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Abstract: As one of the largest Muslim countries in the world, Indonesia has 

an important role in building a Sharia economy. The initial effort that can be 

made is to strengthen Sharia-based financial services. Currently, several Sha-

ria-based banks are operating in Indonesia. However, the presence of Islamic 

banking has not been optimal in attracting customers to conduct financial 

transactions through Islamic banks. One of which is not optimal banking in 

applying the principle of religiosity in financial transactions. This research 

aimed to analyze the effect of religiosity on the trust, satisfaction, and loyalty 

of Islamic bank customers. The research population was all customers of Is-

lamic banks in Pekanbaru City. An accidental sampling technique was used to 

get the sample of 220 respondents. Data analysis was done using path analysis 

with the help of the AMOS SEM program. The study's results stated that re-

ligiosity has a significant effect on customer trust and loyalty but is not signif-

icant on customer satisfaction. Customer trust has a significant effect on cus-

tomer satisfaction. Customer satisfaction has no significant effect on customer 

loyalty. Therefore, Islamic banking must introduce and offer Sharia-based fi-

nancial products to build loyal customers banks. Banks should continue to up-

hold Islamic teachings in every development of banking products and services 

to increase the trust, satisfaction, and loyalty of Islamic bank customers. In 

addition, banks need to retain customers who are already loyal to banks, con-

sidering that banking loyalty cannot be formed in a short timeThis research 

indicates that customer trust and loyalty can be formed if Islamic banks appro-

priately apply the principles of religious teaching in accordance with Islamic 

Sharia. 
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INTRODUCTION 

 Indonesia is one of the countries with the 

largest Muslim population in the world. Based on 

data from the Global Islamic Finance Report in 

2021, Indonesia has won first place in the Islamic 

Finance Country Index (IFCI). Indonesia is consi-

dered to have the most dynamic Islamic social fi-

nance sector among all the countries in the world. 

Bank Indonesia strives to continuously encourage 

the development of the Islamic social finance in-

dustry and support FinTech advances and green fi-

nancing, which is expected to encourage the achie-

vement of sustainable development goals. In 2021, 

the Islamic Financial Industry Assets reached IDR 

2,050.44 trillion with a growth value of 13.94% 

(yoy). 

 Meanwhile, Non-Bank Islamic financial in-

dustry assets grew by 3.90% (yoy). The Islamic 

Capital Market Industry is showing positive devel-

opments, as seen by the market capitalization val-

ue of the Indonesian Sharia Stock Index (ISSI) re-

aching IDR 3,983.65 trillion (Nurhidayat, 2022). 

Structurally, the Sharia banking industry consists 

of 12 Sharia commercial banks with an asset value 

of 65.29% of total Sharia banking assets, 21 Sharia 

business units with an asset percentage of 32.19%, 

and 169 Sharia Rural Banks with a percentage of 

assets by 2.52%. The number of the financing reci-

pient accounts and Sharia banking industry Third 

Party Fund accounts has also increased. In April 

2020, the number of recipient accounts reached 

5.73 million accounts, then increased to 6.03 mil-

lion in April 2021 and increased again to 7.29 mil-

lion in April 2022 (Alamsyah, 2022). However, 

viewed from the literacy level and inclusion of Is-

lamic Banks, it is still said to be low. Based on BSI 

data, Islamic Bank literacy is only 8.9% compared 

to conventional banks, which is 37.7%. Meanwhi-

le, the inclusion rate for the Islamic Banks is 9.1% 

compared to conventional banks, which is 75.3% 

(Zuraya, 2021). The Islamic economic developm-

ent should play a bigger role in a stronger econom-

ic recovery. Thus, Indonesia has enormous poten-

tial to increase the Sharia financial inclusion in-

dex. 

