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ABSTRACT 
Islamic banking in Indonesia is experiencing rapid growth with an increase in assets by 
15% in 2023, including the growth of non-Muslim customers. However, its market 
share is still low at 7.3%, which triggers the need to understand the customer loyalty 
factor, especially non-Muslims. This study aims to explore the role of interest as a 
mediator between Islamic financial knowledge and inclusion on the loyalty of non-
Muslim customers. This study uses a quantitative method with data collection through 
questionnaires that are analyzed using Partial Least Square (PLS). This study focuses 
on the entire population of non-Muslim customers at Bank BTN Syariah Kendari 
Branch with sampling techniques using accidental sampling. The results of this study 
show that knowledge and inclusion of Islamic finance have a significant effect on 
customer loyalty through interest with p values of 0.022 and 0.001 smaller than 0.05 
and t-statistic of 2.289 and 3.407. The study concludes that knowledge and increased 
Islamic financial inclusion can strengthen the loyalty of non-Muslim customers.  
 
Keywords : Customer Loyalty; Islamic Banking; Interest. 

 
 
A. INTRODUCTION 

Islamic banking in Indonesia shows interesting developments, especially 
with the increasing interest of the public, including non-Muslims. Based on data 
released by the Financial Services Authority (OJK), the number of assets in Islamic 
banking continues to experience a significant increase of 15% in 2023 (Keuangan, 
2023; Republika, 2023). This growth is driven by sharia principles that offer the 
prohibition of usury, speculation, and non-halal activities, as well as prioritizing 
transparency and fairness in transactions (Jaara et al., 2021; Nurhayati et al., 2021). 
This phenomenon is an academic concern, especially related to how sharia 
principles designed for the Muslim community can attract interest and loyalty from 
non-Muslim customers. 
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Although Islamic banking has been widely used and has shown significant 
growth in recent years, the market share in Islamic banking can only reach 7.3% of 
the entire industry in national banking (News, 2022). The success of Islamic banks 
is not only measured by the growth of assets and profits, but also by how these 
banks are able to attract and maintain the loyalty of their customers, including non-
Muslim customers (Muhdar et al., 2023; Prastiwi & Zuhdi, 2022). Customer 
loyalty is a key factor for the bank's sustainability and success. However, 
maintaining customer loyalty is not easy, especially when the bank operates with 
sharia principles that are poorly known or understood by the non-Muslim 
community. 

One of the fundamental principles in Islamic banking transactions, aiming 
to achieve maqasid al-Syariah, is the preservation of fair wealth by maintaining a 
fair distribution of wealth (Hermansyah & Febriadi, 2024). Islamic banking has 
been the subject of extensive research, especially from the perspective of Muslim 
customers, but there are limitations in understanding the behavior of non-Muslim 
customers, especially in relation to their interests and loyalty (Saiti et al., 2022). 
Many studies have discussed the negative perception and lack of understanding 
among some non-Muslim communities towards the concept of Islamic banking 
(Bashir et al., 2021), but in-depth studies of the role of interest in shaping the 
loyalty of non-Muslim customers are still rare. This condition emphasizes the need 
for further research to explore the relationship between the interest and loyalty of 
non-Muslim customers in the scope of Islamic banking. This research focuses on 
analyzing how interest can play a role as a liaison in strengthening the loyalty of 
non-Muslim customers to Islamic banking. 

This research is expected to deepen the understanding of the process of 
forming customer interest and its contribution to their loyalty. With an emphasis 
on Islamic financial knowledge and inclusion, the study also seeks to identify 
important factors that influence the interest and loyalty of non-Muslim customers. 
The results obtained are expected to have a positive impact on the development of 
a more inclusive and efficient Islamic banking strategy, as well as help Islamic banks 
to expand market reach and increase competitiveness in the Indonesian banking 
sector. 

