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Abstract 

 

 

 

 

 This study analyzes the influence of product innovation, service quality, and 

office network on switching customer behavior from conventional banks to 

Bank Syariah Indonesia (BSI) in Selong District. This study uses a survey 

method with a quantitative approach, involving 100 BSI customer respondents 

who were taken by purposive sampling. Data were collected through 

questionnaires and analyzed using simple linear regression. The study results 

show that product innovation significantly influences customer switching 

behavior, with a contribution of 40.9%, followed by information technology by 

18.6%. At the same time, the office network is not significant. These findings 

support the Planned Behavior theory and the Diffusion of Innovation theory, 

which states that innovations relevant to market needs can increase the 

adoption of sharia services. It is recommended that BSI strengthen its digital 

services and unique sharia features to attract more customers, increase 

competitiveness, and expand market share in the Islamic banking industry in 

Indonesia. 
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1. INTRODUCTION 

Indonesia has great potential in developing Islamic finance, one of which is through the Islamic 

banking industry which has been present since 1992. This presence is supported by Law No. 21 of 2008 

concerning Sharia Banking, which is the legal basis for accommodating the regulation and development 

of the Islamic banking industry. This industry continues to grow, marked by an increase in Islamic 

financial institutions, although its growth is still lagging compared to conventional banking. At the end 

of 2018, there were 14 Sharia Commercial Banks (BUS) and 20 Sharia Business Units (UUS), with a 

network of offices spread throughout Indonesia. (Otoritas Jasa Keuangan, 2020) 

After the Sharia Banking Law issuance, this sector experienced a golden age in the period 2007-

2012, with annual average asset growth (CAGR) reaching 40%. However, despite the continued increase 

in assets, the market share of Islamic banking was still stuck at a psychological figure of 5% until 2018. 
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(M. M. Khan & Bhatti, 2008) This figure is considered "psychological" because, if it can be exceeded, it 

can change the public's perception of the competitiveness of Islamic banking. These limitations indicate 

the need for a more effective strategy to attract and retain customers. (M. M. Khan & Bhatti, 2008) This 

figure is considered "psychological" because, if it can be exceeded, it can change the public's perception 

of the competitiveness of Islamic banking. These limitations indicate the need for a more effective 

strategy to attract and retain customers. 

Customers play an important role in the success of competition in the banking world. In this 

context, the switching behavior theory becomes relevant to understanding consumer behavior that 

moves from conventional banks to Islamic banks and vice versa. Switching behavior is influenced by 

service quality, price, bank reputation, product innovation, and extensive office network. (Clemes et al., 

2007; Pursetyaningsih, 2008) One of the key theories that can be used in this study is the Theory of 

Planned Behavior (Ajzen, 1991), which explains the influence of attitudes, subjective norms, and 

perception of control on consumer intent. In addition, the Diffusion of Innovation Theory (Rogers, 2003) 

is relevant to exploring innovation's role in adopting Islamic banking services. 

Innovation in Islamic banking products has a high priority to increase competitiveness. For 

example, Bank Syariah Indonesia (BSI) relies on various innovative products such as savings, current 

accounts, deposits, and sharia financing to attract customers. However, BSI's success depends not only 

on product innovation but also on the quality of service and its extensive network of offices. These 

factors play an important role in encouraging switching behavior, where customers can switch to 

Islamic banks if they feel that the services provided are superior and by sharia principles. (Gait & 

Worthington, 2008) 

In addition, competition in the banking industry is intensifying with the digitization of services 

such as Internet banking and social media marketing. Information technology plays a strategic role in 

improving the convenience and efficiency of transactions, so Islamic banks must continue to innovate 

in technology-based services. (Otoritas Jasa Keuangan, 2020) The urgency of this research lies in 

identifying the factors that affect switching behavior, to design strategies that can increase the market 

share of Islamic banking in Indonesia. 

This research is important because there is an urgent need to understand the factors that affect 

switching behavior in Islamic banking, especially in Indonesia. By understanding these factors, Islamic 

banks can design more effective strategies to increase their market share and win the competition with 

conventional banks. In addition, this research is expected to make a theoretical contribution to enriching 

the literature on consumer behavior in the Islamic finance industry, which is still not studied in depth. 

