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Abstract 

The main objective of this study aimed to evaluate the role of customer attitudes towards Islamic banks and 

corporate image on customer loyalty through mediating customer satisfaction, trust, and switching costs. Data 

analysis used 283 respondents as a sample using a purposive sampling method. The research used Structural 

Equation Modeling (SEM) with LISREL 8.0. The findings show that of the ten hypotheses, eight hypotheses 

proved significant, and two hypotheses were insignificant. The results showed that attitudes towards Islamic banks 

affect the perception of service quality but do not affect customer satisfaction. Corporate image influences 

satisfaction but does not affect customer trust. Customer satisfaction affects customer loyalty, both directly and 

indirectly, through mediating customer trust and switching costs. The most significant total effect of attitude on 

Islamic banking towards loyalty has a coefficient value of 0.15. The coefficient is the path of attitude, service 

quality, customer satisfaction, and customer loyalty. The pathway shows that attitudes towards sharia banking 

affect customer loyalty through the mediating role of service quality and satisfaction. While the most significant 

total effect of the corporate image through customer satisfaction, customer loyalty with a coefficient value of 0.15. 

The pathway shows that corporate image influences customer loyalty through the mediation of customer 

satisfaction and trust. 
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I. INTRODUCTION 

This research about the Islamic banking industry in Indonesia, which for the last three decades, has become one 

of the banking industries with rapid growth. The sharia banking business is not only conducted by purely sharia-

based banks, but almost all conventional banks are also Sharia banking businesses. Competition in the Islamic 

banking business is drastically increasing. According to Chadha and Kapoor (2009), the emergence of various 

forms of new technology and high customer expectations creates very competitive market conditions. A person 

who has a positive attitude will encourage behavior despite pressure from social norms. Three-Component Model 

and Attitude-behavior Consistency Theory (ABC Theory) to develop a loyalty model that explains the relationship 

of attitudes and the consequences of social relations that can affect loyalty.  

Research Rizwan et al. (2014) sought to combine attitudes towards Islamic banks in a model of service quality, 

satisfaction, trust, and customer loyalty. Rizwan's research results show that customer attitudes towards Islamic 

banks affect customer loyalty mediated by service quality, customer satisfaction, and trust.  

Research by Gures, Seda, and Sevil (2014) shows that customer satisfaction is a determining factor for high 

customer loyalty. Efforts in attracting new customers are much more expensive than retaining customers; customer 

satisfaction comes first. The correlation between customer loyalty and customer satisfaction is robust for customer 

segments that have high switching costs (Kotler, 2000). Customer trust reduces uncertainty when customers feel 
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uncomfortable. Corporate image is intangible assets or goodwill. Companies that have the right image can generate 

trust, confidence, and support compared to companies that have a terrible image. An excellent corporate image 

will encourage customer loyalty.   

Antecedents of loyalty are still partial, resulting in the absence of a research model that can predict loyalty 

comprehensively. As stated by Rizwan et al. (2014) by adding the variable corporate image and switching costs, 

and can affect customer loyalty of Islamic banks. Islamic bank services should focus on providing services that 

are following Islamic law because attitudes towards Islamic banks have a substantial impact on customer 

satisfaction. The emergence of additional costs when switching to another product will keep customers loyal. To 

switch to another product, the customer needs additional time to learn. This study examines the influence of 

customer loyalty antecedents, namely attitudes towards Islamic banks, corporate image, perceived service quality, 

satisfaction, trust, and switching costs to customer loyalty in Islamic banks.  

 

II. LITERATURE REVIEW AND HYPOTHESIS 

Effect of Attitude on Service Quality Perception and Customer Satisfaction 

Attitude is the disposition to respond favorably or unfavorably to a product, person, institution, or event (Ajzen, 

2005). Attitude is an internal condition of an individual that influences an individual's choice to display behavior 

toward an object, person, or event. Abou-Youssef et al. (2015) show that religiosity affects attitudes towards 

Islamic banks. More and more consumers are positively complying with Sharia law; the more significant this 

affects attitudes towards Islamic banks, which in turn affects consumers' perceptions of service quality. As positive 

as consumer attitudes are towards Islamic banks, perceptions of service quality are increasing. The provision of 

products offered by conventional banks but following Islamic principles can increase Muslim customer satisfaction. 