The hypothesis in this study is that interest has a significant role as a 
mediating variable in the variable relationship between knowledge, Islamic financial 
inclusion and non-Muslim customer loyalty at Bank BTN Syariah Kendari Branch. 
Better knowledge of Islamic financial products and services is expected to increase 
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interest in non-Muslim customers towards Islamic financial inclusion, which in turn 
will increase their loyalty to the bank. Therefore, it can be argued that the higher 
the knowledge of non-Muslim customers about Islamic finance, the greater their 
interest in using Islamic products and services, which will ultimately contribute to 
stronger loyalty to the bank.  

It is still difficult to make Islamic banking appealing to non-Muslim clients, 
though. One of the contributing factors is a lack of knowledge about financial 
inclusion and sharia principles (Azmi et al., 2023; Ezeh & Nkamnebe, 2022), which 
can influence client loyalty and interest. Furthermore, disparities in how non-
Muslim customers view and prefer banking services may also be a barrier to their 
increasing interaction with Islamic banks (D’Souza & Sai Sundar, 2023)(D’Souza 
& Sai Sundar, 2023). Consequently, further investigation is required to 
comprehend the formation of non-Muslim clients' interest and how it can enhance 
their allegiance to Islamic banking. 
 
B. THEORITICAL 
Customer Loyalty 

Customer loyalty or consumer loyalty can be defined as consumer loyalty to 
a product or service. Customer loyalty consists of commitment and a positive 
impression of consumers towards brands, stores, suppliers, and services, and can be 
demonstrated by consistent repurchases. Consumer loyalty can also be defined as a 
consumer's commitment to repurchase a particular product or service even if certain 
situations and conditions lead to a change in behavior (Lesmana, 2023). The 
following are some indicators of customer loyalty: (1) Customer trust: the belief 
that the bank is reliable and will fulfill its promises which can build a long-term 
loyal relationship with customers (Tegambwage & Kasoga, 2023a), (2) Sharia 
compliance: the main factor affecting the loyalty of customers of Islamic banks who 
think that the bank complies with sharia law so that religious customers tend to be 
loyal to the bank (Shafique et al., 2023), and (3) Customer Engagement: customer 
involvement in various activities and interactions with banks which states that the 
higher the customer involvement, the higher their loyalty level (Fianto et al., 2020).  

Customer loyalty is largely driven by a transactional and company-centric 
perspective presenting an alternative view of customer loyalty and taking into 
account the various meanings that customers give to their thoughts and behaviors 
related to loyalty. This approach emphasizes the importance of understanding how 
customers interpret their interactions with banks and how their perceptions and 
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experiences can shape long-term loyalty. By taking into account the customer's 
perspective more deeply, banks can design more efficient strategies to build and 
maintain loyalty (Närvänen et al., 2020). In addition, the latest research conducted 
by Yanti (2022) proves that promotional media has a positive and significant effect 
on the level of knowledge related to Islamic banking, which can contribute to 
increasing customer loyalty. In addition, research conducted by Arno et al (2021) 
found that customer trust significantly affects loyalty in Islamic banking. 

The latest research by Iskandar et al (2021) examined the influence of 
service quality variables, image, and customer value on customer loyalty in Sharia 
Banks in Gresik Regency, East Java, with research results showing that to increase 
customer loyalty, Islamic banks must focus on improving service quality, improving 
the bank's image, and providing better value to their customers. This is in 
accordance with research conducted by Mujahidin (2022) emphasizing that to 
increase customer loyalty, Islamic banks need to focus on improving service quality, 
building trust, maintaining customer satisfaction, and strengthening spiritual values 
in their services. 

 
Knowledge 

Knowledge is a process that starts from understanding the world, curiosity 
about the problems that exist in it, and efforts to answer these questions. Knowledge 
is a critical process combining reflection and action that views education as a means 
to awaken critical and innovative consciousness (Freire, 2000). Knowledge includes 
information, facts, and skills gained through experience, education, and research. 
This process involves sensing, thinking, and analyzing objects or events. It can be 
said that knowledge is a person's ability to understand, explain, and predict various 
events and apply its understanding in everyday life. Knowledge can be obtained 
from various sources such as books, social interactions, observation and technology. 