 The theory of planned behavior is based on 

the assumption that humans will usually behave 

under the common sense considerations, will ma-

ke available information about available behavior, 

and implicitly or explicitly consider the consequ-

ences of that behavior (Ajzen, 1988). Ajzen found 

that individual success in maintaining behavior or 

achieving goals from behavior is not only deter-

mined by individual intentions but also by non-

motivational factors such as opportunities and re-

sources supporting behavior (Ajzen, 1988). Every 

Muslim wants to do something based on what has 

been taught by Allah, including financial transac-

tions. Religiosity can contribute to providing ser-

vices and reflecting corporate identity. Religiosity 

or diversity occurs not only when a person per-

forms ritual worship but also when carrying out 

daily activities (Ancok and Suroso, 2011). The re-

ligious attitude reflects the condition in which a 

person can feel and acknowledge the existence of 

a supreme power that overshadows their life by 

carrying out the God's commands as much as pos-

sible and leaving all God's prohibitions so that this 

will bring calm and serenity to them (Muzakkir, 

2013).  

 Trust reflects the customers' belief in a com-

pany that can provide positive outcomes for the 

company (Darwin and Kunto, 2014). Customers 

will have their perception or assessment of the ser-

vices used. Trust is the basis for building relation-

ships with customers. According to (Kotler and 

Keller, 2012), customer satisfaction reflects a per-

son's feelings of pleasure or disappointment that 

arise after comparing perceptions or impressions 

of the performance or results of a product/service 

and their expectations. If the performance fails to 

meet the expectations, the customer will be dissat-

isfied. 

 Conversely, if performance matches expec-

tations, the customer will be satisfied. Meanwhile, 

loyalty reflects a deeply held commitment to re-

purchase certain products or services in the future, 

even though situational influences and marketing 

efforts can potentially cause customers to switch 

to other banks. Loyalty cannot be bought with mo-

ney because it is formed due to emotional factors 

that customers behave and act loyally towards a 

particular product or service. Thus, if customers 

already have high trust in banking, it will have an 

impact on increasing customer satisfaction and lo-

yalty. Loyal customers are an important asset for 

the company in increasing profits and prospects 

for the future. To get an overview of the influence 

of trust, satisfaction, and customer loyalty on Isla-

mic Bank customers, a pre-survey of research was 
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carried out on 50 respondents of Islamic Bank cus-

tomers. The pre-survey results show that 62% of 

Islamic Bank customers have trusted and are quite 

satisfied to be customers and are also satisfied in 

conducting financial transactions at Islamic Banks. 

However, customers are still not satisfied with the 

services provided by the Islamic Banks. Customer 

complaints include ATM outlets that are not yet 

widely available, mobile banking system, which is 

often crashed, and the bank's orientation, which is 

still aimed at maximizing market share rather than 

carrying out what has been stipulated in the Islam-

ic religion conducting financial transactions. This 

condition makes only 36% of Islamic Bank custo-

mers loyal to Islamic Banks and willing to recom-

mend Islamic Banks to others. 

 Some previous studies researched religiosi-

ty concerning trust, satisfaction, and loyalty. Rese-

arch by Setiawan et al. (2019) found that religios-

ity has a significant positive effect on satisfaction 

but does not have a significant effect on loyalty, 

and satisfaction has a significant positive effect on 

loyalty. Research by Aji et al. (2020) showed that 

religiosity has a significant positive effect on trust 

and loyalty, and trust has a significant positive ef-

fect on loyalty. Still, trust does not mediate the ef-

fect between religiosity and loyalty. Research by 

Bagoes and Rachmat (2019) found that trust has a 

significant positive effect on satisfaction, satisfac-

tion has a significant positive effect on loyalty, but 

the religiosity does not have a significant effect on 

the loyalty. Research by Nurrachmi and Setiawan 

(2020) found that religiosity has a significant pos-

itive effect on trust and loyalty, and trust has a sig-

nificant positive effect on loyalty. Another study 

by Sunaryo et al. (2020) stated that religiosity has 

a significant positive effect on loyalty, but trust 

does not have a significant effect on loyalty.  

 Based on the phenomenon of creating trust, 

satisfaction, and loyalty of Islamic bank custom-

ers, there must be a company strategy for provid-

ing services that can fulfill the needs and desires 

of customers. This research is expected to be use-

ful for Islamic banks to understand the importance 

of religiosity to trust, satisfaction, and loyalty of 

Islamic bank customers and as information for fur-

ther researchers to develop this research. Thus, the 

research objective is to find out and analyze the 

effect of religiosity on the trust, satisfaction, and 

loyalty of Islamic Bank customers. 

