
 
 

98 
 

DAFTAR PUSTAKA 

 

Aboobucker, I., & Bao, Y. (2018). What obstruct customer acceptance of internet 

banking? Security and privacy, risk, trust and website usability and the role of 

moderators. Journal of High Technology Management Research, 29(1), 109–

123. https://doi.org/10.1016/j.hitech.2018.04.010 

Abror, A., Patrisia, D., Engriani, Y., Evanita, S., Yasri, Y., & Dastgir, S. (2020). 

Service quality, religiosity, customer satisfaction, customer engagement and 

Islamic bank’s customer loyalty. Journal of Islamic Marketing, 11(6), 1691–

1705. https://doi.org/10.1108/JIMA-03-2019-0044 

Ahmed, S., Mohiuddin, M., Rahman, M., Tarique, K. M., & Azim, M. (2022). The 

impact of Islamic Shariah compliance on customer satisfaction in Islamic 

banking services: mediating role of service quality. Journal of Islamic 

Marketing, 13(9), 1829–1842. https://doi.org/10.1108/JIMA-11-2020-0346 

Al-jazzazi, A., & Sultan, P. (2017). Demographic differences in Jordanian bank 

service quality perceptions. International Journal of Bank Marketing, 35(2), 

275–297. https://doi.org/10.1108/IJBM-07-2016-0091 

Alzaydi, Z. (2023). Examining the mediating effect of multi-channel integration 

quality in the relationship with service quality , customer satisfaction and 

customer loyalty in the Saudi banking sector. https://doi.org/10.1108/MSAR-

12-2022-0061 

Asnawi, N., Sukoco, B. M., & Fanani, M. A. (2020). The role of service quality 

within Indonesian customers satisfaction and loyalty and its impact on Islamic 

banks. Journal of Islamic Marketing, 11(1), 192–212. 

https://doi.org/10.1108/JIMA-03-2017-0033 

Bakar, J. A., Clemes, M. D., & Bicknell, K. (2017). A comprehensive hierarchical 

model of retail banking. International Journal of Bank Marketing, 35(4), 662–

684. https://doi.org/10.1108/IJBM-03-2016-0041 

Blau, P. M. (1964). Exchange and Power in Social Life. Wiley. 

Boonlertvanich, K. (2019). Service quality, satisfaction, trust, and loyalty: the 

moderating role of main-bank and wealth status. International Journal of Bank 

Marketing, 37(1), 278–302. https://doi.org/10.1108/IJBM-02-2018-0021 

Chang, C. C., & Hung, J. S. (2018). The effects of service recovery and relational 

selling behavior on trust, satisfaction, and loyalty. International Journal of 

Bank Marketing, 36(7), 1437–1454. https://doi.org/10.1108/IJBM-07-2017-

0160 

Cheshin, A., Amit, A., & van Kleef, G. A. (2018). The interpersonal effects of 

emotion intensity in customer service: Perceived appropriateness and 

authenticity of attendants’ emotional displays shape customer trust and 

satisfaction. Organizational Behavior and Human Decision Processes, 



99 
 
 

 
 

144(June 2017), 97–111. https://doi.org/10.1016/j.obhdp.2017.10.002 

Donovan, R. J., & Rossiter, J. R. (1982). Store Atmosphere: An Environmental 

Psychology Approach. Journal of Retailing, 58(1), 34–57. 

Ehigie, B. O. (2006). Correlates of customer loyalty to their bank: A case study in 

Nigeria. International Journal of Bank Marketing, 24(7), 494–508. 

https://doi.org/10.1108/02652320610712102 

Fernandes, A. A. R., & Solimun, S. (2018). The mediation effect of customer 

satisfaction in the relationship between service quality, service orientation, and 

marketing mix strategy to customer loyalty. Journal of Management 

Development, 37(1), 76–87. https://doi.org/10.1108/JMD-12-2016-0315 

Fusva, A., Dean, D., Suhartanto, D., Syarief, M. E., Arifin, A. Z., Suhaeni, T., & 

Rafdinal, W. (2020). Loyalty formation and its impact on financial 

performance of Islamic banks – evidence from Indonesia. Journal of Islamic 

Marketing, 12(9), 1872–1886. https://doi.org/10.1108/JIMA-12-2019-0258 

Ghozali, I. (2016). Desain Penellitian Kuantitatif dan Kualitatif. Yoga Pratama. 

