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Abstract

Purpose of the study: The purpose of this paper is to examine the determinant factors that influence consumer
switching intentions from conventional banks to Islamic banks in Central Java, Indonesia.

Methodology: This study is quantitative research in which data is collected by using a survey with the questionnaire.
Data was collected by distributing questionnaires to 480 Muslim respondents who were still registered as customers at
three conventional government banks in Indonesia using purposive sampling techniques and analyzed with SEM-AMOS
v24.

Main Findings: The result showed that all out of the hypotheses tested, there is only one hypothesis that was rejected, is
the fourth hypothesis. This research reveals that consumer trust in Islamic banks, consumer awareness and religiosity
had a positive and significant effect on attitude toward Islamic banks. Furthermore, consumer awareness and religiosity
are also able to predict consumer switching intentions at Islamic banks but consumer trust toward Islamic banks has
insignificant consumer switching intentions at Islamic banks.

Applications of this study: Based on the results of the study, conventional bank consumers' intentions to switch to
Islamic banks are influenced by consumer awareness, level of religiosity, and consumer attitudes toward Islamic banks.
Furthermore, this is becoming a very important concern for Islamic banks to pay more attention to the antecedents used
in this study. Trust is an important predictor for companies in increasing intentions, in this study then it has not been
proven to influence consumer intentions to move to Islamic banks. Trust will be able to increase intention if consumers
have a good attitude towards Islamic banks.

Novelty/Originality of this study: This study linked the variables of consumer awareness, religiosity, consumer trust,
attitudes toward Islamic banks and consumer switching intentions on Islamic banks within a conceptual framework.

Keywords: Islamic Bank, Consumer Awareness, Consumer Trust, Religiosity, Attitudes toward Islamic Bank, Consumer
Switching Intention.

INTRODUCTION

The increasing competition between the conventional banking industry and Islamic banking, targeting the same customer
segment both Muslim and non-Muslim. Islamic banks and conventional banks are truly significant difference, the
conventional banks apply the interest system while Islamic banks assume that interest is riba and is prohibited in Islam
(Sayani & Miniaoui, 2013). Riba is income from customer loans received in advance or referred to as interest in
conventional bank terms (Belwal & Al Magbali, 2018). Islamic banks forbid the practice of riba and do not provide
savings or loan interest to customers because all transactions are carried out based on the distribution of profits and
losses between the bank and the customer. Islamic Banking serves not only Muslim customers but also serves non-
Muslim customers (Saleh et al., 2017). This encourages Islamic banks to find the right marketing strategy (Tabrani et al.
2018). One of the strategies undertaken by several financial institutions is to build long-term relationships with
customers so that they remain loyal and do not move to other banks (Clemes et al., 2010).

The relationship between the customer and the bank is limited on the transactional side and has been an interesting issue
for many years to be further investigated. It is not only in the service sector that is the main source in establishing good
relationships with customers, but consumer confidence in the business systems they do (Igbal et al., 2018). Islamic banks
operate based on non-interest based Islamic sharia in every financial transaction activity. Therefore, Muslim consumers
have a tendency to choose Islamic banks because they are based on the religion they profess (Rashid et al., 2009).

Islamic Bank has grown significantly over three decades, especially in Asia, as an alternative to conventional banks
(Igbal et al., 2018). Although the development of Islamic banks is considered less popular and experienced compared to
conventional banks (Souiden & Rani, 2015), Islamic banking is a dynamic financial industry especially in most countries
with a majority Muslim population (Suhartanto, 2019) including in Indonesia. Customers will definitely consider factors
as their determinant in choosing a bank. Based on this study, it is very possible that conventional bank customers also
have a strong desire to move to Islamic banks.

Several previous studies have shown that consumers have the intention to move from conventional banks to Islam which
is influenced by religiosity (Saleh et al., 2017; Islam & Rahman, 2017; Suhartanto, 2019) but not all research results
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state that religion is the only factor that influences how many customers choose their financial institutions (Butt et al.,
2018). Based on this gap, the purpose of this study is to examine how the concept of religiosity can influence the
intention to switch from conventional banks to Islamic banks.

