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ABSTRACT

Previous research uses religiosity as a predictor of the intention to use sharia banking
products. This study aims to identify the role of religiosity as a moderating variable of
the dimensions of trust in the intention to choose sharia banking products, whichin the
previous studies have not explained the model. The population in this study are
students college who intend to use sharia banking products, and they are an age group
that has potential financial prospects in the future. The number of samples in this
research was 200 to meet the sample adequacy requirements in structural tests using
SEM. Research data collection was guided by a questionnaire using convenience
sampling techniques. The results of this study indicate that the dimensions of trust
affect the intention to use sharia banking products. The surprising results indicate that
religiosity does not moderate the effect of the trust dimension on the intention to use
banking products. These results indicate that the intention to use sharia banking
products is no different in the high or low religiosity groups. Further research is needed
to identify behavior by adding other variables as antecedents of the intention to use
sharia banking products.
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INTRODUCTION
The growth of Islamic banking in Indonesia in 2016 reached 19.67% and a

market share of 5.12% (www.republika.co.id, 2017) and it is the largest Islamic

finance retail industry in the world, because it has 18 millions customer deposit

accounts and 2000 branch offices (www.cnnindonesia.com, 2016).

The growth potential of Islamic banking in Indonesia is very large, because
the majority of Indonesia's population is Muslim. Malaysia, with a smaller
Muslim population than Indonesia, has 10 times the growth of Islamic banking

assets than Indonesia (www.republika.co.id, 2017a).

The low percentage of the number of Islamic banking customers in
Indonesia compared to the total population is indicated due to the low level of

public trust in Islamic banking (www.republika.co.id, 2017b).

This research aims to explore the antecedents and consequences of trust in
the decision to choose sharia banking. In the context of service marketing, trust is
an important variable in the relationship between companies and customers (Berry
and Parasuraman, 1991), because it is the main focus of the exchange relationship
(Hunt and Morgan, 1994). This opinion indicates that trust plays an important role
in building communication (Schurr and Ozanne, 1985) to maintain and develop
exchange relationships (Harris & Goode, 2004). Thus, in the context of service
marketing, trust is an important variable that determines service effectiveness
(Morgan & Hunt, 1994).

This research model is a development of the research model of Mayer et al.,
(1995) which identifies that trust is determined by competence, virtue, and
integrity. In the Indonesian context, trust in Islamic banking is also influenced by
the level of community religiosity, because religious knowledge is indicated to
influence the Muslim community to choose Islamic banking (Ashraff et al., 2015),
this is supported by previous research which indicates that the level of religiosity

affects the decision to choose. Islamic banking ( Dusuki and Addullah, 2007).




RESEARCH QUESTIONS

This research aims to identify the antecedents and consequences of trust in
choosing Islamic banking by considering the religiosity variable as a moderating
variable. The formulation of the problem in this research is :1..How does
competence affect trust 7 2.How does virtue affect trust ? 3.How does integrity
affect trust ? 4. How is the influence of trust on the decision to choose Islamic
banking ? 5.What is the role of religiosity in moderating the influence of
competence on trust ? 6. What is the role of religiosity in moderating the effect of
virtue on trustworthiness on the decision to choose Islamic banking ? 7.What is

the role of religiosity in moderating integrity to trust ?

LITERATURE REVIEW
A. Trust

The definition of trust varies widely because it depends on the context of the
problem, personal and cultural factors (Rachan and Satkunasingam, 2009) which
form the basis of long-term exchange relationships between companies and
customers (Kuusikdan Varblane., 2009). Trust is defined as the willingness to
make exchanges with other reliable parties (Kwon and Suh, 2005), this definition
indicates that one's actions are based on expectations of other parties who have
competence, virtue and integrity (Mayer, 1995). According to Yousafzai et al.,
(2003) the focus of trust lies in the concept of belief, because the level of
consumer confidence will affect trust and satisfaction.

The indicator of trust in this research is the convenience of transactions
through Islamic banking, Islamic banking is responsible for customer funds,
saving in Islamic banking has guaranteed security, saving in Islamic banking is
free of usury.