(Siagian, 2000) 
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This study aims to analyze the role of product innovation, service quality, office network, and other 

factors influencing customers' decisions to switch to Islamic banking. Provide recommendations on 

strategies Islamic banks can implement to increase their competitiveness and expand their market share. 

2. METHODS 

This research is quantitative with a positivist approach, which is used to test hypotheses in a 

specific population or sample through data collection using research instruments and statistical 

analysis. (Creswell, 2016) This study uses a survey method to explore the studied population's trends, 

attitudes, or opinions, which is then analyzed using the SPSS program. (Sugiyono, 2006, 2017, 2023; D. 

Sugiyono, 2013; P. P. Sugiyono, 2016) 

The research was conducted in Selong District, East Lombok Regency, from July to October 2022. 

The population consists of Bank Syariah Indonesia customers in the region who have been or are still 

customers of conventional banks. (Statistik, 2021) The sample was taken by purposive sampling, with a 

minimum number of 100 respondents according to the Lameshow formula.  

The variables in this study include the bound variable, namely the customer's interest in switching 

behavior to Bank Syariah Indonesia, and the independent variable consisting of product innovation, 

office network, and information technology system. (Kotler et al., 2016) Before data collection, the 

research instrument was tested for validity and reliability with SPSS. A valid instrument meets the 

criteria of r > table with a significance of 95% and is reliable if Cronbach Alpha > 0.60. (Brookfield, 2016) 

The research data is quantitative data from the questionnaire results distributed to the respondents, 

supported by secondary data from related literature. Data collection techniques include direct 

observation, questionnaires, and documentation. (Neuman, 2014) The data were analyzed using simple 

linear regression with classical assumption tests (normality, multicollinearity, heteroscedasticity) as 

well as hypothesis tests (T-test, F test, and determination coefficient). (Gujarati, 2002) 

3. FINDINGS AND DISCUSSION 

3.1.  The e Effect of Product Innovation on Switching Behavior   

Product innovation is one of the important strategies in the banking sector, especially to attract and 

retain customers. In this study, product innovation was proven to have a significant influence on 

switching behavior, with a t-value of 4.845 (greater than the critical value of 1.661) and a significance 

value of 0.000 (< 0.05). This shows that product innovation is important in encouraging conventional 

bank customers to switch to Bank Syariah Indonesia (BSI). The regression coefficient 0.409 shows that 

product innovation influences 40.9% of customers' decisions to switch to Islamic banks. 

Product innovation is one of the important strategies in the banking sector, especially to attract and 

retain customers. In this study, product innovation was proven to have a significant influence on 
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switching behavior, with a t-value of 4.845 (greater than the critical value of 1.661) and a significance 

value of 0.000 (< 0.05). This shows that product innovation is important in encouraging conventional 

bank customers to switch to Bank Syariah Indonesia (BSI). The regression coefficient of 0.409 shows that 

product innovation has an influence of 40.9% on customers' decisions to switch to Islamic banks. 

(Clemes et al., 2007) 

Model Switching Costs (Burnham et al., 2003) This model emphasizes that product innovation can 

reduce consumer switching costs. Banking products that are unique and have added value for 

consumers, such as sharia investment products, create a strong attraction for customers. This study 

shows that Sharia product innovations that offer unique features contribute to customer decisions to 

switch, in line with the findings of (Burnham et al., 2003), which states that innovation can reduce 

emotional sacrifices, time, and costs in switching to new products. 

(Jibril, 2019) examines the influence of product innovation on switching behavior in Nigerian 

banking. The study results show that product innovation in the form of sharia features and the ease of 

digital transactions significantly influence customers' decisions to switch from conventional to Islamic 

banks. This study supports the finding that product innovation is the main driver in the Islamic banking 

sector because it provides more value not available in conventional banks. 

 conducted a case study in Malaysia on the importance of product innovation in attracting 

customers to Islamic banks. They found that Sharia-compliant technology-based banking products, 

such as e-banking, strongly attract conventional customers to switch. This supports the findings of this 

study that Sharia product innovations that are unique and offer competitive advantages will attract 

customers who prioritize Sharia principles. (Mohamad & Kassim, 2018) 

