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Abstract. Islamic economics regulates development through instruments of Islamic development funds, including 

zakat, infaq, and alms. But the collection of ZIS funds is still low compared to its potential. This 

research is designed to analyze the influence of service quality, donor’s trust in donor’s loyalty. The 

population of this study was donors at the Sinergi Foundation institution. The sampling technique 

used was purposive sampling quota sampling with a total sample of 100 people. In addition, it also 

uses path analysis to determine the relationship of influence between these variables. The results of 

this study indicate that, first, service quality has a positive and significant effect on donor's trust. 

Second, service quality does not have a positive and significant effect on donor's loyalty. Third, 

donor trust has a positive and significant effect on donor loyalty. Fourth, service quality affects the 

loyalty of donors through trust in donors as an intervening variable. 
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INTRODUCTION 

Islamic economics regulates development through instruments of Islamic development funds, 

including zakat, infaq, and alms. Zakat and infaq in Indonesia have a vast optimization opportunity 

because the majority population in this country is Muslim. According to the data from Badan Pusat 

Statistik (cited in Kementrian Agama Republik Indonesia, 2013), the Muslim population in Indonesia is 

around 207.176.162 people or about 87,21% of the total population in Indonesia, and then from that 

number, 41.763.592 or about 20,16% of the total Muslim population in Indonesia are in West Java. This 

means that the most significant majority of the Indonesian Muslim population living in West Java. 

Firdaus & Beik (2012) mentions that the potential national charity in 2011 reached 3.4 percent of 

total GDP, or in other words, zakat potential in Indonesia estimated to reach Rp 217 trillion. In fact, 

according to BAZNAS, the potential for a national charity in 2015 reached Rp 286 trillion. However, 

the enormous potential that is inversely proportional to the realization of zakat, donation, and charity in 

Indonesia is the only country that reached 3.7 trillions. 

Some fundamental problems cause an imbalance between the potential zakat funds raised, 

including 1). Regulation that the government has made through Law No. 38 in 1999 has not felt perfect 

because it merely regulates how to manage zakat, but has not touched the issue more essential is how to 

collect zakat from muzakki, as well as the sanction given to, were reluctant to fulfill their zakat. 2). Amil 

zakat institutions and agencies that have been there having not provided exemplary service to the 

community. So that it adversely affects the confidence (trust) communities (Yusrizal, ghafur, & Sabri, 

2017). 

Consumer confidence in the product and the company's credibility is one factor that can make 

consumers loyal to the company. Kertajaya confirmed this in Elrado (2014) that customer trust is an 

asset to achieve customer loyalty. 

Some previous empirical research examines the service of which by Elrado, et al. (2014) which 

indicates that the variable quality of service consists of five indicators of physical evidence (tangible), 

reliability, responsiveness, assurance, and empathy effect on customer confidence. Meanwhile, previous 

studies related to trust the loyalty as investigated by Eldorado, et al., also investigated by Sugiyati (2013), 

explain that belief positive and significant effect on loyalty. The emergence of zakat and development 

organizations is getting better from year to year
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, leading to a competitive challenge in finding and retaining donors. One private zakat management 

organization in Indonesia is the Foundation for the People or Semai Synergy Foundation. 

Over time, the Synergy Foundation has also experienced a wide range of issues associated with 

donor loyalty. The number of donors who had dealings with the Synergy Foundation has increased from 

year to year. But an increasing number of donors who donate once is not proportional to the number of 

active donors who donate at the agency. Donors who are still active in synergy occurs volatile, and last 

in 2017, active donors donate only about 4.339 people while all the donors never donate as many as 

24.237 people. It can thus be understood that the loyalty of donors to the Synergy Foundation is still 

unstable. So this is the question on the confidence of donors and the quality of service at LAZ Synergy 

Foundation. 

Based on the explanation above, the writer is interested in researching the service quality of Amil 

Zakat Institution in Synergy Foundation and donors trust and their impact on its loyalty of donors to the 

LAZ. Therefore, the research title is "Quality of Service and Trust and Loyalty Effect on Donators 

(Survey on LAZ Synergy Foundation)." 

Based on the background of the research problem and the symptoms identified above, it can be 

formulated the problem of this research into the formulation of the problem as follows: 

How would you describe the quality of service, trust, and donors' loyalty to LAZ Synergy 

Foundation? 