LITERATURE REVIEW
The intention of Switching Islamic Bank

Islamic banks are defined as "A system of banking or banking activities that is consistent with the principles of the
Shari'ah (Islamic rulings) and its practical application through the development of Islamic economics” (Belwal & Al
Magbali, 2018). Islamic banks are not using the interest system on each transaction but with the term profit sharing.
Therefore, Muslim consumers in choosing financial institutions are certainly based on the principles set out in Islam,
although there are still many Muslim consumers who use conventional banks as financial transactions (Sayani, 2015;
Mbawuni & Nimako, 2018).

Consumer switching behavior in the service marketing literature means that the customer ignores the services provided
by one business provider and moves to another service, and this is a very important topic for further research (Kaur et
al., 2012). The consumer switching behavior model was first introduced by (Keaveney, 1995) which suggests there are
eight key factors in switching, namely price, inconvenience, core service failures, service meeting failures, employee
responses to service failures, competition issues, ethical issues, and unintentional factors. One of the causes of the
movement of consumers is because they are not satisfied with the services provided by service providers (Clemes et al.
2010; Kaur et al., 2012).

Few previous studies on switching intention in the banking sector prove that there are still antecedents that have not been
well studied because they only limit the various relational factors (Chen & Wang, 2009; Clemes et al., 2010; Kaur et al.,
2012). Choi, et al. (2013) in their research stated that there is a role of religiosity towards consumer switching intention
because religious differences have behavioral impacts for followers. Therefore, this study explores the antecedents that
contribute to the switching intention of Muslim consumers who use conventional banking services to Islamic banking in
Indonesia.

Consumer Trust

Trust is a fundamental construct that is universally accepted by consumers in every transaction and has a dynamic nature
(Butt & Aftab, 2013; Lu et al., 2016). In the banking business, trust has to do with risk vulnerability, the dependence
between customers and service providers and involves the confidence of customers and banks about future behavior
(Ennew & Sekhon, 2007). Consumer trust is formed from consumers' experience of perceived services based on bank
security and ability and is committed to banks with rules and regulations (Jarvinen, 2014). In the perspective of Islamic
banks, trust is a symbol of compliance and confidence in Islamic principles that Islamic banks have conducted their
business in accordance with Islamic principles (Amin et al., 2013; Sumaedi et al., 2015).

Consumers think that there are still many Islamic banks that are not in accordance with sharia and are the same as
conventional banks. To be able to increase consumer confidence, Islamic banks must be able to apply Islamic principles
in their business activities and Islamic banks must be in accordance with the reputation of their Islamic compliance
(Kaakeh et al., 2019). Ethics and obedience are the main foundations that can shape consumer trust because trust in
Islam is a personality trait that must be possessed by Muslims (Nora, 2019). Trust is reflected in the activities of Islamic
banks which prohibit the practice of usury in all of their business activities, this is what can build the perspective of trust
and attitudes of Muslim consumers in sharia banking practices (Sumaedi et al., 2015).

The level of consumer confidence will increase if consumers trust service providers and if trust decreases, consumers
will have the intention to switch to other service providers (Tabrani et al., 2018). Arshad, et al. (2016) found that Muslim
consumers have a tendency to switch to Islamic banks because of their belief in sharia principles. Therefore, the
hypotheses tested are:

H1: Consumer trust has a significant effect on consumer attitude toward Islamic Bank.
H2: Consumer trust has a significant effect on consumer switching intention to the Islamic Bank.
Consumer Awareness

Consumer awareness is a concept of perception, one's ability to be able to understand, feel and be aware of an event and
object (Aziz & Chok, 2013). Consumer awareness has an important role in determining consumer intentions to choose
an object (Aziz & Chok, 2013) such as consumer awareness to eat and drink halal (Ambali & Bakar, 2014), choose
Islamic banks (Islam & Rahman, 2017; Belwal & Al Magbali, 2018). Lack of awareness is an important factor for
consumers in influencing choices on Islamic banks (Awan & Khuram, 2011). Consumer perceptions of awareness and
understanding of the characteristics, offerings, and benefits typical of Islamic banks, therefore, it is important to serve
their interests (Ringim, 2014; Belwal & Al Magbali, 2018).
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In spite of the fact that consumers' intention towards sharia banking in the world has increased, consumer awareness still
has a lack of awareness of sharia banking products (Sayani & Miniaoui, 2013). Lack of consumer awareness of Islamic
bank products is their main key to the belief that Islamic banks are not in accordance with Islamic principles (Nora
2019). Therefore, increasing consumer awareness of Islamic bank products can increase understanding of Islamic bank
products in accordance with Islamic principles (Kaakeh et al., 2019). Consumer awareness can have a positive influence
on consumer attitudes in Islamic banks (Kaakeh et al., 2019) and also in intention to switch to Islamic banks (Saeed &
Binti Abdul Ghani Azmi, 2019). Therefore, the hypotheses tested in this study are:

H3: Consumer awareness has a significant effect on consumer attitude toward Islamic Bank.
H4: Consumer awareness has a significant effect on consumer switching intention to the Islamic Bank.
Religiosity

The concept of religiosity is a construct that challenges researchers in the field of social science and marketing (Souiden
& Rani, 2015) and is one of the main constructs in measuring religion (Abou-Youssef et al., 2015). Religion is a role
model for individuals in close relations with God and closeness with other individuals through beliefs, symbols, and
structured rituals (Souiden & Rani, 2015). Religion shows its followers in the form of a series of beliefs, impressions,
and values in interacting with certain communities (Mathras et al., 2016). Religiosity is defined as a person's level of
trust and obedience to God accompanied by a commitment to follow the principles adopted through religious practices in
everyday life (Mansour & Diab, 2016; Bakar et al., 2017; Nurhayati & Hendar, 2019). In other words, religiosity is an
indication of someone to choose and consume a product that is in accordance with the principles of their religion
(Mathras et al., 2016; Suhartanto et al., 2019).

In Islam, the level of religiosity, in general, can be assessed with the frequency of someone to pray and worship in
accordance with the principles of the teachings of Islam (Nurhayati & Hendar, 2019). In previous literature (Abou-
Youssef et al., 2015), found significant differences in the level of one's religiosity among Muslims. Some Muslims fully
adhere to Islam while others do not. This shows that there is a varying level of individual commitment to Islam that
reflects the level of religiosity between a Muslim and others that can be different which results in their behavior.

Previous researchers (Choi et al., 2013) suggested that religious consumers can exhibit different switching behaviors
depending on their level of religiosity. Several previous studies have proven that religiosity has a linear and significant
relationship to consumer attitudes on Islamic banks (Abou-Youssef et al., 2015), consumer attitudes on Muslim fashion
trends_(Riptiono, 2019). The other literature also proves that there is a positive relationship between religiosity of
consumer intentions on Islamic products such as halal banking products (Butt & Aftab, 2013), halal products (Nurhayati
& Hendar, 2019), consumer choice toward Islamic banks (Belwal & Al Magbali, 2018). Therefore, the hypotheses tested
are:

H5: Religiosity has a significant effect on consumer attitude toward Islamic bank.
H6: Religiosity has a significant effect on consumer switching intention to an Islamic bank.
Attitude toward Islamic Bank

Attitude is a psychological condition of consumers to evaluate feelings when following certain behaviors (Gopi &
Ramayah, 2007; Kaakeh et al., 2019). Attitudes are formed from beliefs that can affect overall consumer intentions
(Ajzen, 1991). Behavior intention can reflect two things, namely the intention to behave positively or negatively towards
an object (Abou-youssef et al., 2015). The object is a term that has a very broad scope (i.e. products, services, people,
financial institutions and brands). The object referred to in this study is the Islamic bank.

Previous empirical research conducted by Kaakeh et al. (2019), concerning Islamic banking, succeeded in proving a
strong relationship between the intentions and attitudes of customers and how attitudes can influence intentions. Butt &
Aftab (2013) explained that consumer attitudes towards Islamic banking capture about consumers' perceptions of Islamic
banks because Muslim and Non-Muslim consumers have significant perceptual differences towards Islamic banks
(Mbawuni & Nimako, 2018). Muslim consumer attitudes towards an object act as internal predictors that can influence
certain intentions and behaviors (Souiden & Rani, 2015; Riptiono, 2019), including the intention to switch consumers in
choosing a suitable bank (Farah, 2017).