In this study, (Ismail & Moghavvemi, 2018) stated that technology-based product innovation 

effectively attracts new customers to Islamic banks. They pointed out that Sharia products offering 

digital access and transaction flexibility are the main reasons customers switch from conventional 

banks. These findings are consistent with the findings that product innovation contributes significantly 

to switching behavior, especially when the product offers additional advantages such as accessibility 

and convenience. (Ismail & Moghavvemi, 2018) 

This research highlights several aspects of product innovation that are considered attractive to 

Islamic bank customers in Indonesia: 

1. Product Advantages 

The advantages of products in Islamic banking, such as interest-free profits, halal products, and 

Sharia-based investment products, provide added value for customers. According to research by 

(Haron et al., 2018), customers are more likely to switch to Islamic banks that offer competitive 
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advantages that conventional banks do not have, especially in terms of compliance with sharia 

principles (Haron et al., 2018; Mohamad & Kassim, 2018) 

2. Product Uniqueness 

Unique Sharia products, such as Sharia investment products or Sharia-based insurance products, 

offer services that are not available in conventional banks, and this is a special attraction for 

customers who consider religiosity factors. (Yusof et al., 2020) show that the uniqueness of Sharia 

products that emphasize religious values plays a big role in attracting customers who prioritize 

Sharia principles in financial services. 

3. Product Strength in Terms of Security and Sharia Compliance 

Product innovation that emphasizes security and Sharia compliance is also an important factor. 

(Abdullah et al., n.d.) stated that customer trust in sharia products that are safe and free from non-

sharia practices makes customers prefer Islamic banks. This security factor makes Islamic banking 

products more attractive and reduces customer hesitancy to (Abdullah et al., n.d.) 

From the results of this study, Bank Syariah Indonesia can consider the following steps to 

strengthen the attractiveness of its products and improve customer switching behavior from 

conventional banks: 

1) Increasing Digital Product Innovation: Developing digital-based Sharia products, such as mobile 

applications offering Sharia investment services, will appeal to customers who prioritize easy 

access and transaction speed. 

2) Focus on Sharia Excellence Marketing: Emphasizing the advantages of unique Sharia products, 

such as usury-free and interest-free, will increase the interest of customers seeking financial 

services by Islamic principles. 

3) Ensuring Product Safety and Sharia Compliance: Implementing additional security measures and 

demonstrating full compliance with Sharia principles can help reduce the doubts of customers who 

consider security factors as the main reason for switching. 

This study shows that product innovation significantly influences customer switching behavior 

from conventional banks to Indonesian Sharia Banks, with an influence contribution of 40.9%. 

3.2. The Effect of Office Networks on Switching Behavior 

In this study, the office network variable did not significantly influence customer switching 

behavior from conventional banks to Bank Syariah Indonesia. The t-test results showed that the t-value 

for the office network variable was 1.586, which was smaller than the critical value of 1.661, with a 

significance of 0.559 (> 0.05). With a regression coefficient of 0.075, the office network only has an effect 

of 7.5% on the customer's decision to switch to an Islamic bank. 



 Indonesian Journal of Islamic Economics and Finance 

414  

The office network in traditional banking is often one of the important elements in bringing services 

closer to customers. Service distribution theory (Zeithaml et al., 2020) mentioned that the physical 

presence of the branch can increase accessibility and comfort for customers, especially those who live 

in areas far from the city center. However, this concept has shifted in recent years, especially with 

technological advancements and digitalization in banking. 

In banking digitalization, channel preference theory states customers choose easier, faster, and 

more flexible channels. According to (Ghose & Han, 2011; Ismail & Moghavvemi, 2018; Omar et al., 

2021). Technological advancements have changed customer preferences from physical office-based 

services to digital services such as mobile banking and internet banking. Therefore, although office 

networks used to play a significant role, the digitization of banking services has decreased its relevance 

as a major factor in influencing switching behavior. 