Rizwan et al. (2014) found attitudes towards Islamic banks affecting consumers towards customer satisfaction of 

Islamic banks. 

H1: Attitudes towards Islamic Banks have a positive effect on Perceptions of Service Quality 

H2: Attitudes towards Islamic Banks have a positive effect on Customer Satisfaction 

 

Effect of Service Quality Perception on Customer Satisfaction 

Service quality is a concept that accurately represents the core of a service's performance, a comparison of 

reliability in service encounters conducted by consumers. Parasuraman et al. (1988) proposed five dimensions of 

service quality: (1) Tangibles relate to physical facilities, devices, personal appearance, decoration, and 

communication materials. (2) Reliability is the ability to perform services accurately and reliably as promised. (3) 

Responsiveness is a willingness to help customers and provide services on demand quickly. (4) Assurance is the 

knowledge and appreciation of the staff's ability to provide trust and confidence to customers (5) Empathy includes 

personal care and attention to customers. High service quality will increase customer satisfaction, which 

encourages customer loyalty (Santouridis and Trivellas, 2010). The findings of Hong and Goo (2004) show there 

is a positive relationship between service quality and customer satisfaction. Service quality is an antecedent that 

exerts a direct influence on satisfaction and an indirect effect on loyalty. 

H3: Perception of Service Quality has a positive effect on Customer Satisfaction 

 

The Effect of Corporate Image on Customer Satisfaction and Trust 

The image is an award obtained by the company because of the advantages that exist in the company. The corporate 

image can influence customer perception of product offerings. A positive and good corporate image can increase 

satisfaction and loyalty. The study by Jani and Han (2014) found the fact that hotel images have a significant 

impression on visitor satisfaction and loyalty. Companies that can build an image of their company will encourage 

customers to be satisfied, and customer satisfaction will increase trust, which will create customer loyalty (Haq et 

al., 2010). 

H4: Corporate Image significantly affects Customer Satisfaction 

H5: Corporate Image has a positive effect on Customer Trust 

 

The Influence of Customer Satisfaction on Switching Cost and Customer Trust 

Kotler (2003) defines customer satisfaction as someone's likes or dislikes for a product after comparing the 

performance of the product with the expected. The main factor of customer satisfaction is the absence of a gap 

between product performance. Satisfaction and switching costs can be considered an antecedent of loyalty. 

Switching costs as a mediating variable between customer satisfaction - customer loyalty.  

Aydin and Ozer (2006) define trust as a "psychological composition" of the intention to receive something 

based on expectations and expected behavior from others. Customer satisfaction has a relationship with customer 

trust (McDougall and Levesque, 2000). The higher the customer satisfaction with the company or product, the 

higher the level of trust in the company or product (Kim, 2009). Higher customer satisfaction will drive higher 

levels of loyalty Chadha and Kapoor (2009). 



Journal of Economics and Sustainable Development                                                                                                                        www.iiste.org 

ISSN 2222-1700 (Paper) ISSN 2222-2855 (Online)  

Vol.11, No.10, 2020 

 

82 

       

H6: Customer satisfaction has a positive effect on switching costs 

H7: Customer Satisfaction has a positive effect on Customer Trust 

H8: Customer Satisfaction has a positive effect on Customer Loyalty 

 

Effect of Switching Costs and Customer Trust on Customer Loyalty 

Switching costs can not only be monetary but to find out the psychological influence of customers from new 

companies. Jones et al. (2000) state that was switching costs as an essential factor influencing the customer's 

decision to remain with the service provider. High switching costs, consumers are highly dependent on the seller 

or brand of certain products. Satisfaction and switching costs had a positive effect on customer loyalty. Switching 

costs are a moderating variable for the effect of satisfaction on customer loyalty and directly influence customer 

loyalty. The results of Chada and Kapoor's research (2009) show that switching costs affect consumer intentions 

to remain with certain service providers. 

Trust is a willingness to rely on partners who are trusted to make exchanges. Haq et al. (2010) show that trust 

directly influences customer loyalty. Kishada & Wahab (2013) showed that among the factors tested, the only trust 

had a positive and significant influence on customer loyalty. Amin et al. (2013) state that the creation of trust in 

products will encourage the creation of customer loyalty.  