The following are some indicators of knowledge related to the use of Islamic 
banks: (1) Understanding of Islamic banking products includes knowledge of 
savings accounts, deposits, and financing in accordance with sharia principles, (2) 
Knowledge of sharia compliance regarding understanding of compliance with sharia 
principles, such as the prohibition of riba and non-halal transactions (Jawaid et al., 
2023), (3) Technical and operational knowledge is also required, including 
information on procedures for using Islamic banking products, such as profit-
sharing mechanisms in mudarabah and musharakah, (4) Information sources used 
by customers include banking literature, social media, seminars, and consulting 
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services, and (5) Direct customer experience in using Islamic banking services, 
which includes service satisfaction and effectiveness, as well as contributing to their 
knowledge (Abrar et al., 2023). 

Knowledge is very important as a consideration when choosing a product or 
service to use. Knowledge of the product to be used can provide an overview of the 
use of the product and the benefits or advantages of the product so that they are 
interested in using it. Thus, knowledge of Islamic banks can identify the factors 
having the highest contribution to customer loyalty (Albaity & Rahman, 2021). 
From the research conducted by Iskandar (2011), it was stated that the knowledge 
variable showed the greatest influence on customer loyalty, compared to perceived 
value and marketing communication. Therefore, it is important for Islamic banks 
to continue to improve customer knowledge (Mustapha et al., 2023). This research 
also reveals that customer knowledge is influenced by marketing communication. 

Another study conducted by Pratiwi et al (2020) shows that most non-
Muslim religious leaders have general knowledge about Islamic financial 
institutions and are often equated with savings and loan cooperatives or 
conventional banks in their institutional structure. Research conducted by Dewi & 
Permana (2021) on the influence of religiosity level variables and knowledge 
variables on a person's interest in becoming a customer in Islamic banks with 
findings indicating that the variables of religiosity and knowledge together have a 
significant effect on interest in becoming a customer. In addition, the results of 
research conducted by Mustapha et al (2023) found that knowledge about Islamic 
banking has a positive effect on non-Muslim beliefs (attitudes, controls, and 
norms). Thus, the hypothesis can be described as follows: 

H1: Knowledge affects customer loyalty. 
H2: Knowledge affects interest. 
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Islamic Financial Inclusion 
Islamic financial inclusion is an initiative to provide fair and equitable access 

to financial services already in line with sharia principles to all levels of society, 
including those previously unreachable by conventional banking services (Habib, 
2011). These sharia principles prohibit riba (interest) transactions, encourage the 
sharing of risks and benefits, and emphasize the importance of transparency and 
fairness in every transaction. Islamic financial inclusion provides various important 
benefits for society and the economy as a whole (Moosa & Kashiramka, 2023; 
Mulia et al., 2021). Providing fair and equal access to financial services that follow 
sharia principles, this inclusion helps improve economic welfare. Islamic financial 
inclusion encourages a fairer distribution of risks and benefits, reduces dependence 
on the practice of riba (interest), and strengthens transparency and fairness in 
financial transactions. 

Islamic financial inclusion includes several important indicators used to 
assess the extent to which the Islamic financial system can improve financial access 
for the public. The main indicators include (1) Accessibility of Islamic financial 
services, service use, service quality, as well as sustainability and diversity of Islamic 
financial products (Adzimatinur & Manalu, 2021), (2) Service usage is measured 
based on the amount of financing distributed by Islamic banks, especially for the 
MSME sector, as well as the variety of products and services used by customers 
(Khamis, 2021), (3) Service quality is assessed from the level of customer 
satisfaction with the service Islamic finance and product conformity with sharia 
principles, which can attract more customers, and (4) The sustainability and 
diversity of Islamic financial products is measured through product innovations 
such as zakat, waqf, and Qard-al Hassan that can support financial inclusion by 
providing financing alternatives in accordance with sharia principles (Junaidah Abu 
Seman et al., 2021). 

