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Abstract. Wagf, as a form of Islamic social finance, plays a crucial role in improving social
welfare by facilitating the redistribution of wealth. To further enhance this process, digital
wagf has emerged as an innovative solution. This study aims to analyze and investigate the
determinants of Muslims' intention to use digital waqgf, employing quantitative methods.
Through the distribution of online questionnaires, a total of 304 respondents, specifically
individuals involved in waqgf and digital waqgf, were randomly selected. The collected data
were processed and analyzed using the Structural Equation Model (SEM) approach. The
findings reveal that perceived usefulness and attitude exert a positive and significant influence
on the intention to use digital waqf. However, perceived ease of use and perceived trust do
not significantly impact the intention to use digital waqgf. Notably, this study uncovers that
social image, perceived ease of use, and perceived trust can enhance individuals' attitudes
towards digital wagf. Among all the variables examined, perceived usefulness emerges as the
most significant factor contributing to the intention to use digital waqgf.
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1. Introduction

Indonesia has the world's largest Muslim population, making it a viable market for the growth of Islamic
social finance (Febriandika et al., 2020).The Islamic economy is developing quite quickly in Indonesia,
which is undergoing numerous changes in its formulation of economic progress policies (Nur Rizqi
Febriandika, Wati, & Hasanah, 2023). Meanwhile, the 21st century saw rapid technological
advancements that penetrated almost all industry sectors (Tanuwijaya & Oktavia, 2023). In Islam, waqf
is one of the solutions for the welfare of society through empowering assets for the benefit of Muslims.
Initially, in classical terminology, waqf is an immovable asset or property that is not easily damaged,
such as land, which is given to the community to benefit from it free of charge (Iman, Najiyah, &
Asshiddiqgi, 2021).The terminology of wagf developed and the types of assets that could also be used
developed, including the use of cash waqgf (Febriandika, Siregar, & Ashfahany, 2022). Wagf is a form
of Islamic social finance that contributes directly to improving social welfare in the fields of education,
health, and other social activities. The Indonesian Wagf Agency (BWI) estimates that cash waqgf can
reach IDR 188 trillion per year and wagf assets can reach IDR 2,000 trillion with a land area of 420,000
hectares (Muthoifin &Firdaus, 2020).

Over time, wagf, which was initially limited to land wagf, has now innovated into cash waqgf and
recently become digital wagf(Wadi & Nurzaman, 2020). Digital waqf has been proven to improve
wealth allocation among Muslims in Kuwait and now applies to Malaysia (Amin, Abdul-Rahman,
Ramayah, Supinah, & Mohd-Aris, 2014). Online wagf in Indonesia offers BWI-appointed financial
services for cash wagf funds (Faturohman, Hassandi, & Yulianti, 2020). The development of digital
wagf continues to be updated, as in the study of the Finterra WAQF Chain platform, which is now being
worked on as a form of blockchain technology in the field of Islamic social finance. This is predicted
to make the process more effective, traceable, cheaper, and faster. Financial institutions can use the
Finerra WAQF chain platform to enable all their clients to participate in life so as to strive to create
social impact (Bouakkaz, 2022). Law of the Republic of Indonesia No. 41 of 2004 concerning Wagqf is
momentum for empowering wagf productively by empowering wagf in a modern way using E-Waqf
(Victoria & Ong, 2019).

Previous research has shown that the innovation of the kitabisa.com platform affects the intention
to make donations at a 95% confidence level (Permana, Hamdani, Solihat, & Mubarok, 2020). Other
research shows that perceived benefits, convenience, level of religious knowledge, and access to
information also affect the intention to donate to online social institutions. In Kuala Lumpur, only the
variables of trust, perceived ease of use, and perceived benefits have a significant effect on the use of
zakat online (Jamaludin, Wahab, & Hamed, 2017). In a study by Choi et al. (2019), the online donation
experience in South Korea has a positive effect on future donation frequency, which is mediated by
donation awareness. Imaroh et al. (2022) show that business expectations have a good beneficial impact
on the desire to use e-zakat and substantially favorable conditions on the behavior of using e-zakat.
Priambodo (2022) showed that there was a positive and significant influence between attitudes, norms,
and behavior control factors on cash wagf interest in the Dompet Dhuafa Wagf Institution. . In another
study with similar results, Blagoeva (2017) utilized the technology acceptance model (TAM) to
investigate youth adoption of online shopping in the Republic of Macedonia.