LITERATURE REVIEW  

Religiosity 

 According to Muzakkir (2013), religiosity 

reflects the attitude of a person's diversity or activ-

ities related to religion. Religiosity according to 

Islamic teachings can be identified through several 

important aspects, namely aspects of belief in re-

ligious teachings, aspects of obedience to religious 

teachings, aspects of appreciation of religious tea-

chings, aspects of knowledge of religious teach-

ings, and aspects of implementing religious teach-

ings in the social life. Religious attitude is a state 

in which a person can feel and acknowledge the 

existence of a supreme power that overshadows 

their life by carrying out as much as God's com-

mands and leaving all God's prohibitions so that 

this will bring calm and serenity to them (Muzak-

kir, 2013). Religious maturity can be seen from a 

person's ability to understand, live, and apply the 

noble values of their religion in everyday life. A 

person adheres to religion according to their res-

pective beliefs. The belief that the religion is good 

makes a person try to be a good believer. Their be-

lief is displayed in religious attitudes and behavior 

that reflect obedience to their religion. The dimen-

sions of religiosity, according to Glock and Stark 

(Ancok and Suroso, 2011), include the ideological 

dimension, the ritual dimension, the experiential 

dimension, the consequence dimension, and the 

intellectual dimension. 

 

Trust 

 Consumer trust is defined as the individual 

willingness to accept the risk of individual actions 

based on the expectations that other individuals 

will perform important actions for those who beli-

eve in it, regardless of the ability to supervise and 

control the individual actions trusted (Khotimah, 

2018).  

 

Loyalty 

 For a bank, customer loyalty is very impor-

tant to maintain its business activities' continuity. 

Loyalty is a concept of that commitment to survive 

depth to make a purchase, re-subscribe or re-sub-

scribe the selected services consistently over time 

which will come (Khotimah, 2018). According to 

Saputri and Pranata (2014), loyal customers would 

not consider other brands since they believe in the 

services they are using. Customers can choose a 
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well-known brand without comparing it with other 

brands (Junaedi et al., 2022). 

 

Satisfaction 

 Satisfaction is very important in business, 

especially in the banking business. Customer sat-

isfaction was a feeling of pleasure or disappoint-

ment with the selected service. Customers will be 

happy if expectations match reality and conversely 

disappointed if their expectations are far from the 

reality they feel. Satisfaction makes the customers 

continue to use services that satisfy them for a long 

time. Customer satisfaction is a mediating variable 

of the loyalty because the loyal customers have 

good experiences with a brand. The satisfaction 

with a brand and the decision to make the repeat 

purchases will shape customer loyalty (Junaedi et 

al., 2022).  

 

HYPOTHESIS DEVELOPMENT 

 Religiosity that reflects the practice of ad-

hering to religious teachings has an impact on the 

level of customer confidence that Islamic Banks 

are run according to Sharia principles or Islamic 

law. Thus, if Sharia banking increasingly applies 

the concept of Sharia, which is under the religious 

teachings in financial transaction activities, it will 

have an impact on increasing customer trust. Re-

search by Aji et al. (2020) and Nurrachmi and Se-

tiawan (2020) found that religiosity positively af-

fects trust. 

H1 : religiosity is positively significant to the trust 

of Islamic bank customers. 

 

 Religiosity is seen as a factor in providing 

customer satisfaction. Related to the principles of 

religious life adhered to, customers often associate 

choices in determining the types of products and 

services they will use. Obedience to religion is ve-

ry influential in determining this choice, so only 

products or services under the principles will be 

selected for use. This religiosity principle will bind 

customers and their beliefs so that the satisfaction 

with the religiosity (Shariah) values is expected to 

bind the customer loyalty to continue using Sharia 

banking services. Research Mahfuz et al. (2020), 

Purnama et al. (2021), Setiawan et al. (2019), and 

Zainul et al. (2020) found that religiosity positiv-

ely impacts the satisfaction. In comparison, rese-

arch by (Mauledy et al., 2022) found that religiosi- 

ty is insignificant to satisfaction. 