Islamic financial inclusion has an important role in increasing public 
knowledge about Islamic finance with efforts to provide broad and inclusive access 
to sharia-based financial products and services to all levels of society. Islamic banks 
focusing on improving the quality of sharia governance disclosure, access to services 
to products and involvement of the Sharia Supervisory Board tend to have better 
performance and can build investor and customer trust (Abdul Rahim et al., 2024; 
Nasution et al., 2022). The increase in interest of non-Muslim communities in 
Islamic banking services is influenced by various factors. Research conducted by 
Anjelisa et al (2023) shows that non-Muslim communities are beginning to realize 
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the benefits of Islamic bank products that not only offer financial benefits but also 
transparency and fairness in transactions. 

In addition, research conducted by Cevik & Bugan (2020) examines how 
Islamic microfinance institutions can strengthen financial inclusion and increase 
customer loyalty by providing services more in line with customer needs. This 
shows that customer interest in Islamic financial services plays an important role in 
increasing their loyalty. Thus, the hypothesis can be described as follows: 

H3: Islamic financial inclusion affects customer loyalty. 
H4: Islamic financial inclusion affects interest. 
 

Interest 
Interest is a strong urge to do something desired or cause a sense of pleasure. 

Interest plays an important role in an individual's learning and development because 
it influences the choice of activities and involvement in certain activities. According 
to the APA Dictionary of Psychology, interest is a state of motivation in which a 
person is influenced by an attraction or tendency towards a particular activity or 
object resulting in sustained attention and active engagement. Interest reflects a 
person's tendency to pay more attention to something that they find interesting or 
important. 

Interest in the use of Islamic banks can be influenced by various factors. The 
following are some indicators identified based on recent research: (1) Sharia 
compliance: compliance with sharia principles that do not involve interest (riba) 
(Kusnandar, 2022), (2) Credit risk and economic stability: interest rates can affect 
interest in Islamic bank financing (Nouman et al., 2022), (3) Effectiveness and 
efficiency: Islamic banks are more effective and efficient in risk management, 
exchange rate, inflation influenced by several factors like solvency, profitability, and 
operational efficiency (Budiandru & Yuniarti, 2020) and (4) Profit-sharing 
principle: interest rate substitute in Islamic banks that is attractive to consumers 
who want to participate in a financial system based on justice and shared risk (Ercan 
et al., 2021). 

Interest acts as a mediation encouraging customers to further engage with a 
particular product or service. The theoretical model applied in this study links 
interest with customer loyalty. Research conducted by Winarti et al., (2023) found 
that perceived enjoyment has a positive and significant influence on brand loyalty 
through customer trust. The pleasure felt is part of the customer's interest that can 
increase loyalty. Thus, the hypothesis can be described as follows: 
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H5: Interest affects customer loyalty. 
 

The Role of Interest Mediation 
Mediation is a process in which the mediating variable in this case interest 

has an influence between independent variables on the dependent. In the context of 
banking, customer interest can be a key factor that bridges the relationship between 
knowledge to customer loyalty and Islamic financial inclusion to customer loyalty. 
Customer interest in Islamic bank products and services can be interpreted as the 
extent to which customers show interest or desire to use the products and services 
offered in Islamic banking. 

Research conducted by Musyahidah (2021) shows that knowledge about 
products has a significant influence on the loyalty of Islamic bank customers 
through increasing their interest. When customers have a good understanding of 
the products and services offered by Islamic banks, they tend to be more interested 
in using these services. Along with increasing interest and trust, customers become 
more loyal to Islamic banks, as they feel safer and satisfied with their banking 
choices. Therefore, adequate knowledge of Islamic banking products plays a key 
role in influencing customer loyalty through increasing their interest and trust in 
Islamic banks. Previous studies have studied Islamic financial inclusion and how it 
impacts students' desire to become customers of Islamic banks. 