This study aims to estimate the factors that influence people's intention to use digital waqgf through
social image, perceived ease of use, perceived usefulness, perceived trust, perceived risk, and attitude.
This research aims to develop and test a comprehensive model that explains how Muslims develop
intention to use digital wagf. This research is expected to provide a clear picture for practitioners,
especially wagf managers, to be able to make policies that can improve the performance of wagf
institutions.
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2. Literature Review

2.1. Digital Waqf

Laws and other policy arrangements related to waqf encourage more productive empowerment of wagf,
and these opportunities can be used for technological developments such as Fintech Waqf and e-Wakaf
(Fachrurrazy, Siliwadi, & Herlina, 2022). Online or digital wagf is defined as wagf management using
the internet where transactions are handled online by accessing the waqgf institution's website or
application. In other words, online wagf refers to waqgf transactions that are carried out online (Amaliyah
& Hartono, 2022). Numerous platforms offer technology-based wagf payment services at present. In
addition, many wagf institutions are currently website-based, so individuals or groups only need to
transfer with digital payments (Fanani, Kuncoro, Husni, & Wijayanti, 2021). Waqgf funds can be utilized
by the community in great potential by using digital platforms, which increases financial inclusion.

2.2. Social Image and Perceived Ease of Use

According to Munoz-Leiva et al.(2017), social image is the desired social value that everyone creates
through interaction with others. Lin & Bhattacherjee (2010) define a social image as the extent to which
a user can gain respect and admiration from peers in social networks." In this case, social image is also
expected to be able to directly influence attitudes toward mobile services (Grandd, Nasco, & Mykytyn,
2011).

According to Cho & Ha (2011), perceived ease of use has often been used to measure user attitudes
toward websites and technology acceptance. It assesses the degree to which an individual believes that
using a specific system would result in an improvement in their performance on the job. Numerous
studies conducted in a variety of settings have shown that people's perceptions of perceived ease of use
have an impact on their attitudes (Chau & Lai, 2003). It was also found that these estimates have a
positive impact on attitudes toward mobile social network games (Park et al., 2014). Other studies also
found that the ease of using the crowdfunding platform has an effect on attitudes (Lacan & Desmet,
2017).

According to Albort-Morant et al. (2022), the degree to which prospective users anticipate using
the intended system with little to no effort is what is meant by the term "perceived ease of use." The
less effort is made, the ease is felt. Elhajjar & Ouaida (2019)shows that it is PEOU influences user
attitudes towards the use of mobile e-banking among Lebanese customers. In another study with similar
results, Blagoeva (2017) utilized the technology acceptance model (TAM) to investigate youth adoption
of online shopping in the Republic of Macedonia.

2.3. Perceived Usefulness and Trust

According to Niswah et al. (2019), perceived usefulness refers to the degree to which an individual
believes that using technology will enhance his performance. In this study, this variable is relevant
because digital wagf is considered an innovative form of waqf. Its usefulness is directly proportional to
the advantages and benefits it provides. There is evidence from the number of research to indicate the
significant and favorable effect of perceived usefulness on intention to use(Pham & Ho, 2015). Other
studies have found that perceived usefulness plays an important role and directly positively influences
the continuing intention to use mobile technology and Islamic fintech in donation activities (Khlaif,
Sanmugam, & Ayyoub, 2022; Agustiningsih, Savitrah, & Lestari, 2021). Perceived benefits have a
significant effect on the use of online zakat in Kuala Lumpur (Jamaludin et al., 2017).