1. Whether there is an influence on the quality of service LAZ Muzaki confidence? 

2. Whether there is an influence of service quality on loyalty donors to LAZ Synergy 

Foundation? 

3. Are there beliefs that influence Muzakki loyalty to LAZ Synergy Foundation donors? 

4. Does service quality influence on loyalty of LAZ LAZ donors to the Synergy Foundation 

with confidence muzakki as an intervening variable? 

The general objective of this study is to describe and influence the quality of services, trust, and 

loyalty of donors in paying zakat, donation, and shodaqoh in LAZ Synergy Foundation. 
The hypothesis proposed for this study are as follows: 

1. There is a positive effect of service quality on donor confidence. 

2. There is a positive influence on the quality of services to the loyalty of donors to LAZ. 

3. There is a positive influence on loyalty donor trust donors to LAZ. 

4. There is a positive influence on the quality of services to loyalty to LAZ donors with donor 

confidence as an intervening variable. 

 

LITERATURE REVIEW 
THEORETICAL FOUNDATION 

a. Quality of Service 

According to Kotler in Maisur, et al. (2015), quality of service is any activity or benefit that may 

be given by one party to another that is essentially intangible and does not also result in the ownership 

of something. Production may or may not be associated with a physical product. LAZ service is one of 

the things that appeal muzakki in depositing zakat (Sutomo, Najib, & Djohar, 2017). 

Quality of service measures how good a given level of service that can suit customer expectation 

(Wijaya, 2011). Quality of service is defined as any action or activities offered by one party to the other 

party in the form of quality or excellence level expected by consumers to satisfy their wants and needs 

(Yazid A. t., 2017). 

Islam teaches that if you want to provide good operating results in the form of goods and services 

should provide quality, do not give the bad or not qualified to others (Saktiandy, 2013). Indicators of 

service quality by Parasuraman in Ciptono (2011) identifies five dimensions of quality in services, 

namely: 
1. Tangibles, including physical facilities, equipment, personnel, and means of communication. 

2. Reliability, the ability to produce the promised service performance accurately and indeed. 

This means that the service must be on time and in the exact specification, without error, 

whenever the services are rendered. 

3. responsiveness, that can address the needs or can be defined by a willingness to help customers 

and provide prompt service 
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4. Assurance includes knowledge of and respect for employees and their capability, which means 

the assurance services provided. 
5. Empathy that is the inspiration and the personal attention of the consumer. 

In addition to the five indicators, there are indicators of service quality in Islam by (Saktiandy, 

2013) namely Shariah Compliance. Then the service quality indicators should be linked with the 

marketing mix, namely 3P them are People, Process and Physical Evidence (Alma, 2008). 

b. Donor Trust 

According to Hasrina, et al (2018), trust in muzakki or donor is muzakki willingness to rely on 

charity or Baitul Mal institutions to distribute their zakat to mustahiq muzakki sure the agency is 

professional, trustworthy, and transparent. While trust by Usria (2014) consumer / muzakki is all the 

knowledge possessed by the consumer / muzakki and all the conclusions made by the consumer / 

muzakki about objects, attributes, and benefits. Objects can be products, people, companies, and 

everything with beliefs and attitudes. Attributes are characteristics or features that may be owned or not 

owned by the object. 

Confidence indicators, according to Robbins and Judge in Umar (2014) says there are four key 

dimensions in the concept of trust, namely integrity, referring to the honesty and truthfulness, 

competence, associated with the knowledge and skills of technical and interpersonal skills of the 

individual, consistency, associated with the reliability, the ability to predict and individual votes sniper 

in handling the situation and transparency (openness). Meanwhile, according to Mayer et al in Jasfar 

(2012) stated that the confidence indicator consists of three components, namely: 

a) Integrity is a consumer perception that the company follows principles accepted as fulfilling 

promises to behave ethically and honestly. 

b) Goodness (benevolence), which is based on the size of the discount trust partnership goals and 

motivation, are the advantages for other organizations when new conditions arise, in which the 

commitment is not formed. 

c) Competence, competence is the ability to solve problems faced by consumers and meet their 

every need. 

Rizal Djalil in Nasim (2014) examines the Amil Zakat institutions explicitly; trust muzakki can be 

formed with credibility, competence, and moral attitudes. 

c. Donor Loyalty 

Lovelock and Wright in Jasfar (2012) explain that customer loyalty is the willingness of customers 

to continue to subscribe to a company in the long term, purchase and use the services repeatedly and 

willingly recommend the company's services to others. 

