
239 
 

AL-AMWAL: JURNAL EKONOMI DAN PERBANKAN SYARI’AH (2020) Vol 12 (2): 239-250 

DOI : 10.24235/amwal.v12i2.7170  

 

Al-Amwal: Jurnal Ekonomi dan Perbankan Syariah 

ISSN: 2303-1573  e-ISSN: 2527-3876 
Homepage: https://www.syekhnurjati.ac.id/jurnal/index.php/amwal 

email: jurnalalamwal@syekhnurjati.ac.id  

 

CUSTOMER LOYALTY DURING COVID-19 OUTBREAK: THE 

MEDIATION OF CUSTOMER SATISFACTION IN ISLAMIC 

BANK 

 

Asma’ Munifatussa’idah 

Islamic Economics, Airlangga University  

e-mail: Asma.munifatussaidah-2019@feb.unair.ac.id 

 
Khairul Saleh 

State Polytechnic of Semarang 

e-mail: khairul.saleh@polines.ac.id 

 
Abstract 

This Study aims to analyze the influence factors of customer loyalty, especially group of 

saving customers and single customer in Islamic commercial bank,using variable of 

price, relationship marketing, and customer value with customer satisfaction as an 

intervening variable. The studyis quantitative analytical methods and presents primary 

data collected through questionnaire with the purposive sampling technique. Total 

sample of 244 respondents from all local Islamic commercial bank in Indonesia during 

the COVID-19 outbreak period. The analysis model is Structural Equation Model 

(SEM), using confirmatory factor analysis and regression weight. Then, the result of 

this study showed that variable price, relationship marketing, and customer value 

partially have a positive and significant effect toward customer satisfaction. And 

customer satisfaction has a significant effect toward customer loyalty in Islamic 

commercial bank.   
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Abstrak 

Penelitian ini bertujuan untuk menganalisis faktor-faktor yang mempengaruhi loyalitas 

nasabah, khususnya pada nasabah simpanan/tabungan dan nasabah tunggal pada Bank 

Umum Syariah, dengan variabel harga, relationship marketing, dan nilai nasabah 

dengan kepuasan nasabah sebagai variabel intervening. Penelitian ini menggunakan 

metode analisis kuantitatif dengan data primer yang dikumpulkan melalui kuesioner, 

teknik yang digunakan adalah purposive sampling. Jumlah sampel pada penelitian ini 

244 responden dari seluruh Bank Umum Syariah selama periode wabah COVID-19. 

Model analisis menggunakan Structural Equation Model (SEM), dengan teknik analisis 

confirmatory factor analysis dan regression weight. Hasil penelitian ini, menunjukkan 

bahwa harga, relationship marketing, dan nilai nasabah secara parsial berpengaruh 
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positif dan signifikan terhadap kepuasan nasabah. Dan kepuasan nasabah berpengaruh 

signifikan terhadap loyalitas nasabah pada Bank Umum Syariah. 

Kata kunci: Kepuasan Nasabah, Loyalitas Nasabah, Bank Syariah, COVID-19 

 

INTRODUCTION 
The economic crisis during the COVID-19 outbreak greatly disrupted global 

economic activities, including business activities and Islamic finance (Zhang et al., 

2020). It is known that the COVID-19 pandemic is expanding throughout the world, 

Since the World Health Organization (WHO) announced the first COVID-19 outbreak 

in Wuhan, Hubei province, China in December 2019, then President Joko Widodo 

announced the first case of COVID-19 in Indonesia in March 2, 2020 (Djalante et al., 

2020). Global COVID-19 cases increased significantly based on statistical data from the 

Task Force for the Acceleration of Handling COVID-19 on Saturday, September 25, 

2020, recording cumulatively Indonesia ranks 23 cases of the spread of COVID-19 

globally from 216 countries exposed to corona virus and recorded as many 266,845 

positive cases. Meanwhile, the number of recovered patients reached 196,196 cases and 

the death rate reached 10,308 people(Covid19.go.id, 2020). 

