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ABSTRACT 

              This research scrutinized the assessment of consumer attitudes and 

behaviour towards shariah banking services. The purpose of this research 

is to investigate the effect of religious motive, service quality, and low 

charges on customer satisfaction.  This research is a quantitative research. 

The location for the research is shariah bank in Surakarta,Indonesia. Data  

is collected in this research based on a sample of 100 customers through a 

structured questionnaire containing 29 questions. The researcher used 

accidental sampling method which  means that the researcher determines  

the sample accidentally. Analysis is done on this research by using  

multiple  regression analysis, to examine the relationship among 

independent variables (religious motive, low charges, service quality,  and 

dependent variable (customer satisfaction). The results of this research 

show significant and negative relationship between religious motive and 

customer satisfaction, significant and positive relation between low 

charges and customer satisfaction and insignificant and positive 

relationship between service quality and customer satisfaction. 

 

Keywords: Islamic banking, Bank selection, Customer satisfaction. 

 

ABSTRACK 

 

Penelitian ini meneliti tentang penilaian sikap dan perilaku konsumen 

terhadap layanan perbankan syariah. Tujuan dari penelitian ini adalah 

untuk mengetahui apa yang mendorong Nasabah muslim untuk 

menggunakan layanan perbankan syariah dan kepuasan pelanggan. 

Penelitian ini merupakan penelitian kuantitatif. Lokasi penelitian adalah 

bank syariah di Surakarta, Indonesia. Data dikumpulkan dalam penelitian 

ini berdasarkan sampel dari 100 pelanggan melalui kuesioner terstruktur 

yang berisi 29 pertanyaan. Peneliti menggunakan metode accidental 

sampling yang berarti bahwa peneliti menentukan sampel secara tidak 

sengaja. Analisis dilakukan pada penelitian ini dengan menggunakan 

analisis regresi untuk mengetahui hubungan antara variabel independen 

(motif agama, biaya rendah, kualitas layanan, dan variabel dependen 

(kepuasan pelanggan Hasil penelitian ini menunjukkan hubungan yang 

signifikan dan negatif antara motif agama dan kepuasan pelanggan, 

hubungan yang signifikan dan positif antara biaya rendah dan kepuasan 

pelanggan dan hubungan yang tidak signifikan dan positif antara kualitas 

layanan dan kepuasan pelanggan 

 

  Kata kunci: perbankan Islam, seleksi Bank, kepuasan pelanggan. 
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1. INTRODUCTION 

 

    Islamic banking at national and international level is new and dynamic. 

Islamic banking may be broadly defined as system of banking that is 

consistent with Islamic law principles and guided by Islamic economics. 

The contemporary movement of Islamic finance is based on the belief that 

any and all forms of interest (riba) settlements, imprudent and uncertainty 

(gharar) or gambling (maysir) that is speculation are prohibited (Abduh & 

Omar, 2012). 

          The initial, trial, Islamic bank was set up in the late 1950s in a remote 

area in Pakistan that charged no interest Wilson (1983) followed by 

Malaysia in the mid 1940’s but was unsuccessful Khan S.R (1983). The 

most inventive and successful trial interest-free banking occured in rural 

Egypt, in the Middle East where rural or municipal banks operated three 

accounts these were the first ever recorded in modern times. 

            In Indonesia  shariah banking market share remains  low, whilst 

nearly 83 percent of the population observe Islamic faith. This implies that 

the country, Southeast Asia's largest economy, accomodates more than 262 

million Muslims. Nonetheless, from  2015, assets managed by Islamic 

financial institutions in Indonesia account only  5 percent out of the nation’s 

total banking assets. In comparison, Malaysia has 61 percent of its 

population that numbers just about 30 million people as Muslim. Its  Islamic 

financial institutions manage  20 percent of the country's total banking 

assets. An outstanding contrast that shows both the impoverished ness of the 

https://www.indonesia-investments.com/culture/population/item67
https://www.indonesia-investments.com/culture/religion/islam/item248
https://www.indonesia-investments.com/culture/religion/islam/item248
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Indonesian  Islamic finance industry and their limited awareness of Islamic 

banking. (www.indonesia-investments.com) 

        Since 1992 Indonesia developed the practise of shariah banking, the 

basis used was the law no.07 of 1992 and later perfected by the parliament 

in 1998 into law no.10 1998 which in it regulated shariah banking more 

clearly. While  commercial bank is a bank conducting business activities 

based on shariah principles in its activities providing services in payment. 