Specifically, consumer switching behavior occurs if consumers' attitudes are negative towards a service provider.
Consumers evaluate based on their beliefs that can determine their attitudes and influence the intention to switch
(Nimako et al., 2014; Farah, 2017). For this reason, the hypothesis proposed in this study is:

H7: Consumer attitude toward Islamic banks has a significant effect on consumer switching intention to an Islamic bank.
METHODOLOGY

The purpose of this study is to provide further explanation and explore how the antecedents used in this empirical model
can influence customer switching intention in Islamic banks. The method used in this study is quantitative research in
which data is collected by using a survey with the questionnaire. The location of the study was conducted in central java,
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Indonesia. The populations used in this study are customers of conventional banks managed by the government
(BUMN), namely Bank Rakyat Indonesia (BRI), Bank Nasional Indonesia (BNI), and Bank Mandiri. Samples were
taken by using purposive sampling technique by visiting the bank directly and giving questionnaires directly to
customers who were met by 480 respondents.

Consumer Trust

Attitude
toward Islamic
bank

Consumer
Switching
Intention

Consumer
Awareness

Religiosity

Figure 1: Empirical Model Framework

The sample used in this study refers to Hair et al. (2011) which states that the sample size must be 15-20 observations
per variable studied multiplied by the total items in the questionnaire. The items measured are adopted from previous
research measurements. The consumer switching intention variable is measured using 3 indicators adopted from (Choi et
al., 2013; Saeed & Binti Abdul Ghani Azmi, 2019). The attitude variable toward Islamic banks was measured using 4
indicators adopted from (Lada et al., 2009; Butt & Aftab, 2013). Consumer trust variables are measured using 4
indicators adopted from (Amin et al., 2013; Sumaedi et al., 2015; Tabrani et al., 2018). Consumer awareness variables
are measured using 6 indicators adopted from (Islam & Rahman, 2017). Islamic religiosity variables in this study were
measured using 5 indicators adapted from (EI-Menouar, 2014). The number of samples used in this study was 20 x 22 =
440 respondents. All variables were measured using a seven-point Likert scale ranging from (strongly disagree = score
1) to (strongly agree = score 7).

RESULTS/FINDINGS

Descriptive Analysis of Respondent

Data was collected by distributing questionnaires to 480 respondents distributed at three government conventional banks
(BUMN). The three banks BUMN are Bank Rakyat Indonesia (BRI), Bank Nasional Indonesia (BNI), and Bank
Mandiri, each bank was taken as many as 160 customers as samples. Based on the results of data collection, the
characteristics or profile of 480 respondents can be presented in Table 1 below:

Table 1: Profile of Respondent

Characteristics Customer of Conventional Bank _ Total
BRI BNI Bank Mandiri
Gender
e Male 92 88 94 274
e Female 68 72 66 206
Total 160 160 160 480
Age
o 17 -—25years 26 22 29 77
e 26— 35years 41 44 47 132
e 36 —45 years 58 66 50 174
e > 45 years 35 28 34 97
Total 160 160 160 480
Profession
e Government Employee 41 44 37 122
e Private Employee 49 47 44 140
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e  Business owner 53 54 61 168

e  Student 17 15 18 50
Total 160 160 160 480
Highest Education Level

e < High school 10 9 11 30

e High school 56 53 60 169

e Bachelor/Diploma 80 79 64 223

e  Post Graduate 14 19 25 58
Total 160 160 160 480

Characteristics of respondents by gender are dominated by men are 274 respondents or 57.08% while female
respondents are 206 respondents or 42.92%. The most respondent age is 36-45 years as much as 174 or 36.25%,
followed by respondents aged between 26-35 years as many as 132 or 27, 50%, and more than 45 years as many as 97 or
as much as 20.20%, while the least is the age of respondents 17-25 years as many as 77 or 16.05%. Next is the profile of
respondents by profession which is the most business owner of 168 or 35%. The second is to work as a private employee
as many as 140 or 29.16. The third is 122 government employees or 25.42. The fourth is a student of 50 or 10.42. Profile
of respondents based on education was dominated by Bachelor / Diploma as many as 223 or 46.46%. Respondents with
a high school education were 169 or 35.21%. Postgraduate educated respondents were 58 or 12.08%. Whereas for
respondents who were educated under High school only 30 or 6.25%.