The impact of the COVID-19 crisis on the Islamic economy and finance, 

especially the commercial financial sector and the halal industry, is relatively the same 

as the real and financial sectors. The COVID-19 pandemic has also caused a decline in 

the performance of the Islamic financial services sector (bi.go.id, 2019). One of them, 

Islamic banks must have a family of new strategies in other to the business continues, 

and immediately adapts to corona pandemic conditions. This includes providing 

banking services with a complete health protocol. So that it will maintain the level of 

good performance and hope that the bank’s intermediary function will run as well, and 

be able to drive national economic growth in new normal era. In December 2019 to 

April 2020, Bank Indonesia and the Financial Services Authority (OJK) have issued 

policies to maintain the stability of the financial services sector amid the COVID-19 

outbreak in Indonesia (ojk.go.id, May 2020). This was done, aimed at maintaining the 

stability of banking performance in Indonesia, including Islamic bank. 

The COVID-19 outbreak forces individuals, groups, institutions, and also 

countries to change their lifestyle and behavior in their daily lives, is called a new 

normal. Thus, the banking industry needs to change its service strategy so that customer 

satisfaction levels do not decrease and have an impact on their loyalty. Customer loyalty 

will be created by the satisfaction felt by customers. Customers who are satisfied with 

the performance of the company will become loyal customers of the company. 

Customers are said to be satisfied when the benefits they receive are proportional to the 

costs (sacrifices) that have been incurred (Kamath et al., 2019). Customer satisfaction 

concerns what is expressed by customers regarding their perceptions and expectations 

of the banking services obtained. Customer satisfaction is not enough, because satisfied 

or dissatisfied is just one form of emotion (Tjiptono, 2007). Meanwhile, loyalty shows a 

feeling of satisfaction and a desire to have a long-term relationship (Kartika et al., 

2019). So, in the new normal era, it is interesting to do research on customer loyalty at 

Islamic commercial banks during the COVID-19 outbreak. 

Islamic banking in maintaining customer satisfaction and building customer loyalty can 

be influenced by pricing (Rama, 2020), however price tends not to have an effect 

because price is not a problem for the customer to get what he wants (Farida et al., 
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2016). Relationship marketing variable influence customer satisfaction (Majuarsa et al., 

2013), but at a different level of significance. Customer value also influence customer 

satisfaction (Zaini et al., 2017) and then the variable customer satisfaction as a 

mediation between the three factors with customer loyalty will affect the level of 

customer loyalty (Haron et al., 2020; Kamath et al., 2019). From several previous 

research with the variables used, this study is the difference in customer conditions at 

the time of the COVID-19 outbreak with the application of new normal to Islamic 

banking services. Therefore, this study will analyze the effect of price, relationship 

marketing, and customer value toward customer loyalty in Islamic Commercial Banks, 

with customer satisfaction as an intervening variable. 

 

LITERATURE REVIEW  
Customer Satisfaction 

Customer satisfaction describes the level of a person's feelings in stating the 

results of the comparison of the performance of service products received and expected. 

Customer satisfaction, how far is the perception of the performance of a product in 

accordance with the expectations of a buyer (Kotler & Armstrong, 2012). Thus 

customer satisfaction can be formed when the performance of the service products 

consumed has matched or even exceeds the expectations desired by the customer so that 

it is able to provide a sense of pleasure and a level of comfort after consuming the 

service product (Sefesiyani et al., 2015). 

Then, customer decision can provide several benefits, including harmonious 

relationship between the company and customers, providing a rich basis for repeat 

purchases and creating customer loyalty, and forming a word of mouth recommendation 

that is beneficial for the company(Alnaser et al., 2017). 