The results show that financial literacy and Islamic financial inclusion have 
a significant positive effect on students' desire to become Islamic bank customers. 
This interest then plays an important role in influencing customer loyalty. In other 
words, the higher the level of financial literacy and Islamic financial inclusion 
students have, the greater their interest in using Islamic bank services, which 
ultimately increases their loyalty as Islamic bank customers. This study emphasizes 
the importance of education and access to Islamic financial services in building a 
positive long-term relationship between Islamic banks and their customers 
(Musyahidah, 2021; Try Astuti, 2023). Thus, the hypothesis can be described as 
follows: 

H6: There is an influence of knowledge on customer loyalty through 
interest. 

H7: There is an influence of Islamic financial inclusion on customer loyalty 
through interest. 
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Figure 1. Research Model 

 
 

C.  METHODOLOGY 
This study uses quantitative methods is survey method. In this study, data 

is gathered from samples that represent a particular population (P.Adinirekso et al., 
2024; Sugiyono, 2019). This study will look at how customer interest, particularly 
among non-Muslim customers of Bank BTN Syariah in Kendari, can mediate the 
relationship between Islamic financial knowledge and inclusion and customer 
loyalty.  

Non-Muslim clients of Kendari City's Islamic banking services make up the 
study's population. Since the goal of this study is to include all non-Muslim 
customers who are willing to participate, accidental sampling is the sampling 
strategy employed, in which every member of the population is given the chance to 
take part (Vehovar et al., 2016). 

Primary data was used in this investigation. A questionnaire with a Likert 
scale was used to gather data. This study was carried out at a Kendari City Islamic 
bank. The choice of this location made in light of the fact that Bank Syariah Kota 
Kendari serves a wide range of clients, including non-Muslims. With the aid of the 
SmartPLS application version 4.1.0.2, the data analysis technique employed in this 
study is Partial Least Square (PLS). PLS is used to evaluate the inner model (path 
coefficient test and R-Square value), the outer model (validity test: convergent 
validity and discriminatory validity; reliability test), and bootstrapping (test the 
significance of the relationship between variables by generating t-statistical values 
and p-values). 
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D.  RESULTS AND DISCUSSION 
RESULT 
Characteristics Respondent 

Table 1. Respondent Characteristics by Gender 
 Gender  Percentage 

1 Man 63 52,5% 

2 Woman 57 47,5% 

 Total 120 100% 

 
Table 2. Characteristics of Respondents by Age 

 Age  Percentage 

1 17-22 Years 19 15,8% 

2 23-28 Years 8 6,7% 

3 29-34 Years 23 19,2% 

4 35-40 Years 39 32,5% 

5 > 40 Years 31 25,8% 

 Total 120 100% 

 
Table 3. Respondent Characteristics Based on Education 

 Education  Percentage 

1 High School 25 20,8% 

2 Bachelor’s Degree (S1) 57 47,5% 

3 Master’s Degree (S2) 14 11,7% 

4 Doctoral Degree (S3) 1 0,8% 

5 Other 23 19,2% 

 Total 120 100% 

 
Table 4. Respondent Characteristics Based on Occupation 

 Work  Percentage 

1 Civil Servant 28 23,3% 

2 Self Employed 38 31,7% 

3 Student 19 15,8% 

4 Other 35 29,2% 

 Total 120 100% 
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The respondents in this study consisted of 120 people with a gender 
composition of 57 women and 63 men. Based on age, respondents were diverse 
with 19 people aged 17-22 years old, 8 people aged 23-28 years, 23 people aged 
29-34 years, 39 people aged 35-40 years, and 31 people over 40 years old. Based 
on the level of education, the majority of respondents had a high school graduate 
education of 25 people, Bachelor (S1) as many as 57 people, followed by Master's 
education (S2) as many as 14 people, Doctoral (S3) as many as 1 person, and other 
categories as many as 23 people. The characteristics of the respondents were also 
seen in terms of employment, where as many as 28 people worked as civil servants 
(PNS), 38 people as self-employed, 19 people were students, and 35 others worked 
in other fields. 
 
