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Abstract 

Islamic banks are financial institutions that operate according to Sharia principles. In 2021, the 

Indonesian government consolidated several Islamic banks into Bank Syariah Indonesia (BSI) to 

strengthen the Islamic finance sector. However, the growth of Islamic banks remains relatively 

modest compared to conventional banks. Brand image and service quality are critical factors 

influencing customers’ choice of BSI, with religiosity also playing a significant role in shaping 

the demand for Sharia-compliant services. This study aims to evaluate the impact of brand image 

and service quality on the decision to choose BSI, considering religiosity as a moderating 

variable. The study was conducted with 105 BSI customers in South Kalimantan, selected 

through purposive sampling. Thirteen indicators were used, including three for brand image, five 

for service quality, two for religiosity, and three for choice decision. Data was collected via 

questionnaires distributed to BSI customers, and analysis was performed using SEM-PLS to 

assess both the measurement and structural models. The results revealed that brand image and 

service quality significantly influence the decision to choose BSI. Religiosity was found to 

moderate the impact of brand image on choice decisions but did not have a moderating effect on 

service quality. These findings suggest that BSI should focus on enhancing its brand image and 

improving service quality to attract a broader clientele and reinforce its position as a preferred 

institution for financial transactions. 
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1. Introduction 

The banking sector serves as a critical pillar of economic stability, offering fundamental financial 

services such as lending, remittances, payments, and investments, which collectively sustain 

economic activities (Shayestehfar & Yazdani, 2019). In Indonesia, the sector has experienced 

significant expansion, notably with the growth of Islamic banking, which adheres to sharia 

principles prohibiting riba (usury), gharar (uncertainty), and maysir (speculation) (Al-Jazzazi & 

Sultan, 2014; Saraswati, 2021; Surjaatmadja & Kusniawati, 2023; Wati et al., 2024; Wildan Faiz 

& Firmansyah, 2024). Since the establishment of Bank Muamalat Indonesia in 1991, the 
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country’s first sharia-compliant institution, Islamic banks have rapidly grown to meet the 

demand for financial services that align with Islamic ethical standards (Masruron & Safitri, 

2021). 

As competition intensifies, both conventional and Islamic banks are increasingly focused on 

attracting customers by tailoring services to diverse client needs. Islamic banks, in particular, 

emphasize profit-sharing and transparency in alignment with Islamic law. Globally, the Islamic 

banking sector is growing at a rate of 1.5%, reflecting an increased acceptance of sharia-

compliant financial services (Ahmed et al., 2022). In Indonesia, the consolidation of multiple 

Islamic banks to form Bank Syariah Indonesia (BSI) in 2021 marked a strategic effort to enhance 

sector growth and extend its reach. Despite currently holding a modest 7.09% of the national 

market share, Islamic banks in Indonesia are poised for growth, backed by a predominantly 

Muslim population exceeding 237 million people (Abror et al., 2022). 

Customer bank selection is driven by various factors, including individual needs, past 

experiences, and personal preferences (Schiffman & Kanuk, 2008). Key indicators of purchasing 

decisions—such as product consistency, loyalty, and willingness to recommend—are critical in 

the context of Islamic banking as well (Kotler & Armstrong, 2018). Banks aiming for long-term 

customer loyalty must consistently meet expectations by offering high-quality service, fostering 

a positive brand image, and building a strong reputation that inspires trust and cultivates 

enduring customer relationships. 

Service quality plays a critical role in the success of Islamic banking, significantly impacting 

customer satisfaction and loyalty (Surjaatmadja & Kusniawati, 2023). It is defined by the extent 

and direction of the gap between customer perceptions and service expectations (Newman, 

2001). In the context of Islamic banking, service quality reflects how well the bank's offerings 

align with or surpass client expectations. High-quality service is essential for enhancing banking 

performance (Hunjra et al., 2011), as it directly influences customer preferences and purchase 

decisions (Azshalya et al., 2022; De et al., 2020). Key dimensions of service quality, such as 

reliability, responsiveness, assurance, empathy, and tangible elements, collectively contribute to 

a superior customer experience in Islamic banking (Setiono & Hidayat, 2022). 