Hoffmann et al. (2014) explain that trust complexity is constructed by differentiating
trustworthiness, the perception of the trustee's attributes that are perceived as beneficial to the trustee
from the trustee's intention. Trustworthiness was conceptualized to promote trusting intentions. Users
believe that the necessary structural conditions exist to increase the likelihood of achieving successful
results in endeavors such as e-commerce. Other studies also show a positive relationship between
beliefs and attitudes (Agag & EIl-Masry, 2016). Annahl et al. (2021)imply the importance of
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accountability and transparency of zakat institutions in increasing trust in public attitudes. Other
researchers have found that when users trust a company highly, they tend to have a positive attitude
toward accepting the personal business offered by the company (Zhao, Fang, & Jin, 2018). Trust
positively influences user attitudes toward blockchain (Shin, 2019).

Human trust in smart technology and functionality-related belief in Al have a positive impact on
perceived usefulness, attitudes, and usage intentions (Choung, David, & Ross, 2022). The functionality
dimension of trust has a greater influence on the total impact than the dimension of trust on humans
(Miraz, Hasan, Rekabder, & Akhter, 2022). The positive relationship between trust and online intention
to use online shopping is strongly supported by the results of Jadil et al. (2022).

2.4. Perceived Risk and Attitude

Perceived risk has two dimensions, namely, the technology-based risk resulting from infrastructure and
the relational risk resulting from service provider behavior (Aldammagh, Abdeljawad, & Obaid, 2021).
According to Hansen et al. (2018), individuals are becoming more accustomed to considering the risks
associated with online transactions. Users who experience social and technological activity due to lower
risk are more likely to experiment with using social networks for transactions. Wang et al.(2020) found
that perceived risk has a direct negative effect on the intention to use ride-sharing services. There is a
negative relationship between perceived risk and intention to use m-payments (Park et al., 2019).
Likewise, perceived risk has a negative impact on intentions to use mobile shopping applications
(Natarajan, Balasubramanian, & Kasilingam, 2018).

Attitudes are favorable actions or unfavorable evaluative reactions to actions or behaviors that are
influenced by beliefs about the consequences of these behaviors (Sarkar, Chauhan, & Khare, 2020).
According to Munoz-Leiva et al.(2017), attitude can be defined as a multidimensional construction,
meaning that there are experiences, beliefs, and opinions that can give rise to emotional feelings and
behaviors, such as the intention to buy and respond to rejection). Kanchanatanee et al. (2014) show that
attitude has a significant effect on the intention of small and medium enterprise owners (SMES) to use
E-Marketing. Other research shows that customer attitudes affect the intention to adopt mobile wallets
in India (Chawla & Joshi, 2019). The attitude was found to be the most important determinant of
intention to use m-learning (Buabeng-Andoh, 2018). Attitudes can facilitate transactions and serve to
reduce barriers to innovation as expected. The following hypotheses are provided in light of findings
from earlier studies and the construction of the study model:

H1: Social image has a positive effect on attitudes.

H2: Ease of use of digital waqgf has a positive impact on user attitudes.

H3: Perceived ease of use has a positive effect on the intention to use digital waqf.

H4: Perceived usefulness has a positive effect on the intention to use digital waqf.

H5: Perceived trust in digital wagf has a positive effect on the intention to use it.

H6: Perceived trust in digital wagf has a positive effect on user attitudes.

H7: The perceived risk of digital waqgf has a negative effect on users' intention to use it.
H8: User attitudes have a positive effect on intentions to use digital wagf.

