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Abstract
Introduction to The Problem: Zakat is an obligation for a Muslim or a body that has met the requirements (Nisab and haul). Islam obliges to pay it to amil zakat institutions. The potential of a large Muslim population in Indonesia is directly proportional to the existing potential. However, the national zakat revenue is not proportional to the existing potential. the development of technology is accelerating and we are entering the digital era causing Digital Fundraising Zakat to have an important role in the developments that occur in the dynamics of Zakat Fund Raising. Social Media Marketing and Crowdfunding Platform have an important role in Digital Fundraising Zakat.
Purpose/Objective Study: This study aims to analyze Social Media Marketing and crowdfunding Platforms on the Decision to pay zakat in Ciamis Regency.
[bookmark: _Hlk162993034]Design/Methodology/Approach: The population of this research is all Muzakki in Ciamis Regency, while the sample is all Muzakki managers in Ciamis Regency who are under the auspices of Lembaga Amil Zakat Infaq Shadaqah Muhammadiyah Ciamis. Data was collected through questionnaire instruments and analyzed using descriptive statistical analysis techniques and Structural Equation Model (SEM) analysis.	Comment by Qiny Shonia Az Zahra: Please state and explaine more about research method 
Findings: Based on the results of data analysis, social media marketing, and crowdfunding platforms are proven to have a significant and positive influence on people's decision to give zakat. This research has shown that the strategy of zakat institutions that utilize digital technology influences optimizing zakat collection.

Paper Type: Research Article 
Keywords: Digital Fundraising; Social Media Marketing; Crowdfunding; Zakat Management.	Comment by Qiny Shonia Az Zahra: Acknowledgement state after conclusion below, kindly check our JES template