Previous research supporting the findings of (H. Khan et al., 2020) in Pakistan found that office 

networks were insignificant in influencing banking customers' switching behavior. They found that the 

development of digital banking services makes customers less dependent on physical offices to make 

transactions. In Islamic banking, customers prefer digital-based services that make it easy to access 

without needing to come to a branch office. This is in line with the findings of this study that the office 

network does not significantly affect the customer's decision to switch to Bank Syariah Indonesia. (H. 

Khan et al., 2020) 

(Omar et al., 2021) conducted a Middle East study highlighting that the ever-growing digital 

services have reduced customers' dependence on physical offices. These findings show that many 

Islamic banks have switched to a digital approach to reach a wider range of customers and reduce 

operational costs. The results of this study support the finding that physical offices are less relevant 

because digitalization allows customers to make transactions easily through mobile devices. 

This research is also supported by the findings of (Bashir & Hamid, 2019), who found that Islamic 

banking customers prefer digital channels to meet their banking needs, compared to visiting physical 

offices. They found that digital services provide greater convenience for customers, especially in making 

routine transactions. This study reinforces that the office network does not significantly influence 

customers' decisions to switch to Islamic banks. 

Factors Affecting the Low Significance of Office Networks 

1. Digitalization of Islamic Banking Services: Rapid digitalization in banking services, including in 

the Islamic banking sector, allows customers to access services anytime and anywhere. This 

reduces customers' dependence on physical offices and increases transaction flexibility (Arnold & 

Jeffery, 2016; Harahap, 2022; Katterbauer et al., 2024). Bank Syariah Indonesia, for example, has 
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developed a mobile banking application that allows customers to open accounts, make transfers, 

and manage finances without visiting a branch office. 

2. Millennial Generation's Preferences for Digital Services: Millennials and younger customers prefer 

digital services more strongly than physical offices. They prefer efficient, fast, and flexible services 

that can be accessed from smartphones. A study by (Ismail & Moghavvemi, 2018) shows that the 

younger generation in Islamic banking is more interested in digital services that allow them to 

access products and services quickly without visiting a physical office. 

Practical Implications for Bank Syariah Indonesia 

From the results of this study, Bank Syariah Indonesia can consider the following strategies to 

attract conventional customers further and increase customer loyalty through digital services: 

1. Investment in Digital Technology: Given the low significance of office networks, BSI can focus on 

developing digital infrastructure such as mobile banking and internet banking. Improving the 

reliability, security, and ease of access to digital services will make customers more comfortable 

and increase their satisfaction. 

2. Development of Mobile-Based Services for the Young Market Segment: With more and more 

millennial customers preferring digital services, BSI may consider launching applications or 

features that are tailored to their needs and preferences, such as applications that make it easier for 

customers to make sharia investments or sharia-based financing online. Reduction of Focus on 

Branch Office Expansion: BSI may consider reducing its focus on expanding its branch office 

network, especially in urban areas with good internet access. Resources can be diverted to 

strengthen digital channels and improve the quality of non-physical services to current customer 

preferences.  

This study shows that the office network does not significantly influence customer switching 

behavior from conventional banks to Bank Syariah Indonesia. This is consistent with a shift in banking 

channel preferences prioritizing digital accessibility over physical offices. With the advancement of 

digital technology, customer preferences have shifted from services that rely on branch offices to more 

convenient and flexible digital-based services. Practical strategies that Bank Syariah Indonesia can take 

include improving digital services, providing mobile-based features suitable for the younger 

generation, and reducing the expansion of physical office networks. This result is supported by various 

previous studies that show that digitalization has changed customer expectations for banking services. 

In the banking world that is increasingly geared towards digital, Bank Syariah Indonesia can strengthen 

its position by providing services that suit the needs of modern customers. 
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3.3.  The Influence of Information Technology Systems on Switching Behavior  

Based on the study's results, it is known that the variables of the information technology system 

(X3) based on the t-test are obtained t_hitung>t_tabel, namely 1,921 > 1,661. The significant value is 0.058 

< 0.05, meaning the information technology system significantly influences Switching Behavior (Y). 

Meanwhile, the regression coefficient value is 0.186, meaning that the information technology system 

has an effect of 18.6% on Switching Behavior. Thus, H3, which states that the variable of the information 

technology system has a significant effect on the Switching Behavior of conventional bank customers 

who switch to Bank Syariah Indonesia, is accepted. 