H2 : religiosity positive significant to the satisfac-

tion of Islamic bank customers. 

 

 Customer engagement with Sharia banking 

in the principles of religiosity (Sharia) is expected 

to establish loyalty to customers viewing religios-

ity (Sharia) services as being able to override other 

motives in choosing the financial services. Thus, 

if banks increasingly apply Sharia principles in fi-

nancial transactions, it will increase customer loy-

alty. Research Aulia and Hafasnuddin (2021), Mu-

nandar and Sari (2019), Nurrachmi and Setiawan 

(2020), Purnama et al. (2021), and Sunaryo et al. 

(2020) found that religiosity has a positive signif-

icance to loyalty. While the research by Bagoes 

and Rachmat (2019), Setiawan et al. (2019), and 

Mauledy et al. (2022) found that religiosity is in-

significant to loyalty. 

H3 : religiosity positive significant to the loyalty 

of Islamic bank customers. 

 

 Customer trust in the bank is an invaluable 

asset for the bank. It is because trust is seen as the 

foundation of relationships with customers. Trust 

is closely related to satisfaction with a product and 

service. The trust arises because of the satisfaction 

that is obtained as a result of perceived products 

and services. Research by (Bagoes and Rachmat, 

2019; Mauledy et al., 2022) found that trust is pos-

itively significant to satisfaction. In comparison, 

the research of Fasochah and Hartono (2013) and 

Mawey et al. (2018) found that trust is not signifi-

cant to satisfaction. 

H4 : trust positive significance to the satisfaction 

of Islamic bank customers. 

 

 The level of customer trust also influences 

customer loyalty. Therefore, from the level of trust 

obtained from excellent service, a high level of 

loyalty will be obtained. Loyalty plays an impor-

tant role in retaining customers in the long term. 

Research by Khotimah (2018), Aji et al. (2020), 

Hidayat et al. (2015), and Nurrachmi and Setiaw-

an (2020) found that trust is positively significant 

to loyalty. While research by Fasochah and Har-

tono (2013) and Sunaryo et al. (2020) found that 

trust is not significant to loyalty. 

H5 : trust positive significant to the loyalty of Is-

lamic bank customers. 
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Source: (Bagoes and Rachmat, 2019; Nurrachmi and Setiawan, 2020; Setiawan et al., 2019) 

 
Figure 1. Research Model 

 
 The satisfaction is a feeling created within 

the consumer or the customer because of the ful-

fillment of their expectations of a product or ser-

vice, which can be an assessment of the features 

of these products and services. This satisfaction is 

one of the supporting factors for creating customer 

loyalty. Research Chandra et al. (2019), Aulia and 

Hafasnuddin (2021), Bagoes and Rachmat (2019), 

Purnama et al. (2021), Setiawan et al. (2019), and 

Fasochah and Hartono (2013) found that the satis-

faction is positively significant to the loyalty. 

H6 : satisfaction positive significant to the loyalty 

of Islamic bank customers. 

 

METHOD 

 The population used in this research were 

all customers of Islamic Banks in Pekanbaru City. 

The number of research samples was determined 

from Roscoe's opinion (Sugiyono, 2017), where 

the total variables studied were 4, consisting of 1 

exogenous variable and 3 endogenous variables. 

The number of samples used was 4 x 30 = 120. 

Technically, the data was collected by distributing 

questionnaires to more than 120 respondents. The 

sample collection technique was done by acciden-

tal sampling. Namely, the researcher selected res-

pondents by visiting respondents in crowded plac-

es and then selecting prospective respondents met 

by chance. The process of distributing research 

questionnaires was carried out using the help of 

Google Forms. 

 The exogenous variable consists of religios-

ity (X), while the endogenous variables are Trust 

(Y1), Satisfaction (Y2), and Loyalty (Y3). Each 

research variable includes a description of rese-

arch indicators. This study used a 5-point Likert 

scale with the range from 1=strongly disagree to 

5=strongly agree. The research data analysis tech-

nique was done using path analysis with the help 

of the SEM-AMOS program, where the goodness 

of fit tests was carried out to test the feasibility of 

the research model.