Ghozali, I. (2018). Aplikasi Analisis Multivariate dengan Program IBM SPSS 25 

(9th ed.). Badan Penerbit Universitas Diponegoro. 

Ghozali, I. & H. L. (2015). Partial Least Squares SmartPLS 3.0. Badan Penerbit 

Universitas Diponegoro. 

Ghozali, I. & K. A. K. (2016). Model Persamaan Struktural PLS-PM, GSCA, 

RGCCA. Yoga Pratama. 

Gopi, B., & Samat, N. (2020). The influence of food trucks’ service quality on 

customer satisfaction and its impact toward customer loyalty. British Food 

Journal, 122(10), 3213–3226. https://doi.org/10.1108/BFJ-02-2020-0110 

Goyal, P., & Chanda, U. (2017). A Bayesian Network Model on the association 

between CSR, perceived service quality and customer loyalty in Indian 

Banking Industry. Sustainable Production and Consumption, 10(December 

2016), 50–65. https://doi.org/10.1016/j.spc.2016.12.001 

Haron, R., Abdul Subar, N., & Ibrahim, K. (2020). Service quality of Islamic banks: 

satisfaction, loyalty and the mediating role of trust. Islamic Economic Studies, 

28(1), 3–23. https://doi.org/10.1108/ies-12-2019-0041 

Hoang, D. P. (2019). The central role of customer dialogue and trust in gaining bank 

loyalty: an extended SWICS model. International Journal of Bank Marketing, 

37(3), 711–729. https://doi.org/10.1108/IJBM-03-2018-0069 

Islam, R., Ahmed, S., Rahman, M., & Al Asheq, A. (2021). Determinants of service 

quality and its effect on customer satisfaction and loyalty: an empirical study 

of private banking sector. TQM Journal, 33(6), 1163–1182. 

https://doi.org/10.1108/TQM-05-2020-0119 

Kamran-Disfani, O., Mantrala, M. K., Izquierdo-Yusta, A., & Martínez-Ruiz, M. 

P. (2017). The impact of retail store format on the satisfaction-loyalty link: An 



100 
 
 

 
 

empirical investigation. Journal of Business Research, 77(September 2016), 

14–22. https://doi.org/10.1016/j.jbusres.2017.04.004 

Kartika, T., Firdaus, A., & Najib, M. (2020). Contrasting the drivers of customer 

loyalty; financing and depositor customer, single and dual customer, in 

Indonesian Islamic bank. Journal of Islamic Marketing, 11(4), 933–959. 

https://doi.org/10.1108/JIMA-04-2017-0040 

Khan, S. M., Ali, M., Puah, C. H., Amin, H., & Mubarak, M. S. (2022). Islamic 

bank customer satisfaction, trust, loyalty and word of mouth: the CREATOR 

model. Journal of Islamic Accounting and Business Research. 

https://doi.org/10.1108/JIABR-01-2022-0017 

Kotler & Keller. (2016). Marketing Mangement (15th ed.). Pearson. 

Moosa, R., & Kashiramka, S. (2022). Objectives of Islamic banking, customer 

satisfaction and customer loyalty: empirical evidence from South Africa. 

Journal of Islamic Marketing. https://doi.org/10.1108/JIMA-01-2022-0007 

Ofori, K. S., Boateng, H., Okoe, A. F., & Gvozdanovic, I. (2017). Examining 

customers’ continuance intentions towards internet banking usage. Marketing 

Intelligence and Planning, 35(6), 756–773. https://doi.org/10.1108/MIP-11-

2016-0214 

Omoregie, O. K., Addae, J. A., Coffie, S., Ampong, G. O. A., & Ofori, K. S. (2019). 

Factors influencing consumer loyalty: evidence from the Ghanaian retail 

banking industry. International Journal of Bank Marketing, 37(3), 798–820. 

https://doi.org/10.1108/IJBM-04-2018-0099 

Özkan, P., Süer, S., Keser, İ. K., & Kocakoç, İ. D. (2020). The effect of service 

quality and customer satisfaction on customer loyalty: The mediation of 

perceived value of services, corporate image, and corporate reputation. 