According to Pearson in Wantara (2015), loyalty is an attitude or behavior of a consumer who 

benefits the company, such as the repurchase of the company's products or services and recommends 

products and services to others. According to Saktiandy (2013), consumer loyalty donor loyalty mean, 

if inferred from the definition above, is a deep commitment to repurchase or subscribe to a product or 

service consistently in the future. 

Loyalty in Islam is called al-wala '. Etymologically, al-wala 'has several meanings: love, help, 

follow and draw close to something (Salma, 2015). Customer loyalty in Islam occurs when the 

muamalah activity can benefit both parties to fulfill the obligations and rights of each through the 

implementation of Islamic values (Zulfa, 2010). 

Indicators of customer loyalty, according to Kotler and Keller (2009), is repeat purchase (loyalty 

towards the purchase of the product), retention (resistance to impact negatively on the company), 

referrals (refer in total existence company). 

 

PREVIOUS RESEARCH
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Gunawan (2017) explains that the applicant of zakat institutions will be more loyal with excellent service. 

These results are supported by Lusiati (2010) that states there is a significant favorable influence on the 

service quality of muzakki satisfaction, and there is a significant positive effect on muzakki satisfaction with 

muzakki loyalty. Yazid (2017) also explains in his research that service quality had a positive and 

significant influence on interest in muzakki. 

However, according to the research results by Nuraini dan Ridho (2015), which shows that 

partially, service quality does not influence the interest of muzakki to distribute zakat. Darwin dan Kunto 

(2014) dan Qomariah (2012) also reveals that service quality did not affect consumer loyalty, so other 

variables are needed to create consumer loyalty. The research on service quality towards loyalty to LAZ 

still has little to do with trust but takes more concern to muzakki satisfaction. 
 

RESEARCH METHODOLOGY 
This study uses causality with a quantitative approach. In addition, the research design used is 

explanatory research design which is a research design that highlights the relationships between 

variables by first using a framework of thought, then formulated in the form of a hypothesis. 

The population in this study was all donors. Synergy Foundation is still actively donating to 2017 

as many as 4.339 people. The sampling technique used donor is a non-probability sampling in which 

every member of the population does not have the opportunity or the same opportunities as a sample. 

The technique is taken for the Synergy Foundation donor population spread very widely. The type of 

sampling is purposive sampling with a quota sampling approach. Characteristics of this type of sampling 

are that the sampled based on the needs of research or sample taken with the intent and purpose of specific 

information for researchers. 
While the respondents required criteria are as follows: 

1. Donors who donate at institutions Synergy Foundation 

2. Donors who donate more than twice 

3. Donors who live in the city of Bandung, Bandung regency, West Bandung regency, and 

Cimahi. 

To meet the needs of this research, the researchers needed a sample of 100 people for using path 

analysis method using minimal regression study population that is 30 (Ghozali, 2006). In addition to the 

above criteria are also based on a limited number of researchers in terms of time, cost, location, and 

other things. 

In analyzing this study, its data using path analysis (path analysis) using SPSS analytical tool 22. 

Following the opinion of Ridwan and Kuncoro (2012) that path analysis is used to "analyze the pattern of 

the relationship between variables in order to determine the effect of the direct and indirect effects of a 

set of independent variables (exogenous) to the dependent variable (endogenous)." 

 

DISCUSSION 

a. General Characteristics of Respondents 

The respondent's general characteristics of respondents will portray the results of the research and 

explain the facts that occurred in the field concerning gender, recent education, and employment. 
 

Table 5 Characteristics of Respondents by Gender 

No. Gender 
Frequency / 

People 
Percentage 

1 Man 27 27% 

2 woman 73 73% 

Total number 100 100% 

Source: Respondents answer Score Results of Treatment 

 

The results of Table 5 show that the characteristics of respondents by sex are more female 

respondents than males. 

Table 6 Characteristics of Respondents by Age 
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No. Age 
Frequency / 

People 
Percentage 

1 20-29 7 7% 

2 30-39 26 27% 

3 40-49 30 30% 

4 50-59 23 23% 

5 60-69 10 10% 

6 70-79 3 3% 

7 80-89 1 1% 

Total 100 100% 
 

Based on Table 6, the donor's age who actively donates exists in the age range 20 to 39 years by 

34%. At the same time, the donors were in the age range 36 to 40 years at 66%. 