Brand image plays a pivotal role in customers’ selection of a Sharia bank, as it reflects their 

perceptions and overall impressions of the institution (Fadli et al., 2023). It represents the 

symbolic meaning and value clients associate with the products and services offered by the bank 

(Manik, 2019), and is thus inseparable from the identity of the brand itself (Dong, 2016). By 

cultivating a strong and positive brand image, Sharia banks can effectively differentiate 

themselves from conventional banks, fostering public trust and attracting consumers to Sharia-

compliant financial services. Key components of brand image include corporate reputation, 

customer-oriented focus, and product quality (Wijaya, 2008). 

Religiosity, which includes religious beliefs, adherence, and practices, significantly influences 

perceptions of value, brand image, and service quality. In the context of Islamic banking, 

religious conviction often motivates customers to choose services that comply with sharia 

principles (Wati et al., 2024). Individuals with higher levels of religiosity tend to assess the 
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alignment of products and services with Islamic guidelines, which directly shapes their banking 

preferences (Gursoy et al., 2017). Religion also exerts a broad impact on consumer attitudes and 

behaviors, though this effect varies based on the depth of an individual's religious commitment 

(Essoo & Dibb, 2004; de Run et al., 2010). Highly religious individuals are generally more 

inclined to make consumption choices that reflect their religious obligations (Mukhtar & Butt, 

2012). Religiosity is multidimensional, comprising both intrinsic (internalized belief) and 

extrinsic (outward expression) components (Vitell et al., 2009). 

While existing studies underscore the importance of service quality, brand image, and religiosity 

in customer decision-making, there remain considerable gaps in understanding how these factors 

interact in different demographic and cultural contexts, particularly in emerging markets where 

Islamic banking is still developing. For example, service quality has been shown to significantly 

influence students' decisions to select Islamic banks, emphasizing its critical role in driving 

satisfaction and loyalty (Azshalya et al., 2022; Alnaser et al., 2018). Religiosity, meanwhile, has 

been found to enhance the relationship between service quality and clients' intention to save, 

with highly religious customers displaying increased sensitivity to service quality (Maraliza, 

2024). Juliana et al. (2023) further suggest that religiosity may even surpass service quality in 

cultivating loyalty, as faith-based motivations often influence customer preferences in Islamic 

banking. Brand image, on the other hand, is often conceptualized as an independent factor 

affecting loyalty, rather than a moderating variable. When combined, high standards of service 

quality, competitive economic benefits, and a positive brand image constitute the foundation for 

customer loyalty and satisfaction, which are essential for the strategic positioning of Islamic 

banks (Manik, 2019). 

Nonetheless, significant research gaps persist in examining the combined effects of these 

variables and their unique interactions across diverse customer segments in competitive and 

culturally varied markets. Although service quality and religiosity are frequently studied 

independently, understanding their potential synergistic effects on loyalty—and the trade-offs 

that might exist between them—warrants further investigation. Moreover, the specific role of 

brand image as an independent contributor to customer loyalty, particularly when compared with 

service quality and religiosity, requires a deeper exploration to clarify its influence within 

Islamic banking. Addressing these research gaps is essential for building a comprehensive 

understanding of customer decision-making dynamics within the Islamic banking sector, 

particularly as it expands in culturally diverse and competitive markets. 

The objective of this study is to deepen the understanding of the roles of brand image and service 

quality in influencing customer decisions to select Bank Syariah Indonesia (BSI) in South 

Kalimantan, with religiosity examined as a moderating variable. This research aims to provide 

insights that will assist BSI in developing more effective, consumer-oriented marketing strategies 

that are closely aligned with the needs and preferences of its target market. This research 

evaluates the subsequent hypotheses: 

H1: Brand image significantly influences the choosing decision BSI 

H2: Service quality significantly influences the choosing decision BSI 

H3: Religiosity influences brand image in the choosing decision BSI 
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H4: Religiosity influences service quality in the choosing decision BSI 

A conceptual framework is described below. 