One of the things needed to achieve customer loyalty is customer satisfaction 

(Dandis & Wright, 2020; Sheng & Liu, 2010). Customer satisfaction as a response after 

purchase that occurs as a result of comparing pre-purchase expectations and perceived 

performance (Tjiptono, 2007). The level of expectation then becomes the standard for 

the service product being assessed. This means that after the service product is used, the 

results are compared to expectations, if the perceived performance matches or even 

exceeds customer expectations, the customer will feel satisfied. If not, then the customer 

is not satisfied. In the business world, customer satisfaction is seen as a dimension of 

market performance. A customer, if he is satisfied with the value provided by a product 

or service, is very likely to be a customer of an Islamic bank for a long time (Kurniawan 

& Shihab, 2015). 

 

Customer Loyalty 

Loyalty relates to what customers do after interacting in a banking service 

process (Kartika et al., 2019). Customer loyalty is a deeply held commitment to buy or 

support a preferred product or service in the future even though the situation and 

marketing efforts have the potential to cause customers to switch (Tjiptono, 2007). 

Loyalty has three categories of approaches, namely the behavioral approach, the attitude 

approach, and the integrated approach. The behavioral approach focuses on customer 

behavior after purchase and measures loyalty based on the level of purchase or 

frequency and likelihood of repurchasing (Lupiyoadi, 2016).  

The attitude approach concludes loyalty from aspects of psychological 

involvement and favoritism to certain services. Meanwhile, the integrated approach 
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combines these two variables. So that customer loyalty can be understood as a 

combination of customer pleasure and repurchasing behavior (Lupiyoadi, 2016). The 

characteristics of customers loyalty include: 1) Making regular repeat purchases; 2) 

Purchasing additional products and services from the company; 3) Demonstrates 

immunity to pull from competitors; and 4) Referring to others. 

 

Price  

Price plays an important role in the marketing mix process, because the various 

benefits possessed by a service product must be compared with the various costs 

(sacrifices) incurred in consuming these services (Hosen et al., 2019). Price is one that 

affects customer satisfaction, where an attractive price for customers will satisfy 

customers in making transactions (Lupiyoadi, 2016). Price as the amount charged for a 

product or service. Pricing strategies are related to revenue and influence marketing 

demand and channels (Kotler & Armstrong, 2012). In various situations, customers are 

faced with various considerations regarding what customers will get at a certain cost if 

they consume these services. These costs can be in the form of prices that must be paid 

for services, time that must be sacrificed, physical effort (energy that must be 

expended), and sacrifices related to the senses (Hosen et al., 2019). 

 

Relationship Marketing  

Relationship marketing is a process of creating, maintaining and enhancing 

strong and high value relationships with customers and other interested parties (Kotler 

& Armstrong, 2012). Relationship marketing is the introduction of each customer in 

more detail by creating two-way communication by managing a profitable relationship 

between customers and Islamic banks, thus making Islamic banks always have a long-

term frame of mind (Chan, 2003). 

Relationship marketing is a form of relationship created by Islamic banks with 

customers with the aim of maintaining good relations between Islamic banks and 

customers. Relationship marketing strongly emphasizes that Islamic banks must be able 

to know and understand customer needs and wants, realize customer expectations and 

be able to treat customers better. This will make customers feel cared for and 

appreciated, which in turn creates long-term customer loyalty to Islamic banks 

(Pranomo & Warso, 2016). So, relationship marketing is an effort to introduce each 

customer more closely, create two-way communication with consumers, and manage 

mutually beneficial relationships between customers and companies (Lupiyoadi, 2016). 

 

Customer Value 

Customer value is the customer's perception of the balance between the benefits 

received and the sacrifices given to get these benefits (Hasan, 2010). Then customer 

value is the difference between the value obtained by the customer by owning and using 

a product, and the costs incurred to obtain the product(Kotler & Armstrong, 2012). 

Customer value as an overall customer assessment of product benefits based on what 

they receive and what they provide (Tjiptono, 2007). 
 

METHOD 
Research method of this study is quantitative research. This study not only to 

artificially describe why and how customer loyalty is increased, or why and how 

customer satisfaction is built as an intermediary for price, relationship marketing, and 
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customer value, but also wants to obtain empirical evidence that can be ascertained by 

statistical calculations.This study uses primary data, which is obtained directly from 

distributing questionnaires both online and offline (meeting directly with respondents). 