Measurement Model

Table 2 presents the results of testing the instrument validity and reliability. Based on the Cronbach a coefficient, values
for consumer trust (0.918), consumer awareness (0.899), Religiosity (0.949), Attitude toward Islamic Bank (0.854), and
consumer switching intention (0.825) mean that all constructs provide estimates of internal consistency reliability well.
The validity test used in this study is the convergent validity test and the discriminant validity test based on the value of
the loading factor, composite reliability (CR) and Average Variance Extracted (AVE). In convergent validity tests, the
recommended values (Anderson and Gerbing, 1988) loading factors should be > 0.5, the AVE should be > 0.5 and the
CR should be > 0.7. The results show that each loading factor of the indicator is more than 0.5 which is in the range from
0.712 to 0.945, this means that all constructs (consumer trust, consumer awareness, religiosity, attitude toward Islamic
banks, and consumer switching intention) were established (Hair et al., 2011). Meanwhile, AVE in each construct is
calculated to assess the validity of discriminant (Hair et al., 2011) with a minimum value of> 0.5. The result is the AVE
value is above 0.5. For reliability, testing refers to (Hair et al., 2011) which suggests a minimum limit of alpha values is
more than 0.7. The reliability test results stated that all constructs used in this study were declared reliable because
Cronbach's alpha was more than the 0.7 limits (Table 2).

Table 2: Measurement Model

Construct/Items Items Factor Loading A CR AVE
Consumer Trust CT1 0.891 0.918 0.928 0.811
CT2 0.907
CT3 0.855
CT4 0.813
Consumer Awareness CAl 0.912 0.899 0.907 0.778
CA2 0.825
CA3 0.835
CA4 0.778
CA5 0.751
CA6 0.877
Religiosity R1 0.945 0.926 0.949 0.827
R2 0.933
R3 0.911
R4 0.939
R5 0.941
Attitude toward Islamic Bank ATT1 0.786 0.854 0.899 0.707
ATT2 0.809
ATT3 0.712
ATT4 0.809
ATTS 0.723
Consumer Switching Intention Csi1 0.891 0.825 0.886 0.769
CSI2 0.857
CSI3 0.929
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Test of Hypothesis

The structural equation model (SEM-AMOS) is used to test the causality relationship and the hypothesis proposed in this
study. The results of hypothesis testing are shown in the following table 3:

Table 3: Test of Hypothesis

Hypothesis Path Estimate CR p-value Result

H1 CT > ATT 0.322 7.323 0.000 Supported

H2 CT > CSlI 0.071 1.445 0.281 Not Supported
H3 CA> ATT 0.304 6.112 0.001 Supported

H4 CA > CsSlI 0.229 4.322 0.032 Supported

H5 R->ATT 0.417 8.273 0.000 Supported

H6 R > CSI 0.441 9.556 0.000 Supported

H7 ATT - CSI 0.213 5.028 0.012 Supported

Based on the table above shows the hypothesis testing, it can be seen that from the seven hypotheses tested there were
six hypotheses that were declared accepted and only one hypothesis was declared rejected. This means that in this study
shows that consumer trust can provide a positive and significant effect on attitude toward Islamic banks (CR: 7,323, p-
value: 0,000, estimate: 0.322) but consumer trust is not able to influence consumer switching intention on Islamic bank
(CR: 1.445, P-value: 0.281, estimate: 0.071). As for the relationship between consumer awareness towards attitude
toward Islamic banks is positive and significant (CR: 6.112, p-value: 0.000, estimate: 0.304) and can also increase
consumer switching intention in Islamic banks (CR: 4.332, p-value: 0.032, estimate: 0.229). In addition, religiosity can
also have a positive and significant impact on attitude toward Islamic banks (CR: 8,273, p-value: 0,000, estimate: 0.417)
or on consumer switching intention (CR: 9,556, p-value: 0,000, estimate: 0.441). Meanwhile, attitude toward Islamic
banks was also proven to have a positive and significant impact on consumer switching intention (CR: 5.028, p-value:
0.012, estimate: 0.213).