 
Figure 1. Conceptual framework 

 

2. Method 

This quantitative research employs a survey method targeting Bank Syariah Indonesia (BSI) 

customers in South Kalimantan as respondents. The study examines three main variables: the 

dependent variable, namely the decision to choose (CD); the independent variables, brand image 

(BI) and service quality (SQ); and the moderating variable, religiosity (R). Each variable is 

operationalized through specific indicators derived from its respective dimensions. In total, the 

study includes thirteen indicators: three for brand image, five for service quality, two for 

religiosity, and three for the decision to choose. These indicators form the basis for 28 structured 

statements designed for respondent evaluation. 

 

Given Indonesia's significant and expanding population, the sample size for this study was 

determined according to the guidelines by Hair et al. (2010), recommending a respondent count 

of five to ten times the number of indicators. Consequently, a minimum of 65 respondents was 

deemed necessary. Respondents were selected through purposive sampling, focusing on BSI 

customers with at least one year of banking experience and a minimum of ten transactions. 

Data were collected using a questionnaire, where respondents rated their agreement with 

statements on a 5-point Likert scale, from 1 (strongly disagree) to 5 (strongly agree). The 

analysis utilized SEM-PLS version 4.1.0.3, employing the bootstrapping method. Both 

measurement and structural models were evaluated. 

The measurement model assessed validity with an outer loading threshold above 0.6 (Hair et al., 

2010). Reliability was measured using Cronbach's Alpha and composite reliability, with 

acceptable values exceeding 0.70, while discriminant validity was supported by an AVE value 
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above 0.50 (Sarstedt et al., 2017). In the structural model, R-square values were interpreted as 

strong, moderate, or weak at thresholds of 0.75, 0.50, and 0.25, respectively (Sarstedt et al., 

2017), and F-square values were categorized as weak, medium, or large at 0.02, 0.15, and 0.35, 

respectively (Kwong & Wong, 2013). The direct and indirect effects were tested using 

bootstrapping, with mediation indicated when the T statistic exceeded the critical value from the 

T table and the P-value was below 0.05 (Ghozali & Latan, 2015). 

3. Results 

The research instrument was distributed to BSI customers through Google Forms, which was 

shared when customers made transactions at BSI and through WhatsApp groups after being 

informed of the respondent criteria. Google Form was open for 2 weeks and managed to collect 

105 respondents. The characteristics of the respondents consisted of 105 BSI customers 

domiciled in South Kalimantan. The following is a complete profile of the respondents in this 

study. 

Table 1. Complete profile of respondents 

Number Characteristics Classification 
Number of 

people 
Percentage 

1 Sex Female 46 43,81 

  

Male 59 56,19 

2 Age < 20 years 1 0,95 

  

20 - 30 years 14 13,33 

  

31 - 40 years 32 30,48 

  

41 - 50 years 37 35,24 

  

> 50 years 21 20,00 

3 Last education Senior High School 26 24,76 

  

Bachelor 24 22,86 

  

Master 49 46,67 

  

Doctorate 6 5,71 

4 Job Government employees 29 27,62 

  

Self-employed 6 5,71 

  

Private employees 23 21,90 

  

BUMN/BUMD 1 0,95 

  

Others 46 43,81 

5 Religion Moslem 99 94,29 

  Others 6 5,71 

Based on the data presented in Table 1, the participants of this study were dominated by men at 

56.19%. The most extensive age range was 41-50 years, 35.24%. As many as 46.67% had a 

master's degree, 43.81% worked in other fields, and 94.29% were Muslim. 