Shariah principle is a rule of agreement based on islamic law between bank 

and other party to save funds.Islamic banks  have observed  rapid growth 

throughout the world in terms of quantity, volume and quality. Islamic banks 

strive  to understand the customers’ attitudes towards their products and 

services to obtain customers’ loyalty.  

          Fishbein and Ajzen (1975) and Thurstone (1931), proposed that 

attitude is the extent to  influence somebody or against some object. 

Behavioral intentions are explained  as a person’s intent to perform  a 

behavior.  Attitude is  measured with bipolar affective or evaluative features 

relative to an attitudinal object and that behavioral intentions are  measured 

by the subjective probability of performing  a given  behavior. Fishbein and 

Ajzen (1975, p.11) concluded that the differences between attitude and 

intentions  are not only defended but necessary. They presented a theoretical 

framework in which attitude toward an object is based on beliefs about that 

object, and in turn attitude controls a set of behavioral intentions relative to 

http://www.indonesia-investments.com/
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that object, with distinct behavioral intentions leading to distinct behaviors 

with respect to the object. 

         Previous review of the study by (Awan & Azhar, 2014)  that revealed 

the relationship between consumer behavior towards bank selection criteria 

and customer satisfaction whose findings showed positive and significant 

relationship among all variables and customer satisfaction partially mediates 

the relationship between independent variables and dependent variables. Al-

Hunnayan & Abdullah Al-Mutairi  (2016) examined the main factors that 

motivate customers to deal with Islamic banks (IBs) in Kuwait and explored 

items needed by customers to develop IBs services to improve their market 

position. 

        When it comes down to customer satisfaction  the shariah-compliant 

attribute/religious motive is an important  factor before an individual 

decides to patronize an Islamic bank (Abduh & Omar,2012). Islamic bank 

customers in Indonesia are found to be more satisfied by service quality that 

is measured basing on bank-staff, profitability, bank-physical appearance, 

accessibility, and costs/charges (Muhamad, Salina , & Zainurin , 2012). 

        The rise of Islamic principles pertained to contemporary business is a 

new occurance. Islamic rationality is based on a strict approach to Shariah 

(the written legal system of Islam) in an economic enviroment. In reality the 

concepts and practise between the perceptions of society and practice of 

practitioners varies in the image of Islamic banks (Wulandari & Subagio, 
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2015 ). These normative and reality differences bring about different 

attitudes and behaviours that are shown  by Islamic banking customers in 

using Islamic products or services in Indonesia. Aspects of behaviour, 

motivation, attitudes and knowledge of usury, shariah banking in general 

has different accentuation. Thus through this study, it is expected to 

contribute substantially to development of marketing studies and consumer 

behaviour in the field of Islamic research. 

       Customer satisfaction is  a consumers post consumption judgement if  a 

product or service gives a satisfying  level of consumption-related fulfilment 

or not? Boshoff & Gray (2004) discussed that satisfaction relies on the 

customer’s perception rather than the product or service.  That is to say 

customer’s perception resulting from the value received. It is futher  

elucidated as “a cognitive or affective reaction that emerges in response to 

a single or prolonged set of service encounters”. As  the main aspect of 

Islamic banking leading to customer loyalty and eventually to customer 

retention. 

