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The role of Islamic marketing ethics for customer loyalty 
in Islamic banking through customer satisfaction 

Abstract. This study aims to build a conceptual and empirical model of Islamic marketing ethics’ influence 
on Islamic banks’ customer loyalty through customer satisfaction on salesperson services and customer 
satisfaction to Islamic banks over the year 2020. This study develops a new theoretical model, namely the 
ethical behaviour of Islamic marketing which is predicted to influence customer loyalty in Islamic banks 
by integrating customer satisfaction variables. The marketing ethics measurement model in the current 
research was built employing the Islamic marketing concept approach. The research paradigm used in 
this study is post-positivistic. The data were collected from 217 customers of Islamic banks in Central Java 
utilizing the purposive sampling technique. The results showed that Islamic ethical behaviour has a significant 
impact on customer loyalty directly or indirectly through customer satisfaction. Customer satisfaction with 
core services has a direct impact on customer loyalty at Islamic banks.
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Анотація. Це дослідження спрямоване на побудову концептуальної та емпіричної моделі впливу 
етики ісламського маркетингу на лояльність клієнтів ісламських банків через задоволеність клієнтів 
послугами продавців і задоволеність клієнтів ісламськими банками протягом 2020 року. У цьому 
дослідженні розробляється нова теоретична модель, а саме етична поведінка ісламського маркетингу, 
яка, згідно з прогнозами, вплине на лояльність клієнтів в ісламських банках за рахунок інтеграції 
змінних задоволеності клієнтів. Модель вимірювання маркетингової етики в цьому дослідженні 
була побудована з використанням концепції ісламського маркетингу. Дослідницька парадигма, 
використана в цьому дослідженні, є постпозитивістською. Дані дослідження були отримані від 217 
клієнтів ісламських банків у Центральній Яві з використанням методу цільової вибірки.
Результати показали, що ісламська етична поведінка прямо або опосередковано впливає на 
лояльність клієнтів через їх задоволеність. Задоволеність клієнтів основними послугами ісламських 
банків позитивно і суттєво впливає на їх лояльність.
Ключові слова: лояльність клієнтів; ісламська етика; маркетинг; ісламський банк; задоволеність 
клієнтів.
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Роль исламской маркетинговой этики для лояльности клиентов в исламском банкинге 
через удовлетворенность клиентов
Аннотация. Это исследование направлено на построение концептуальной и эмпирической 
модели влияния этики исламского маркетинга на лояльность клиентов исламских банков через 
удовлетворенность клиентов услугами продавцов и удовлетворенность клиентов исламскими банками 
в течение 2020 года. В этом исследовании разрабатывается новая теоретическая модель, а именно 
этическое поведение исламского маркетинга, которое, согласно прогнозам, повлияет на лояльность 
клиентов в исламских банках за счет интеграции переменных удовлетворенности клиентов. Модель 
измерения маркетинговой этики в этом исследовании была построена с использованием концепции 
исламского маркетинга. Исследовательская парадигма, использованная в этом исследовании, 
является постпозитивистской. Данные исследования были получены от 217 клиентов исламских 
банков в Центральной Яве с использованием метода целевой выборки. 
Результаты показали, что исламское этическое поведение прямо или косвенно влияет на лояльность 
клиентов через их удовлетворенность. Удовлетворенность клиентов основными услугами исламских 
банков положительно и существенно влияет на их лояльность.
Ключевые слова: лояльность клиентов; исламская этика; маркетинг; исламский банк; 
удовлетворенность клиентов.