Model measurement begins with validity and reliability tests. Figure 2 shows the initial model of 

SmartPLS processing results, wherein the service quality variable is one statement (sixth). In the 
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religiosity variable, two statements (tenth and eleventh) have outer loading values of less than 

0.6 and are discarded. Furthermore, the outer loading value is recalculated, and it turns out that 

there are still some that are less than 0.6, namely the seventh statement of the service quality 

variable and the sixth statement of the religiosity variable, so that the total valid statements 

become 23. Although some invalid statements are removed, the indicators of each variable are 

still represented by other valid statements. The analysis continues to the structural test with a 

model that meets the validity and reliability tests. 

 

Figure 2. Initial model from Smartpls processing results 

Figure 3 shows the final model with all factor loadings above 0.6, which will be used for the 

hypothesis analysis. 

 

Figure 3. Final Smartpls model with factor loading more than 0.6. 
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The results in Table 2 show that each variable's AVE value meets the requirements (>0.5), while 

Cronbach's Alpha and composite reliability values are >0.7. Thus, the data has met the reliability 

test criteria. 

Table 2. Outer model evaluation test results 

Variable Cronbach's Alpha Composite Reliability 
Average Variance 

Extracted (AVE) 

BI 0,840 0,865 0,606 

SQ 0,853 0,864 0,576 

R 0,951 0,956 0,746 

CD 0,847 0,852 0,688 

The model has met the validity and reliability tests, so it is continued to the structural test. The 

structural test begins with the inner model test to identify the relationship between exogenous 

and endogenous variables and to test the research hypothesis. The RSquare results presented in 

Table 3 show a value of 0.626 and R Square adjusted 0.607, which means that all exogenous 

constructs (BI, SQ, and R) simultaneously influence the CD by 60.7%. In comparison, 39.3% is 

influenced by other variables outside the model, with a moderate category influence. 

Table 3. R- Square results of the inner model test 

 Variable R Square R Square Adjusted 

CD 0,626 0,607 

Effect Size or f-square is used to see the influence between variables. Based on Table 4, brand 

image has the most significant influence among other variables. Service quality, religiosity, and 

moderation of religiosity in the relationship between brand image and the choosing decision have 

an influence but are small. Moderation of religiosity in the relationship between service quality 

and the choosing decision has no influence. For more details, see Table 4. 

Table 4. Results of Square Test 

Variable  F Square Category  

BI 0.166 Moderate 

SQ 0.059 Weak 

R 0.087 Weak 

RxSQ 0.009 ignored 

RxBI 0.083 Weak  

Next, a t-test analysis is conducted to answer the hypothesis that has been made. The results of 

the hypothesis test are shown in Table 5. 
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Table 5. Hypothesis test results 

Variabel 
T Statistics 

(|O/STDEV|) 
P Values 

Category 

BI -> CD  4.433 0.000 Significant  

SQ -> CD  2.688 0.007 Significant  

R  -> CD 2.429 0.015 Significant  

Moderating R x BI-> CD  2.185 0.029 Significant  

Moderating R x SQ ->CD  0.573 0.567 Not significant 

Based on Table 5, all variables, namely brand image, service quality, and religiosity, are 

significant to the choosing decision. Religiosity is significant as a moderating variable of brand 

image in the choosing decision. However, religiosity is not significant as a moderating variable 

of service quality in the decision to choose. 

4. Discussion 

The results presented in Table 1 indicate that the majority of BSI customers are within the 41–50 

age range. According to the National Statistics of Indonesia (2023), the largest age demographics 

are 20–29 years (16.10%) and 30–39 years (15.61%). This suggests that BSI could benefit from 

strategies aimed at attracting younger customers. Expanding customer interest among younger 

age groups is critical for fostering long-term growth, diversifying the customer portfolio, and 

enabling BSI to offer products that meet the needs of this demographic. Additionally, a broader 

age range in the customer base can enhance BSI’s reputation and brand appeal, while also 

allowing the bank to cultivate loyalty among younger customers. Although BSI’s primary 

clientele is Muslim, there is a potential to penetrate the non-Muslim market, as non-Muslims 

comprise approximately 13.1% of Indonesia’s population. BSI’s offerings are structured to 

provide flexible financial solutions, including investment, loans, and savings options, which are 

competitive and advantageous for a diverse customer base. 