Based on the research hypothesis above, the conceptual framework of this research is shown in the
following figure:
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Social Image

Perceived 9
Ease of Use Attitude
~ Perceived
Usefulness H8
Perceived Intention to Use
Trust ~ Digital Wagf
~ Perceived
Risk
Fig. 1: Research Model
3. Methods

This study uses a quantitative method through the Structural Equation Model (SEM) approach. SEM is
a multivariate analysis that can analyze the relationship between variables in a complex manner. This
technique allows researchers to examine the relationship between latent variables and manifest variables
(measurement equations), as well as the relationships between latent variables and other latent variables
(structural equations) and describe the measurement error. The data were obtained through
guestionnaires that had been distributed and collected by 304 respondents. Questions use a Likert scale
that refers to each variable that is measured (Febriandika, Wijaya, & Hakim, 2023).The questionnaire
includes measures of the variables to be studied, including perceived risk, perceived usefulness,
perceived ease of use, intentions, trust, user attitudes, social image, and some basic information. The
targeted respondents are users who have made waqf and made wagf on digital platforms.

One of the tests carried out in this study was the validity test. Validity refers to the extent to which
data obtained through research tools can measure the content being measured. Validity measurement is
very important in questionnaire research because if the instrument is unreliable or invalid it will lead to
biased or inconsistent conclusions, and will provide incorrect data about the state of the subject or
individual in the study. Therefore, this study uses a questionnaire when collecting data, and the
questionnaire prepared by the researcher must be able to measure the content to be measured. Factor
analysis is used to see the correlation of effectiveness. Factor analysis is a multivariate method used to
describe variables that are thought to be mutually beneficial. The factor analysis used in this study is
EFA (Exploratory Factor Analysis) and CFA (Confirmatory Factor Analysis).

EFA is a statistical method used to express the basic form of a relatively large set of variables. EFA
is a factor analysis method designed to identify possible relationships between the variables being
measured. EFA is usually used by researchers when developing scales and serves to identify a set of
latent constructs that underlie a set of measurable variables. And the purpose of factor analysis is to
determine the relationship between variables (Hair et al., 2014). Highly related variables will create a
new pattern so that it can be described more simply. When indicators of latent variables are not obvious,
EFA is also used. While CFA (Confirmatory Factor Analysis), that is, all indicators are grouped
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individually and grouped into factors related to how researchers relate these indicators to latent variables.
The basic difference between EFA and CFA is that researchers have an initial assumption that these
indicators include several latent variables. EFA convergent validity is achieved when the index of a
certain variable is grouped into a component according to the number of research samples with
predetermined limit factor values (Febriandika, 2021).

According to Hair et al. (2014), some guidelines for determining sample size for SEM are given
as follows: (1) If the parameters used are using the method, the maximum (maximum likelihood
estimation) recommended sample size is between 100 to 200, and the minimum sample is 50. (2) A
total of 5 to 10 times the number of parameters in the model. (3) Equal to 5 to 10 times the sum of the
total latent variables (indicator variables).

There were 304 questionnaires received and used for quantitative analysis. A preliminary analysis
was conducted to provide information about the characteristics of respondents. After exploratory factor
analysis (EFA) was carried out, there were 16 items that were omitted due to the possibility that the
variables were invalid or low. From the construct offered, a questionnaire is arranged as follows:

Table 1: Research Constructs and Questions

Variable Items Reference
Perceivedeaseofuse s Digitalwagf provides-practical-transactions (Farsya Kirana,
e | easily understand digital waqf Azzahro, _Wuri
o Digital waqf is easy for new users to use Ham_jayar_n,_ &
e | easily understand the features of digital wagf Resti  Fitriani,

o Digital waqf makes it easter for me to do transactions 2020)
5 . 5 I h dicital

payments is very clear
Perceived e Using digital wagf will increase my effectiveness in (Nirmawan &
usefulness completing things Astiwardhani,

e | think using digital waqf can clarify interactionsand ~ 2021)
be easy to understand
gital . I . el
o Digital waqgf can increase the speed of my
performance in transactions

et mal : ,

practical
ina dicital I . .
do charity
Attitude o The features-in-digital wagf make-it easy for me-to (Kim & Kim,
aceess 2021)
ool that the i ions for aiving al iaital
wagf-are-clearand-easy-to-understand
H el'l Iyllea_ls_eslal I.ew steps-to-complete-charity-activities
e | want to get higher satisfaction in doing charity with
digital wagf

e | want to get a track record in giving alms online, so |
know the extent of my charity status.

