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ABSTRACT. As known, the competition between banks in Indonesia is increasingly tight.
Making each bank in various ways such as developing products, improving services,
procuring promos, etc., continues to be carried out to get potential customers for the
continuity of their business. Only banks are able to attract new consumers and retain old
consumers who may be able to grow and develop for long periods of time. Therefore, it
becomes a challenge for sharia bank marketers in creating marketing strategies in
accordance with Islamic law. In this case, one of the things that can be done by Islamic
bank marketers is to approach the community by identifying whether or not there are
customers of conventional banks who want to move to Islamic banks. This study aims to
determine the effect of customer perceptions of Islamic banks and variety seeking on the
customer intention to switch from conventional banks to Islamic banks. Data collection
techniques in this study were conducted by distributing questionnaires to all Muslim
society in Bekasi City. Sampling is done by judgmental sampling technique so that it gets
101 samples. The research method used is quantitative associative research and data is
processed using Partial Least Square (PLS). The results of this study indicate that only
variable perception society about the bank sharia who influential significant effect on the
customer intention to switch from conventional banks to Islamic banks, while variety
seeking does not have a significant effect on the customer intention to switch from
conventional banks to Islamic banks.
Keywords: Customer Switching Intention, Customer Perception, Variety Seeking

1.

INTRODUCTION

At the beginning of its emergence, the existence of Islamic banks had not
received much attention because the Indonesian people were accustomed to the
system used by conventional banks. Thus, banks with the Islamic system have
not been much apprehended by the public. Over time, after the monetary crisis
that occurred from 1997 to 1998, finally, Islamic banks began to show their
existence to the public. The high-interest rate during the monetary crisis resulted
in the conventional banks experiencing negative spreads, causing a decrease in
public confidence in conventional banking (Masruroh, 1999). As a result, with
the high-interest rate at that time, many conventional banks were liquidated. At
the same time, Islamic banking, which came with the profit-sharing principle,
was able to prove its ability to remain stable amid the monetary crisis.
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As one of the countries with the largest Muslim population, Indonesia has
great potential to become a center for the development of the Islamic financial
industry in the world. Based on BPS (2010) it shows that 207,176,162 of
237,641,326 Indonesians are Muslim. This population means that there is
potential for Islamic banks to grow by attracting people to become customers of
87.18% of the Indonesian population.
Indonesia is also included in the top ten countries that have the most
extensive Islamic financial index in the world. Based on the 2017 Global Islamic
Financial Report (GIFR) shows that Indonesia ranks the seventh country that has
the potential in developing the Islamic financial industry after Kuwait, and
Pakistan. Some of the factors that influence in calculating this index are the
number of Islamic banks, the number of Islamic non-bank financial institutions,
Islamic supervisory bodies under the government, the size of Islamic financial
assets, Muslim population, cultural-education, outstanding Sukuk, and Islamic
laws and regulations in the country (IFCI, 2017).
Seeing the potential of Islamic banks provides information that the market
share of Islamic banks in Indonesia should be high. However, the market share
owned by Islamic banks is still quite low. In 2018 the Islamic Bank market share
reached 5.96% of the total national banking industry (OJK, 2018). This potential
is different from the conventional bank market share is higher, at 94.04%. If seen
from the number of savings accounts, Islamic Banks are still quite low, as of
December 2018 amounting to 24,067,983 (OJK, 2019) accounts of the total
number of savings accounts at commercial banks in Indonesia, amounting to
275,764,037 (LPS, 2019). This fact suggests that there are still many Muslim
communities who have not used Islamic banks as an alternative in fulfilling their
transactions.
As is known, the competition that occurs between banks in Indonesia is
increasingly tight. Making each bank in various ways, such as product
development, service improvement, procurement promos, continues to be done
to get potential customers for the sustainability of their business. Only banks can
attract new customers and retain old customers who may be able to grow and
develop for a long time. Therefore, it becomes a challenge for Islamic bank
marketers to create marketing strategies following Islamic law. In this case, one
of the things that can be done by Islamic bank marketers is to approach the public
by identifying whether or not there are conventional bank customers who want
to move to Islamic banks. According to Suwarsi and Wulandari (2017) in his
research found factors that cause customer switching intention behavior are
extrinsic factors including; sales promotion, and brand quality, and intrinsic
factors include; variety seeking, consumer loyalty, consumer perception,
consumer preferences, attitudes, consumer knowledge, service quality, and
religiosity. Other research conducted by Najib (2009) in his research found that
the factors that had the most significant influence on consumers in switching
were internal factors, including; bored with old products, curiosity, security, and
a sense of value. This research will focus on the variety-seeking variable and
people's perceptions that influence the intention to move customers.
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As one of the cities that supports the activities of the Capital City of
Jakarta, Bekasi City is one of the cities that has very rapid economic
development. In this case, the Financial Services and Insurance sectors made a
significant contribution to the economy of Bekasi City. It can be seen in 2018
that Financial Services and Insurance contribute 3.11% of the total Gross
Regional Domestic Product (GRDP) of Bekasi City (BPS, 2019). This data
shows that many people in Bekasi City have a bank account to assist in their
transactions. Therefore, as one of the cities that has a sizeable Muslim population
of 2,141,407 (BPS, 2016), Bekasi City has the potential to develop the Islamic
banking market in Indonesia.
Based on this background, the formulation of the problem in this research
is formed: Does the perception of Sharia Banks and variety-seeking affect the
intention of moving Conventional Bank customers to Islamic Banks in the
Muslim community in Bekasi City? This fact is to determine the effect of
perceptions regarding Islamic banks and variety-seeking on the intention of
moving conventional bank customers to Islamic banks in the Muslim community
of Bekasi City.
2.
2.1.