Measurement of Validity and Reliability 

Table 5. Outer Loadings 
 X1 X2 Y Z 

X1.1 0.886    
X1.2 0.841    
X1.3 0.858    
X1.4 0.860    
X1.5 0.959    
X2.1  0.900   
X2.2  0.962   
X2.3  0.852   
X2.4  0.894   
X2.5  0.837   
X2.6  0.783   
Y1   0.871  
Y2   0.972  
Y3   0.981  
Y4   0.971  
Y5   0.985  
Y6   0.973  
Y7   0.971  
Z1    0.785 
Z2    0.872 
Z3    0.924 
Z4    0.828 
Z5    0.831 
Z6    0.923 
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Table 5. Construct Reliability and Validity 

 
Cronbach's 

alpha 
Composite reliability 

(rho_a) 
Composite reliability 

(rho_c) 
Average variance 
extracted (AVE) 

X1 0.928 0.937 0.946 0.777 
X2 0.937 0.944 0.950 0.762 
Z 0.930 0.939 0.945 0.743 
Y 0.986 0.988 0.988 0.924 

 
Table 6. Discriminant Validity 

 X1  X2  Y  Z  Z x X1  Z x X2  
X1        

X2  1.001       

Y  0.992  0.999      

Z  0.965  0.991  0.979     

Z x X1  0.613  0.613  0.601  0.629    

Z x X2  0.602  0.644  0.623  0.644  0.936   

 
This study uses several indicators to measure the validity and reliability of 

the construction of the research variables. From the results of the analysis, all 
indicators met the criteria of convergent validity with an outer loading value above 
0.7 and an AVE value above 0.5. The average value of extracted variance (AVE) 
for the variables of knowledge, Islamic financial inclusion, interest, and customer 
loyalty was 0.777, 0.762, 0.743, and 0.924, respectively, indicating that all variables 
had sufficient convergent validity. 

Based on the results of the validity analysis of discrimination carried out, it 
shows that the variables in the model are quite closely correlated with each other. 
This is evident in the relationship between the variable X2 and Y, which has a very 
high correlation value (0.999), and between X2 and Z (0.991). In addition, the Z 
variable also showed a strong correlation with Y (0.979), reflecting the consistency 
of measurements in the model. On the other hand, the interaction between latent 
variables such as Z x X1 and Z x X2 showed a moderate correlation with other 
variables, with correlation values of 0.613 for Z x X1 against X1 and X2, and 0.644 
for Z x X2 against X2, respectively. Overall, these findings indicate a strong 
relationship between the variables in the model, indicating a good level of 
discrimination validity. 

The reliability test can be measured by paying attention to the value of 
composite reliability and Cronbach's alpha in table 5 which is the value of 
composite reliability in the knowledge variable of 0.937, Islamic financial inclusion 
of 0.944, interest of 0.939 and customer loyalty of 0.988. The variables used have 
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a > of 0.7 so it can be said that each variable has met the reliable criteria. In 
addition, Cronbach's alpha value for knowledge variables was 0.928, Islamic 
financial inclusion was 0.93, interest was 0.930 and customer loyalty was 0.986. 
This shows that the variables used in this study meet reliable criteria. 

 

Figure 2. Inner model 
 

Table 7. R-Square 
 R-square R-square adjusted 

Y 0.956 0.955 
Z 0.880 0.878 

 
The value of the R-square describes the extent to which the variability in the 

dependent variable can be explained by the independent variable in a model. Based 
on the available data, the R-square value for the Y variable reaches 0.956 showing 
that 95.6% of the variation in Y can be explained by the independent variables in 
the model. Likewise for the Z variable, an R-square value of 0.880 indicates that 
88.0% of the variation in Z can be explained by other variables. This high R-square 
value indicates that the model has excellent predictive ability, where most of the 
variation in the dependent variables has been explained by the variables in the 
model. Meanwhile, a slightly lower adjusted R-square value (0.955 for Y and 0.878 

https://ejournal.radenintan.ac.id/index.php/ikonomika
mailto:ikonomika_submission@radenintan.ac.id