Introduction
The development of technology and digitalization has brought great changes in various aspects of life including in the collection of zakat, infaq, sadaqah and waqf funds. Some Amil Zakat institutions have used digital technology in the process of collecting these funds. However, until now the amount of funds collected through digital platforms has not reached the total amount of funds collected through conventional direct collection methods. At the end of the paragraph, the author/s should end with a comment on the significance concerning the identification of the issue and objective of the research (A. Hamid et al., 2020). The potential of zakat in Indonesia is huge, but there are still challenges in maximizing zakat collection effectively.
The central authority, in this case Baznas, must encourage stakeholders in Indonesia to create a collaborative strategy for providing digital fundraising services. Collaboration can increase the trust felt by the community (Aji et al., 2021). The use of social media to campaign through digital means can support inclusive marketing theory, as well as being able to increase awareness of religious obligations to fulfill Zakat (Hudaefi & Beik, 2020).
The young generation, especially Gen-Z, is highly interested in using digital platforms for zakat payment for several reasons. Starting from the sense of innovation, security, and privacy risks (Oktavendi & Mu’ammal, 2022). The system that makes it easy for people to make zakat payments through an online platform (user-friendly) is found to be the most important one that affects the intention to pay zakat online (Kasri & Yuniar, 2021). 
In addition to social media, the use of crowdfunding platforms can also predict the future, in this case, the interest of the Islamic community (Testa et al., 2022). Currently, many zakat institutions in Indonesia have begun to utilize crowdfunding platforms to facilitate the process of collecting zakat funds. The use of crowdfunding platforms not only makes it easier for Muzzaki but also makes it easier for Amil and Mustahik (Herianingrum et al., 2022).
Digital-based services such as e-commerce payment channels, crowdfunding, digital payment engines, and QR codes help Muzakki pay zakat, accelerate the value of zakat received by Mustahik, and make management easier (Widiastuti et al., 2021). Personal communication does not provide significant motivation to a person's interest in paying Zakat (Pangestu & Jayanto, 2017). Digital Technology Usage Habits affect the Preference of users to pay Zakat through Technology (Bin-Nashwan et al., 2023).
The perceived convenience factor will increase the public's intention to use the mobile zakat service and use it in regular zakat payments. However, there are still some challenges in the use of digital fundraising, such as the lack of public awareness of the available digital platforms and also trust in the security and reliability of these platforms (Muflih, 2023).
The use of technology will increase the privacy and security of the Zakat Giver. With increased security and privacy, it will reduce the risk of technology adaptation. The use of technology can also increase public trust due to more open data (Bin-Nashwan et al., 2023). Crowdfunding and digitalization are therefore effective zakat models (Mahomed, 2022).
This research aims to identify the effectiveness of social media marketing and the influence of crowdfunding in fundraising by Amil Zakat institutions. This research is important in addition to contributing to the current discourse on the digitalization of zakat management, as well as providing practical benefits as material for assessing and improving the process of zakat management through digital media.
Social media has become an effective tool in promoting good causes, including encouraging people to give zakat. (Agustina, 2021) Empirically, it shows that social media marketing has a positive influence on the interest of muzakki to pay zakat. The decision to pay zakat by muzakki is influenced by the trust factor in the zakat management institution that arises from the openness of zakat management informed on social media. The same findings were also presented by (Marhusin & Taharuddin, 2023) (Amrina & Fahrullah, 2021) explaining that the use of digital marketing utilizing social media has generated public interest and increased the collection of ZIS (zakat, infaq and sadaqah).
H1. Social media marketing has a significant positive impact on customer decisions to give zakat.
Research (Hasna & Irwansyah, 2019) shows that the innovation of the crowdfunding platform has a positive impact on the decision to donate. Crowdfunding technology innovation allows people to donate more easily and quickly. In addition, the perception of people who believe that crowdfunding platforms have benefits and can be trusted has a positive impact on people's behavior toward distributing zakat (Destrianti & Baskoro, 2020). (Putri & Anwar, 2021) shows that the accessibility of the crowdfunding platform significantly positively affects the distribution of zakat infaq and sadaqah online. The effectiveness of zakat distribution through crowdfunding also encourages muzakki's interest in giving zakat through this technology (Rohmah et al., 2020). so that the presence of a crowdfunding platform as an alternative to zakat distribution can encourage the optimization of zakat collection.
H2. Crowdfunding platforms have a significant positive impact on customer decisions to give zakat.
Methodology
The approach used in the research is quantitative. Quantitative research methods are research methods used to research certain populations or samples, data collection using research instruments, and statistical or quantitative data analysis, with a vision to test predetermined hypotheses (Sugiyono, 2016). The population in this case is Muzakki who distributes Zakat funds in 10 LAZISMU Ciamis Offices consisting of 9 (Nine) LAZISMU Ciamis Service Offices and LAZISMU Ciamis Regional Office. From a population of 214 Muzakki, a sample of 100 Muzakki was taken. Data was obtained from respondents by filling out questionnaires, observations, and interviews. Data analysis applies statistical tests and hypothesis tests. Data was collected through questionnaire instruments and analyzed using descriptive statistical analysis techniques and Structural Equation Model (SEM) analysis.
Figure 1. Variables Model	Comment by Qiny Shonia Az Zahra: Please include source below 
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Table 1. Variables, Indicators, and Sources
	Variables	Comment by Qiny Shonia Az Zahra: Include source belowthe table
	Indicators
	Source

	Social Media Marketing (X1)
	•	Online communities
•	Interaction
•	Sharing of content
•	Accessibility
•	credibility
	(As’ad & Alhadid, 2014)

	Crowdfunding (X2)
	•	Knowledge
•	Persuasion
•	Decision
	(Hasna & Irwansyah, 2019)

	Digital Fundraising Strategies for Zakat Institutions (Y)
	•	Zakat Collection
•	Management of Zakat
•	Distribution of Zakat
	(Santoso, 2019)


Results and Discussion
Based on Cronbach's alpha parameter with a rule of thumb >0.70 (Savitri et al., 2021), the reliability of each latent variable is >0.70. While the reliability test with the Composite Reliability parameter> 0.70) (R. S. Hamid & Anwar, 2019), Composite reliability (rho_a) data> 0.70, then each latent variable has good reliability.
Table 2. Composite Reliability Variable
	