o | feel emotionally connected to the campaign if | give
alms online on digital wagf sites
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Social image +—Digitalwagfwill-be-able-to-help-the-surrounding (Munoz-Leiva
community etal., 2017)

e Usingdigital wagf is considered a status indicator in
my surroundings.

e People around me who use digital wagf have a higher
status

e People around me who use digital wagf have more
prestige than those not using it
Trust oI prefer to-use-wagf through-digital-platforms than (Chen,  Dali,
otherwagfs Yao, & Li,
e Wagf management reports through digital are carried ~ 2019)
out transparently
” i digital :
¢ Digital waqgf can be trusted
o Digital waqgf keeps its promises

o Digital wagf has good experience in handling waqf

payments
PerceivedRisk e Too often, using digital waqf makes me often forget to  (Behl,  Duitta,
bring cash Luo, &
e I'mworried that my account details stored with the Sheorey, 2021)

digital wagf platform could be misused

e There is arisk of delay in the arrival of money to amil
if paying wagqf via digital payment

o  Will experience material losses if paying wagf
through digital payments

¢ In my opinion, paying waqf through digital payment
will pose a risk of losing money

e Inmy opinion, paying wagf through digital payments
will run the risk of holding back money

e | am interested in trying digital wagf (Munoz-Leiva
| have the desire to know about digital waqf etal., 2017)
| have the desire to have a digital wagf
" . iaital .
e Assuming | have access to digital wagf, | want to use
it
e If I had access to digital wagf over the coming
months, I'm confident that | would use it over other
systems
Source: A compilation of data from previous research is referenced in the table.

*The items marked with a strikethrough have been removed.

Intention to use

4. Results

In this study, there were 304 filled-out questionnaires. There are 304 questionnaires that have been
filled. 85.2% percent were women or as many as 259 people and 14.8% percent were men (45 people).
In terms of age, 15 years (0.7% or 2 people); 17 years (0.7% or 2 people); 18 years (2.4% or 7 people);
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19 years (3.4% or 10 people); 20 years (5.1% or 15 people); 21 years (19.5% or 57 people); 22 years
(45.1% or 132 people); 23 years (10.2% or 30 people); 24 years (5.5% or 16 people); 25 years (1.4%
or 4 people); 26 years (1.4% or 4 people), 27 years (1.4% or 4 people), 28 years (1.4% or 4 people), 29
years (1.0% or 3 people); 30 years (0.3% or 1 person); 39 years (0.3% or 1 person). By work, Freelance
(1.0% or 3 people); Teacher (0.7% or 2 people); Employees (13.2% or 40 people); Consultant (0.3% or
1 person); Students (80.3% or 244 people); Traders (0.7% or 2 people); Student/high school (2.6% or
8 people) and others (1.4% or 4 people).

Table 2: Measurement model

Variable Component
S

CR

AVE

Variance
Extracted
Explained

KMO

1 2
CS4 .853
CS5 .844
CS6 .867
KM2 .633
KM3 .799
KM4 .710
KG1
KG2
KG4
Sl4
SI5
SI6
N1
N2
N3
N5
KP2
KP4
KP5
KP6
R1
R2
R3
R4
R5
R6
Total

.680

.683

.659
.593
.738
.604

122
712
.614
.552

.594
.801
721
.664

.604
787
.824
.823
851
.842

0.890

0.759

0.714

0.682

0.746

0.790

0.909

0.730

0.514

0.454

0.420

0.427

0.488

0.628

8.,860

68.404

62.312

62.144

53.140

62.713

65.757

67.118

752

675

.666

.648

744

.785

.881

.889

Source: own calculations.