         As customer satisfaction might be the only true competitive advantage 

for banks in the banking sector. Any bank  would want to form a relationship 

between its customers and the bank as this has the largest impact on 

customer satisfaction unlike pushing their services to the customers.Factors 

that influence customer satisfaction in the banking sector include; 

interpersonal communication and treating the call center like a cost center 
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as providing a quality call center can help improve customer experience 

(Chin & Christina, 1986). 

        Measuring customer satisfaction regularly is the key to retaining 

customers one measure includes the SERVAL scale by Parasuraman (1998) 

for measuring quality of service, part of it was adpoted in this research. The 

second measure that can be adopted is the Net Promoter Score it describes 

customer’s intention to recommend a company’s service to their friends. 

Third is the American Customer Satisfaction Index to measure customers’ 

perceived satisfaction with different firms. 

                 Based on the above, the author is interested to  carry out a study on  why 

islamic customers would opt for islamic banking services and to find out 

whether they are satisfied by the bank services. 

2. RESEARCH METHODS 

                The author in this research conducts quantitative research method. Even 

though satisfaction is a qualitative variable, to making the research 

manageable and confortable the author uses quantitative measurement by 

ordinal mesurement scale. The ordinal mean by applying a number that 

measure the  variables to evaluate perception from the lowest to the 

highest. 

                 This study will be carried out from  a national Shariah bank  in Surakata, 

Indonesia. To obtain  the object of research, researcher will use data 

collection tools in form of questionnaire. 
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.                  The population are all customers of the national shariah bank. The 

sample of this study has been focused on 100 male and female customers, 

and data has been collected through structured questionnaire and has been 

personally administered. 

                 The testing process is done on the instrument it  was distributed to the 

research sample.Validity is a measure of the degree of validity or the 

validity of an instrument. All statements is valid, it can be seen from the 

table that all the items have value rxy > rtable and a significance level of 

less than 0.05. So from these results indicate that all of the items will be 

used as further data collection instruments. The second instrument is a 

reliability test. This instrument can be expressed reliable if the value of 

Cronbach's Alpha greater than rtable. With the assessment criteria, 

significant test using α = 0.05 level. Based on the results of the analysis 

showed that the three variables have a value of more than rtable reliability. 

Based on test validity and reliability of concluded that the above  

questionnaire covering criteria for bank selection and customer 

satisfaction  deserves to be used as a research instrument. 

                  Multiple linear regression analysis technique is used to determine the 

effect of each independent variable on the dependent variable. The test 

measures the multiple regression analysis as follows: 1) Reliablity and 

validity test 2). Multiple linear regression equation; 3) T Test  (an analysis 

that is used to determine whether the independent variable that  is the 

religious motive, service quality, low charges have a significant effect on 
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the dependent variable  that is the customer satisfaction); 4) T test analysis 

was used to calculate individually, whether the effect of independent 

variables on the dependent variable significantly or not [(X1 to Y), (X2 to 

Y), (X3 to Y)]; 5) Coefficient of determination; 6) Summarize and 

conclude. 

2.1. Test Of Research Instruments. 

2.1.1. Validity test 

      Validity test is used to determine whether an item of instrumentin the 

questionaire is valid or not. For the degree of moment (df) = n-k in this 

case n is the number of samples. N can be calculated  100 with alpha 0.05 

hence r table 0.310. item validity level is known by comparing rxy  value with 

rtable. 

Calculation of validity test can be seen as follows; 

   Religious motive (X1) 

Religious motive is measured using  a likert scale of one to five from 

strongly agree to strongly disagree. Results of the test of validity is as 

follows:  

                                                Table 1 

Validity test of religious motive 

No.  rxy  r table Status 

1. 0.736 0.310 Valid 

2. 0.918 0.310 Valid 

3. 0.896 0.310 Valid 

 4. 0.931 0.310 Valid 

                   Source: Data processed with SPSS 20.2018 
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Based on the table 1 the value of rtable for the sample significance level of 

0.05 indicates  that all questions items are valid as  rxy   is greater than  r table 

(0.310). Thus the instruments can be used in the research. 