LITERATURE REVIEW
Perception Regarding Sharia Banks

According to Hawkins & Mothersbaugh (2016, p. 274), perception is a
process that starts with the exposure and attention from consumers on marketing
stimuli, which end with consumer interpretation (interpretation). Kotler & Keller
(2012, p. 268) define brands as names, terms, signs, symbols, designs, or
combinations of these elements that are intended to identify goods and services
from one seller or group of sellers and to distinguish them from their
competitors. According to Keller (2013, hlm. 44), brand perception is a
consumer perception about a brand as reflected by brand associations that exist
in consumers' memories.
Keller (2013, p. 50) mentioned that the measurement of brand perception
(brand image) could be done based on several aspects, namely:
1) Strength of brand associations, including the depth of someone thinking
about information about a product and connecting it with existing brand
knowledge, as well as signs or cues that make a person consider a brand.
2) Favorability of brand associations, namely brand associations that depend
on the situation or context, and its nature varies according to what
consumers want to achieve in a purchasing decision.
3) The uniqueness of brand associations, namely the existence of excellence
and unique impression on the brand that gives consumers a strong reason
why they should choose it.
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2.2.

Variety Seeking

Menurut Mowen dan Minor (2012, hlm. 133) variety seeking atau
mencari keragaman mengacu kepada kecenderungan konsumen untuk mencari
secara spontan membeli baru meskipun mereka terus mengungkapkan kepuasan
mereka dengan merek yang lama. Variety seeking merupakan suatu perilaku
pembelian dimana tingkat keterlibatan konsumen yang rendah, sedangkan
terdapat banyak perbedaan merek yang signifikan dihadapannya (Assael, 2001).
Variety seeking merupakan komitmen kognitif untuk membeli merek
yang berbeda karena faktor-faktor seperti stimulasi yang terlibat dalam mencoba
berbagai merek, rasa ingin tahu sesuatu hal yang baru, atau sesuatu hal yang
dapat mengatasi kebosanan dengan hal lama yang sama (Peter & Olson, 2010,
hlm. 390).
2.3.