The spread is specifically for savings customers and single customers (with one account 

ownership) at Islamic commercial banks. The type of data of this research is cross 

section data with an interval scale of 1-10, with the information "strongly disagree" to 

"strongly agree" as a measure for each indicator. 

 

Sample 

Determination of the study sample size using the method of Hair, et al (2010) 

(Sulistiyorini, 2018), researchers distributed 244 questionnaires to customers of Islamic 

Commercial Banks. During the time span of June-August 2020. The sampling technique 

used purposive sampling by selecting respondents based on certain criteria, which are 

considered to have a relationship with previously known population characteristics. The 

sample criteria are savings customers and single customers, who have a minimum 

account for one year, because they are considered experienced in price, relationship 

marketing, and customer value in building customer satisfaction to increase customer 

loyalty. 

 

Operational definition 

Price (X1) is the amount of costs that must be incurred to obtain a certain 

product or service. Price variable indicators are measured by: no administrative costs 

(X1.1), no cash withdrawal costs through ATM Link (X1.2), the balance of savings 

products is smaller than other banks (X1.3), and the product profit sharing ratio savings 

are higher than other banks (X1.4) (Kurniawan et al., 2016; Majuarsa et al., 2013). 

Relationship marketing (X2) is an effort to get to know each customer more 

closely, create two-way communication with consumers, and manage mutually 

beneficial relationships between customers and companies. Relationship marketing 

variable indicators are measured by: efforts to care for the bank on transaction security 

(X2.1), bank efforts to always adapt products to customer needs (X2.2), bank efforts to 

always provide the latest product information to customers (X2.3), and handling of 

customer complaints (X2.4) (Putrayuda & Jahrizal, 2020; Sefesiyani et al., 2015). 

Customer value (X3) is a customer's overall assessment of the benefits of a 

product based on what they receive and what they provide. Indicators of customer value 

variables are measured by: conformity of product features with customer perceptions 

(X3.1), conformity of bank services with customer perceptions (X3.2), conformity of bank 

employee attitudes with customer perceptions (X3.3), and suitability of cost of sacrifice 

with services banking obtained (X3.4) (Astono, 2017). 

Customer satisfaction (Y1) is the level of feeling where a person states the 

results of the comparison of the performance of the received and expected service 

products. Indicators of customer satisfaction variables are measured by: satisfaction 

with operations in accordance with Islamic law (Y1.1), feeling good about the service 

received (Y1.2), satisfaction with the suitability of bank services with customer 

expectations (Y1.3), the right choice because according to Islamic principles (Y1.4) 

(Azizah, 2012; Sheng & Liu, 2010). 

Customer loyalty (Y2) is a deeply held commitment to buy or re-support a 

preferred product or service in the future even though situation and marketing 

influences have the potential to cause customers to switch. Indicators of customer 
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loyalty variables are measured by: commitment to always use bank products (Y2.1), 

commitment to buy more than one type of bank product (Y2.2), commitment to 

recommend bank products (Y2.3), and commitment to survive (Y2.4) (Sefesiyani et al., 

2015; Suhartanto et al., 2020). 

Based on variable indicators of price, relationship marketing, customer value to 

customer loyalty, with customer satisfaction as an intervening variable. Arranged in a 

path diagram (Figure 1) as follows: 
 

 

Figure 1. Research Model 

Source: primary data, processed 2020 

 

Analysis Technique 

The data analysis method used in this research is Structural Equation Modeling (SEM), 

confirmatory test, and regression weights test, which are operated through the AMOS 

22.0 program. The use of SEM in this research is because SEM provides a conceptual 

model to test the theory. The SEM test can determine the suitability between the theory 

being built and reality which can be seen from the data obtained in the field 

(Sulistiyorini, 2018). 