 

 

 

 

Religiosity Satisfaction 

Loyalty 

Trust 
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Table 1. Operational Variable 

 

No Variable Indicator Scala 

1 Religiosity (X1) 1. Ideological Interval 

 Mauledy et al. (2022) 2. Ritualistic Interval 

  3. Experiential Interval 

  4. Intellectual Interval 

  5. Consequential Interval 

2 Trust (Y1) 1. Competence Interval 

 Mauledy et al. (2022) 2. Character Interval 

  3. Benevolence Interval 

  4. Consistency Interval 

  5. Openness Interval 

3 Customer Satisfaction (Y2) 1. Expectations Interval 

 Mauledy et al. (2022) 2. Performance Interval 

  3. Comparison Interval 

4 Customer Loyalty (Y3) 1. Repurchase Interval 

 Mauledy et al. (2022) 2. Recommendation Interval 

    3. Customer commitment Interval 

 

RESULTS 

Respondents Profile 

 Respondents in the study were all custom-

ers of Islamic Banks in Pekanbaru City. The char-

acteristics of the respondents were divided by gen-

der, age, occupation, and period of time being cus-

tomer of Sharia Bank. Table 2 showed that most 

of the research respondents were from Generation 

Z, aged 17-24, who had just completed the high 

school and are continuing their tertiary education. 

Most of the research respondents were known to 

pursue higher education while working. It can be 

seen from information that as many as 16% were 

unemployed students, and as many as 45% of res-

pondents were private employees. As many as 19 

% of respondents were self-employed (entrepre-

neurs). Table 2 also shows respondents who have 

become customers of Islamic Banks in the last 1-

3 years. Thus, this conditi-on showed that the most 

research respondents were new customers. 

 

Validity and Reliability Test 

 Validity and reliability tests were conducted  

to test the feasibility of the research questionnaire, 

which was distributed to the respondents. Ba-

sed on the results of convergent validity testing, it 

is known that the loading factor value generated 

by each research indicator is greater than 0.05. In 

addition, the results of the construct validity test 

also show a p-value of less than 0.001, so it can be 

said that the research indicators, which include the 

constructs of religiosity, trust, customer satisfac-

tion, and loyalty, are valid (Hair et al., 1998). Con-

firmatory analysis can measure the convergent va-

lidity of the loading factor, better known as the 

Average Variance Extract (AVE) of each research 

variable construct. AVE test results showed a 

value greater than 0.500 (Hair et al., 1998). The 

reliability testing results using Cronbach's alpha 

showed a value greater than 0.700 (Hair et al., 

1998). A construct reliability test was used to de-

termine the consistency and stability of each con-

struct variable research indicator. The results of 

the construct reliability test showed a value greater 

than 0.700 (Hair et al., 1998). Thus, all constructs 

of research indicators were declared reliable. 
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Table 2. Respondents Profile 

 

Demography Category Frequency (%) 

Gender Female 112 51.00 
 Male 108 49.00 

Total 220 100% 

Age Age 17-24  103 47.00 
 Age 25-32  95 43.00 
 Age 33-40  18 8.00 
 Age >40  4 2.00 

Total 220 100% 

Education Senior High School 147 67.00 
 Diploma 4 2.00 
 Bachelor 68 31.00 

Total 220 100% 

Job Student 35 16.00 
 Entrepreneur 42 19.00 
 Private Employees 99 45.00 
 PNS 20 9.00 
 Others 24 11.00 

Total 220 100% 

Intensity Using Islamic Banking <1 year 26 12.00 
 1-3 year 124 56.00 
 3-5 year 52 24.00 
 >5 year 18 8.00 

Total 220 100% 

Source: Processed Data (2022)

 

The Goodness of Fit Test 

 The goodness of Fit evaluation describes 

the suitability test performed on the model used in 

the study. This evaluation indicated a comparison 

between the model specified through the covari-

ance matrix with indicators or observation varia-

bles. If the resulting Goodness of Fit value is good, 

then the model can be accepted, whereas, for bad 

Goodness of Fit results, the model must be modi-

fied or rejected. The results of the goodness of fit 

analysis showed that most of the constructs used 

to form a research model (Full Model) in the SEM 

full model analysis process met the criteria set. 