Customer Switching Intention

According to Zhang (2009), customer switching can be interpreted as a
decision made by a customer to stop the purchase or subscription of company
services completely, and if in banking, customer transfer means a transfer made
by a customer from one bank to another. Displacement of customers is the result
of customer dissatisfaction with a product that causes customers to stop buying
products on a brand and replace it with another brand (Hawkins &
Mothersbaugh, 2016, p. 637).
Bansal et al., (2005) explains that switching intentions as a level of
likelihood or certainty that customers will move from current service providers
to new service providers (Harianja et al., 2017). According to Ajzen (2005),
Theory of planned behavior assumes that humans act rationally, they will take
into account available information, either implicitly or explicitly, and they will
consider the consequences of the actions they take. The intention or intention of
someone to take action is guided by three kinds of considerations, namely: (1)
beliefs about the consequences of behavior (behavioral beliefs); (2) beliefs
derived from the normative expectations of others and motivation to comply with
these expectations (normative beliefs), and (3) beliefs about the existence of
factors that can facilitate or hinder the performance of behavior and the resulting
strength (control beliefs) (Ajzen, 2005).
Furthermore, when each belief is put together, behavioral beliefs produce
attitudes toward the behavior, normative beliefs produce subjective norms, and
control beliefs produce perceived behavior control. When combined between
attitudes toward behavior, subjective norms, and behavioral control, it forms
behavioral intentions. The higher the construct, the more significant the
realization of that intention when there is an opportunity.
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Figure 1 Theory of Planned Behavior
Source: Ajzen (2005)
2.4.

Conceptual Framework

Berdasarkan teori yang telah disampaikan sebelumnya, untuk mengetahui
pengaruh persepsi masyarakat mengenai bank syariah dan variety seeking
terhadap niat perpindahan nasabah bank konvensional ke bank syariah, maka
dibuatlah kerangka penelitian sebagai berikut.
Figure 2 Conceptual Framework

Persepsi
Masyarakat
Customer Switching
Intention/ Niat Perpindahan
Nasabah
Variety Seeking

Source: data processed, 2019

3.

RESEARCH METHODOLOGY

This research is a quantitative study. Data sources used in this study are
primary data obtained through questionnaires and interviews. The population in
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this study were all Muslim communities in Bekasi City. The sampling technique
uses a judgmental sampling technique. In determining the number of samples
from the population, this study refers to the statement of Hair et al. (2010) that
the number of samples used as respondents in the study must be adjusted to the
number of indicators used in the questionnaire, assuming n x 5 observed
variables (indicators) up to n x 10 observe the variable (indicator). In this case,
the study obtained a sample of 101 people.
The variables in this study consisted of the independent variable and the
dependent variable. The independent variable of this study is the perception of
Islamic banks and variety seeking, while the dependent variable in this study is
the intention to move customers. The measurement of each variable is carried
out using the indicator variables as follows.
Table 1 Operationalization of Research Variables
Variable
Percetion
of Sharia
Banks
(Keller,
2013)
Variety
Seeking
(Peter &
Olson,
2010)

Indicators

No. Item

Independent Variables
X1.1 & X1. 2
• Strength of brand
associations
X1.3 & X1.4
• Favorability of brand
associations
X1.5 & X1.6
• Uniqueness of brand
associations.
X2.1
• Rasa ingin tahu Curiosity
X2.2
• Interested in trying other
brands
X2.3
• Boredom

Dependent Variables
Customer • behavioral beliefs)
Y.1 & Y.2
Switching • normative beliefs
Y.3 & Y.4
Intention
Y.5 & Y.6
• control beliefs
(Ajzen,
2005)
Source: Data processed, 2019

Scale

Measurem
ent

Interv
al

5-point
Likert
Scale

Interv
al

5-point
Likert
Scale

Interv
al

5-point
Likert
Scale

Data analysis was performed with descriptive analysis and Partial Least
Structural (PLS) Structural Equation Modeling (SEM). Descriptive analysis in
this study describes the characteristics of respondents and knows the responses
of questions that have been given previously in the questionnaire. Meanwhile,
PLS-SEM is used to determine the causality relationship between latent
variables that are formed (perceptual variables regarding sharia banks and
variety-seeking variables on customer movement intention variables)
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4.