B. Competence

Competence shows certain knowledge, skills and attitudes of a job.
Competence is the company's ability to provide products or services needed by
customers, serve customers effectively and maintain customer loyalty, as well as

experience and have a good reputation (Kim et al., 2003). Competence from the




word competent, which means having the ability and skills in their field so that
they have the authority to do something within the limits of their knowledge.
Competence is a combination of knowledge, skills and attitudes.

Competency indicators in this research are sharia banking products as
expected, sharia banking services as expected, easy [slamic banking transactions,
sharia banking employees have knowledge of sharia economics, reputable sharia
banking, sharia banking experienced in managing customer funds.

C. Virtue

Virtue according to the large Indonesian dictionary is defined as anything
that brings goodness. This definition implies that virtue is any action that is done
consciously to provide mutual benefit between parties.

In the context of marketing, virtue is the company's ability to provide
mutually beneficial services to customers (Kim et al., 2003). In running its
business, the company strives to earn as much revenue as possible, but also fulfills
its promises to provide product and service value as promised to it’s customers.

The indicators of virtue in this research are, Islamic banking is responsive to
customer needs, Islamic banking products are mutually beneficial, Islamic
banking provides financial consulting services, profit sharing of Islamic banking
products is mutually beneficial, transaction costs in Islamic banking are
reasonable.

D. Integrity

Integrity is the foundation for the company in running its business and
affects customer trust. Integrity requires companies to be honest, wise, transparent
and responsible (Mulyadi, 2010: 56).

Integrity is customer perceptions of the company's commitment to
maintaining values to provide the best service to customers (Kimet al., 2003).

Indicators of virtue in this research are, [slamic banking provides honest
information to customers, Islamic banking provides complete information to
customers, Islamic banking provides financial reports to customers transparently,

Islamic banking always maintains its reputation.




E. Decision to Choose Sharia Banking

According to Ajzen (2005), a person's behavior is able to predicte from his
intention, because intention is a behavior disposition until the behavior is realized.
The ability of intention in predicting behavior is the most important factor in the
relationship between intention and behavior which is influenced by the suitability
of intention and behavior in terms of target behavior, the behavior displayed, the
situation when the behavior occurs and the timing of the behavior. Thus, the
higher a person's intention, the greater the chance that the intention will be
realized as actual behavior.

Indicators for the decision to choose Islamic banking in this research are, |
want to be a customer of Islamic banking, I will become a customer of Islamic
banking, [ am committed to being a customer of Islamic banking, I decided to

become a customer of Islamic banking.

F. Religiosity

Religiosity is an individual preference, emotions, beliefs, and actions that
refer to religion (Stolz, 2008). Religiosity has a positive influence on groups and
individuals in the social and educational fields, because religiosity develops
compassion, honesty, altruism, happiness, quality of life, health, and mental health
(Holdcroft, 2006).

The cognitive dimension of religiosity, religion is not only one aspect but a
binding force because it is the center of the overall behavioral process. This is
because religion provides insights into different ways of thinking, becomes a
means of communicating a spiritual environment that is taught openly to

strengthen faith and influence the way of life (Sealey, 1985).

HYPOTHESIS

Competence is the company's ability to provide products or services needed by
customers, serve customers effectively and maintain customer loyalty, as well as
experience and have a good reputation (Kim et al., 2003). Research by Mayer et al.

(1995) indicates that competence has a positive and significant effect on trust. The




results of this research indicate that the higher the competence of Islamic banking in
running its business, the greater the customer trust. Based on previous research, the

first hypothesis in this research is.

H1: Competence has a positive and significant effect on trust

Virtue is the company's ability to provide mutually beneficial services to
customers (Kim et al., 2003). In running its business, the company strives to earn
as much revenue as possible, but also fulfills its promises to provide product and
service value as promised to its customers. Customers who feel increasingly
benefited by the company, will increase their trust and loyalty to the company.

Research by Mayer et al. (1995) indicates that virtue has a positive and
significant effect on trust, so that customer trust will increase if the company is
able to provide greater benefits to customers. Based on previous research, the

second hypothesis in this research is.

H2: Virtue has a positive and significant effect on trust

Integrity is the foundation for the company in running its business Integrity
iscustomer perceptions of the company's commitment in maintaining values to
provide the best service to customers (Kim et al., 2003), and and influence on
customer trust (Mulyadi, 2010: 56). This opinion is in line with the research of
Mayer et al., (1995) which indicates that integrity has a positive and significant
effect on trust, so that the higher the integrity of the company, the greater the
customer's trust in the company. Based on literature and previous research, the

third hypothesis in this research is.