1. Introduction
Nowadays, the development of Islamic banks in Indonesia shows satisfactory development re-

sults, both in terms of institutional and financial achievement, including the increase in the num-
ber of Islamic banks’ customers. This phenomenon also proves that Islamic banks have been ac-
cepted globally (Hassan et al., 2012; Khan et al., 2021). On the basis of data from the Indonesian 
Financial Services Authority (2020), it is estimated that the world’s Muslims will spend USD 2.2 tril-
lion for the food, pharmaceutical, and lifestyle sectors following sharia principles. This value re-
flects 5.2% growth from the previous year and is expected to reach USD 3.2 trillion in 2024 (Qur-
rata et al., 2021). Besides, Islamic financial assets were reported to have reached USD 2.5 trillion 
in 2020. The growing Islamic economic activity covers seven sectors, including halal food, sharia 
finance, sharia clothing, Muslim-friendly travel, media, and recreation, according to sharia, halal 
pharmacy, and halal cosmetics. In 2020, the halal food, sharia clothing, and media and recrea-
tion sectors with the theme according to sharia occupied the 3rd (three) largest position in terms 
of consumer spending. Another sector, namely Muslim-friendly travel, is in fourth place with a va
lue of USD 189 billion, followed by halal pharmaceuticals and halal cosmetics worth USD 92 billion 
and USD 64 billion. Meanwhile, the Islamic financial sector, which is the supporting sector of the 
entire sharia economy, has an asset value of USD 2.5 trillion. The Islamic economy, which is pre-
dicted to continue to grow to USD 3.2 trillion in 2024, is a potential investment area for investors. 
Investment in the sharia economy grew by 399% in 2020 with a value of USD 1.2 billion. Despite 
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significant growth, investment in the sharia economy still accounts for a small portion, namely 
0.1% of total global investment (Fahlevi et al., 2019; Khan et al., 2021).

Indonesia’s position in the global Islamic economic map can be seen in the Global Islamic 
Economic Indicator Score (GIEI) ranking, which provides a comprehensive picture of countries 
that currently can seize global sharia economic opportunities. GIEI uses several criteria, inclu
ding Islamic Finance, Halal Food, Travel, Fashion, Media & Recreation, and Pharma & Cosme
tics. At GIEI 2019-2020. Indonesia is in fifth place with a total score of 49, an increase from the 
previous position, which was in 10th position with a total score of 45. Indonesia’s development 
in Islamic Finance, Modest Fashion, and Halal Media & Recreation is a driving factor increase 
in Indonesia’s ranking globally (Ledhem & Mekidiche, 2020). Besides, the issuance of the 
2019-2024 Indonesian Sharia Economic Master Plan, which aims to make Indonesia the world’s 
leading Islamic economic center, is considered an important aspect to encourage the halal in-
dustry’s development. Indonesia’s Islamic financial assets grew 14.01% to Rp1,468.07 trillion 
from the previous year, which amounted to Rp1,287.65 trillion. The Islamic capital market, which 
has the largest portion of Islamic financial assets (56.14%), has the highest growth among other 
sectors with a rate of 17.60%. Sharia banking, with a share of 36.67% of total Islamic financial 
assets, grew positively at a rate of 9.93%. Meanwhile, the Sharia Non-Bank Financial Industry, 
which had a share of 7.19% of total Islamic financial assets, experienced an increase in assets 
by 8.70% (Mansour & Bhatti, 2018; Khan et al., 2021).

This study extends Román’s (2003) and Chen & Mau (2009) research model. This study uses 
aspects of salesperson service satisfaction in assessing customer loyalty of Islamic banks. The 
study of ethical behaviour is also adapted to the approach of the concept of Islamic ethics, which 
is different from the measurement of ethics in general. 

 
2. Brief Literature Review

2.1. Islamic Ethical Behaviour and Customer Satisfaction at Salesperson Service 
Metawa & Almossawi (1998) stated that front employees, such as salespeople, deal direct-

ly with customers so that they become the center of customer attention. Jamal & Naser (2003) 
state that employees who have a direct relationship with customers have the potential to positive-
ly or negatively impact customer satisfaction in terms of service and to the company. Islamic ethi-
cal behaviour is designed to cover four dimensions, namely honesty (sidiq), intelligence (fatanah), 
trustworthiness (amānah), delivery (tablig). The salesperson from Islamic banks must be honest 
(sidiq) in conveying information on Islamic products. In addition, a salesperson also must be in-
telligent (fatanah) to master the product, reliable (trustworthy) in conveying information, or con-
veying (tablig) something correctly or ethically. Ethical behaviour in an Islamic perspective states 
that it is unethical behaviour for a salesperson or salesperson who praises product quality and its 
attributes excessively, but in reality, they do not have it (Hassan & Latiff, 2014; Etherington, 2019; 
Khan et al., 2021). The hypothesis proposed in the study is:

H1: Islamic ethical behaviour affects customer satisfaction at salesperson services. 

2.2. Islamic Ethical Behaviour and Customer Satisfaction at Islamic Banks 
The findings of Oliver & Swan (1989) show that customer satisfaction with salespeople increa

ses when customers feel fairness in transactions. Satisfaction is formed through responses to 
ethical behaviour. Then, the findings from Wray et al. (1994) suggest the perceived ethical stan
dards of salespeople have a positive effect on customer satisfaction by sellers. Goff et al. (1997) 
and Agostinelli & McQuillan (2020) argue that in some service settings, differences in the level of 
validity among satisfaction with the seller and the organization are not necessarily expected. Cros-
by et al. (1990) and Bekele & Ago (2020) argue that in the context of service, salespeople and or-
ganizations are often indistinguishable in the minds of consumers.

Ethical behaviour in the context of marketing states that Islamic marketing ethics is based on 
the principle of value maximization, which is according to the concept of fairness and honesty in 
organizational services (Saeed et al., 2014; Saeed et al., 2001). Sandikci (2011) states that the im-
portance of understanding the relationship between Islam, consumption, and marketing practi
ces have increased. The results of his study show that something that is neglected by most Mus-
lims is behaviour that is not civilized and has become a habit as consumer behaviour instilled by 
a capitalist ideology that is not in accordance with the principles of Islamic sharia. Islamic ethics 
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also strictly prohibits stereotyping women in advertisements and using excessive fantasy. The use 
of suggestive communications and the use of women as objects to attract and attract customers 
is also not allowed. Thus, the more ethical behaviour that is based on Islamic teachings, the more 
consumer satisfaction with the institution will increase. The hypothesis proposed in this study are:

H2: Islamic ethical behaviour affects customer satisfaction at Islamic banks.

2.3. Islamic Ethical Behaviour and Customer Loyalty
The results of the research by Trawick et al. (1991) show that seller behaviour, which is con-

sidered unethical by consumers, will have a negative effect on the intention to choose a compa-
ny. The relationship built by the seller in the marketing concept is long term. Whalen et al. (1991) 
found evidence of a negative relationship between consumer perceptions of unethical seller be-
haviour and long-term purchase intentions. Román’s (2003) research findings also show that cus-
tomer loyalty to banks is positively influenced by ethical behaviour during sales. Drake et al. (1998) 
stated the importance of honest, fair, and trustworthy character aspects in building loyalty in the 
banking sector. These findings also provide empirical evidence to defend the argument put for-
ward by Gundlach & Murphy (1993) that ethics assist the progress of relationships that are formed 
based on honesty and are long-term. Thus, if the sales force of Islamic banks behaves ethically 
according to Islamic sharia principles, it is predicted that they will be able to maintain long-term 
relationships with customers or directly increase customer loyalty of Islamic banks. So, the pro-
posed hypothesis formulation is as follows: 

H3: Islamic ethical behaviour affects customer loyalty in Islamic banks.