Table 7 

Characteristics of Respondents Based on Latest Education 
No. Last education Total Percentage 

1 No school 0 0% 

2 SD 0 0% 

3 SMP 3 3% 

4 High School 30 30% 

5 D3 15 15% 

6 S1 30 30% 

7 S2 16 16% 

8 S3 6 6% 

 Total 100 100% 

 

Based on Table 7 is very obvious that all sub officials who researched last education are high 

school level upwards. 

Table 8 Characteristics of Respondents by Job 
No. Work Total Percentage 

1 Military / Police 5 5% 

2 PNS 13 13% 
3 BUMN employee 2 2% 

4 Private 24 24% 
5 Entrepreneur 27 27% 
6 More 29 29% 

 Total 100 100% 

 

Based on Table 8 above can be seen that the donors studied more work outside of government 

agencies. This is because usually, people who work in government agencies have been conditioned by 

BAZNAS, working with government agencies. 

 

 

 

b. Overview Variable 
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Table 9 

Respondents Variable Quality of Service 
Indicator Item Mean Score Category 

Direct evidence (tangible) 1-2 4,29 Very high 

Reliability (reliability) 3-5 4,30 Very high 

Responsiveness (responsiveness) 6-7 4,39 Very high 

Guarantee (assurance) 8-9 4,28 Very high 

Empathy (empathy) 10 4,4 Very high 

Shariah compliance (sharia 
  compliance)  

11-12 4,45 Very high 

 Judging from Table 9, Synergy Foundation service quality is in the very high category. This 

means that the services performed by the Synergy Foundation to donors are much as expected by the 

donors. However, the quality of service of the highest of the sharia compliance level with an average 

value of 4,45. This is because the Synergy Foundation is an institution based on Islamic values, so that 

the Sharia compliance level of this institution would be kept. 

 

Table 10 

Summary of Respondents Variable Donor Trust 
Indicator Item Mean Score Category 

Credibility 13-15 4,33 Very high 

Competence 16-17 4,3 Very high 
Moral Attitude 18 4,52 Very high 

Average  4,55  

 

They viewed from Table 10, Synergy Foundation donor confidence in the very high category 

where trust donors highest of the moral attitude shown by the Synergy Foundation with an average value 

of variable donor trust is 4,55. 
Table 11 

Summary of Respondents Variable of Donor Loyalty 
Indicator Item Mean Score Category 

Routines donating (Repeat Purchase) 19 4,17 High 

Faithful to the institution (Retention) 20 3,97 High 
Recommend institution (referrals) 21 3,56 High 

The average variable Z  3.9  

 

Referred from Table 11, Synergy Foundation donor loyalty is in the high category. However, 

loyalty is highest on their routines donate at Synergy Foundation with an average value of 4,17. This is 

because they are still routinely transacted in the Synergy Foundation over the last five years. 
1) Testing Sub-structure 1: Effect of Quality Service (X) Against Belief (Y) 

 

Table 12 

Analysis Model Sub-structure 1- 1 

Variables Coefficient Std. Error 
Standard 

Coefficient 
Probability 

C -0.111 1.526  .942 

Quality of service (X) 0.469 0,037 0.791 0,000 

Source: Data Processing     

 

Based on the data processing in Table 12, it can be formed a regression equation with a 

mathematical model as follows: 

Y = -0.111 + 0,469X + e 

 

From the regression equation above can be seen that: 

1. The constant of 0.111 states that when the variable quality of service (X) is equal to 0, then 

the 
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confidence of donors to the charity institution (Y) equal to 0.111 

2. The regression coefficient on the variable quality of service (X) effect of 0.469. This means 

that when the quality of service (X) is increased by one unit, confidence in the zakat (Y) 

institution increased by 0.469. 
From Table 12 to note also the path coefficient X to Y for PYX = 0.942 

 

Next, will be discussed on the level of influence in the model are analyzed. The coefficient of 

determination using SPSS. Here are the results of the coefficient (R2) in this study, as follows: 

 

Table 13 

The Coefficient of Determination (R2) 

Model R R Square 
Adjusted R 

Square 

Std. Error of the 

Estimate 

1 0,791a 0.626 0.623 2.68013 

Source: Data Processing (2018)   

 

According to Table 13, the unknown coefficient of determination (R2) of 0.626. This means that in this 

study, the model of service quality variable (X) effect on the confidence of donors (Y) amounted to 62.6%, and the 

remaining 37.4% is influenced by other variables that are not described in this study. So it can be made familiar 

sub-structure track 1, which can be seen in the figure below. 