H3: Integrity has a positive and significant effect on trust

According to Yousafzai et al. (2003), the focus of trust lies in the concept of
belief, because the level of consumer confidence will affect trust and satisfaction
(Yoon, 2002). This definition shows that trust is the willingness of one party to
accept risks from the other party based on the belief and expectation that the other

party will take the desired action. This definition shows that trust comes from a




person's attitude to believe or not to believe in an object of observation. According
to Ajzen (2005), attitude is a predisposition of intention to behave, the higher
one's attitude of behavior, the higher one's intention to behave in a certain way.

Based on the research above, the fourth hypothesis in this research is.

H4: Trust has a positive and significant effect on the decision to choose
Islamic banking

Religiosity is an individual preference, emotions, beliefs, and actions that
refer to religion (Stolz, 2008). Religiosity has a positive influence on groups and
individuals in the social and educational fields, because religiosity develops
compassion, honesty, altruism, happiness, quality of life, health, and mental health
(Holderoft, 2006).

Someone with an intrinsic religiosity orientation, they believe in all the
teachings of their life and are obliged to carry out their teachings, so that religion
is the goal of their life (Whitley & Kite, 2010). This understanding explains that
the higher a person's level of religiosity, the more obedient a person is to carry out
his religious obligations. Based on this opinion, the next research hypothesis is :
HS5: Religiosity moderates the effect of competence on trust
H6: Religiosity moderates the effect of virtue on trust
H7: Religiosity moderates the effect of integrity on trust
H8: Religiosity moderates the effect of trust on the decision to choose Islamic

banking
(oo
H2
o Decision
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RESEARCH METHOD
A. Population and Sample

The object of this research is people's behavior in determining Islamic
banking.

The population in this research are people who intend to become
customers of Islamic banking. The population was chosen because it is to
determine the behavior of people who have not become customers of Islamic
banking and intend to become customers of Islamic banking.

In this research, the sample size to be taken was 200 according to the
requirements for the adequacy of the research sample using SEM analysis tools

(Hair et al., 1995, in Ferdinand, 2014: 171)

B.  Operational Definition and Variable Measurement
1. Trust Variable

Trust is the willingness of one party to accept risks from another party based
on the belief and expectation that the other party will take the expected action.

The indicator of trust in this research is the convenience of transactions
through Islamic banking, Islamic banking is responsible for customer funds,
saving in Islamic banking has guaranteed security, saving in Islamic banking is
free of usury.

The trust indicator is measured using a Likert scale from 1 = strongly
disagree to 5 = strongly agree
2. Competency Variable

Competence is the company's ability to provide products or services needed by
customers, serve customers effectively and maintain customer loyalty, as well as
experience and have a good reputation (Kim et al., 2003).

Competency indicators in this research are sharia banking products as
expected, sharia banking services as expected, easy [slamic banking transactions,
sharia banking employees have knowledge of sharia economics, reputable sharia

banking, sharia banking experienced in managing customer funds.




Competency indicators are measured using a Likert scale from | = strongly

disagree to 5 = strongly agree

3. Virtue Variable

Virtue is the company's ability to provide mutually beneficial services to
customers (Kim et al., 2003). In running its business, the company strives to earn
as much revenue as possible, but also fulfills its promises to provide product and
service value as promised to its customers.

The indicators of virtue in this research are, Islamic banking is responsive to
customer needs, Islamic banking products are mutually beneficial, Islamic
banking provides financial consulting services, profit sharing of Islamic banking
products is mutually beneficial, transaction costs in Islamic banking are
reasonable.

Virtue indicators are measured using a Likert scale from 1 = strongly

disagree to 5 = strongly agree

4. Integrity Variable

Integrity is customer perceptions of the company's commitment to
maintaining values to provide the best service to customers (Kim et al., 2003).