 

RESULT AND DISCUSSION 
The model in the path diagram (Figure 1) is converted into a structural equation 

as follows; 

Endogenous Variables = Exogenous Variable + Endogenous Variable + Error 

Customer Satisfaction  = 0.320 Price + 0.220 Relationship Marketing + 0.150  

Customer Value + 0.49 ζ1 

Customer Loyalty  = 0, 60 Customer Satisfaction + ζ2 

 

Confirmatory Factor Analysis 

Exogenous and Endogenous Confirmatory Tests 

The analysis of exogenous construct confirmatory factors aims to test the 

unidimensionality of the dimensions forming each of price, relationship marketing, and 
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customer value. Meanwhile, analysis of endogenous construct confirmatory factors aims 

to test the unidimensionality of the dimensions forming each of customer satisfaction 

and customer loyalty. 

 

Table 1. Results of Exogenous and Endogenous Constructive  

Confirmatory Factor Analysis 

Variable Criteria Cut off Value Result Model Evaluation 

Eksogen :  
Price (X1) 

Relationship Marketing 

(X2) 

Customer Value (X3) 

Chi-square 68,669 55,420 Good 

Probability > 0,05 0,312 Good 

Endogen : 

Customer Satisfaction 

(Y1) 
Customer Loyalty (Y2) 

Chi-square 30,144 45,502 Marginal 

Probability > 0,05 0,001 Marginal 

Source: Primary data, processed by author 2020 

 

Based on Table 1, can be concluded that price, relationship marketing, and 

customer value deserve to be tested at the full model stage, because the results of the 

absolute, incremental, and parsimonius fit tests are still within the tolerable limits of 

feasibility. The results of this analysis can be said to meet the required standard criteria. 

The results of data analysis show that the observed variables (indicators) of customer 

satisfaction and customer loyalty are valid because they have a coefficient (loading 

factor) above 0.5 which indicates that there is a match between the indicators. Then, 

none of the observed variables (indicators) were omitted because each indicator that 

formed customer satisfaction and customer loyalty showed results that met the criteria, 

namely the value of Critical Ratio (CR) > 1.96 with Probability (P) less than 0.05. 

These results, said that the indicators of customer satisfaction and customer loyalty have 

shown unidimensionality or a series that cannot be separated. 

Based on Table 1, can be concluded that customer satisfaction and customer 

loyalty deserve to be tested at the full model stage, because the results of the absolute, 

incremental, and parsimonius fit tests are still within the tolerable limits of feasibility. 

The results of this analysis can be said to meet the required standard criteria. The results 

of data analysis show that the observed variables (indicators) of customer satisfaction 

and customer loyalty are valid because they have a coefficient value or loading factor 

above 0.5 which indicates that there is a match between the indicators. Then, none of 

the observed variables (indicators) were omitted because each indicator or dimension 

that formed customer satisfaction and customer loyalty showed results that met the 

criteria, namely the value of Critical Ratio (CR) > 1.96 with Probability (P) less than 

0.05. These results, said that the indicators of customer satisfaction and customer 

loyalty have shown unidimensionality or a series that cannot be separated. 

 

Regression Weights Test 

In this study, there are four hypotheses proposed, namely and the complete 

discussion can be explained based on the results of the full model construct regression 

weights test in Table 2. 
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Table 2 Full Model Regression Weights Test Results 
 C.R. P 

Customer_Satisfaction <--- Price 4,115 *** 

Customer_Satisfaction <--- Relationship_Marketing 3,025 0,002 

Customer_Satisfaction <--- Customer_Value 2,473 0,013 

Customer_Loyalty <--- Customer_Satisfaction 4,982 *** 

Source: Primary data, processed by author 2020 

 

The Effect of Price on Customer Satisfaction 

Based on the results of the full model Regression Weights test (Table 2), the 

Critical Ratio (CR) value is 4.115 with a Profitability (P) of 0.000. The two values 

obtained meet the requirements for acceptance of the hypothesis, namely Critical Ratio 

(CR) above 1.96 and Probability below 0.05. Thus, price has a significant effect on 

customer satisfaction. 