H1: Brand Image Significantly Influences the Decision to Choose BSI 

The results in Tables 4 and 5 reveal that brand image significantly impacts the decision to select 

BSI, with a moderate effect. Consistent with findings by Ab Hamid et al. (2023) and Suparno et 

al. (2023), brand image affects the choice of Islamic banks, as it is linked to the bank’s reputation 

and its commitment to sharia principles. Brand image represents a crucial intangible asset for the 

bank (Yeo & Youssef, 2010). It emerges from continuous customer interactions with the bank, 

leading to enhanced knowledge, trust, and experiences that help distinguish BSI from other 

banks (Darmawan, 2018). 

H2: Service Quality Significantly Influences the Decision to Choose BSI 

Although Table 4 indicates a smaller effect of service quality, Table 5 shows that aspects of 

service quality—such as reliability, responsiveness, assurance, empathy, and tangible factors—

significantly influence the decision to choose BSI. Customers are drawn to banks that offer 

prompt, accurate, and friendly service (Pabbajah et al., 2019; Romdhonia et al., 2024). This 
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aligns with Kontot et al. (2016), who found that high-quality service, encompassing 

responsiveness, efficiency, and customer satisfaction, shapes customer preferences toward banks 

with superior service standards. Service quality directly influences customer interest in engaging 

with Islamic banks, and employees who address customer concerns with speed and precision 

create a positive impression that attracts customers (Azshalya et al., 2022). Thus, continual 

improvements in service quality are essential. 

H3: Religiosity Moderates the Impact of Brand Image on the Decision to Choose BSI 

As demonstrated in Tables 4 and 5, religiosity serves as a moderating variable for brand image in 

the decision to select BSI. This implies that religiosity amplifies the effect of brand image on 

customer choice. Given BSI’s sharia-compliant brand, customers with higher levels of religiosity 

are more inclined to choose BSI as it aligns with their religious values. To attract consumers with 

strong religious beliefs, BSI should incorporate religious values into its marketing strategy. The 

bank should also ensure that its brand image aligns with, or at least does not conflict with, 

Islamic values, as these are central to the preferences of its consumer base (Wardi et al., 2022). 

H4: Religiosity Does Not Moderate the Effect of Service Quality on the Decision to Choose 

BSI 

Tables 4 and 5 reveal that religiosity does not moderate the effect of service quality on the 

decision to choose BSI. This finding diverges from Maraliza (2024), who reported that service 

quality influences customer interest in saving at Islamic banks, with religiosity acting as a 

moderating factor that positively affects this interest. In contrast, this study suggests that BSI 

customers prioritize service quality over religiosity in their decision to select the bank. 

5. Conclusion and limitations 

BSI must enhance its brand image and service quality to solidify its position as a preferred bank 

for public financial transactions. This study's findings indicate that both brand image and service 

quality significantly impact customers’ decisions to choose BSI. A positive brand image boosts 

prospective customers' interest and confidence in selecting the bank, while high-quality 

service—characterized by employee friendliness, speed, and accuracy in resolving customer 

issues—plays a crucial role in their decision-making process. Additionally, a strong brand image 

associated with religiosity aids BSI in attracting individuals seeking sharia-compliant financial 

services. Although religiosity does not moderate the relationship between service quality and 

selection, service quality itself remains the primary determinant for prospective customers over 

religious affiliation when choosing BSI. Consequently, BSI should focus on strengthening its 

brand image and delivering optimal service quality to attract and retain customers as their 

preferred choice for financial transactions. 

This study considers only two variables—brand image and service quality—as factors 

influencing the decision to choose BSI, while other variables likely play a role. The findings 

reveal that 39.3% of influencing factors fall outside the current model. Future research could 

explore additional variables, such as brand equity, perceived value, and trust, which may further 

impact customers’ choices. Moreover, as this study primarily surveyed customers residing in 
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Banjarmasin and Banjarbaru, extending the geographic scope of future research could provide 

more comprehensive insights. 
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