Indicators of integrity in this research are, Islamic banking provides honest
information to customers, Islamic banking provides complete information to
customers, Islamic banking provides financial reports to customers transparently,
Islamic banking always maintains its reputation,

Integrity indicators are measured using a Likert scale from 1 = strongly

disagree to 5 = strongly agree

5. Decision Variables Choosing Islamic Banking
Intention is the disposition of behavior until the behavior is realized. The
ability of intention in predicting behavior is the most important factor in the

relationship between intention and behavior which is influenced by the suitability




of intention and behavior in terms of target behavior, the behavior displayed, the
situation when the behavior occurs and the timing of the behavior.

Indicators for the decision to choose Islamic banking in this research are, |
want to be a customer of Islamic banking, I will become a customer of Islamic
banking, I am committed to being a customer of Islamic banking, I decided to
become a customer of [slamic banking.

Indicators for the decision to choose Islamic banking are measured using a

Likert scale from | = strongly disagree to 5 = strongly agree

6. Religiosity Variable

Religiosity is an individual preference, emotions, beliefs, and actions that
refer to religion (Stolz, 2008). Someone with an intrinsic religiosity orientation,
they believe in all the teachings of their life and are obliged to carry out their
teachings, so that religion is the goal of their life (Whitley & Kite, 2010).

The indicators of relicuity in this research are believing in God, believing in
the holy book, being diligent in practicing worship, feeling always close to God,
helping the poor.

The indicator of religiosity is measured using a Likert scale from 1 =

strongly disagree to 5 = strongly agree

C. Method of collecting data

The data collection technique used is a survey method using a
questionnaire given to people who have the intention of becoming customers of
Islamic banking.

The questionnaire is a data collection technique which is done by giving a
set of written questions to the respondent to be answered. This is done by visiting
prospective respondents in several selected places, waiting until the respondent
has finished answering the questionnaire, then asked again after the respondent

has filled in completely. It is intended that the response rate is high.




Based on this, this research uses convenience sampling technique, namely

the sampling technique by means of easily finding respondents (Ferdinand, 2014:
182).

D. Hypothesis testing

This research uses an analytical tool in the form of Structural Equation
Modeling (SEM) which is an analysis technique in multivariate statistics that
allows testing a series of causality relationships between variables. The complex
pattern of causality between variables is able to constructe from one or more
exogenous or endogenous variables. Structural Equation Modeling (SEM)
involves an integrated structural model and measurement model. The model is
said to be good if the development of a hypothetical model in theory and concept
is supported by empirical data (Ferdinand, 2014: 3).

SEM is used to estimate several separate regression equations but each of
them has a simultaneous or concurrent relationship, because in the analysis of this
research there is a dependent variable that becomes an independent variable for
other dependent variables (Ferdinand, 2014: 26).

This research model test was conducted by analyzing the significance level
of the influence between the independent variable and the dependent variable
based on the CR (z-count) value greater than or equal to the z-table value (z-count
> z-table). The z-table values for each level of significance are: 1% = 2.576; 5% =

1.96; and 10% = 1,645 (Ferdinand, 2014: 67).

RESULT AND DISCUSSION

The Structural Equation Modeling (SEM) assumption test uses the sample
adequacy test, data normality test and outlier test. The number of respondents in
this research was 200. According to Hair et al, (1998), the minimum number of
samples in the Structural Equation Modeling (SEM) analysis using the Maximum
Likelihood technique is between 100-200 samples, so this research fulfills the

assumption of sample adequacy.




Table 1. Normality Test Results

Before Transformation After Transformation
item skew cr kurtosis cr skew cr kurtosis cr
KOMI1 -0.49 -2,434 -0.451 -4,331 0.033 0531 -0.477 -1,395
KOM2 0.534 3,441 -0.951 -2,908 0.236 1443 -1,153 -1,256
KOM4 0.65 2,192 -0.303 -4.68 0.391 1.29 -1,009 -1,005
Multivariate 194,742 19912 129053 12,004

Source: Primary Data Processed, 2017

The normality test consists of two parts, univariate normality which is
identified from the value of critical ratio (cr) skewnees and multivariate normality
which is identified from the value of critical ratio (cr) kurtosis. The research data
has univariate and multivariate normality if the critical ratio (cr) is between the
critical values -2.58 and 2.58 (Ghasemi and Zahediashl, 2012). The results of the
normality test after data transformation indicated that the data were normally
distributed univariately, although the data distribution was not fulfilled in
multivariate normality, because the amount of research data was quite large (n>

100), the assumption of normality could be ignored (Lumley et al., 2002) .