The form price of the amount of money charged for a product or service. The 

customer will be satisfied if the price offered by the product is in accordance with the 

quality of the product he received. A product can be said to be of high quality if the 

product is able to provide maximum benefits and minimum sacrifice (Kotler & 

Armstrong, 2012). Prices that are in accordance with the benefits received by customers 

are a determining factor for customer satisfaction. Therefore, it is hoped that the 

management of Sharia Banks can improve their competitive pricing strategy through 

monthly administration fees, savings deposits, profit sharing ratios for savings products, 

and cash withdrawal fees via ATM Link. If this is done properly by the management of 

the Sharia Bank, the price for savings product will be attractive to customers. Thus, 

customer satisfaction of Islamic Bank savings increases. 

The results of this study are in accordance with (Lupiyoadi, 2016) which states 

that pricing is related to revenue and contributes to marketing demand and channels. 

This corresponds to (Majuarsa et al., 2013), price is one that affects customer 

satisfaction, where an attractive price for customers will satisfy customers in making 

transactions.These findings support the research results (Hosen et al., 2019; Kurniawan 

et al., 2016) which shows that price has a positive and significant effect on customer 

satisfaction. This finding contradicts the results of the study (Farida et al., 2016) which 

indicates that price does not have a significant effect on satisfaction. 

The Effect of Relationship Marketing on Customer Satisfaction 

Based on the results of the full model Regression Weights test (Table 2), the Critical 

Ratio (CR) value is 3.025 with a Profitability (P) of 0.002. The two values obtained 

meet the requirements for acceptance of the hypothesis, namely Critical Ratio (CR) 

above 1.96 and Probability below 0.05. Thus, relationship marketing has a significant 

effect on customer satisfaction. 

Relationship marketing strongly emphasizes that the company must be able to 

know and understand customer needs and wants, realize customer expectations and be 

able to treat customers better. This will make customers feel cared for and appreciated, 

which in turn creates long-term customer loyalty to the company (Kotler & Armstrong, 

2012). The management of Islamic Banks is expected to increase the efforts of banks to 

always provide the latest product information to customers, handling customer 

complaints, bank concerns on customer transaction security, and bank products that 

adapt to customer needs. If this is done properly by the management of Islamic banks, 
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then relationship marketing can increase. Thus, customer satisfaction of Islamic Bank 

savings increases. 

The results of this study are in accordance with (Lupiyoadi, 2016) which states 

that relationship marketing is an effort to introduce each customer more closely, create 

two-way communication with consumers, and manage mutually beneficial relationships 

between customers and companies. Relationship marketing allows companies to retain 

customers through perceived satisfaction. This corresponds to (Chan, 2003) which 

states that through relationship marketing, Islamic banks can provide added value to 

customers, create customer satisfaction by understanding their desires and can make 

efforts to get to know better customers.These findings support the research results (De 

Bruin et al., 2020; Putrayuda & Jahrizal, 2020; Putri & Abdillah, 2014) which shows 

that relationship marketing has a significant effect on customer satisfaction. 

 

The Effect of Customer Value on Customer Satisfaction 

Based on the results of the full model Regression Weights test (Table 2), the 

Critical Ratio (CR) value is 2.473 with a Profitability (P) of 0.013. The two values 

obtained meet the requirements for acceptance of the hypothesis, namely Critical Ratio 

(CR) above 1.96 and Probability below 0.05. Thus, it is stated that customer value has a 

significant effect on customer satisfaction. 

Customer value will be formed when the benefits that the customer gets are 

greater than the sacrifices that have been given. The better the value or benefits 

provided by the company to its customers, the customers will be satisfied (Astono, 

2017). Therefore, the management of Islamic banks is expected to increase customer 

value by creating conformity to product features, bank services, and attitudes of bank 

employees with customer perceptions, as well as the compatibility of sacrifices with the 

banking services obtained. If this is done well by the management of Islamic banks, the 

value for customers will be even greater. Thus, customer satisfaction of Islamic Bank 

savings increases. 