H9: Switching costs have a positive effect on customer loyalty 

H10: Customer Trust positively influences Customer Loyalty 

Figure 1 shows a schematic diagram and hypothesis of a research model: 

 
 

III. METHODOLOGY RESEARCH 

The analysis of this study used Structural Equation Modeling (SEM). According to Haryono (2017), there are two 

stages of measurement in SEM, namely variable and structural measurements with the Confirmatory factor 

Analysis (CFA) method. All stages in SEM use the Goodness of Fit test. Before the inferential analysis. This 

method needs to test the validity and reliability of the instrument, the construct validity, and reliability.  

 

3.1. Population, Sample and Analysis Unit 

The population in this study is the Indonesian people who are savers at Islamic Commercial Banks.). Respondents 

are customers who use the services of Islamic banks for a minimum of 6 months. The researchers restricted the 

research area to several major cities in Java, namely the cities of Yogyakarta, Jakarta, Bandung, and Surabaya. 

The guidelines for the number of samples in this study are according to the SEM procedure of at least 5-10 times 

the number of indicators (Hair et al., 2006). This study has an indicator of 38, so the number of samples is at least 

5 x 38 (190) to 10 x 38 (380). For this study, the number of samples used was 300 respondents. 

 

3.2. Method of collecting data 

The method of collecting data was through a survey by giving questionnaires related to the variables in this study. 

From 300 questionnaires, each city gets 75 questionnaires. In four major cities, customers of Sharia Commercial 

Banks, namely Muamalat Bank, Mandiri Syariah Bank, BRI Syariah Bank, BNI Syariah Bank, and Bukopin 

Syariah Bank each received 15 questionnaires. 

 

3.3. Variable Measurement 

The measurement scale uses a Likert Scale, which has six levels. The answer scale uses a score of 1-6 (Schiffman 

and Kanuk, 2010). The scales are: Strongly agree = 6, Agree = 5, Somewhat Agree = 4, Somewhat disagree = 3, 
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Disagree = 2, and Strongly Disagree = 1. This study has seven latent constructs. Namely, attitude toward Islamic 

banking, service quality), customer satisfaction, trust, corporate image, switching costs, and customer loyalty. 

 

3.4. Validity and Reliability Test of the Instrument 

Test the validity of the instrument using the Pearson Correlation. All Pearson Correlation values have Sig. <0.05, 

so that all indicators are valid. While the instrument reliability test uses Cronbach Alpha (α). The instrument is 

reliable if it has Cronbach Alpha (α)> 0.6. The reliability test results show that all reliable instruments have 

Cronbach Alpha> 0.06. 

 

IV. RESULTS AND DISCUSSION 

Figure 2 shows the results of the Goodness of Fit test on the final fit model with the LISREL 8.0 application. The 

influence of attitudes towards Islamic banking, service quality, satisfaction, company image, trust, cost of 

switching to customer loyalty is fit with empirical data in the field. 

 
Figure 2. Structural Final Model (Model Fit) and Value of t 

 

While Table 1. Is the Hypothesis Test Results 

Hipotesis Correlation Prob. Keterangan 

H1: Attitude  Service Quality + 0.0001 Accepted 

H2: Attitude  Customer Satisfaction + 0.6248 Rejected 

H3: Service Quality  Customer Satisfaction + 0.0001  Accepted 

H4: Corporate Image  Customer Satisfaction + 0.0001 Accepted 

H5: Corporate Image  Customer Trust + 0.4912 Rejected 

H6: Customer Satisfaction  Switching Costs + 0.0001 Accepted 

H7: Customer Satisfaction  Customer Trust + 0.0001 Accepted 

H8: Customer Satisfaction  Customer Loyalty + 0.0001 Accepted 

H9: Switching Costs  Customer Loyalty +  0.0001 Accepted 

H10: Customer Trust  Customer Loyalty + 0.0001 Accepted 

 

4.1. Effect of Attitudes towards Islamic Banks towards Service Quality Perception 

Table 1 shows that the attitude towards Islamic banks has a positive and significant effect on the perception of 

service quality (SQ) (p = 0.0001). Attitude is the disposition to respond favorably or unfavorably to a product, 

person, institution, or event (Ajzen, 2005). Attitude is an evaluation or feeling like or dislike of an object. Attitudes 

towards Islamic Banks are essential in providing necessary steps to capture the attitudes of Muslim consumers 

towards Islamic Banks. Abou-Youssef et al. (2015) show that religiosity affects attitudes towards Islamic banks. 