Table 3: Reliability Test

Variables

Cronbach's Alpha (a)

Number of Items

CS

km

kgs

Sl

N

KP

R
TOTAL

897
.766
.696
691
704
.800
.894
.881

26

3

o B~ D W WLWW
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Source: own calculations.
Reliability of Each Variable (N=304)
Table 4: Discriminant validity

Construct CS KM KG Sl N KP R
CS 0.854
KM 0.126" 0.716
KG 0.075 0.605™ 0.673
Sl 0.476™ 0.376™ 0.396™ 0.648
N 0.135" 0.475™ 0.533™ 0.450™ 0.653
KP 0.333™ 0.461™ 0.490™ 0.557™ 0.540™ 0.698
R 0.434™ -0,002 -0,012 0.300™ -0,013 0.139" 0.792

*, Correlation is significant at the 0.05 level (2-tailed).
**_Correlation is significant at the 0.01 level (2-tailed).

Table 5: Confirmatory Factor Analysis

GOF Index Acceptable Value CFA Model Result

X2 (Chi-square) 451.721 Good Fit
df (Degree of 278 Good Fit
freedom)

X?/df <3 1.62 Good Fit
GFlI >0,8 .899 Good Fit
CFlI >0,9 951 Good Fit
TLI >0,9 943 Good Fit
RMSEA <0,08 .045 Good Fit

Source: own calculations.

Confirmatory factor analysis (CFA) was then used to evaluate the validity and reliability of the
remaining items, as well as their relative construction. Furthermore, the results of the CFA model
showed a valid and reliable fit (y2 (Chi-square)= 451.721, df (Degree of freedom)=278, X?/df=
1.62,GF1=0.899, CFI =0.951, TLI=0.943, and RMSEA = 0.045) as mentioned in table 5.Additionally,
Cronbach's Alpha value for each construct is greater than 0.6, which indicates an adequate level of
reliability(Gu & Lai, 1991;Cronbach, 1951).Table 6 shows that H1, H2, H4, H5, H7, H8 are accepted
while H3 and H6 are rejected.

Table 6: The SEM results for testing the hypothesis

Hypothesis Path B S.E. p-val Result

H1 CS(Social Image) —SI(Attitude) .317 .042 *** Significant

H2 KM(PEOU)—SI(Attitude) 175 105 .026  Significant

H3 KM(PEOU) —N(Intentiontouse) .059 .147 .738  Not significant
H4 KG(PU) —N(Intentiontouse) 546 223 .009  Significant

H5 KP(Trust) —SI(Attitude) 493 144 Fx* Significant

H6 KP(Trust) —N(Intentiontouse) 184 134 183  Not significant
H7 R(Risk) — N(Intentiontouse) -131 .025 .033  Significant

H8 SI(Attitude) — N(Intentiontouse) .290 .076 .017  Significant
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Degree of confidence: *** p < 0.001, ** p < 0.01.
Source: own calculations.
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Fig. 2: SEM result
5. Discussions

The results of this study prove that social image has a positive effect on attitudes or attitudes of the
community in using digital waqf by producing a p-value of <0.001 and a standardized coefficient ()
of 0.317. By following or using the latest technology, the users’ social image in society has a high
degree, and they are considered modern person who understands technology. This is in line with the
research of Granddn et al. (2011) that social image is also expected to be able to directly influence
attitudes towards mobile services.

Perceived ease of use has a positive effect on people's attitudes toward digital wagf by producing a
p-value of 0.026 and a standardized coefficient (B) of 0.175. Perceived ease of use is defined as a
measurement of the degree to which someone believes it is easier to use it. The ease of using technology
or cellular service is an attraction for users, meaning that when they feel the ease of using digital wadf,
it will affect their attitude or their emotional feelings. This is in line with previous studies that were
applied to different contexts (Chau & Lai, 2003;Park et al., 2014).