2.4. Customer Satisfaction at Salesperson Service and Customer Satisfaction 
at Islamic Bank
According to Czepiel (1990), satisfaction with the organization depends on the satisfaction 

that comes from certain components, such as people and products offered. Crosby et al. (1990) 
determined that satisfaction with core service components has a positive and significant impact 
on satisfaction with the company. In the banking system, core services are delivered through 
salesperson services so that the assessment is aimed directly at the salesperson. Crosby & 
Stephens (1987) also concluded that some segments of buyers could generalize their feelings 
about agents or companies to core services. Haron et al. (1994) stated that in the context of 
service, salespeople and Islamic banks are often inseparable in the minds of customers so that 
if consumers are satisfied with the services of the salespeople, they are satisfied with Islamic 
banks. Thus the hypothesis proposed in this study are: 

H4: Satisfaction with salesperson services affects customer satisfaction at Islamic banks.

2.5. Customer Satisfaction with Islamic Banks and Customer Loyalty
Plank et al. (2013) stated that overall the relationship between satisfaction with the company 

could be seen from a global perspective as the overall impression of the company. The satisfac-
tion that is reflected from the point of view of the company’s impression becomes a general im-
pression. This was confirmed by Wray et al. (1994) and Ganesh et al. (2000), who measure satis-
faction with a single item, namely overall satisfaction with the bank. Customer satisfaction at Is-
lamic banks is a sense of satisfaction felt by customers for the services provided by Islamic banks 
that are based on the principles of Islamic law, according to or even exceeding their expectations. 

The results of research by Cronin et al. (2000) on a different customers in various industrial 
services show the evidence of the positive impact of customer satisfaction on core services and 
service providers on customer request to return to utilize facility services, and are willing to pro-
posed the company to others. Based on some of the studies above, the hypotheses put forward 
in this study are: 

H5: Customer satisfaction with salesperson services affects the loyalty of Islamic banks.

3. Research Methods
The data were based on quantitative research to determine the customer loyalty of Islamic 

banks and the causative factors. The samples collected were 314 respondents, namely Islamic 
banking business customers in the center of Java, Indonesia over the year 2020. The respon
dents’ criteria are registered as customers for at least one year and use Islamic banking for busi-
ness purposes. The instrument for data collection is based on a preliminary review and adapted 



193

ECONOMIC ANNALS-XXI
FINANCES AND AUDIT

Nasuka, M., Wijaya, T., & Hidayat, A. / Economic Annals-XXI (2021), 187(1-2), 189-196

by previous scholars. Measurement of variables in this study refers to a scale given a range of 1-10 
variations of choice, from strongly disagreeing to strongly agreeing with answers. Normality of da-
ta can be observed through skewness and kurtosis value. Observations can be made by paying 
attention to the z value. 

4. Result and Discussion
The data has also been tested for validity with factor analysis and reliability with Cronbach’s 

alpha. All data met the rules of validity value limits. The reliability test also meets the reliability 
limit rules. The generally accepted lower limit for Cronbach’s alpha is 0.70 (Hair et al., 2014). 
Table 1 displays the load factor’s value calculated from the latent variables through each varia-
ble observed and the coefficient of reliability. 

In general, the models evaluated using Chi-square, CMIN / DF, RMSEA, GFI, TLI, CFI, and 
ECVI are summarized in Table 2. The tested model meets the criteria for fitting with the sug-
gested cut-off estimates (Hair et al., 2014). Overall, the Islamic bank customer loyalty model 
that is built meets the fit criteria with a Chi-square value probability of 0.106 > 0.05. The ECVI 
value indicator shows the saturated model>independence model value, namely 0.976 < 7.253, 
which means that the empirically generated model has the potential to be replicated in future 
studies. 

The results of each variable’s relationship in the model are shown in Table 3 as well as Figure 1. 
Based on the 5% significance level, the results show that Islamic ethical behaviour holds a notable 
impact over customer satisfaction in salesperson services, which is proven by value. The estima-
tion coefficient is 0.562, and the significance value is 0.000. 

