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Abstract. 

 

The purpose of this study is to examine the effect of service quality and religiosity on 

customer satisfaction and loyalty of Islamic Microfinance (KSPPS) in Yogyakarta. 

The research method uses a qualitative approach. The population in this study were 

all KSPPS customers in Yogyakarta. Samples were taken by 150 customers from 8 

KSPPS using purposive sampling techniques. The analytical tool used for testing 

hypotheses in this study uses Structural Equation Model (SEM) analysis with the 

Analysis Moment of Structure (AMOS) software application. The results of this study 

indicate that customer satisfaction has a positive and significant effect on customer 

loyalty. Religiosity has a positive and significant effect on customer satisfaction. 

Religiosity has a positive but not significant effect on customer loyalty. Service 

Quality has a positive and significant effect on customer satisfaction. Quality of 

service has a positive and significant effect on customer loyalty. 

 

Keywords:Islmaic Microfinance, Service Quality, Religiosity, Customer Satisfaction, 

Customer Loyalty. 

 

 

 

1.INTRODUCTION 

 

Marketing management in the modern era has experienced a shift from a 

strategy that was initially oriented towards creating sales to being customer-oriented. 

Customer satisfaction needs to be considered by the company because it will have an 

impact on sales performance. Satisfied customers will buyback, and they will tell 

others about the good experience of the product[1]. 

Customer loyalty is an important aspect that must be considered because it 

involves the survival of its business and business activities. Loyal customers are 

generally those who are satisfied with certain products and services, so they have the 

enthusiasm to introduce these products and services to anyone they know voluntarily. 

Kotler and Keller stated that satisfaction is someone's happy or disappointed feelings 

that arise after comparing the performance (or results) of the product thought to the 

expected performance [2]. In other words, someone will feel satisfied if the results 

obtained at least can meet their expectations, while someone feels dissatisfied if the 

results obtained cannot meet their expectations. Satisfaction felt by someone will have 

an impact on one's behavior which will result in reuse continuously or adventurous so 

that loyalty is formed. 
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Religiosity in religion can contribute to providing services and reflecting on 

the company's identity. Religiosity is manifested in various aspects of human life. 

Religious activities do not only occur when someone performs special worship 

behavior but also when carrying out other life activities. And not only those related to 

activities that can be seen by the eye but also those activities that are not visible and 

occur in one's heartstrings. Religiosity is a belief in God accompanied by a 

commitment to follow the principles that are believed to be set by Allah[3].In 

providing services, all related activities must be based on compliance with sharia that is 

full of moral and ethical values[4]. 

Good service to customers will be able to create a positive image and 

impression of the company. Good service encourages customer interest to reuse these 

services to create loyalty. One way to make a difference from a service company is to 

provide services of higher quality than its competitors consistently. The key is to meet 

or exceed the quality expectations of the target customer service [5]. According to 

Parasuraman, et.al that there are five dimensions of service quality determinants, 

namely reliability, responsiveness, assurance, empathy, and tangibility[6]. 

This study aims to examine the effect of service quality and religiosity in 

relation to customer satisfaction and loyalty in Islamic microfinance institutions. The 

research will be conducted at KSPPS located in Yogyakarta. Previous studies of 

service satisfaction with customer loyalty [7], [8], [9], [10], [11]. Research The effect 

of religiosity on customer satisfaction was carried out by [12] dan [13]. Furthermore, 

research on the effect of religiosity on customer loyalty was carried out [14] and [15]. 

While the effect of service quality on customer satisfaction is carried out [8], [7], [16], 

[17]. 

Some previous studies as mentioned above, in general, the discussion shows 

different results. So it is necessary to have the latest research related to this topic with 

the latest and most recent KSPPS data and context. This is where the urgency of this 

research is at the same time the reason why this research is important. Based on the 

above problems, the framework can be explained in the following figure: 

Fig 1.Therotical Model 
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II. METHODS  

The research method uses a qualitative approach.The population in this study 

were all KSPPS financing customers in Yogyakarta. Samples were taken by 150 

customers from 8 KSPPS using purposive sampling techniques. The research 

instrument used a questionnaire that was distributed to KSPPS customers. The 

analytical tool used for testing the hypotheses in this study uses Structural Equation 

Model (SEM) analysis with the Analysis Moment of Structure (AMOS) software 

application. 