The goodness of fit measurements that meet the fit 

criteria is TLI, CFI, IFI, and RMSEA. Whereas 

GFI, AGFI, and NFI met marginal criteria where 

the results obtained were close to 0.90. Thus, these 

criteria were acceptable. The chi-square criterion 

showed a high value of 643,105. The resulting pr-

obability value was 0,000 due to using a large eno-

ugh sample (more than 200 respondents), making 

it difficult to measure the probability (Hair et al., 

1998). Based on the goodness of fit test results, it 

can be concluded that the SEM model used in this 

study was suitable for further analysis. 

 

Hypothesis Testing 

 Hypothesis testing was used to determine 

the significance of the effect of exogenous varia-

bles on endogenous variables and whether the Re-

ligiosity variable affects the endogenous variable 

(Trust, Satisfaction, and Loyalty). 
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Table 3. Hypothesis Testing 

 

Exogenous Endogenous Standardized Coefficient Critical Ratio P-Value Conclusion 

Religiosity Trust 0.650 8.245 0.000 Sig 

Religiosity Satisfaction -0.194 -1.462 0.144 No Sig 

Religiosity Loyalty 0.541 2.993 0.003 Sig 

Trust Satisfaction 1.296 6.162 0.000 Sig 

Trust Loyalty 0.461 4.487 0.000 Sig 

Satisfaction Loyalty -0.063 -0.222 0.824 No Sig 

Source: AMOS (2022) 

 

 Based on Table 3, the result of the path anal-

ysis also showed that the beta coefficient value be-

tween religiosity and trust was 0.650. The result of 

the calculated t-test was 8.245 with a p-value of 

0.000 (p<0.05). It indicated that religiosity posi-

tively and significantly influenced trust. The result 

of the path analysis showed that the beta coeffi-

cient value for the relationship between religiosity 

and satisfaction was -0.194. The calculated t-test 

was -1.462 with a p-value of 0.144 (p<0.05). It in-

dicated that religiosity negatively and not signifi-

cantly influenced satisfaction. The result of path 

analysis showed that the beta coefficient value for 

the relationship between the religiosity and loyalty 

was 0.541. The result of the calculated t-test was 

2.993 with a p-value of 0.003 (p<0.05). It indicat-

ed that religiosity positively and significantly in-

fluenced loyalty. The result of the path analysis 

showed that the beta coefficient value for the rela-

tionship between trust and satisfaction was 1.296. 

The result of the calculated t-test was 6.162 with a 

p-value of 0.000 (p<0.05). It indicated that trust 

positively and significantly influenced satisfacti-

on. The result of the path analysis showed that the 

beta coefficient value for the relationship between 

trust and loyalty was 0.461. The result of the cal-

culated t-test was 4.487 with a p-value of 0.000 (p 

<0.05). It indicated that trust positively and signif-

icantly influenced loyalty. The result of the path 

analysis showed that the beta coefficient value for 

the relationship between satisfaction and loyalty 

was -0.063. The calculated t-test was -0.222 with 

a p-value of 0.824 (p<0.05). It indicated that satis-

faction negatively and not significantly influenced 

loyalty. 