ANALYSIS AND DISCUSSION

4.1.

Profile of Respondents

Based on gender from 101 selected respondents, 68 were female
respondents and 33 male respondents. Based on age, aged 21-30 years as many
as 53 people, 31-40 years as many as 20 people, ≤ 20 years as many as 14 people,
41-50 years as many as 12 people, and the rest were respondents aged over 51
years as many as two people. Based on the most recent education, 54 people had
the last high school; after that, it was followed by respondents who had 32
Bachelor, 13 from Diploma one from the master's degree, and one from
elementary school. Based on the work of respondents as students, 42 people, 30
private
employees,
14
homemakers,
five
entrepreneurs,
5
lecturers/academics/teachers, two civil servants, one job seeker, entrepreneur,
and the last is one nurse.
Based on the products and services that are widely used by respondents
are savings, then followed by transfers, deposits, credit cards, consumer credit,
and term savings, while it is known that respondents do not use other products,
such as current accounts and working capital loans in this study. From the results
of the distribution of the questionnaire, it was found that the dominance of
respondents knew of Islamic banks from the Internet, Friends, and Family /
Siblings. After that, it is followed by information from the teacher/lecturer,
magazines, figures/experts, Instagram, TV ads, Media Information, Neighbors,
and News. Based on sharia bank account ownership of 101 respondents, 37
people already have sharia bank accounts, while the remaining 64 people do not
have sharia bank accounts.
4.2.

PLS-SEM Results

4.2.1. Outer Model Test
The measurement model is a model that describes the relationship
between indicator blocks and their latent variables. Where the measurement
model is used to test the construct validity and instrument reliability, the
evaluation of the measurement model carried out in this study can be seen as
follows.
Convergent Validity
Based on the results of the study in the first validity test, it can be seen
that several indicators have a loading factor value below 0.6. The indicator is
boredom (X2.3). Therefore, indicators with loading factor values below 0.6 are
removed from the model and then retested. After repeated testing, the results
obtained by loading factor values on all indicators above 0.6. Therefore, it can
be concluded that all research indicators are valid.
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Discriminant Validity
After convergent validity, the next evaluation is to see the results of
discriminant validity. Discriminant validity has the principle that meters of
different constructs should not be highly correlated. Based on the results of the
study, it can be seen that the construct model value has a higher correlation with
the indicator than with the indicators on the other block constructs. Thus, the
indicators for each construct in this study already meet discriminant validity.
Also, another method that can be used for discriminant validity is by
comparing the AVE root values with correlations between constructs. In this
case, if the root AVE for each construct is higher than the correlation between
constructs with other constructs in the model, then the discriminant validity can
be said to be good. Based on the results of this study, it can be seen that the root
value of each construct is higher than the correlation between constructs with
other constructs, so it can be concluded that the measurements in this study have
good discriminant validity. The results can be known in the following tables.
Table 2 Average Variance Extracted (AVE)

Customer Switching Intention
Persepsi mengenai Bank
Syariah

Average Variance Extracted
(AVE)
0.620

Variety Seeking
Sumber: Data diolah, 2019

0.612
0.723

Akar AVE
0.787
0.782
0.850

Reliability Test
As for PLS, reliability testing can be applied by two methods, namely
Cronbach's Alpha and Composite Reliability. In this case, the value of
Cronbach's alpha and composite reliability has the same rule of thumb, ie, the
value must be more than 0.6.
Based on the results of the study can be seen the value of Cronbach's
Alpha on the variable customer switching intention of 0.878, the perception
variable about Islamic banks at 0.874, and the variety-seeking variable at 0.622.
This value shows that the measurements in this study are reliable because each
variable has an alpha value> 0.6. Also, it can be seen that the value of Composite
Reliability of each construct in this study is declared reliable, which can be seen
from the Composite Reliability value of each construct, which is above 0.6.
Thus, the model can proceed to the next stage, namely testing the structural
model (inner model). The output of Cronbach's alpha and composite reliability
in this study can be seen as follows.
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Table 3 Output Cronbach’s Alpha dan Composite Reliability

Customer Switching Intention
Perception of Sharia Banks
Variety-Seeking
Sumber: Data diolah, 2019.