The Role of Interest as a Mediator in The Relationship of  Knowledge And Islamic Financial Inclusion 
to The Loyalty Costumers of Non-Muslim 
Ruswinalda Meilany1, Fasiha2, Maya Moalla3 

 
 
 
 

 
 
 
 
 

https://ejournal.radenintan.ac.id/index.php/ikonomika 
14     E-mail: ikonomika_submission@radenintan.ac.id 

for Z) provides an adjustment to the number of variables in the model, thus 
reflecting the predictive power of the model more accurately and realistically. 

 
Table 8. Path Coefficients 

 
Original 
sample 

(O) 

Sample 
mean 
(M) 

Standard 
deviation 
(STDEV) 

T statistics 
(|O/STDEV|) 

P 
values 

Knowledge -> 
Customer Loyalty 

0.391 0.399 0.095 4.114 0.000 

Knowledge -> Interest 0.243 0.239 0.099 2.446 0.014 
Islamic Financial 
Inclusion -> Customer 
Loyalty 

0.354 0.344 0.090 3.931 0.000 

Islamic Financial 
Inclusion -> Interest 

0.706 0.711 0.094 7.476 0.000 

Interest -> Customer 
Loyalty 

0.257 0.258 0.060 4.295 0.000 

Knowledge -> Interest 
-> Costumer Loyalty 

0.062 0.061 0.027 2.289 0.022 

Islamic Financial 
Inclusion -> Interest -
> Costumer Loyalty 

0.181 0.185 0.053 3.407 0.001 

 

The influence of Knowledge on Customer Loyalty was researched in the first 
hypothesis test. The results of the analysis using the Partial Least Squares (PLS) 
device show that knowledge affects Customer Loyalty significantly. The t-statistic 
value obtained was 4.114, with a p-value of 0.000 or less than 0.5, indicating that 
there is a significant influence between knowledge and Customer Loyalty. 
Therefore, the hypothesis that knowledge affects Customer Loyalty is accepted. 

The influence of Knowledge on Interest was assessed in the second test. The 
results show a t-statistical value of 2.446 and a p-value of 0.014. With a p-value 
below 0.5, the influence of Knowledge on Interest is also significant. Therefore, the 
hypothesis that there is an influence between knowledge and interest is acceptable. 

The next hypothesis test was carried out related to the influence of Sharia 
Financial Inclusion on Customer Loyalty. The results showed a t-statistical value 
of 3,931 and a p-value of 0,000. Since the p-value is below the significance level of 
0.5, this hypothesis is accepted and it can be concluded that Sharia Financial 
Inclusion has a significant effect on Customer Loyalty. Furthermore, hypothesis 
testing was carried out to determine the influence of Sharia Financial Inclusion on 
Interest. The results show that Sharia Financial Inclusion has a significant influence 
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on Interest with a t-statistical value of 7.476 and a p-value of 0.000, both lower 
than the significance level of 0.5. Therefore, the hypothesis is accepted. 

The test on the influence of Interest on Customer Loyalty showed a t-
statistical value of 4.295 and a p-value of 0.000. This P-value is smaller than 0.5, 
so the results are significant. Therefore, the hypothesis that Interest affects 
Customer Loyalty is acceptable. 

Finally, a test was conducted to evaluate the effect of Interest mediation on 
the relationship between Knowledge and Customer Loyalty. The results show that 
the t-statistic value is 2.289 and the p-value is 0.022, which is still below the 
significance level of 0.5, indicating that Interest significantly mediates the influence 
of Knowledge on Customer Loyalty, and this hypothesis is acceptable. 

In addition, the hypothesis regarding the influence of Interest mediation in 
the relationship between Sharia Financial Inclusion and Customer Loyalty was also 
tested. The test results produced a t-statistical value of 3.407 and a p-value of 
0.001, indicating that Interest serves as a significant mediator in the relationship. 
Therefore, this hypothesis is also accepted. 

