. N
H6d: Trust mediate tlons'h b veen wagqifs’ attitude and cash waqf
NS é}/
loyalty. lK\ Q %
N
O

C !
2 j ? F
H7: Com@eq&a S Je ela@}ship between the waqifs’ internal attributes and

loyalty, in cash wagf. (_}3—
AN

\

“Commitment mediates the relationship between the wagqifs’ internal attributes

<

Y/

.

d loyalty in cash waqf.
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H7b: Commitment mediates the relationship between the waqifs’ internal attributes

and loyalty in cash waqgf. \Q

H7c: Commitment mediates the relationship between the waqifs’ insﬁﬁ)ttributes

and loyalty in cash waqgf.
H7d: Commitment mediates the relationship between the w%;ernal attributes

and loyalty in cash wagf. Y"
NY.

: . N
Research Question 5: Is there any relationship be@st an ylﬁn@
F 4
&y

H8:  There is a positive significant relationship %twee \s&and commitment

Ay,
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