Cronbach's
Alpha
0.878
0.874
0.622

Composite Reliability
0.907
0.904
0.839

4.2.2. Inner Model Test
After evaluating the measurement model, the next step is evaluating the
structural model. Structural model testing is done to predict the causality
relationship between latent variables through R-Square values and path
coefficients. By looking at the value of R-Square, it can be seen the level of
variation in the change of the dependent variable that can be explained by the
independent variable. Meanwhile, looking at the value of the path coefficient can
indicate the level of significance in hypothesis testing. The results of testing the
structural model in this study can be seen as follows.
Determination Coefficient (R-Square)
Based on the results of this study, it can be seen that the R-Square results
are 0.431 which shows that customer switching intention can be explained by
perceptions of Islamic banks (X1) and variety seeking (X2) by 43%, while other
variables explain the rest outside of this study.
With the numerator's degree of freedom of 2 and the denominator's degree
of freedom of 98, an F-table of 3.09 was found. Based on the results of previous
calculations, it can be seen that the hypothesis in this study, Ho is rejected and
Ha is accepted because the F-count is higher than the F-table that is equal to
41.1. Thus it can be seen that the perception of sharia banks and variety-seeking
together significantly influences the intention of switching conventional bank
customers to Sharia Banks in Bekasi City.
Path Coefficient Results
The results of hypothesis testing through the path coefficient can be seen
in the following table.
Tabel 4 Hasil Koefisien Jalur (Path Coefficient)
Original

Sampel
Mean
Sample
(M)
0.625
0.654
X1-> Y
0.091
0.086
X2-> Y
Sumber: Data diolah, 2019.

Standard
Deviation
(STDEV)
0.089
0.075

T
statistic
7.017
1.222

P
Value
0.000
0.222
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Based on the results of the study in the previous table, the inner model
equations can be obtained in this study, namely:
Ƞ = 0,625 ξ1 + 0,091 ξ2 + ζj
Information:
ξ1 = Perception of Sharia Banks
ξ2 = Variety Seeking
Ƞ = Customer Switching Intention
ζj = Inner residual error
The results show that if the public's perception of Islamic banks is
increased by 1 level, then the intention to move customers will increase by 0.625
(assuming the influence of the variety-seeking variable is considered constant or
equal to 0). However, if variety-seeking is increased by 1 level, the intention to
move customers will only increase by 0.091 (assuming the effect of perception
variables on Islamic banks is considered constant or equal to 0).
To find out the significance level in the partial hypothesis testing at alpha
5%, the path coefficient value indicated by the t-statistic must be above 1.96 for
the two-tailed hypothesis and must be above 1.64 for the one-tailed hypothesis.
Based on table 4, it can be seen that the hypothesis in this study Ho1 was rejected,
and Ha1 was accepted because the t-statistic score of perception of sharia banks
towards the intention of moving customers> 1.96 (above the t-table value) is
7,017. Meanwhile, Ho2 was accepted, and Ha2 was rejected because the varietyseeking t-statistic score for the intention to move customers <1.96 (under the ttable) was 1,222.
Figure 3 SEM Results

Source: Data processed, 2019.
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The fit model of this study is in Figure 3. Thus, it can be concluded that
public perceptions about Islamic banks have a positive and significant effect on
the intention of moving conventional bank customers to Islamic banks. In
contrast, variety seeking does not have a significant effect on the intention of
moving conventional bank customers to the Islamic Bank.
4.3.