 

DISCUSSION 

The Effect of Religiosity on Trust 

 Religiosity has a positive and significant ef-

fect on trust, so the higher the value of the religi-

osity of a Sharia bank, the more it will grow custo-

mer trust. Thus, it can be concluded that hypothe-

sis 1 in this study is accepted. According to Saeed 

et al. (2001), the research results are under the the-

ory that there are three characteristics of market-

ing ethics from an Islamic perspective. First, Isla-

mic marketing ethics is based on religious teach-

ings, leaving no room for ambiguous interpretati-

ons. It is evidenced by the excellent response from 

respondents who interpreted Sharia banking is un-

der Islamic religious teachings. Second, the main 

difference is the transcendental aspect of absolute-

ness and non-soft nature that in the findings in re-

search on high religiosity because of product of-

ferings that offer savings and financing but also 

ease of zakat transactions and other products of-

fered according to customer needs and also reli-

gious needs. Third, the Islamic approach that em-

phasizes optimizing value in the view of goodness 

in society rather than pursuing personal selfish-

ness by maximizing profits in this study also cor-

responds very well to avoiding usury according to 

customers' assessment of the religious aspects of 

Islamic Banks. The results align with research by 

(Aji et al., 2020; Nurrachmi and Setiawan, 2020). 

 

The Effect of Religiosity on Satisfaction 

 Religiosity has no significant effect on cus-

tomer satisfaction, so the higher the religious val-

ue of Islamic banks, the less impact on increasing 

the customer satisfaction. Thus, it can be conclud- 
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ed that hypothesis 2 in this study was rejected. The 

results of the study show that the majority of re-

spondents are the millennial generation. The sur-

vey shows that the millennial generation still has 

a low level of religiosity but a high level of con-

servatism, causing customers not to prioritize sat-

isfaction in conducting financial transactions in 

banking. High or low customer religiosity shows 

Islamic teachings' knowledge, belief, and experi-

ence prioritizing balance in obtaining happiness in 

this world and the hereafter. The research results 

align with the research by Mauledy et al. (2022) 

but differ from the research by Zainul et al. (2020), 

Mahfuz et al. (2020), Purnama et al. (2021), and 

Setiawan et al. (2019). 

 

The Effect of Religiosity on Loyalty 

 Loyalty is the key to retaining customers in 

the long term. Viewed from the relationship be-

tween religiosity and customer loyalty, it shows 

positive and significant research results. It means 

that the higher the value of the religiosity of Isla-

mic Banks, it will have an impact on increasing 

customer loyalty. Thus, it can be concluded that 

hypothesis 3 in this study is accepted. Following 

the results of the previous analysis, the high relig-

iosity of customers shows the high knowledge, be-

lief, and the experience of the Islamic teachings so 

that they can make the customers loyal to Islamic 

banks without having to feel satisfaction first. The 

results of this study are in line with research by 

Aulia and Hafasnuddin (2021), Nurrachmi and Se-

tiawan (2020), Munandar and Sari (2019), Purna-

ma et al. (2021), and Sunaryo et al. (2020) but dif-

ferent from research by Mauledy et al. (2022), Ba-

goes and Rachmat (2019), and Setiawan et al. 

(2019). 

 

The Effect of Trust on Satisfaction 

 The results of further research show that 

trust has a positive and significant effect on custo-

mer satisfaction. It shows that the higher customer 

trust in Islamic banks will increase customer satis-

faction. Thus, it can be concluded that hypothesis 

4 in this study is accepted. Building trust is not ea-

sy and does not take a short time. When customers 

have given high trust in Islamic Banks, banks need 

to maintain the trust that the customers have built. 

This condition can encourage customers to be mo-

re satisfied, thereby enabling customers to increa-

se the amount of savings or increase the intensity 

of transactions at Islamic Banks. The research re-

sults align with the research by Bagoes and Rach-

mat (2019) and Mauledy et al. (2022) but differ 

from the research by Fasochah and Hartono (2013) 

and Mawey et al. (2018). 

 

The Effect of Trust on Loyalty 

 Trust has a positive and significant effect on 

customer loyalty. It shows that the higher the cus-

tomer's trust in Islamic Banks, the higher the cus-

tomer loyalty. Thus, it can be concluded that the 

hypothesis 5 in this study is accepted. The trust 

shown by customers is the most basic capital for 

banks to develop. Trust is formed based on custo-

mers' experiences and actions, manifested through 

feelings of security and confidence in the bank, 

where customers entrust their funds to be deposit-

ed and a place for them to carry out financial trans-

actions. Furthermore, trust will have an impact on 

customers' decisions always to be loyal to Islamic 

Banks. The results align with research by Aji et al. 