 

 

Figure 1 

Path Analysis Model Diagram 1 The substructure 1 

The results of hypothesis testing data in this study can be seen as follows: 
 

Table 14 

Testing Hypotheses 

Variables T-Count T-Table Sig. Decision Information 

Quality of service (X) 12.819 1,984 0,000 Ho refused Significant 

Source: Data Processing Results (2018)    

 

Based on Table 14 above, the variable quality of service to donors' trust to the institution of zakat 

(Y) with a value of 12.819 t > t table amounted to 1.984. 0.000 significance value < 0.05, then Ho is 

rejected, and Ha is accepted. This means that the service quality variable path coefficient (X) to the 

donor confidence variable (Y) can be expressed as significant. So it can be concluded that the variable 

quality of service (X) significantly affects the donor trust variable (Y). 

In empirical concept, this study is consistent with research conducted by Elrado et al. (2014) 

explained that the Quality of Service consists of five indicators of physical evidence (tangible), 

reliability, responsiveness, assurance, and empathy a significant effect on confidence. With a 

contribution of 43%, the path coefficient (β) of 0.419, and the probability of 0.000 (p < 0.05). 

2) Testing Sub-structure 2: Effect of Quality of Service (X) and Trust (Y) to the Donor Loyalty 

(Z) 
Table 15 

Analysis Model 1-Sub-structure 2 

Variables Coefficient Std. Error Standard Probability 

   € 1 =  

   X  
   PXY = 0.791  

   Y  
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Coefficient 

C 4,199 1,077   

Quality of service (X) 0,062 0,042 0.214 0.143 

Trust (Y) 0,146 0,071 .298 0.043 

Source: Data Processing Results (2018)    

 

Based on the data processing at Table 15, it can be formed a regression equation with a 

mathematical model as follows: 
Z = 4,199 + 0,062X + 0,146Y + e 

From the regression equation above can be seen that: 

1. Constants of 4,199 declared when the variable quality of service (X) and trust (Y) equal to 0, 

then the loyalty of donors (Z) of 4,199. 

2. The regression coefficient on the variable quality of service (X) effect amounted to 0,062. This 

means that when the quality of service (X) is increased by one unit, then the loyalty of donors 

(Z) of 0,062. 

3. The regression coefficient on the variable trust (Y) effect of 0,146. This means that when the 

trust of donors (Y) is increased by one unit, donors' loyalty (Z) is 0,146. 
From Table 15 to note also the path coefficients X to Z of PXZ = 0.214 and Y to Z of PYZ = 

0.298. Next, will be discussed on the level of influence in the model are analyzed. The coefficient of 

determination using SPSS. Here the coefficient of determination (R2) in this study, as follows: 
 

Table 16 

The Coefficient of Determination (R2) 

Model R R Square 
Adjusted R 

Square 

Std. Error of the 

Estimate 
1 0,486a 0.236 .220 1.89131 

Source: Data Processing Results (2018) 

 

According to Table 16, the unknown coefficient of determination (R2) of 0.207. This means that 

in this study, the model of service quality variables (X) and the confidence of donors (Y) affect donor 

loyalty by 23,6%, and the remaining 76,4% is influenced by other variables that are not described in this 

study. So it can be made standard sub-structure lines two, which can be seen in the following picture: 

 

Figure 2 

Path Analysis Diagram 1 Sub-structure Model 2 

F test was used in this study to determine the influence of all exogenous variables on endogenous 

variables. Here are the results of the F test in this study with the following results: 
 

Table 17 

Significance Model (Test F) 
F-count F-table Sig. Decision Information 

14.976 3.94 0,000 receive Ha Significant 

 

In concept empirically that this study is consistent with the results of the research also proved 

by Agustiono and Sumarno (2006) in his research states that the higher quality of services provided and 

   Y  

PYZ = 0.298 Z 

PXZ = 

€ 1 = 0.764 

X 
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the confidence of consumers who use the product, the customer loyalty will be easier to set up. Kheng 

et al. (2010) also found that the quality of service and customer confidence strongly influence customer 

loyalty. 