   Service quality (X2) 

Service quality is measured using  a likert scale of one to five from strongly 

agree to strongly disagree. Results of the test of validity are as follows: 

                                                 Table 2 

Validity test of service quality 

 

No. rxy r table Status 

1. 0.749 0.310 Valid 

2. 0.682 0.310 Valid 

3. 0.661 0.310 Valid 

4. 0.787 0.310 Valid 

5. 0.813 0.310 Valid 

6. 0.807 0.310 Valid 

7. 0.772 0.310 Valid 

8. 0.734 0.310 Valid 

                   Source: Data processed with SPSS 20.2018  

Based on the table 2 the value of rtable for the sample significance level of 

0.05 indicates  that all questions items are valid as rxy  value is greater than  

r table (0.310). Thus the instruments can be used in the research. 

Low charges (X3) 

Low charges  is measured using  a likert scale of one to five from strongly 

agree to strongly disagree. Results of the test of validity are as follows: 

                                                    Table 3 

Validity of low charges 

 

No. rxy r table Status 

1. 0.710 0.310 Valid 

2. 0.800 0.310 Valid 
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3. 0.809 0.310 Valid 

4. 0.812 0.310 Valid 

5. 0.785 0.310 Valid 

6. 0.704 0.310 Valid 

7. 0.792 0.310 Valid 

                Source: Data processed with SPSS 20.2018 

Based on the table 3 the value of rtable for the sample significance level of 

0.05 indicates  that all questions items are valid as rxy  value is greater than  

r table (0.310). Thus the instruments can be used in the research. 

Customer satisfaction (Y) 

Customer satisfaction   is measured using  a likert scale of one to five from 

very satisfied  to strongly disagree. Results of the test of validity is as 

follows: 
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                                                  Table 4  

Validity of customer satisfaction 

No. rxy r table Status 

1. 0.727 0.310 Valid 

2. 0.703 0.310 Valid 

3. 0.653 0.310 Valid 

4. 0.550 0.310 Valid 

5. 0.638 0.310 Valid 

6. 0.573 0.310 Valid 

7. 0.622 0.310 Valid 

8. 0.596 0.310 Valid  

9. 0.754 0.310 Valid  

10. 0.751 0.310 Valid  

                         Source: Data processed with SPSS 20.2018 

Based on the table 4 the value of rtable for the sample significance level of 

0.05 indicates  that all questions items are valid as rxy  value is greater than  

r table (0.310). Thus the instruments can be used in the research. 

2.1.2. Reliabilty test 

Researcher tested the reliablity with the Cronbach’s Alpha method from 

each instrument in one variable. Test results from an instrument in one 

variable.  Test results are reliable when testing  produces cronbach’s alpha 

above (0.70). the instrument in this research is reliable as the results 

produced  are above 0.70 .Test results from an instrument are follows:  
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                                                   Table 5 

Reliabilty test 

Variable  r11 Item rtable Reliability  

X1 0.889 4 0.310 Reliable  

X2 0.889 8 0.310 Reliable  

X3 0.885 7 0.310 Reliable  

Y 0.856 10 0.310 Reliable  

                       Source: Data processed with SPSS 20.2018 

Based on the table 5 in mind that the entire instrument can be said to be 

reliable , because it has a value of rxy > 0.310. 

Based on validity and reliablity test conclude, that the questionnaire 

deserved to be used a research instruments. 