Table 1: 
Validity and reliability

Source: Compiled by the authors

Table 2: 
Goodness of fit

Source: Compiled by the authors
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The findings of a new model for measuring variables in this study indicate that Islamic ethical 
behaviour played by Islamic bank salespeople has a positive impact on customer loyalty of Isla
mic banks. Thus, the findings of the current research are in agreement with previous studies such 
as Roman (2003) and Chen & Mau (2009). This research has succeeded in advancement and ex-
panding the findings of previous research. This research develops the measurement of the pre
vious research variables by combining measurements that are adjusted to the principles of Islamic 
Sharia originating from the al-Qur’ān and as-Sunnah. 

5. Conclusion
The findings of the model in this research indicate that the behaviour of salespeople accor

ding to Islamic ethics has a decisive influence on customer loyalty. That indicates that the beha
viour of salespeople based on Islamic ethics has a definite and meaningful influence after going 
through the process of creating customer satisfaction both at salesperson and bank services. The 

Figure 1: 
Path model

Source: Compiled by the authors

Table 3: 
Estimated regression weight

Source: Compiled by the authors
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outcomes of the present research contribute to the growth of ethical marketing management pat-
terns performed by salespeople by the approach of the Maqāsid Syarī’ah concept as the source 
of law is al-Qur’ān and as-Sunnah, and Sharia laws. By using an Islamic ethical concept approach 
that distinguishes this research from the results of previous studies. 

This study’s findings have an important contribution in developing a model of ethical marketing 
behaviour concerning increasing customer loyalty with the Islamic Marketing concept approach 
to building long-term connections between customers and Islamic banks in maintaining an in-
creasingly competitive level of competition in the financial services industry. The Maqāsid Syarī’ah 
order is considered by the majority of scholars to be a bright path for the journey of Islamic ban
king in addressing dynamic contemporary problems because it is based on benefit and prosperity. 
The results of this study are expected to be used as a reference for salespeople in financial service 
institutions who behave based on the principles of Islamic Sharia, which prioritizes value maximi-
zation with the aim of providing the benefit of the people, and not merely pursuing profit, so as to 
create healthy and professional financial services industry. 