Table 2. Outliers Test Results

Observation number Mahalanobis d-squared pl p2
117 91.72 0 0.04
21 90.01 0 0.04
89 88.61 0.04
27 80.43 0 0.04

Source: Primary Data Processed, 2017

The number of indicators in this research was 28, so the case is said to be
outliers if there is a Mahalanobis d-Square value that is greater than %2 (28; 0.001)
= 56.892. The test results show that there are four cases of outliers, but because
there is no specific reason to issue outlier data (Burke, 2001), the dataable tostill

be used in further statistical tests.




Table 3. Model Fit Test Results

Index Cut-off Result Conclusion

Chi Square small 426,712

P >0.05 0.776 Fit
CMIN/ DF <2.00 0.991 Fit
GFI >0.90 0912 Fit
AGFI >0.90 0.881 Marginal
CFI >0.95 1 Fit
TLI > 0.95 0.990 Fit
RMSEA <0.06 0 Fit

IFI >0.95 0.985 Fit

Source: Primary Data Processed, 2017
The fit model test is used to test whether the model developed is able to explain the data
according to the underlying theory (Hooper et al., 2008). Because based on the fit model
test, only the marginal AGFI is what makes this research model fit, so the model is

indicated to explain the phenomena that must be explained.

Table 4. Regression Test Results Before Moderation

B SE CR
KEP <-- KOM 0.237 0.882 2,886
KEP <-- KEB 0.113 0.142 1,981
KEP <-- GRIT 0.172 0.085 2,116
PUT <-- KEP 0.533 0.071 7.028

Source: Primary Data Processed, 2017

To analyze the causality relationship between research variables and
hypothesis testing, the Structural Equation Modeling (SEM) test was used, by
analyzing the significance level of the influence of the independent variable on the
dependent variable based on the CR (z-count) value greater than or equal to the z-
table (z- count > z-table). The test results before being moderated by religiosity

are described as follows.
The results of the regression test between the competency variable (KOM)

and trust (KEP) indicate that the perception of competence (KOM) has a positive




and significant effect on trust (KEP) (f = 0.237, SE = 0.882 and CR = 2.886), so
H1 is supported. The regression test results indicate that trust in Islamic banking is
higher if the competence of Islamic banking is perceived to be better.

The results of the H1 test are in line with the opinion of Urbano et al. (2013)
which states that trust in other parties is influenced by competence in carrying out
their duties, so that if the competence of other parties is higher, it will increase
trust. This opinionable tobe assumed that trust in the competence of other parties
is subjective and contains risks, so that the higher one's perception of the ability of
other parties to carry out their work,able toincrease the individual's confidence
(Gefen and Pavlou, 2002).

In a different research context, Aubert and Kelsey (2000) identified that
students' trust in online trading was positively influenced by the competence of
online trading service providers. Although tested in a different context from
previous studies, this research identified that the effect of perceived service
provider competence on trust tends to lead to a consistent and positive effect
phenomenon.

The regression test results between the virtue variable (KEB) and trust
(KEP) indicate that virtue (KOM) has a positive and significant effect on trust
(KEP) (B = 0.113, SE = 0.142 and CR = 1.981), so H2 is supported. The
regression test results indicate that trust in Islamic banking is higher if the virtues
of Islamic banking are perceived to be better.

The H2 test results are in line with the opinion Kim et al, (2003) who
identified that companies are trying to get as much income as possible, but also
fulfill their promises to provide value for products and services as promised to
their customers. Customers who feel increasingly benefited by the company's
virtues, will increase their trust and loyalty towards the company.

In a different research context, Poon (2013) indicates that employees' trust
in supervisors is higher if the supervisor's virtue is perceived to be better.
Although tested in a different context from previous studies, this research
identified that the effect of virtue on trust tends to lead to a consistent and positive

effect phenomenon.




The regression test results between the integrity variable (GRIT) and trust
(KEP) indicate that integrity (GRIT) has a positive and significant effect on trust
(KEP) (B = 0.172, SE = 0.085 and CR = 2.116), so H3 is supported. The
regression test results indicate that trust in Islamic banking is higher if the
integrity of Islamic banking is perceived to be better.