Discussion

Each individual has different characteristics in processing everything. For
this reason, the respondents' profiles in the questionnaire helped to find out how
the characteristics of the respondents. As in comprehensive research, this study
divides respondents by gender, namely women and men. After those respondents
are grouped based on their latest education and work to describe the way of
thinking of respondents, how respondents understand the information they get.
The more knowledge a person has, the more complex the way they think. After
that, respondents were asked questions about the bank products they used and
the sources of information they obtained about Islamic banks, which helps
illustrate the experience of respondents regarding the world of banking. The last
respondent is divided based on the ownership of Islamic bank accounts, which
illustrates how the respondents directly applied information that the respondents
had previously obtained about Islamic banks.
In this study, it was found that perceptions of Islamic banks and varietyseeking jointly influenced the intention of moving conventional bank customers
to Islamic banks which can be seen from the results of statistical tests that show
that F-count higher than F-table is equal to 41.1.
Based on the results of the path coefficient can be seen that the perception
of Islamic banks partially influences the intention of moving customers which
can be seen from the t-statistic score of perceptions about Islamic banks towards
the intention to move customers > 1.96 (above the t-table value) which is equal
to 7,017. This can also be known from the results of the questionnaire that has
been given, which shows that 68% of respondents have a good perception of
Islamic banks. Thus, the results of this study are following research conducted
by Jannah & Widodo (2018), which in his research, the perception of Islamic
banks influences the intention of conventional bank customers to switch
(switching) to Islamic banks. Also, contrary to the results of research conducted
by Suwarsi & Wulandari (2017) which although the informant's perception of
the Islamic bank is good, the informant still maintains the account he has at a
conventional bank.
Meanwhile, based on the results of the variety-seeking path coefficient
partially does not affect the intention of moving customers. These results can be
seen from the t-statistic score of variation seeking the intention to move
customers <1.96 (under the t-table), which is equal to 1,222, which shows that
this research contradicts previous research in which variety-seeking influenced
the intention of moving conventional bank customers to Islamic banks. Like the
results of research Najib (2009) in which according to him several factors that
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encourage customers to move from conventional banks to Islamic banks or vice
versa is because of boredom, and curiosity about other products. Similarly,
according to Trijp & Inman (1996) some characteristics of the level of product
categories offered by marketers might determine success in attracting consumers
who need variations for alternative brands.
From the results of the analysis of interviews conducted after analyzing
the questionnaire data, it can be seen that the first thing respondents saw from
Islamic banks was not in terms of products that conventional banks or Islamic
banks offered. According to respondents, when compared to Conventional
Banks, certainly far superior and better-known products of Conventional Banks
compared to Islamic Banks. Also, other reasons are those who want to move to
Islamic banks because they want to be free from the bond of usury found in
conventional banks, they want to achieve God's blessing and get a blessing on
the assets they can. Finally, according to several other respondents, having a
variety of seeking behavior is quite tricky because it requires a longer time in the
process, which makes variety seeking in this study not have a significant
influence on the intention of moving conventional bank customers to Islamic
banks.
5.

CONCLUSION
1) The perception of sharia banks and variety-seeking together has a
significant effect on the intention of moving conventional bank customers
to sharia banks. This shows that the public perception of Islamic banks
and variety-seeking behavior owned by the community together will
influence the intention of Muslim communities in Bekasi to switch from
conventional banks to Islamic banks.
2) Perception regarding Islamic banks has a positive and significant effect
on the intention of moving conventional bank customers to Islamic banks.
This shows that the better the perception of the Muslim community in
Bekasi regarding sharia banks, the more the community's intention to
switch from conventional banks to sharia banks, and vice versa the worse
the community's perception of sharia banks, the public will tend to be
reluctant to switch from conventional banks to Islamic banks.
3) Variety seeking does not significantly influence the intention of moving
conventional bank customers to Islamic banks. This shows that the
intention of the Muslim community in Bekasi City to move from
conventional banks to Islamic banks is not influenced by the behavior of
seeking variations that are usually owned by each individual.
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