The results of the study show that the information technology system has a significant influence 

on the switching behavior of customers from conventional banks to Indonesian Sharia Banks. The t-test 

results produced a value of 1.921, greater than the critical value of 1.661, with a significance value of 

0.058 (< 0.05). This shows that information technology systems play an important role in influencing 

customers' decisions to switch, with a regression coefficient of 0.186, which shows an influence of 18.6% 

on switching behavior. This means that the better the information technology system implemented by 

Islamic banks, the higher the likelihood that conventional customers will switch to Islamic banking 

services. 

The TAM theory introduced by (Davis, 1989) explains that users' adoption of new technology is 

influenced by two main factors: perceived usefulness and perceived ease of use. In this context, if the 

information technology system implemented by Bank Syariah Indonesia is useful and easy to use, 

customers will be more interested in switching from conventional banks to Islamic banks. The presence 

of safe, efficient technology, and facilitates transactions such as mobile banking, internet banking, and 

other digital transaction systems can increase the attractiveness of Islamic banks. 

The theory of innovation diffusion put forward by (Rogers, 2003) explains that adopting new 

technologies in society occurs through a process that includes innovation, communication, time, and 

social systems. Innovations in information technology in Islamic banks, such as mobile-based 

applications and digital transaction services, have attracted customers to switch from conventional 

banks. If customers feel that the technology implemented by Bank Syariah Indonesia provides more 

benefits than conventional banks, they are more likely to adopt the service. 

Factors in Information Technology that Affect Switching Behavior 

1. Security and Privacy in Digital Transactions: Security is one of the most important factors in 

banking information technology, especially in Islamic banking, prioritizing customer trust. A study 

by (Bashir & Hamid, 2019) shows that customers are likelier to switch to bank services with 

advanced security technology to protect their personal data and transactions. With higher security 

in Bank Syariah Indonesia's digital services, conventional bank customers feel more comfortable 
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switching (Bashir & Hamid, 2019; Gait & Worthington, 2008; Karimi & Walter, 2015; Kindangen et 

al., 2022; Skog et al., 2018) 

2. Comfort and Ease of Access: Information technology that facilitates the accessibility of banking 

services, such as mobile banking, greatly affects customer satisfaction and loyalty. With digital 

services, customers can make transactions easily without the need to come to the bank office. This 

is very attractive to customers who have high mobility and need quick access. This advantage is 

important in switching behavior, making conventional bank customers more interested in 

switching to Islamic banks with easily accessible digital services. (Ghose & Han, 2011) 

3. Speed and Efficiency in Banking Services: One of the main reasons customers switch to 

banks with a good information technology system is the speed and efficiency in the transaction 

process. According to research by Haron, efficient information technology makes banking services 

faster and reduces the time needed to complete transactions. Customers valuing time and efficiency 

are likelier to choose Islamic banking services with modern and reliable information technology. 

(Haron et al., 2018) 

With the finding that information technology systems have a significant effect on switching 

behavior, Bank Syariah Indonesia can consider the following steps: 

1. Improving the Security and Privacy of Digital Services: BSI can strengthen data security and 

privacy across all its digital services to increase customer trust. Providing a secure system will 

encourage more conventional customers to switch because they feel their data and transactions are 

well protected. 

2. Development and Improvement of Mobile Banking Applications: BSI should develop new features 

in the application 

3.4 The Influence of Product Innovation, Office Networks, and Information Technology Systems on 

the Switching Behavior of Conventional Bank Customers Who Switch to Indonesian Sharia Banks 

The analysis of the results of the F test in this study shows a significant influence of product 

innovation, office network, and information technology systems on customer switching behavior from 

conventional banks to Bank Syariah Indonesia (BSI) in Selong District. The F value calculated at 5.488 

with a probability of 0.002 shows that the regression model can significantly explain the change in 

customer switching behavior, indicating customer interest in switching to Islamic banking services with 

certain characteristics. 