The results of the H3 test are in line with the research Kim et al, (2003)
stated that the higher individual perceptions of the integrity of the company to
provide the best service to customers will increase the integrity of the company
(Kimet al., 2003).

In a different research context, Poon (2013) indicates that employees' trust
in supervisors is influenced by their integrity, the higher the employee's perception
of the supervisor's integrity, the higher the trust in the supervisor. Although tested
in a different context from previous studies, this research identified that the effect
of virtue on trust tends to lead to a consistent and positive effect phenomenon.

The results of the regression test between the trust variable (KEP) and the
decision to choose Islamic banking (PUT) indicate that trust has a positive and
significant effect on the decision to choose Islamic banking (PUT) (P = 0.0533,
SE = 0071 and CR = 7.028), so H4 is supported. The regression test results
indicate that the decision to choose Islamic banking (PUT) is higher if trust in
Islamic banking is perceived to be better.

The results of the H4 test are in line with the research Yousafzai et al.
(2003) which states that trust affects behavior, the higher the trust in another party
to take an action, the greater the intention to choose the other party.

In a different research context Yoon (2002) indicates that customer trust
affects behavior, because if the trust in an object is getting better, it will increase
the intention to carry out behavior according to the object. Itable tobe concluded
that trust has a very important role in influencing customers to carry out certain
activities.

Although tested in a different context from previous studies, this research
identified that the effect of virtue on trust tends to lead to a consistent and positive

effect phenomenon.




Table 5. Regression Test Results After Moderation and Difference
in Chi Square

Religiosity High Low Religiosity

B SE CR B SE CR
KEP <--- KOM 0.137  0.068 1985 | 0.161 0035 2,996
KEP <--- KEB 0.052 0578 1,992 | 0.102 0.168 2,201
KEP <--- GRIT 0.174 0.265 2,021 | 0.125 0.146 2,133
PUT <--- KEP 0473 0.083 4,116 | 0.561 0157 4,627
difference chi square count (Ay2)=258.65 - 196.37 =
62.28
difference df (Adf) =257 - 228 = 29
chi square table (29; 0.05) =42.557

chi square table (¥2) <difference in chi square count (Ay2)

Constrained Model not significantly different from the Unconstrained Model

Source: Primary Data Processed, 2017

The results of the multigroup regression test after moderating religiosity,
indicate that the research model is not moderated by religiosity (chi square table
(¥2) <difference in calculated chi square (Ay2)) so that the constrained model is
not significantly different from the unconstrained model.

Table 5 shows that in the high and low religiosity groups, the independent
variable has a positive and significant effect on the independent variable.

The results of the regression test between the competency variable (KOM)
and trust (KEP) indicate that the perception of competence (KOM) has a positive
and significant effect on trust (KEP), both in the high and low religisitas groups.
The results of this research indicate that customers have confidence in the
competence of customers in Islamic banking, but there is no difference in the
influence of religiosity. This finding indicates that the intention to choose Islamic
banking is not influenced by the level of customer religiosity. The results of this
research do not support HS.

The regression test results between the virtue variable (KEB) and trust

(KEP) indicate that perceived virtue (KEB) has a positive and significant effect on




trust (KEP), both in the high and low religiosity groups. The results of this
research indicate that customers have a perception that Islamic banking fulfills its
promises to customers. This finding also shows that the effect of the virtue
variable (KEB) on trust (KEP) is not differentiated according to the level of
religiosity, so that the intention to choose Islamic banking is not influenced by the
level of customer religiosity. The results of this research do not support H6.

The results of the regression test between the integrity variable (GRIT) and
trust (KEP) indicate that perceived integrity (GRIT) has a positive and significant
effect on trust (KEP), both in the high and low religiosity groups. The results of
this research indicate that customers have a perception that Islamic banking has
high integrity. This finding also shows that the influence of the integrity variable
(GRIT) on trust (KEP) is not differentiated according to the level of religiosity, so
that the intention to choose Islamic banking is not influenced by the level of
customer religiosity. The results of this research do not support H7.

The regression test results between the trust variable (KEP) and the decision
to choose Islamic banking (PUT) indicate that trust (KEP) has a positive and
significant effect on the decision to choose Islamic banking (PUT), both in the
high and low religisitas group. The results of this research indicate that the
decision to choose Islamic banking (PUT) is influenced by customer trust (KEP).
This finding also shows that the influence of the trust variable (KEP) on the
decision to choose Islamic banking (PUT) is not differentiated according to the
level of religiosity, so that the intention to choose Islamic banking is not
influenced by the level of customer religiosity. The results of this research do not
support HS8.