 

III. RESULT AND DISCUSSION  

The results of testing analysis with goodness-of-fit criteria show that the model in this 

study is stated to be in accordance with the suitability criteria which include Chi-

Square value, probability, CMIN / DF, GFI, TLI, CFI, and RMSEA on each variable 

meeting the cut-off standard required value.The final results of the measurement model 

are explained below: 

 

 

 

Fig 1. SEM Model 
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The results of data calculation with the help of Smart PLS 2.0 software show the 

following: 

 

Table 1. Hypothesis Statistic  

Variables  
Koef. Regresi 

Standard 

Critical 

Ratio (th) 
Sig.  

Customer Satisfaction→Customer 

Loyalty 
+ 0,698 + 2,561 0,000 Signifikan 

Religiosity→ Customer Satisfaction + 0,455 + 2,763 0,000 Signifikan 

Religiosity→Customer Loyalty + 0,029 + 0,153 0,878 
Tidak 

Signifikan 

Service Quality→Customer 

Satisfaction 
+ 0,502 + 3,631 0,000 Signifikan 

Service Quality→Customer Loyalty + 0,308 + 1,960 0,000 Signifikan 

Source: Processed Data (2018) 

 

Statistical test results show that customer satisfaction has a positive and 

significant effect on customer loyalty. This can be explained that if Customer 

Satisfaction has increased, then the increase will also occur in Customer Loyalty. The 

results of this study are following the results of previous studies conducted by [7]–[9], 

[16]which suggests that there is a positive and significant influence between customer 

Satisfaction on Customer Loyalty. The finding of this research is that customer 

Satisfaction at KSPPS in Yogyakarta is important, so it needs to be maintained and 

improved considering that customer satisfaction has a great influence on customer 

loyalty by increasing the quality of service and religiosity of course. 

Statistical test results indicate that the variable religiosity has a positive and 

significant effect on customer satisfaction. This can be interpreted, if religiosity has 

increased, then customer satisfaction will also increase. The results of this study are 

consistent with the results of previous studies which suggest that there is a positive and 

significant influence between religiosity on customer satisfaction[11]–[13].The finding 

of this research is that religiosity at KSPPS in Yogyakarta is important, so it needs to 

be maintained and improved considering that Religiosity has a great influence on 

Customer Satisfaction. 

The results of statistical tests indicate that the variable of religiosity has a 

positive and not significant effect on customer loyalty. This can be explained that the 

higher the level of religiosity, it will not affect the customer loyalty. The results of this 

study contradict the results of previous studies which suggested that there was a 

positive and significant influence between religiosity on customer loyalty[12], [14], 

[15].This certainly opens the opportunity to be examined again in the future. The 

findings of this study are that religiosity at KSPPS in Yogyakarta does not directly 

influence customer loyalty, but is achieved through customer satisfaction first, so that 

this religiosity needs to be maintained and improved considering that religiosity has a 

large influence on Customer Satisfaction which will lead to increased Customer 

Loyalty. This finding also indicates that KSPPS customers in Yogyakarta still do not 

fully understand Religiosity. The main motive to become a customer is economic 
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factors alone. But KSPPS religiosity factor has been able to provide satisfaction to its 

customers, which indirectly affects the level of customer loyalty. 

Statistical test results show that the service quality variable has a positive and 

significant effect on customer satisfaction. This can be interpreted, if the Quality of 

Service has increased, then Customer Satisfaction will also increase. The results of this 

study are in accordance with the results of previous studies conducted by[17], [18], 

[19]which suggests that there is a positive and significant effect between service 

quality on customer satisfaction. The findings of this study are that service quality at 

KSPPS in Yogyakarta is important, so it needs to be maintained and improved 

considering that service quality has a direct influence on customer satisfaction. 

Statistical test results show that Service Quality variable has a positive and 

significant effect on customer loyalty. This can be interpreted that if the Quality of 

Service has increased, then customer loyalty will also increase. The results of this 

study are consistent with previous findings which suggest that there is a positive and 

significant effect between service quality on customer loyalty. The findings of this 

study are that service quality at KSPPS in Yogyakarta is important, so it needs to be 

maintained and improved considering that the Quality of Service has a direct influence 

on customer loyalty [7], [10], [11]. 

 

IV. CONCLUSION  

The conclusions obtained from this study are as follows: 

a. Customer Satisfaction and service quality have a positive and significanteffect on 

Customer Loyalty. 

b. Religiosity has a positive and significant effect on customer satisfaction. 

c. Religiosity has a positive but not significant effect on customer loyalty. 

d. Service Quality has a positive and significant effect on Customer Satisfaction 

In conclusion, this initial study provides KSPPS Maintaining customer loyalty 

with customer satisfaction by improving customer satisfaction which itself can be 

improved by increasing the quality of service and religiosity. 
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