	Cronbach’s Alpha
	rho_a
	rho_c
	AVE

	Social Media
	0.867
	0.869
	0.896
	0.521

	Crowdfunding
	0.913
	0.917
	0.929
	0.623

	Zakat  Decision
	0.910
	0.911
	0.928
	0.650


Source: data processed results, 2024
Based on (R. S. Hamid & Anwar, 2019) Rul of Thumb R Square, the R Square value is 0.70 (Strong), 0.50 (Moderate), and 0.25 (Weak), then 0.822 is included in the strong classification. This indicates that the Social Media and Crowdfunding variables can explain the variable of the decision to give zakat by 82.2%.
Table 3. R-Square
	
	R-Square
	R-Square Adjusted

	Zakat  Decision
	0.822
	0.819


Source: data processed results, 2024
Table 4. Hypothesis Test Results
	
	Original sample (O)
	Sample mean (M)
	Standard deviation (STDEV)
	T statistics (|O/STDEV|)
	P values

	Social Media -> Zakat  Decision
	0.145
	0.149
	0.069
	2.104
	0.035

	Crowdfunding -> Zakat  Decision
	0.784
	0.779
	0.061
	12.911
	0.000


Source: data processed results, 2024
The explanation is as follows:
1) The Social Media variable obtained a statistical t value of 2.104> 1.96 or P Values 0.035 <0.05, so H1 is accepted, namely, Crowdfunding affects the decision to give zakat.
2) The Crowdfunding variable obtained a statistical t value of 12.911> 1.96 or a P value of 0.000 <0.05, so H2, namely Crowdfunding, affects Tithing Decisions.
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Social Media Marketing Affects the Optimisation of Zakat Collection

Based on the analysis results above, Social media marketing has a positive and significant influence on the decision to give zakat. With an increase in the decision to give zakat, the optimization of zakat collection will also increase. This finding is in line with research conducted by (Agustina, 2021) (Marhusin & Taharuddin, 2023) and (Amrina & Fahrullah, 2021). Social media is an effective means to campaign for the invitation to give zakat as well as to establish more intensive communication with the public, especially prospective muzakki who want to give zakat. Quality social media content can present interesting and informative information. In addition, social media allows accessibility and openness of zakat management information carried out by zakat institutions. This increases the trust of muzakki or prospective muzakki to distribute zakat.
Crowdfunding Platform Affects Optimisation of Zakat Collection
Based on the findings above, it can be said that the crowdfunding platform has a significant positive influence on the decision to give zakat. The use of crowdfunding technology with all its potential can be a means to optimize zakat collection. This is in line with the findings of (Destrianti & Baskoro, 2020; Hasna & Irwansyah, 2019; Putri & Anwar, 2021; Rohmah et al., 2020). Crowdfunding platforms provide convenience and fast facilities for donations, including zakat. Innovation and crowdfunding systems are also considered trustworthy in the management of Zakat, thus encouraging people to use its facilities.  
Conclusion
This research has shown that the strategy of zakat institutions that utilize digital technology influences optimizing zakat collection. Based on the results of data analysis, social media marketing, and crowdfunding platforms are proven to have a significant and positive influence on people's decision to give zakat. Utilization of the potential owned by social media and crowdfunding will encourage the optimization of the digital zakat collection. Social media is an effective means of communication and invitation to the public to give zakat, with an attractive display of information. In addition, the ease of access and openness of zakat management information presented on social media will increase public trust in zakat institutions. This will encourage people to give zakat without hesitation. A crowdfunding platform is a technological innovation that becomes an alternative to zakat distribution. It is beneficial for muzakki to be able to pay their zakat obligations quickly and easily. Considering the great potential of social media marketing and crowdfunding platforms in optimizing digital zakat collection, it is expected that zakat institutions begin to consider its use and continue to develop it for the better in the future. 	Comment by Qiny Shonia Az Zahra: Acknowledgement wrote below conclusion
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