3. RESULTS 

 Before testing the hypothesis with multiple linear regression analysis, 

testing was performed with SPSS version 20.0 for Windows. The 

following summary of the results of multiple linear regression tests: 

Table 6 

Summary analysis 

No. Variables Regression 

Coefficients (B) 

T Significance  

 (Constant) 27.557  

1. Religious motive -.416 -2.160 .033 

2. Service Quality .256 1.581 .117 

3. Low charges .367 2.031 .045 

R2 (R Square ) = .126 

T count = 1.985 
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Based on the analysis above, as the discussion and comparison with 

previous studies the following analysis; 

         The first hypothesis states that there is “There is a positive and 

significant  effect of religious motive on constomer satisfaction” the 

regression coeffiecient  of -0.416 is negative, so that can be said that 

religious motive is negatively related to customer satisfaction. Based on 

the t test the results from t count is -2.160 and t table 1.985,  t count < t 

table, where the level of significance value is 0.033 < 0.05.There is a 

negative but significant  contribution of religious motive on customer 

satisfaction. 

    The second  hypothesis is “There is a positive and significant effect of 

service quality on  customer satisfaction.” the regression coeffiecient  of 

1.581 is positive , so that can be said that service quality is positively 

related to customer satisfaction. Based on the t test the results from t count 

is 1.581 and t table 1.985, t count < t table., with significance 0.117 > 0.05. 

There is a positive but  insignificant  contribution  of service quality on 

customer satisfaction. 

    The third  hypothesis is “There is a positive and significant effect of low 

charges on customer satisfaction. The regression coeffiecient of 2.031 is 

positive, so that can be said that low charges is negatively related to 

customer satisfaction. Based on the t test the results from t count is 2.031 and 
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t table 1.985, t count > t table., with significance 0.045 < 0.05. There is a negative 

and significant  effect  of low charges on  customer satisfaction. 

      Based on previous research done by  (Erol & El-Bdou, 1989) similarly 

religious motives does not stand out as being the major significant motive 

for selection criterion for islamic banks similarly  in this research it scored  

lowest with not having a positive contribution to customer satisfaction.  

(Dusuki & Smolo, 2011) further concluded that Islamic bankers should not 

only  rely upon marketing strategy of attracting religious customers who 

might only be concerned about Islamicity of financial product. (Awan & 

Azhar, 2014) results added  that the customers of islamic banks pay little 

attention to religious motives when they decide to select Islamic banks in 

Pakistan. 

     Low charges comes first  in this research for customer satisfaction 

criterion  is in relation with (Al-Hunnayan & Al-Mutairi, 2016) study  done 

in Kuwait .  (Awan & Azhar, 2014) study grouped it with high profit so it 

shared the return factor with this variable, with high but interest-free profits 

giving an important consideration for islamic customers. 

        Service quality was the sixth customer satisfaction criterion of Islamic 

banking based on previous research done by (Awan & Azhar, 2014). As per 

this research, the second  selection criterion of Islamic banking is service 

quality  in this study the dimensions discussed included tangibles, reliabilty, 

assurance and empathy. Service quality is here by represented by the bank’s 

physical attributes as in facilities and equipment, ability to meet the needs 
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of the customers, the bank’s good will. However this finding is inconsistent 

with the results reached by previous studies that reported by Abduh and 

Omar (2012) who provided evidence that quality of service provided by 

bank staff play minor influence on customers satisfaction. 

 

4. CONCLUSION   

        From the analysis and discussion that has been described, it can be 

concluded that there is a negative but significant  contribution of religious 

motive on customer satisfaction. This can be justified as  religiousity 

makes people perfect, discipline and aware of what is right and critical, 

this is why the higher the religiousity the lower the customer satisfaction.  

This result is statistically significant by the high t value and low alpha    

degree of confident (0.03). 

     There is a positive but  insignificant  contribution  of service quality on 

customer satisfaction. As  service quality variable is not significant at a 

10% degree of freedom  but statistically still meaningfull hence high 

service quality will respond to higher satisfaction. However the customer 

might not be demanding the service because a bank service look like 

standard. It means that there is no different respond to customer by 

increasing service quality from the bank. 
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 There is a positive and significant contribution of low charges on 

customer satisfaction.  Meaning the lower the bank charges the higher the 

customer satisfaction. 
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