This research shows that the choice of decision to choose Islamic banking in
the high and low groups is not moderated by religiosity. This is presumably
because both the high and low religiosity groups have positive perceptions of the
competence, virtue and integrity of Islamic banking, so the risk reduction factor

may become an important consideration.




CONCLUSIONS AND SUGGESTIONS

This research indicates that before and after respondents are differentiated
according to high and low religiosity groups, trust is influenced by competence,
virtue and integrity. This research also indicates that the influence of trust on the
decision to choose Islamic banking is not differentiated based on religiosity. This
Temuna shows that religiosity is not a variable that differentiates customers
regarding the decision to choose Islamic banking.

This research focuses on the role of high and low religiosity groups which in
previous studies has not been explained, so this research modelable tobe used for
further research in different contexts and settings to increase the generalization of
a broader concept.

The results of this researchable tobe used as a basis for Islamic banking to
formulate a marketing strategy to increase sales by designing stimuli is able to
increase sales by considering other variables outside of religiosity, such as the

benefit (profit) variable.




REFERENCES

Ajzen, 1. 2005. Attitudes, Personality and Behavior (2" ed.). Open University
Press, Berkshire, England

Ashraf, S., Robson, J., dan Sekhon, Y.2015.Consumer trust and confidence in the

compliance of Islamic banks. Journal of Financial Services Marketing,
20(2): 133-144.

Berry, L. L., dan Parasuraman, A. 1991. Marketing Services: Competing Through
Quality. New York. Free Press.

Dusuki, A. W. and Abdullah, N. I., 2007. Why do Malaysian customers patronise
Islamic banks? International Journal of Bank Marketing, 25 (3), 142-160.

Ferdinand, A. 2014. Metode Penelitian Manajemen: Pedoman Penelitian untuk
Skripsi, Tesis dan Disertasi Ilmu Manajemen, Semarang: Badan Penerbit
Universitas Diponegoro. 2006

Harris, L. C., Goode, M. M. 2010. Online Services Capes, Trust, dan Purchase
Intentions. Journal of Services Marketing, 24(3), 230-243.

Holdcroft, B.B.2006. What is Religiosity? Catholic Education: A Journal of
Inquiry and Practice, 10(1), 88-103.

http://www.cnnindonesia.com/ekonomi/20161026 122155-78-168078/bi-industri-
keuangan-syariah-indonesia-terbesar-di-dunia/, 21 Juni 2017

http://www.republika.co.id*/berita/jurnalisme-

warga/wacana/17/04/18/00jpmv396-bank-syariah-mau-maju-pesat-kaafah-
jawabannya, 21 Juni 2017

http://www.republika.co.id®/berita/ekonomi/syariah-
ekonomi/17/01/18/0jy976382-bisnis-bank-syariah-2017-berpeluang-terus-

melonjak-ini-alasannya.diakses 21 Juni 2017
Kim, D. J., Lee, K. Y., Lee, D., Ferrin, D. L., dan Rao, H. R., 2003. Trust, Risk
and Benefit in Electronic Commerce: What Are The Relationships?

Proceedings of Ninth Americas Conference on Information Systems. 168-
174.

Kuusik, A. dan Varblane .U 2009. How to avoid customers leaving: the case of the
Estonian telecommunication industry, Baltic Journal of Management, 4(1):
66-79.

Kwon, I. W. G. dan Suh, T. 2005. Trust, commitment and relationships in supply
chain management: A path analysis. Supply Chain Management: An
International Journal, 10(1): 26-33.

Mayer, Roger C., James H. Davis, F. dan David Schoorman. 1995. An Integrative
Model of Organizational Trust. The Academy of Management Review, Vol.
20, No. 3 (Jul., 1995), pp. 709-734




Morgan, Robert M., dan Shelby D. Hunt, 1994, "The Commitment-Trust Theory
of Relationship Marketing", Journal of Marketing, Vol. 58, July, pp. 20-38.

Mulyadi. 2010. Sistem Akuntansi, Edisi ke-3, Cetakan ke-5. Penerbit Salemba
Empat, Jakarta.