The higher the level of one's religiosity, the more positive attitude towards Islamic banks. The results of this study 

are following the research of Rizwan et al. (2014), which shows that attitudes towards Islamic Banks affect 

consumers' perceptions of the quality of Islamic Bank services. 

 

4.2. Effect of Attitudes on Islamic Banks to Customer Satisfaction 

Table 1 shows that the attitude towards Islamic banks has a positive but not significant effect on customer 

satisfaction (p = 0.6248). However, in the previous discussion, attitudes towards Islamic banks influenced 

perceived service quality, while service quality affected satisfaction. The results of this study are not in line Results 

of research by Rizwan et al. (2014) states that attitudes towards Islamic banks affect consumers towards customer 

satisfaction of Islamic banks. 

 

4.3. Effect of Service Quality on Customer Satisfaction 

Table 1 shows that the quality of service has a positive and significant effect on customer satisfaction (p = 0.0001). 
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Service quality is a measure of well-delivered services that are in line with customer expectations (Parasuraman 

et al., 1985). Research Donald et al. (1998) found a positive correlation between service quality and customer 

satisfaction. Research conducted by Parasuraman also found a positive and significant relationship between 

customer perceptions of service quality and their willingness to recommend companies. The results of this study 

supported the research by Hong & Goo (2004), which states that service quality affects satisfaction customers. 

 

4.4. Effect of Corporate Image on Customer Satisfaction 

Table 1 concludes that the corporate image has a positive and significant effect on Customer Satisfaction (p = 

0.0001). The image has a role in marketing the organization because it has the potential to influence perception. 

Some customers demand higher products and services; companies need to diversify, reorganize, or because the 

company has a lousy event for some reason (Alma, 2000). 

Research Wu (2014) states that corporate image acts as an essential and impressive factor in quality associations, 

customer evaluations, customer satisfaction, and customer loyalty. 

 

4.5. Effect of Corporate Image on Customer Trust 

Table 1 concludes that Corporate Image has a positive effect on Customer Trust but is not significant. (p = 0.4912). 

Haq et al. (2010) state that companies that have a good image can generate trust, confidence, and support than 

companies that have a bad image. Research Haq et al. (2010), which states that a company that can build an image 

of its company will encourage customers to be satisfied.  

 

4.6. Effect of Customer Satisfaction on Switch Costs 

Table 1 concludes that Customer Satisfaction has a positive and significant effect on switching costs. (p = 0.0001). 

In this study, the concept of customer satisfaction used is overall satisfaction (overall customer satisfaction). In 

recent decades, customer satisfaction has always been the focus of the attention of academics and marketing 

practitioners. This study supported the theoretical model built in this study regarding the effect of customer 

satisfaction on switching costs. High customer satisfaction if the perceived value exceeds customer expectations.  

Consumer satisfaction and trust are not only positively correlated with loyalty, but also with switching costs. 

 

4.7. Effect of Customer Satisfaction on Customer Trust 

Table 1 concludes that customer satisfaction has a positive and significant effect on customer trust (p = 0.0001). 

Trust emerges as a conceptual variable in many studies, sometimes as an antecedent and sometimes as a 

consequence of other related variables. Trust leads to service quality and customer satisfaction as a consequence 

and follows customer loyalty as an antecedent (Ribbink et al., 2004). Trust is a fundamental component of 

marketing strategies in creating genuine relationships with consumers. The results of this study are in line with 

research by Kim (2009), which states that customer trust plays a vital role in business success. This finding 

supported research by McDougall and Levesque (2000, who state that customer satisfaction has a relationship with 

customer trust. 