References

1. Abul Hassan, A. C., & Abdul Latiff, S. (2014). Islamic Marketing Ethics and Its Impact on Customer Satisfaction in the 
Islamic Banking Industry. Journal of Islamic Business and Management, 4(1), 143-161. https://doi.org/10.12816/0019139
2. Agostinelli, A. V., & McQuillan, P. (2020). How Preservice Content Teacher Background Qualities Influence Their 
Attitude and Commitment to Supporting Multilingual Learners. Journal of Curriculum Studies Research, 2(2), 98-121. 
https://doi.org/10.46303/jcsr.2020.12
3. Bekele, W. B., & Ago, F. Y. (2020). Good Governance Practices and Challenges in Local Government of Ethiopia: 
The Case of Bonga Town Administration. Research in Educational Policy and Management, 2(2), 97-128. 
https://doi.org/10.46303/repam.2020.6
4. Chen, M. F., & Mau, L. H. (2009). The impacts of ethical sales behaviour on customer loyalty in the life insurance 
industry. The Service Industries Journal, 29(1), 59-74. https://doi.org/10.1080/02642060802116339
5. Cronin, J. J., Brady, M. K., & Hult, G. T. M. (2000). Assessing the effects of quality, value, and customer satisfaction on 
consumer behavioural intentions in service environments. Journal of Retailing, 76(2), 193-218. https://doi.org/10.1016/
S0022-4359(00)00028-2
6. Crosby, L. A., Evans, K. R., & Cowles, D. (1990). Relationship Quality in Services Selling: An Interpersonal Influence 
Perspective. Journal of Marketing, 54(3), 68-81. https://doi.org/10.2307/1251817
7. Crosby, L. A., & Stephens, N. (1987). Effects of Relationship Marketing on Satisfaction, Retention, and Prices in the 
Life Insurance Industry. Journal of Marketing Research, 24(4), 404-411. https://doi.org/10.2307/3151388
8. Czepiel, J. A. (1990). Service encounters and service relationships: Implications for research. Journal of Business 
Research, 20(1), 13-21. https://doi.org/10.1016/0148-2963(90)90038-F
9. Drake, C., Waite, N., & Gwynne, A. (1998). Barclays Life customer satisfaction and loyalty tracking survey: A 
demonstration of customer loyalty research in practice. International Journal of Bank Marketing, 16(7), 287-292. 
https://doi.org/10.1108/02652329810245993
10. Etherington, M. (2019). The Challenge with Educational Transformation. Journal of Culture and Values in 
Education, 2(1), 96-112. https://doi.org/10.46303/jcve.02.01.8
11. Fahlevi, M., Irma, D., Maemunah, S., & Mahfud, I. (2019). The Effect of Financial Performance, External Factors, and 
Operational Ratio on Car Ratio of Sharia Commercial Banks in Indonesia. Journal of Research in Business, Economics 
and Management, 12(2), 2348-2355. http://www.scitecresearch.com/journals/index.php/jrbem/article/view/1705
12. Ganesh, J., Arnold, M. J., & Reymolds, K. E. (2000). Understanding the Customer Base of Service Providers: An 
Examination of the Differences between Switchers and Stayers. Journal of Marketing, 64(3), 65-87. https://doi.org/10.
1509%2Fjmkg.64.3.65.18028
13. Goff, B. G., Boles, J. S., Bellenger, D. N., & Stojack, C. (1997). The influence of salesperson selling behaviours 
on customer satisfaction with products. Journal of Retailing, 73(2), 171-183. https://doi.org/10.1016/S0022-
4359(97)90002-6
14. Gundlach, G. T., & Murphy, P. E. (1993). Ethical and Legal Foundations of Relational Marketing Exchanges. Journal 
of Marketing, 57(4), 35-46. https://doi.org/10.2307/1252217
15. Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least squares structural equation 
modeling (PLS-SEM): An emerging tool in business research. European Business Review, 26(2), 106-121. 
https://doi.org/10.1108/EBR-10-2013-0128
16. Haron, S., Ahmad, N., & Planisek, S. L. (1994). Bank patronage factors of muslim and non-muslim customers. 
International Journal of Bank Marketing, 12(1), 32-40. https://doi.org/10.1108/02652329410049599
17. Hassan, M. T., Ahmed, B., Ahmed, S., Habib, U., Riaz, S., Maqbool, N., & Anwar, A. (2012). Measuring Customers 
Loyalty of Islamic Banking in Bahawalpur Region. International Journal of Learning and Development, 2(2), 101-111. 
https://doi.org/10.5296/ijld.v2i2.1593
18. Jamal, A., & Naser, K. (2003). Factors Infleuncing Customers Satisfaction in the Retail Banking Sector in Pakistan. 
International Journal of Commerce and Management, 13(2), 29-53. https://www.emerald.com/insight/content/
doi/10.1108/eb047465/full/html
19. Khan, M. S., Wang, H., Wang, Q., Khan, W., & Javed, T. (2021). Examining the relationship between the level of 
logistics service quality, relationship quality and repurchase intention in e-retail sector of Pakistan. International Journal 
of Research in Business and Social Science, 10(1), 189-204. https://doi.org/10.20525/ijrbs.v10i1.1028 

https://doi.org/10.12816/0019139
https://doi.org/10.46303/jcsr.2020.12
https://doi.org/10.46303/repam.2020.6
https://doi.org/10.1080/02642060802116339
https://doi.org/10.1016/S0022-4359%2800%2900028-2
https://doi.org/10.1016/S0022-4359%2800%2900028-2
https://doi.org/10.2307/1251817
https://doi.org/10.2307/3151388
https://doi.org/10.1016/0148-2963%2890%2990038-F
https://doi.org/10.1108/02652329810245993
https://doi.org/10.46303/jcve.02.01.8
http://www.scitecresearch.com/journals/index.php/jrbem/article/view/1705
https://doi.org/10.1509%252Fjmkg.64.3.65.18028
https://doi.org/10.1509%252Fjmkg.64.3.65.18028
https://doi.org/10.1016/S0022-4359%2897%2990002-6
https://doi.org/10.1016/S0022-4359%2897%2990002-6
https://doi.org/10.2307/1252217
https://doi.org/10.1108/EBR-10-2013-0128
https://doi.org/10.1108/02652329410049599
https://doi.org/10.5296/ijld.v2i2.1593
https://www.emerald.com/insight/content/doi/10.1108/eb047465/full/html
https://www.emerald.com/insight/content/doi/10.1108/eb047465/full/html
https://doi.org/10.20525/ijrbs.v10i1.1028