Poon, J, M. 2013. Effects of benevolence, integrity, and ability on trust-in-
supervisor. Employee Relations. 35(4): 396-407

Rachagan, S., Satkunasingam E. 2009 Improving corporate governance of SMEs
in emerging economies: A Malaysian Experience, J. Enterp. Inform.
Manage., 22(4): 468-484.

Schurr, PH., dan Ozanne, J.L.. 1985. Influences on Exchange Processes: Buyers’
Preconceptions of A Seller's Trustworthiness and Bargaining Toughness.
Journal of Consumer Research, 11,4,939-953.

Sealey, J. 1985. Religious education: Philosophical perspectives. Boston: George
Allen University.

Stolz, J. 2008 *Secularization Theory and Rational Choice. An Integration of
Microand Macro-Theories of Secularization using the example of
Switzerland’ in D. Pollack and D.V.A. Olson (eds) The Role of Religion in
Modern Societies, New York: Routledge.

Urbano, J., Rocha, A, P., dan Oliveira, E. 2013. The Impact of Benevolence in
Computational Trust C.1. Ches™nevar et al. (Eds.): AT 2013, LNAI 8068,
Springer-Verlag Berlin Heidelberg. 210-224

Whitley, B. E., Jr. dan Kite, M.E. 2010. The psychology of prejudice and
discrimination. 2" ed. Belmont, CA: Thomson-Wadsworth

Yoon, S.J. 2002. he antecedents and consequences of trust in online-purchase
decisions, Journal of Interactive Marketing. 16(2): 47-63.

Yousafzai, S. Y., Pallister, J. G., dan Foxall, G. R., 2003. A Proposed Model of e-
Trust for Electronic Banking, Technovation, 23: 847-860.




DOES RELIGIOSITY MODERATE THE INFLUENCE OF
TRUST ON THE INTENTION TO USE SHARIA BANKING
PRODUCTS

ORIGINALITY REPORT

18.. 17. 7. 2.

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS STUDENT PAPERS

PRIMARY SOURCES

scitepress.org 1 20/
0

Internet Source

[

Kardoyo ., Ahmad Nurkhin, Muhsin ., Hasan 2<y
Mukhibad, Fatmala Dewi Aprilia. "The Effect of °
Knowledge, Promotion, and Religiosity on

Intention to Use Islamic Banking Services",

International Journal of Financial Research,
2020

Publication

e

docplayer.net 1 o
(0]

Internet Source

=

Www.revistaespacios.com 1 Y
0

Internet Source

El

jjbssnet.com 1
%

Internet Source

www.scribd.com 1 y
0

Internet Source

=0

Burhanudin Burhanudin. "The effect of 1
L, . %
Muslims’ tendency to regret being customers



of conventional banks on their intention to
save money in Islamic banks", Journal of
Islamic Marketing, 2020

Publication

Exclude quotes Off Exclude matches <1%

Exclude bibliography  On



DOES RELIGIOSITY MODERATE THE INFLUENCE OF
TRUST ON THE INTENTION TO USE SHARIA BANKING
PRODUCTS

GRADEMARK REPORT

FINAL GRADE GENERAL COMMENTS

/ 1 OO Instructor

PAGE 1

PAGE 2

PAGE 3

PAGE 4

PAGE 5

PAGE 6

PAGE 7

PAGE 8

PAGE 9

PAGE 10

PAGE 11

PAGE 12

PAGE 13

PAGE 14

PAGE 15

PAGE 16

PAGE 17

PAGE 18

PAGE 19

PAGE 20






	DOES RELIGIOSITY MODERATE THE INFLUENCE OF TRUST ON THE INTENTION TO USE SHARIA BANKING PRODUCTS
	by Dhika Amalia

	DOES RELIGIOSITY MODERATE THE INFLUENCE OF TRUST ON THE INTENTION TO USE SHARIA BANKING PRODUCTS
	ORIGINALITY REPORT
	PRIMARY SOURCES

	DOES RELIGIOSITY MODERATE THE INFLUENCE OF TRUST ON THE INTENTION TO USE SHARIA BANKING PRODUCTS
	GRADEMARK REPORT
	FINAL GRADE
	GENERAL COMMENTS
	Instructor