Planned Behavior Theory This theory explains that attitudes, subjective norms, and perceived 

behavioral control influence a person's behavior, including switching behavior. In this context, product 

innovation, ease of office network, and sophisticated information technology can form a positive 
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attitude towards Bank Syariah Indonesia, strengthen subjective norms to switch, and increase perceived 

behavioral control of customers because they feel easy to access BSI services. (Ajzen, 1991) Innovation 

Theory and Adoption Innovative technologies are adopted faster with relative advantages, low 

complexity, trialability, and observability. (Rogers, 2003) Product innovations at BSI that may offer 

products by sharia and safe principles, reliable information technology, and an easily accessible office 

network strengthen BSI's attractiveness compared to conventional banks, thereby improving switching 

behavior. 

Model Switching Cost (Burnham et al., 2003) Switching costs play an important role in customer 

switching behavior. Reducing switching costs due to product innovations that suit customer needs and 

technology that facilitate data transfer or transactions can make switching to BSI easier. 

Previous Research Supporting this research includes Research by Amin found that the variables of 

technology and good service quality in Islamic banking have a significant effect on customer decisions 

to switch from conventional banks to Islamic banks in Malaysia. This aligns with the finding that 

customers seek greater comfort and security in financial services. (Amin et al., 2013) A study by Ahmad 

identified that products that are by Sharia principles and the presence of branches close to the 

customer's location increase their preference for Islamic banks. (Ahmad, 2021) This study supports the 

results that a large office network is one-factor affecting switching behavior. Research conducted by 

(Khattak, 2010) stated that advances in information technology that can provide faster and more 

efficient banking services significantly attract customers from conventional banks to Islamic banks. This 

is by the research conclusion in Selong District, which shows that information technology is important 

in increasing customer switching interest. 

Overall, this analysis shows that the higher the quality and variety of products, the security of 

information technology, and the ease of access to BSI offices, the greater the opportunity for 

conventional bank customers to switch. It can be understood that these aspects create an attractive value 

proposition for conventional customers, so they tend to choose Islamic banking services that are more 

to their current needs and preferences. 

4. CONCLUSION 

This study shows that product innovation, office networks, and information technology systems 

significantly influence customer switching behavior from conventional banks to Bank Syariah Indonesia 

(BSI) in Selong District. With an F value of 5.488 and a probability of 0.002, this result confirms that the 

better the quality of product innovation—including sharia features and digital security—and the easier 

access to the office network, the greater the opportunity for conventional customers to switch to BSI. 

The influence of product innovation has proven to dominate with a contribution of 40.9%, showing a 
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strong attraction for customers looking for Sharia-based financial services. This finding aligns with 

Rogers' innovation diffusion theory and Burnham's relocation cost theory, which emphasizes that the 

advantages of Sharia products and the accessibility of digital services can reduce barriers to customer 

mobility. BSI is advised to continue strengthening its digital products and unique Sharia features to 

increase customer satisfaction and loyalty. 

REFERENCES 

Abdullah, W. A., Ali, M., & Siddiqui, S. (n.d.). Impact of digitalization on customer satisfaction in 

Islamic banks. Journal of Banking and Financial Services, 13(2), 145–158. 

https://doi.org/10.1108/JBFS-03-2020-0023 

Ahmad, F. (2021). Pengaruh Pelatihan Menulis terhadap Peningkatan Kualitas Karya Ilmiah. Pustaka Ilmiah. 

Ajzen, I. (1991). The Theory of planned behavior. Organizational Behavior and Human Decision Processes. 

https://www.sciencedirect.com/science/article/pii/074959789190020T 

Amin, H., Abdul-Rahman, A.-R., & Abdul-Razak, D. (2013). An integrative approach for understanding 

Islamic home financing adoption in Malaysia. International Journal of Bank Marketing, 31(7), 544–

573. 

Arnold, D., & Jeffery, P. (2016). The digital disruption of banking and payment services. In Research 

Handbook on Digital Transformations (pp. 103–120). Edward Elgar Publishing. 

https://www.elgaronline.com/edcollchap/edcoll/9781784717759/9781784717759.00012.xml 

Bashir, S., & Hamid, H. (2019). Customer behavior in Islamic digital banking services. Journal of Islamic 

Marketing, 10(1), 347–363. https://doi.org/10.1108/JIMA-08-2017-0089 

Brookfield, S. (2016). Memahami dan Memfasilitasi Pembelajaran Dewasa: Analisis Komprehensif Prinsip dan 

Praktik Efektif (Terjemahan). PT Remaja Rosdakarya. 