The results of this study are in accordance with (Hasan, 2010) which states 

customer value is seen as a reflection of the quality, benefits and sacrifices given to 

getting a product or service. A banking product or service is said to have a high value in 

the eyes of customers if it is able to provide the minimum possible quality, benefits and 

sacrifices. The better the value for customers provided by the Islamic Bank, the more 

satisfied the customer is with the product.These findings support the research results 

(Astono, 2017; Tjokro et al., 2018; Zaini et al., 2017) which shows that customer value 

has a positive and significant effect on customer satisfaction. 

 

The Effect of Customer Satisfaction on Customer Loyalty 

Based on the results of the full model Regression Weights test (Table 2), the 

Critical Ratio (CR) value is 4.982 with a Profitability (P) of 0.000. The two values 

obtained meet the requirements for acceptance of the hypothesis, namely Critical Ratio 

(CR) above 1.96 and Probability below 0.05. Thus, it can be stated that customer 

satisfaction has a significant effect on customer loyalty. 

Increased customer satisfaction has the potential to lead to long-term and short-

term sales growth and market share as a result of repeat purchases (Kotler & Armstrong, 

2012). Customer satisfaction is the response given by the customer for the fulfillment of 

a need, so as to get a feeling of pleasure or comfort. Thus, the assessment of the 

advantages of the service itself can provide a level of comfort associated with meeting a 
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need, including meeting needs that are appropriate or exceed expectations (Kotler & 

Keller, 2009).Therefore, the management of Sharia Banks is expected to increase 

customer satisfaction through conformity of bank services to customer expectations, 

provide customer satisfaction with the services received, conformity of bank operations 

with Islamic law, and make customers believe that Islamic Bank is the right choice in 

partnering because it is appropriate. with Islamic principles. If this is done properly by 

the management of Islamic banks, customer satisfaction can increase savings. Thus, 

customer loyalty for Islamic Bank savings increases. 

The results of this study are in accordance with (Kotler & Keller, 2009) which 

states that customer satisfaction is the level of feeling where someone states the results 

of the comparison of the performance of service products received and expected. The 

higher the level of satisfaction, the higher the customer loyalty.These findings support 

the research results (Aisyah, 2018; Gopi, 2020; Putrayuda & Jahrizal, 2020; Tjokro et 

al., 2018) which states that customer satisfaction has a positive and significant effect on 

customer loyalty. 

 

CONCLUSION 
Based on the results of research and discussion can be concluded that price, 

relationship marketing, and customer value are all factors that affect customer 

satisfaction. Customer satisfaction as an intervening variable can be a variable that 

increases customer loyalty to Islamic commercial banks during the COVID-19 outbreak 

period. Research limitations on the sample of customers of Islamic bank savings do not 

include financing customers. The managerial implication in this research is that pricing 

strategies are important to maintain and increase customer satisfaction. Islamic 

commercial banks are expected to pay attention to the value of satisfaction through the 

suitability of administrative costs with product quality, the suitability of a minimum 

balance deposited with product benefits, the suitability of the cash tark fee at the ATM 

with bank services, and the cost match with the profit sharing ratio received by the 

customer. Then, in relationship marketing to maintain and improve relationships and 

communication with customers through the bank’s efforts to always provide the latest 

product information to customers, efforts to handle customer complaints, efforts to care 

for the bank with transaction security, and the bank's efforts to always adapt products to 

customer needs. Customer value is to understand customers by providing product 

features that match or even exceed customer expectations, bank employee attitudes that 

match or even exceed customer expectations, sacrifice fees that are in accordance with 

the banking services obtained, and bank services that match or even exceed customer 

expectations. And create satisfaction with the suitability of bank services with customer 

expectations, feeling happy with the services received, the right choice according to 

Islamic principles, and satisfaction with the suitability of bank operations with Islamic 

law. So that customers feel right to have chosen Islamic Bank as a partner.  
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