 

Table 18 

Hypothesis Testing (t-Test) 

Variables t-Count t-Table Sig. Decision Information 

Quality of service 
(X) 

1,477 1,984 0.143 receive Ho Not significant 

Trust (Y) 2,052 1,984 0.043 Ho refused Significant 

Source: Data Processing Results (2018) 

Based on Table 18 above that the variable quality of service (X) to the donor loyalty variable (Z) 

with a value of 1,477 t of t table of 1,984 and 0,143 significance value > 0.05, then Ho is accepted and 

Ha rejected. This means that the path coefficient service quality variable (X) to the donor loyalty variable 

(Z) can be declared insignificant. So it can be concluded that the variable quality of service (X) does not 

affect the donor loyalty variable (Z). 

Theoretically, that according to Polyorat and Sophonsiri (2010), which has identified the quality 

of service as a determinant of customer loyalty suggests that "the higher the quality of services provided, 

the more likely customers will be loyal to the company. If customers feel it is understandable because 

the company provides good services, then consumers will re-use the product or service ". In contrast to 

the theory, the quality of service in a high-Synergy Foundation will not affect donor loyalty. Thereby 

indicating also that the improvement in the quality of service does not directly influence the increased 

donor loyalty but need improvement in donor confidence variable in several ways, among others, to 

maintain the trust of donors in the institution by always acting honestly, ensure that the institutions will 

always be relied upon by the donors, institutions have competence in carrying out their mandate, 

accountable to donors and is always open in conveying information to the donors. So expect to do so 

will be able to increase the loyalty of donors in the Synergy Foundation. 

According to Table 18 above, the trust variable (Y) to the loyalty of donors (Z) with a value of 

2,052 of t table of 1,984. The significance value of 0.043 < 0.05, then Ho is rejected, and Ha accepted. 

This means the trust path coefficient (Y) to variable donor loyalty (Z) can be expressed significantly. So 

it can be concluded that the trust variable (Y) affects variable donor loyalty. 

Empirically, this research was also supported by research by Elrado et al. (2014) that the variable 

trust consisting of two indicators of perceived competence and perceived fairness shown to have a 

significant effect on loyalty. With a contribution of 64.9%, the path coefficient (β) of 0.162, and a 

probability of 0.031 (p <0.05). 
 

3) Testing Sub-structure 2: Effect of Donor Trust (X) to the Donor Loyalty (Z) after Trimming 

Trimming the model is a model that is used to fix a model structure by removing the path analysis 

of models of exogenous variables that were not significant path coefficients (Ridwan & Kuncoro, 2012). 

Path analysis model 2 sub-structure two is used to determine the effect of donor confidence (Y) on the 

loyalty of donors (Z). The acquisition of the results of sub-structure model 2 t is as follows: 
 

Table 19 

Analysis Model 2-Substructure 2 

Variables Coefficient Std. Error 
Standard 

Coefficient 
Probability 

C 5.165 .860  0,000 

Donors trust .230 0,044 0.468 0,000 

 

Based on the data processing in Table 19, it can be formed a regression equation with a 

mathematical model as follows: 

Z = 5.165 + 0,230X + e 
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From the regression equation can be seen that: 

1. The constant of 5.165 states that when the donor confidence variable (Y) is equal to 0, the 

loyalty of donors (Z) is 5.165. 

2. The regression coefficient on variable donor trust (Y) effect of 0.230. This means that the 

confidence of donors (Y) is increased by one unit, then the loyalty of donors (Z) of 0.230. 

Next, will be discussed on the level of influence in the model are analyzed. The coefficient of 

determination using SPSS. Here the coefficient of determination (R2) in this study, as follows: 

Table 20 

The Coefficient of Determination (R2) 

Model R R Square 
Adjusted R 

Square 

Std. Error of the 

Estimate 

1 0,468a .219 0,211 1.90268 

Source: Data Processing Results (2018) 

According to Table 20 unknown coefficient of determination (R2) of 0,219. This means that in 

this study, the variables of trust donors (Y) to the loyalty of donors (Z) by 21,9% and the remaining 

78,1% is influenced by variables other parties that are not described in this study. So it can be made 

standard sub-structure lines 2, which can be seen in the following picture: 
 

Figure 3 

Diagram Path Analysis Model 2 Sub-Structure 2 

The T-test used in this study is to determine the effect of exogenous variables on endogenous 

variables. 