 
DISCUSSION 
 Based on the results of the study, it was found that customer knowledge has 
a significant effect on customer loyalty and interest. The results of the study also 
revealed that public interest in using Islamic banking services is not only individual 
attitudes but also environmental influences where customers are one of the 
components (Sudarsono et al., 2023). These findings are consistent with previous 
research, such as those found by Quach et al., (2020), which showed that customer 
knowledge moderates the relationship between different layers of customer loyalty 
and loyalty. Customer knowledge is proven to be an important factor that can 
strengthen loyalty, especially through improved service quality and psychological 
engagement. In addition, the influence of Islamic financial inclusion on customer 
loyalty is also strengthened by other studies (Gazi et al., 2024). Behnam et al., 
(2021) showed that customer knowledge management has an important role in 
increasing loyalty through good service quality and deep psychological engagement. 
This is in line with how financial inclusion and adequate knowledge can strengthen 
long-term relationships between financial institutions and customers (Mohd Thas 
Thaker et al., 2024). 
 In addition, Vo et al., (2020) found that strategies prioritizing corporate 
social responsibility (CSR), including financial inclusion, contribute significantly 
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to increasing customer loyalty in Vietnam's banking sector. This strategy is 
especially effective when aspects such as philanthropic responsibility and legal 
compliance are prioritized, suggesting that financial inclusion can strengthen 
customer loyalty through a customer-centric approach. 
 Recent research by Tegambwage & Kasoga (2023b) supports this 
conclusion, by showing that improved financial satisfaction through financial 
inclusion strategies is closely related to customer loyalty in Tanzania. This study 
emphasizes the importance of improving assets, savings, and debt management in 
strengthening customer loyalty to banks. 
 This finding is also supported by Makudza (2021)), stating that customer 
experience management, including virtual, physical, and interactive services, has a 
positive influence on customer loyalty in the banking sector. This shows that a 
holistic approach incorporating financial inclusion strategies can significantly 
increase customer loyalty. 
 
E. CONCLUSION  

This study shows that customer knowledge and Islamic financial inclusion 
have a significant influence on customer interest and loyalty. Hypothesis testing 
reveals that customer knowledge increases loyalty through improving service quality 
and moderating relationships between different layers of loyalty. However, it is still 
difficult to make Islamic banking attractive to non-Muslim clients due to the lack 
of knowledge about financial inclusion and sharia principles that can affect client 
loyalty and interest. In addition, differences in the way non-Muslim customers view 
and prefer banking services can also be a barrier to their increased interaction with 
Islamic banks. This study involved 120 respondents showing that knowledge, 
Islamic financial inclusion, and interest have an impact on customer loyalty. The 
impact of knowledge on customer loyalty resulted in a t-statistic value of 4.114 and 
a p-value of 0.000. The impact of knowledge on interest gained for t-statistical 
values of 2.446 and p values of 0.014. The impact of Islamic financial inclusion on 
customer loyalty has a T-statistic value of 3.931 and a P value of 0.000. The impact 
of Islamic financial inclusion on interest is 7.476 T-statistic and P value 0.000. 
The impact of interest on customer loyalty is a t-statistic value of 4.295 and a p 
value of 0.000. The impact of knowledge on customer loyalty through interest T-
statistic value 2.289 and P value 0.022. The impact of Islamic financial inclusion 
on customer loyalty through interest T-statistic value 3.407 and P value 0.001. 

https://ejournal.radenintan.ac.id/index.php/ikonomika


IKONOMIKA 
Volume 10, No 1 (2025) 

 
 
 
 
 

 
  
 
 
 
https://ejournal.radenintan.ac.id/index.php/ikonomika 

E-mail: ikonomika_submission@radenintan.ac.id  17 

This shows that all hypotheses in this study have a positive and significant impact, 
shown by a t-statistic value of > 1.96 and a P value of < 0.05. 
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