 

4.8. Effect of Customer Satisfaction on Customer Loyalty 

Table 1 concludes that Customer Satisfaction has a positive and significant effect on Customer Loyalty (p = 

0.0001). Customer satisfaction is the behavior, attitude, or feeling of a person towards products and services related 

to quality attributes that lead to overall customer satisfaction. Increasing customer satisfaction by improving the 

quality of service will encourage the creation of customer loyalty. This finding supported the theory built in this 

study regarding the effect of customer satisfaction on customer loyalty. Loyalty is a firm or deep customer 

commitment to products and services while ignoring other factors that cause brand switching. The results of this 

study prove that customer satisfaction has a strong influence on customer loyalty. Higher customer satisfaction 

will also encourage a higher level of loyalty (Ball et al., 2004). Customer satisfaction is directly related to customer 

loyalty (Kristensel et al., 2000). Almost every previous study, such Aydin and Ozer (2006), Chadha and Kapoor 

(2009), and Amin et al. (2013) revealed the significant influence of customer satisfaction on customer loyalty.  is 

almost shown by every previous study, such as Aydin and Ozer (2006), Chadha and Kapoor (2009), and Amin et 

al. (2013).  

 

4.9. Cost Effect Turns On Customer Loyalty 

Table 1 concludes the Cost Switching has a positive and significant effect on Customer Loyalty (p = 0.0001). 

Switching costs are all costs that must be incurred by consumers when the process of moving from certain service 

providers to other service providers (Burnham et al., 2003). This finding supported the theoretical model built in 

this study regarding the effect of switching costs on customer loyalty. Lam et al. (2004) state that switching costs 

have a positive and significant effect on behavioral loyalty (patronage and recommendations). Several recent 

findings of the direct effect of switching costs on loyalty are by Stan et al., (2013), (2014). Research Stan et al. 
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(2013), the result is that switching costs positively and significantly affect customer loyalty. These findings 

complement the results of the study. Burnham et al. (2003) who found customer loyalty determined not only by 

satisfaction but also by switching costs. The significant effect of switching costs on consumer loyalty Aydin et al. 

(2005), Aydin and Ozer (2006), and Chada and Kapoor (2009). 

 

4.10. Effect of Customer Trust on Customer Loyalty 

Table 1 concludes that Customer Trust has a positive and significant effect on Customer Loyalty (p = 0.0001). 

Trust is a willingness to rely on partners who are trusted to make exchanges. Cooperation relationships sare usually 

characterized by high trust. The results of this study supported the theoretical model built in this study regarding 

the effect of customer trust on customer loyalty. Trust is a crucial thing to affect commitment relationships. 

Specifically, trust reduces uncertainty in conditions where customers feel uncomfortable when they know they can 

put trust in a brand. This finding is supported by Sirdeshmukh et al. (2002) and Aydin et al., (2005), which prove 

the influence of consumer trust on loyalty positively and significantly.  

 

4.11. Total Effect Analysis 

Table 1 above shows that the most significant total effect of attitudes on Islamic banking on loyalty through 

Attitude path service quality, customer satisfaction, customer loyalty with a coefficient value of 0.15. The pathway 

shows that the effect of attitudes towards sharia banking on customer loyalty through mediating service quality 

and satisfaction. While the most significant total effect of the corporate image variable through the company image 

path of customer satisfaction, customer loyalty with a coefficient value of 0.15. The pathway shows that corporate 

image influences customer loyalty through the mediation of customer satisfaction and trust. 

 

V. CONCLUSIONS AND SUGGESTIONS 

From an analysis of fit structural equation models, the research findings conclude: 

1. Attitudes towards Islamic Banks have a positive and significant effect on service quality. 

2. Attitudes toward Islamic banks do not affect customer satisfaction. 

3. Service quality significantly affects customer satisfaction. 

4. The corporate image significantly affects customer satisfaction 

5. The corporate image does not affect customer trust. 

6. Customer satisfaction significantly affects customer trust. 

7. Customer satisfaction with a coefficient value of 0.15 switching costs. 

8. Customer satisfaction with a coefficient value of 0.15 impact on customer loyalty slowly.  

9. The cost of switching has a positive and significant effect on customer loyalty 

10. Customer trust has a positive and significant effect on customer loyalty 

The most influential variable on Customer Loyalty is Customer Satisfaction with a value of 4.50, followed 

by Customer Trust with a value of 1.32 and a Switching Cost that has a value of 1.30. It shows that if customer 

satisfaction and customer trust costs move up, it will encourage the creation of customer loyalty.  

From the conclusions above, the results of the research recommend to increase customer loyalty, Islamic 

banks should improve: positive customer attitudes toward Islamic banks, corporate image, customer satisfaction, 

customer trust. Moreover, the costs of switching are not burdensome. 
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