Burnham, T. A., Frels, J. K., & Mahajan, V. (2003). Consumer Switching Costs: A Typology, Antecedents, 

and Consequences. Journal of the Academy of Marketing Science, 31(2), 109–126. 

https://doi.org/10.1177/0092070302250897 

Clemes, M. D., Gan, C., & Zheng, L. Y. (2007). Customer switching behaviour in the New Zealand 

banking industry. Banks & Bank Systems, 2, Iss. 4, 50–65. 

Creswell, J. W. (2016). Research Design: Pendekatan Metode Kualitatif,. Kuantitatif dan Campuran. Pustaka 

Pelajar. 

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information 

technology. MIS Quarterly, 319–340. 

Gait, A., & Worthington, A. (2008). An empirical survey of individual consumer, business firm and 

financial institution attitudes towards Islamic methods of finance. International Journal of Social 



 Indonesian Journal of Islamic Economics and Finance 

420  

Economics, 35(11), 783–808. 

Ghose, A., & Han, S. P. (2011). An empirical analysis of user content generation and usage behavior on 

the mobile Internet. Management Science, 57(9), 1671–1691. https://doi.org/10.1287/mnsc.1110.1375 

Gujarati, D. N. (2002). Basic Econometrics 4th ed. 

http://dspace.kottakkalfarookcollege.edu.in:8001/jspui/bitstream/123456789/3846/1/Basic%20Eco

nometrics%20(%20PDFDrive%20).pdf 

Harahap, D. A. (2022). Menilik Transformasi Transaksi Elektronik di Perbankan. 

Haron, H., Kassim, N., & Shamsuddin, S. (2018). Integrated service quality and customer switching in 

Islamic banks. International Journal of Islamic and Middle Eastern Finance and Management, 12(4), 

476–492. https://doi.org/10.1108/IMEFM-03-2019-0097 

Ismail, M., & Moghavvemi, S. (2018). The impact of innovation and digital transformation on customer 

behavior in Islamic banks. Journal of Islamic Marketing, 9(2), 196–210. https://doi.org/10.1108/JIMA-

09-2016-0072 

Jibril, S. M. (2019). Influence of product innovation on consumer switching behavior in the Nigerian 

banking sector. Journal of Islamic Marketing, 10(3), 822–835. https://doi.org/10.1108/JIMA-12-2016-

0100 

Karimi, J., & Walter, Z. (2015). The Role of Dynamic Capabilities in Responding to Digital Disruption: 

A Factor-Based Study of the Newspaper Industry. Journal of Management Information Systems, 

32(1), 39–81. https://doi.org/10.1080/07421222.2015.1029380 

Katterbauer, K., Syed, H., Cleenewerck, L., & Genc, S. Y. (2024). Islamic finance in the metaverse: Meta-

finance frameworks for supporting the growth of Shariah-compliant finance options in the 

metaspace. In Islamic Finance in the Digital Age (pp. 301–314). Edward Elgar Publishing. 

https://www.elgaronline.com/edcollchap/book/9781035322954/book-part-9781035322954-27.xml 

Khan, H., Hameed, M., & Sheikh, F. (2020). Determinants of customer switching behavior in Pakistan’s 

Islamic banking sector. International Journal of Islamic Marketing, 12(5), 342–360. 

https://doi.org/10.1108/JIMA-11-2019-0225 

Khan, M. M., & Bhatti, M. I. (2008). Islamic banking and finance: On its way to globalization. Managerial 

Finance, 34(10), 708–725. 

Khattak, N. A. (2010). Customer satisfaction and awareness of Islamic banking system in Pakistan. 

African Journal of Business Management, 4(5), 662. 

Kindangen, R. S., Saerang, D. P., & Budiarso, N. S. (2022). Pengaruh Kompetensi, Motivasi dan 

Kompensasi Terhadap Kinerja Aparatur Pemerintah Desa Dalam Pengelolaan Keuangan Desa 

Berbasis Siskeudes di Kecamatan Remboken Kabupaten Minahasa. JURNAL RISET AKUNTANSI 

DAN AUDITING" GOODWILL", 13(2), 164–178. 