The results of this study prove that perceived ease of use has no effect on the intention to use digital
wagf by producing a p-value of 0.738 and a standardized coefficient (§) of 0.059. People no longer need
convenience to achieve their intention to use digital waqf because, from a technological point of view,
they consider convenience to be normal and not a challenge. These results are in line with the findings
of Kasilingam(2020). The perceived ease of use variable has no effect on the intention to use. Many
digital platforms are considered difficult to use, but the public considers these difficulties to be easily
overcome. The ability of users to adapt to new technological innovations is very fast. Ease of use is not
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a reason for people to use digital wagf. This is not in line with Elhajjar & Ouaida (2019), which shows
perceived ease of use influences user attitudes toward using mobile e-banking among Lebanese
customers.

Perceived usefulness has a positive effect on the community's intention to use in using digital waqf
by producing a p-value of 0.009 and a standardized coefficient () of 0.546. Perceived usefulness is the
most important variable in increasing the intention to use digital wagf with the highest standardized
coefficient (). Perceived usefulness is the level of a person's belief that using technology will improve
his work. From the indicators above, the community has a consideration of the intention or desire of
digital wagf because of the usefulness of the service, which helps them complete waqgf practically and
quickly. Useful features make users interested in using digital waqgf. This is in line with a study from
Pham & Ho (2015) related to mobile payments. Perceived usefulness plays an important role and
positively directly influences the continuing intention to use mobile technology (Khlaif et al., 2022).
Likewise, the perceived usefulness affects the interest in using Sharia fintech in donation activities
(Agustiningsih et al., 2021) as this also applies to the use of zakat online in Kuala Lumpur (Jamaludin
etal., 2017).

Perceived trust has a positive effect on people's attitudes towards digital waqgf by producing a p-
value of <0.001 and a standardized coefficient (B) of 0.493. According to Hoffmann et al. (2014), the
greater the trust in digital waqf, the greater their attitude towards digital wagf. This is in line with other
studies that also show a positive relationship between beliefs and attitudes (Agag & El-Masry, 2016).
Perceived trust has no effect on people's intention to use digital waqf by producing a p-value of 0.183
and a standardized coefficient (B) of 0.184. The community considers many things in using technology,
so some of them do not use their trust for their intention or desire to use digital wagf. This can happen
due to security features that are felt to be lacking and the quality of cellular service. This is not in line
with Choung et al. (2022). On the other hand, trust has no effect on the intention to use robots as a
marketing service (Van Pinxteren et al., 2019). Trust in application developers has no statistically
significant effect on the intention to continue using the application(Beldad & Hegner, 2018).

Perceived risk has a negative effect on people's intention to use digital wagf by producing a p-value
of 0.033 and a standardized coefficient () of -0.131. The greater the perceived risk, the lower the
interest in using digital waqf. Perceived risks can reduce the intention to use digital waqf as a way of
fulfilling wagf. This is related to the level of trust of a user when the user feels the risk and begins to
waver about using a digital platform. Users do not consider using it if there are bad possibilities. Wang
et al. (2020)found that perceived risk has a direct negative effect on the intention to use ride-sharing
services. There is a negative relationship between perceived risk and intention to use m-payments (Park
etal., 2019).

The results of this study prove that attitude has a positive effect on people's intention to use digital
waqf by producing a p-value of 0.017 and a standardized coefficient (B) of 0.290. The user's attitude
will reflect people's feelings of liking or disliking a behavior so that they behave as users who will
always want or intend to use digital waqf in carrying out their waqf. This is in line with the research by
Kanchanatanee et al. (2014)that attitudes towards the use of E-Marketing were found to be significant
determinants of the SME owner's intention to use E-Marketing. Customer attitudes affect the intention
to adopt mobile wallets in India (Chawla & Joshi, 2019). The attitude was found to be the most
important determinant of intention to use m-learning (Buabeng-Andoh, 2018).

People who do waqf are curious about trying new technologies. This can affect their image
perception in all the actions they take to use digital wagf. From this attitude, their social image is seen
in a better way in society because they use digital waqgf. This is in line with research (Grand et al.,
2011), where social image also influences attitudes that become suggestions from others for opinions
and personal experiences with mobile services.