Here's the T-test result in this study. With the following results: 
 

Table 21 

Hypothesis Testing (t-test) 
Variables t-Count t-Table Sig. Decision Information 

trust donors (Y) 5.238 1,984 0,000 Ho refused Significant 

Source: Data Processing Results (2018)    

 

According to Table 21 above, the donor confidence variable (Y) to the loyalty of donors (Z) with 

a value of 5,238 t count > t table amounted to 1,984. 0,000 significance value < 0.05, then Ho is rejected, 

and Ha is accepted. This means that the path coefficient donor trust variables (Y) to donors' loyalty (Z) 

can be expressed significantly. So it can be concluded that the donor confidence variable (Y) 

significantly affects the loyalty of donors variables (Z). 

Empirically, this research is also supported by previous studies such as by Elrado, et al. (2014) 

that the variables of trust shown to have a significant influence on loyalty with a contribution of 64,9%, 

the path coefficient (β) of 0,162, and a probability of 0,031 (p <0.05). 
 

4) Effect of Quality of Service (X) to the Donor Loyalty (Z) with Donor Trust as an Intervening 

Variable (Y) 

   € 2 =  

   PYZ = 0.468  
Z Y 
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= 
0,219492 

 

= 9,807011532 (Rounded to 9,807) 

Effect of intervening or intermediary to determine if there is a significant or not through an 

intervening variable or intermediary. Variable quality of service to the loyalty of donors and donor 

confidence as an intervening variable in the test using the Sobel test (Ghozali, 2013) as follows: 

Based on the results, we can calculate the statistical value of the effect of mediation with the 

following formula: 
 

 

Therefore t value of 9,807 is more significant than the t table with a significance level of 0,05 is 

equal to 1,984. It can be concluded that the coefficient is significant mediation which means there is the 

influence of intervening. 

Decomposition of influence between the variables used to determine the effect of each variable's 

direct and indirect effect in our model. The following table decomposition of influence between 

variables in this study are: 
 

Table  22 

Decomposition Effect Among Variables 

Between the Influence of 

Variables 

  influence of Causal  
Total 

Directly Indirect (via Y) 

X to Y 0,791  0,791 

X to the Z ,298 (0.298 x 0.468) = 0.134 0,432 
Y to Z 0,468  0,468 

Source: Data processing results (2018) 

 

Based on the overall calculation results in Table 22, then the information can be obtained as 

follows: The research hypothesis sub-structure model of equation one can be explained by the results of 

the calculation with an explanation stating that the interpretation of the data, the path coefficient X to Y 

with the quality of service affect the confidence of donors to direct zakat institution acceptable to the 

influence of 0,791 or 79,1%. 

The calculation results can explain the research hypothesis sub-structure model of equation 2 with 

an explanation stating that the interpretation of the data, the path coefficients X to Z with the hypothesis 

does not affect service quality directly affects the loyalty of donors. Therefore, the effect of indirectly 

or through Y can be accepted with effect totaled 0,432 or 43,2%. Then the path coefficient Y to Z with 

the confidence of donors to the charity institutions affect the loyalty of donors can immediately be 

accepted by the effect of 0,468 or 46,8%. So the models that succeed in this path analysis method that 

the pictures are shown as follows: 
 

 

 
 

CLOSING 
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Based on the results of research and discussion of the previous chapter, we can conclude that first, 

the Synergy Foundation has a quality of service and a very high level of confidence. This means that 

donors are very satisfied with the service Synergy Foundation. Then loyalty to the Synergy Foundation 

donors is in a high category. Second, the quality of service is a significant effect on the confidence of 

donors. Third, the quality of service does not significantly influence the loyalty of donors to the Synergy 

Foundation. Third, donors' trust significant effect on donor loyalty to the Synergy Foundation. Fourth, 

the quality of service significantly influences donor loyalty through donor confidence as an intervening 

variable. 
Suggestion 

Consumer loyalty, in this case, is muzakki, and not only based on service satisfaction built by an 

institution but also built on trust. Therefore, it is essential if a company builds customer trust, in this 

case, is muzakki. Muzakki trust can be built through several conditions, including improving the attitude 

of amil that is friendly, responsive to donor complaints, punctuality in picking up donations, and 

empathy to donors. 
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