International Journal of Bank Marketing, 38(2), 384–405. 

https://doi.org/10.1108/IJBM-03-2019-0096 

Paparoidamis, N. G., Katsikeas, C. S., & Chumpitaz, R. (2019). The role of supplier 

performance in building customer trust and loyalty: A cross-country 

examination. Industrial Marketing Management, 78, 183–197. 

https://doi.org/10.1016/j.indmarman.2017.02.005 

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A Conceptual Model of 

Service Quality and Its Implications for Future Research. Journal of 

Marketing, 49(4), 41. https://doi.org/10.2307/1251430 

Parasuraman, A., & Zeithaml, V. alarie. (1996). The Behavioral consequences of 

stroke. The Behavioral Consequences Of Service Quality, 1–14. 

Pooya, A., Abed Khorasani, M., & Gholamian Ghouzhdi, S. (2020). Investigating 

the effect of perceived quality of self-service banking on customer satisfaction. 

International Journal of Islamic and Middle Eastern Finance and 

Management, 13(2), 263–280. https://doi.org/10.1108/IMEFM-12-2018-0440 

Raza, A., Rather, R. A., Iqbal, M. K., & Bhutta, U. S. (2020). An assessment of 



101 
 
 

 
 

corporate social responsibility on customer company identification and loyalty 

in banking industry: a PLS-SEM analysis. Management Research Review, 

43(11), 1337–1370. https://doi.org/10.1108/MRR-08-2019-0341 

Russell, E. (2010). The fundamentals of marketing. In Choice Reviews Online (Vol. 

47, Issue 09). https://doi.org/10.5860/choice.47-5122 

Saleh, M. A., Quazi, A., Keating, B., & Gaur, S. S. (2017). Quality and image of 

banking services: a comparative study of conventional and Islamic banks. 

International Journal of Bank Marketing, 35(6), 878–902. 

https://doi.org/10.1108/IJBM-08-2016-0111 

Sigit Parawansa, D. A. (2018). Effect of commitment and customers’ satisfaction 

on the relationship between service quality and customer retention in rural 

banks in Makassar, Indonesia. In Journal of Management Development (Vol. 

37, Issue 1, pp. 53–64). https://doi.org/10.1108/JMD-12-2016-0303 

Suhartanto, D., Gan, C., Sarah, I. S., & Setiawan, S. (2020). Loyalty towards 

Islamic banking: service quality, emotional or religious driven? Journal of 

Islamic Marketing, 11(1), 66–80. https://doi.org/10.1108/JIMA-01-2018-0007 

Supriyanto, A., Wiyono, B. B., & Burhanuddin, B. (2021). Effects of service quality 

and customer satisfaction on loyalty of bank customers. Cogent Business and 

Management, 8(1). https://doi.org/10.1080/23311975.2021.1937847 

Tabrani, M., Amin, M., & Nizam, A. (2018). Trust, commitment, customer 

intimacy and customer loyalty in Islamic banking relationships. International 

Journal of Bank Marketing, 36(5), 823–848. https://doi.org/10.1108/IJBM-03-

2017-0054 

Teeroovengadum, V. (2022). Service quality dimensions as predictors of customer 

satisfaction and loyalty in the banking industry: moderating effects of gender. 

European Business Review, 34(1), 1–19. https://doi.org/10.1108/EBR-10-

2019-0270 

Tegambwage, A. G., & Kasoga, P. S. (2022). Antecedents of customer loyalty in 

Islamic banking: evidence from Tanzania. Journal of Islamic Accounting and 

Business Research, 13(4), 701–713. https://doi.org/10.1108/JIABR-10-2021-

0288 

Wijaya, T., Nasuka, M., & Hidayat, A. (2022). Salesperson ethics behavior as 

antecedent of Islamic banking customer loyalty. Journal of Islamic Marketing, 

13(7), 1535–1550. https://doi.org/10.1108/JIMA-04-2020-0100 

Yilmaz, V., Ari, E., & Gürbüz, H. (2018). Investigating the relationship between 

service quality dimensions, customer satisfaction and loyalty in Turkish 

banking sector: An application of structural equation model. International 

Journal of Bank Marketing, 36(3), 423–440. https://doi.org/10.1108/IJBM-02-

2017-0037 

  