196

ECONOMIC ANNALS-XXI
FINANCES AND AUDIT

Nasuka, M., Wijaya, T., & Hidayat, A. / Economic Annals-XXI (2021), 187(1-2), 189-196

20. Korableva, O. N., Gorelov, N., & Kalimullina, O. (2020). Contemporary Issues of Intellectual Capital: Bibliographic 
Analysis. In J. Liyanage, J. Amadi-Echendu, & J. Mathew (Ed.), Engineering Assets and Public Infrastructures in the 
Age of Digitalization. Lecture Notes in Mechanical Engineering. Springer, Cham. https://doi.org/10.1007/978-3-030-
48021-9_51
21. Lamb, R. B. (1999). Ethics in Financial Services. Business and Society Review, 104(1), 13-17. 
https://doi.org/10.1111/0045-3609.00033
22. Ledhem, M. A., & Mekidiche, M. (2020). Economic growth and financial performance of Islamic banks: a CAMELS 
approach. Islamic Economic Studies, 28(1), 47-62. https://www.emerald.com/insight/content/doi/10.1108/IES-05-
2020-0016/full/html
23. Mansour, W., Ben Jedidia, K., & Majdoub, J. (2015). How ethical is islamic banking in the light of the objectives of 
islamic law? Journal of Religious Ethics, 43(1), 51-77. https://doi.org/10.1111/jore.12086
24. Mansour, W., & Bhatti, M. I. (2018). The new paradigm of Islamic corporate governance. Managerial Finance, 44(5), 
513-523. https://doi.org/10.1108/MF-01-2018-0043
25. Metawa, S. A., & Almossawi, M. (1998). Banking behaviour of Islamic bank customers: Perspectives and 
implications. International Journal of Bank Marketing, 16(7), 299-313. https://doi.org/10.1108/02652329810246028
26. Moutinho, L., & Smith, A. (2000). Modelling bank customer satisfaction through mediation of attitudes 
towards human and automated banking. International Journal of Bank Marketing, 18(3), 124-134. 
https://doi.org/10.1108/02652320010339699
27. Oliver, R. L., & Swan, J. E. (1989). Consumer perceptions of interpersonal equity and satisfaction in transactions: a 
field survey approach. Journal of Marketing, 53(2), 21-35. https://doi.org/10.2307/1251411
28. Plank, R. E., Reid, D. A., Pullins, E. B., & Comer, J. M. (2013). Methods in sales research: Perceived trust in 
business-to-business sales: A new measure. Journal of Personal Selling and Sales Management, 19(3), 61-71. 
https://www.researchgate.net/publication/261627549_Methods_in_Sales_Research_Perceived_Trust_in_Business-
to-Business_Sales_A_New_Measure
29. Qurrata, V. A., Murdiono, A., Hussain, N. E. B., & Purnamasari, V. (2021, January 22). Social Media and Islamic 
Marketing Towards Customer Satisfaction and Loyalty Impacts in Indonesia [Paper presentation]. Conference on 
International Issues in Business and Economics Research (CIIBER 2019). Atlantis Press. https://doi.org/10.2991/
aebmr.k.210121.021
30. Román, S. (2003). The Impact of Ethical Sales Behaviour on Customer Satisfaction, Trust and Loyalty to the 
Company: An Empirical Study in the Financial Services Industry. Journal of Marketing Management, 19(9-10), 915-939. 
https://doi.org/10.1080/0267257x.2003.9728245
31. Saeed, M., Ahmed, Z. U., & Mukhtar, S. M. (2001). International Marketing Ethics from an Islamic Perspective: 
A Value-Maximization Approach. Journal of Business Ethics, 32, 127-142. https://doi.org/10.1023/A:1010718817155
32. Saeed, T., Almas, S., & Anis-ul-Haq, M. (2014). Leadership styles: relationship with conflict management styles. 
International Journal of Conflict Management, 25(3), 214-225. https://doi.org/10.1108/IJCMA-12-2012-0091
33. Sandikci, O. (2011). Researching Islamic marketing: Past and future perspectives. Journal of Islamic Marketing, 2(3), 
246-258. https://doi.org/10.1108/17590831111164778
34. Silalahi, R., & Yuwono, U. (2018). The Sustainability of Pancasila in Indonesian Education System. Research in 
Social Sciences and Technology, 3(2), 58-78. https://doi.org/10.46303/ressat.03.02.4
35. Trawick, I. F., Swan, J. E., McGee, G. W., & Rink, D. R. (1991). Influence of buyer ethics and salesperson behaviour 
on intention to choose a supplier. Journal of the Academy of Marketing Science, 19, 17-23. https://doi.org/10.1007/
BF02723420
36. Whalen, J., Pitts, R. E., & Wong, J. K. (1991). Exploring the structure of ethical attributions as a component of 
the consumer decision model: The vicarious versus personal perspective. Journal of Business Ethics, 10, 285-293. 
https://doi.org/10.1007/BF00382967
37. Wray, B., Palmer, A., & Bejou, D. (1994). Using Neural Network Analysis to Evaluate Buyer-Seller Relationships. 
European Journal of Marketing, 28(10), 32-48. https://www.deepdyve.com/lp/emerald-publishing/using-neural-
network-analysis-to-evaluate-buyer-seller-relationships-EU6wnT8Dzp
 