DISCUSSION / ANALYSIS

In testing the first hypothesis (H1) declared acceptable, it means that consumer trust in Islamic banks can have a positive
and significant influence on consumer attitude toward Islamic banks. This means that consumer confidence in Islamic
banks can form positive consumer attitudes towards Islamic banks, and the magnitude of the effect of consumer trust on
attitudes toward Islamic banks is 0.322 or 32.2%. This result is in line with several previous studies conducted by
(Sumaedi et al., 2015; Ghoochani et al., 2018; Tabrani et al., 2018). While testing the second hypothesis (H2) was
declared rejected, consumer trust was not proven to affect the consumer switching intention. This means that consumer
confidence in Islamic banks is not able to have a significant impact on their intention to switch to Islamic banks. These
results are different from previous studies conducted by (Arshad et al., 2016; Liang et al., 2018).

The third hypothesis testing (H3) is stated accepted, meaning that consumer awareness can be an antecedent for attitude
toward Islamic banks that are able to give an effect of 0.304 or 30.4%. This means that, the higher consumer awareness
on Islamic banks, the better the attitude of consumers in Islamic banks. The results of this study are in line with several
previous studies conducted by (Islam & Rahman, 2017; Kaakeh et al., 2019). And the test results on the fourth
hypothesis (H4) prove that consumer awareness can provide a positive and significant influence on consumer switching
intention on the Islamic Bank and the amount of influence is 0.229 or 22.9%. This means that the higher consumer
awareness of Islamic banks will increase the consumer's intention to move from conventional banks to Islamic banks.
The results of this study are the same as some previous studies conducted by (Aziz & Chok, 2013; Islam & Rahman,
2017; Bashir et al., 2019; Nurhayati & Hendar, 2019).

The results of the fifth hypothesis testing (H5) tested the effect of religiosity on attitude toward Islamic banks, the results
were stated that the hypothesis was accepted and the magnitude of the effect was 0.417 or 41.7%. This means that the
higher level of consumer religiosity will have an impact on increasing consumer attitude toward Islamic banks. The
results of this study are in accordance with several previous studies conducted by (Abou-Youssef et al., 2015; Souiden &
Rani, 2015; Riptiono, 2019). The sixth hypothesis testing (H6) proved that religiosity had a positive and significant
impact on consumer switching intention. This means that consumers with a high level of religiosity will have a great
intention to move to Islamic banks and be able to give an influence of 0.441 or 44.1%. The results of the study are in line
with several previous studies conducted by (Amin et al., 2013; Choi et al., 2013; Nurhayati & Hendar, 2019).

Finally, the results of the seventh hypothesis testing (H7) revealed that consumer attitude toward Islamic banks had a
positive and significant effect on consumer switching intention to Islamic banks with a magnitude of influence of 0.213
or 21.3%. This means that increasingly positive consumer attitudes are good predictors in increasing consumer switching
intention. Some previous studies prove that consumer attitude is an antecedent of consumer intention (Souiden & Rani,
2015; Farah, 2017; Bashir et al., 2019).
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CONCLUSION

The findings of this study indicate that Muslim consumers who are still customers in conventional banks actually have
the intention to switch toward Islamic banks. Some factors that can increase their intention to move to Islamic banks are
consumer awareness of Islamic banks that are in accordance with Islamic principles, such as not applying Riba.
Consumer awareness can have a positive and significant influence on attitude toward Islamic banks and also on
consumer switching intentions to Islamic banks. Next, the religiosity factor is also proven to be able to increase positive
consumer attitudes on Islamic banks so that they can have an impact on consumer switching intention. Different results
on consumer trust can only affect consumer attitudes on Islamic banks but cannot contribute to consumers to increase
intention to move to Islamic banks. One possibility is that consumers assume that Islamic banks do not really practice
Islamic banking (Buitt et al., 2018), this is what makes consumers hesitant and do not intend to switch to Islamic banks.

LIMITATION AND STUDY FORWARD

In this study there are limitations, namely, the sample used is only conventional government-owned bank customers in
Central Java. Therefore, future research can expand the area and other types of banks will be possible to obtain different
results.
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