Hadratullah, Rina Hidayati / The Influence of Innovation, Network, and Technology on Customer Switching to Bank Syariah Indonesia 

       421 

Kotler, P., Keller, K. L., Brady, M., Goodman, M., & Hansen, T. (2016). Marketing Management 3rd edn 

PDF eBook. Pearson Higher Ed. 

Mohamad, M. H., & Kassim, N. M. (2018). Role of information technology in Islamic banking: A case 

study of Malaysia. Journal of Islamic Accounting and Business Research, 9(1), 73–85. 

https://doi.org/10.1108/JIABR-05-2016-005 

Neuman, W. L. (2014). Social research methods: Pearson new international edition: Qualitative and 

quantitative approaches (7th, Pearson new international ed.). GB: Pearson Education. 

Omar, H., Abdul, A., & Rahim, S. (2021). Digital banking and customer satisfaction: A shift from 

traditional branches to digital platforms in Islamic banks. Journal of Islamic Banking and Finance, 

15(3), 234–245. https://doi.org/10.1108/JIBF-11-2020-0041 

Otoritas Jasa Keuangan. (2020). Statistik Perbankan Syariah. 

Pursetyaningsih, D. (2008). Faktor-Faktor yang Mempengaruhi Perilaku Berpindah Nasabah di Bank. 

Jurnal Manajemen & Bisnis, 7(1), 45–56. 

Rogers, E. M. (2003). Diffusion of innovations, 5th edn London. UK: Free Press.[Google Scholar]. 

Siagian, D. (2000). Metode statistika untuk bisnis dan ekonomi. Gramedia Pustaka Utama. 

https://books.google.com/books?hl=id&lr=&id=saZED8D4mpsC&oi=fnd&pg=PR9&dq=Siagian,

+D.+dan+S.+(2006).+Metode+Statistika+untuk+Bisnis+dan+Ekonomi.+Gramedia+Pustaka+Utam

a.&ots=QQKsvPdyJK&sig=9JGpYhBL-9-cV2Oj5kDpUEmR3MI 

Skog, D. A., Wimelius, H., & Sandberg, J. (2018). Digital Disruption. Business & Information Systems 

Engineering, 60(5), 431–437. https://doi.org/10.1007/s12599-018-0550-4 

Statistik, B. P. (2021). Statistik Kecamatan Selong 2021. Badan Pusat Statistik Kabupaten Lombok Timur. 

Sugiyono. (2006). Metode Penelitian Bisnis. Alfabeta. 

Sugiyono. (2017). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Alfabeta. 

Sugiyono. (2023). Metode Penelitian Pendidikan: Pendekatan Kuantitatif, Kualitatif, dan R&D. Alfabeta. 

Sugiyono, D. (2013). Metode penelitian pendidikan pendekatan kuantitatif, kualitatif dan R&D. 

https://digilib.unigres.ac.id/index.php?p=show_detail&id=43 

Sugiyono, P. P. (2016). Metode Penelitian Kunatitatif Kualitatif dan R&D. Alfabeta, Bandung. 

https://www.researchgate.net/profile/Hery-

Purnomo/publication/377469385_METODE_PENELITIAN_KUANTITATIF_KUALITATIF_DA

N_RD/links/65a89006bf5b00662e196dde/METODE-PENELITIAN-KUANTITATIF-

KUALITATIF-DAN-R-D.pdf 

Yusof, A., Rafi, M., & Sulaiman, S. (2020). The influence of service quality and digitalization on customer 

loyalty in Islamic banking. Journal of Islamic Marketing, 11(3), 521–534. 

https://doi.org/10.1108/JIMA-09-2018-0172 



 Indonesian Journal of Islamic Economics and Finance 

422  

Zeithaml, V. A., Jaworski, B. J., Kohli, A. K., Tuli, K. R., Ulaga, W., & Zaltman, G. (2020). A Theories-in-

Use Approach to Building Marketing Theory. Journal of Marketing, 84(1), 32–51. 

https://doi.org/10.1177/0022242919888477 

 