Received 4.11.2020
Received in revised form 18.12.2020

Accepted 27.12.2020
Available online 28.02.2021

https://doi.org/10.1007/978-3-030-48021-9_51
https://doi.org/10.1007/978-3-030-48021-9_51
https://doi.org/10.1111/0045-3609.00033
https://www.emerald.com/insight/content/doi/10.1108/IES-05-2020-0016/full/html
https://www.emerald.com/insight/content/doi/10.1108/IES-05-2020-0016/full/html
https://doi.org/10.1111/jore.12086
https://doi.org/10.1108/MF-01-2018-0043
https://doi.org/10.1108/02652329810246028
https://doi.org/10.1108/02652320010339699
https://doi.org/10.2307/1251411
https://www.researchgate.net/publication/261627549_Methods_in_Sales_Research_Perceived_Trust_in_Business-to-Business_Sales_A_New_Measure
https://www.researchgate.net/publication/261627549_Methods_in_Sales_Research_Perceived_Trust_in_Business-to-Business_Sales_A_New_Measure
https://doi.org/10.2991/aebmr.k.210121.021
https://doi.org/10.2991/aebmr.k.210121.021
https://doi.org/10.1080/0267257x.2003.9728245
https://doi.org/10.1023/A:1010718817155
https://doi.org/10.1108/IJCMA-12-2012-0091
https://doi.org/10.1108/17590831111164778
https://doi.org/10.46303/ressat.03.02.4
https://doi.org/10.1007/BF02723420
https://doi.org/10.1007/BF02723420
https://doi.org/10.1007/BF00382967
https://www.deepdyve.com/lp/emerald-publishing/using-neural-network-analysis-to-evaluate-buyer-seller-relationships-EU6wnT8Dzp
https://www.deepdyve.com/lp/emerald-publishing/using-neural-network-analysis-to-evaluate-buyer-seller-relationships-EU6wnT8Dzp