(2020), Hidayat et al. (2015), Khotimah (2018), 

and Nurrachmi and Setiawan (2020) but differ fr-

om the research by Fasochah and Hartono (2013) 

and Sunaryo et al. (2020). 

 

The Effect of Satisfaction on Loyalty 

 Satisfaction has no significant effect on cus-

tomer loyalty. Therefore, the higher customer sat-

isfaction with Islamic Banks, the less impact on 

increasing customer loyalty. Thus, it can be con-

cluded that hypothesis 6 in this study is rejected. 

The results of the respondents' responses show 

that there is a probability that customers will tend 

to remain loyal to Islamic Banks as long as Islamic 

Banks carry out financial transaction activities ba-

sed on Islamic teachings. Thus, high satisfaction 

does not necessarily encourage customers to be lo-

yal and recommend Islamic Banks to others. The 

research differs from research by Aulia and Hafas-

nuddin (2021), Purnama et al. (2021), Bagoes and 

Rachmat (2019), Chandra et al. (2019), Fasochah 

and Hartono (2013), and Setiawan et al. (2019). 

 

IMPLICATIONS 

 Islamic banks have the potential to continue 

to grow. Banks should continue to uphold Islamic 

teachings in every development of banking prod-

ucts and services to increase the trust, satisfaction, 
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and loyalty of Islamic bank customers. In addition, 

banks need to retain customers who are already 

loyal to banks, considering that banking loyalty 

cannot be formed in a short time. Building long-

term relationships with customers requires cogni-

tive and emotional aspects that can provide quali-

ty. This research indicates that customer trust and 

loyalty can be formed if Islamic banks appropria-

tely apply the principles of religious teaching in 

accordance with Islamic Sharia. Islamic banking 

should play a bigger role in a stronger economic 

recovery. Thus, Indonesia has enormous potential 

to increase the Sharia financial inclusion index. 

Based on the result of this research, there are two 

improvements that can be made by Islamic bank-

ing. First, Islamic banks must ensure that the bank-

ing products and services offered follow the Is-

lamic Sharia principles and do not violate religio-

us norms. Second, Islamic banks must upgrade fi-

nancial technology, such as mobile banking, to fa-

cilitate customers who will conduct financial tran-

sactions everywhere and every time without visit-

ing the bank. The research model also can be used 

for the further research by adding variables or rela-

tionships between variables that have not been in-

cluded in this research. 

 

RECOMMENDATIONS 

 The limitations of this research are the ob-

ject of this research still focused on Islamic banks 

in Pekanbaru City, so it has not described the over-

all conditions of Islamic banks in Indonesia. Each 

type of the Islamic bank has its characteristics that 

customers consider, so these conditions may gene-

rate different results. In this research, the research-

er only uses religiosity to be known about the im-

pact on trust, satisfaction, and loyalty of Islamic 

bank customers. For future research, it is possible 

to develop a specific model with other factors that 

can impact trust, satisfaction, and loyalty, such as 

word of mouth, spiritual quotient, and customer 

value, to obtain even better results. 

 

CONCLUSIONS 

  The study results show that religiosity has 

a significant effect on customer trust and loyalty 

but is not significant on the customer satisfaction. 

Trust has a significant effect on customer satisfac-

tion and loyalty, but satisfaction has no significant 

effect on the customer loyalty. Sharia banking is a 

financial institution that, in carrying out company 

operations, is based on Islamic teachings. The pre-

sence of Islamic Banks encourages people, especi-

ally Muslims, to become bank customers’ consid-

ering that the products and services offered are ba-

sed on Islamic teachings. The higher the religiosi-

ty of customers will encourage customers not to 

prioritize satisfaction that is more material in na-

ture but to prioritize balance in obtaining happi-

ness. Thus, the higher the religiosity of customers, 

the higher the trust and loyalty of the Islamic Bank 

customers. Customer loyalty is very important for 

Sharia banking because the higher the customer 

loyalty, the banking can maintain business conti-

nuity. Retaining the loyal customers should take 

greater priority than trying to acquire an asset. 
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