People are more concerned with practical convenience, where digital wagf is the solution. The ease
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with which people feel wagf through smartphones makes their wagf charitable activities faster. The
attitude of people who feel comfortable influences two main behaviors, willingness to participate and
sharing communication from person to person on the crowdfunding platform (Lacan & Desmet, 2017).

The perceived usefulness of digital wagf is that it is easy to access, improves performance, and the
speed of the payment process can increase the intention to use. Usability is what digital waqgf users will
look for because these benefits will be a consideration for users to continue using digital wagf in the
future. Likewise, the perceived usefulness has high benefits, so the community has a high-value of the
interest in interest in using Sharia fintech in donation activities (Agustiningsih et al., 2021). Perceived
benefits have a significant effect on the use of online zakat in Kuala Lumpur. Perceived usefulness is
one of the drivers for using online zakat, meaning that if the system is useful, then people's willingness
to use the online donation system will tend to be higher (Jamaludin et al., 2017).Perceived usefulness
is the most important variable in increasing the intention to use digital wagf.

When people have built strong trust in the online system, they will increase their use of digital wagf.
In addition, as an Islamic institution, wagf institutions whose implementation is subject to Islamic law
are considered to have gained the trust of the community in terms of their reliability and integrity. This
is in line with other studies that also show online application providers increase trust by sharing the
same understanding of user needs, goals, and policies, implementing effective communication strategies,
and increasing consumer perceptions of privacy/security so that it influences user loyalty (Agag & El-
Masry, 2016).Thus, it is concluded that system quality, information quality, platform rules, and
perceived monitoring can affect trust in digital waqgf in the intention to use it. The public tends to distrust
digital wagf, which is considered insecure and too complicated. However, this will be an input for future
innovations to improve digital wagf features to be more transparent.

Theoretical and practical implications of this research are expected to be able to provide insights to
practitioners to develop digital waqf that are suitable for the Muslim in Indonesia. It is expected that
digital wagf managers in Indonesia will continue to see the pattern of the times where the current
Muslim has quite a potential in playing the market, especially in the Islamic social finance industry.
Therefore, to encourage them to use digital wagf platforms, developers need to find a way to convince
them to continue transacting on those platforms. Similar to other studies, this study has several
limitations, which open up opportunities for further research. First, data collection for our current study
was limited to respondents from Indonesian Muslims who indicated a problem with generalizability.
Future research should try to reach a larger group of respondents to validate the theoretical relationships
tested in this study. Second, the results are represented by a relatively small population size and the
uneven distribution of respondents from various provinces in Indonesia. This may also affect the
representation of the results. There are a few more recommendations to further expand the current model.
First, the research model can be tested on Muslims based on generational classification and investigated
whether people with different generational backgrounds can assess behavioral intentions to use digital
wagf. The two objects of future research can be carried out in other regions or countries that have
different cultures and characteristics to see interest in using digital wagf in a wider geographical area
and certain places. The three comparative studies will also be useful because such studies can be
beneficial for wagf managers.

6. Conclusions

This study aims to estimate the factors that influence people's intention to use digital wagf through
social image, perceived ease of use, perceived usefulness, perceived trust, perceived risk, and attitude.
This finding shows that perceived usefulness and attitude have a positive and significant effect on the
intention to use digital waqgf. Conversely, perceived ease of use and perceived trust have no effect on
the intention to use digital waqgf. This study found that social image, perceived ease of use, and
perceived trust can increase attitudes. Perceived usefulness is the most important variable in increasing
the intention to use digital wagf. Digital wagf managers should be able to improve the usability features
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of digital wagf applications. The community considers that the more benefits that can be obtained from
the application, the community will be interested in switching to digital wagf rather than traditional
wagf.

However, perceived ease of use and perceived trust have no effect on the intention to use digital
wagqf. There is still potential in developing models as variables forming intentions to use digital waqf.
Since perceived usefulness is the most dominant variable in increasing the intention to use digital wagf,
it is necessary to have further studies that specifically discuss the most appropriate design/application
features in digital wagf applications.
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