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Abstract: 

The purpose of this research is to provide a deeper understanding of the factors that shape customer 

loyalty in Islamic banking, including Digital Marketing, Corporate Image, Quality of mobile banking 

services and Shariah Compliance. The type of research used in this study is a type of associative 

explanatory research, which aims to find out the relationship between two or more variables. The 

population that will be taken in this study is all customers who transact with PT Bank Syariah. The 

population in this study uses an infinite population, where the infinite population in this study is taken 

from the customer of PT Bank Syariah Indonesia KCP Makassar Panakukang. Because the exact number 

of the population is unknown, the sampling technique used is accidental sampling, where 100 respondents 

are selected based on chance encounters with researchers, according to Rao Purba's formula so that 100 

samples are obtained. The results of this study show that Digital marketing, mobile service quality and 

Shariah compliance. However, the results of this study prove that corporate image does not have a 

significant influence on the loyalty of Islamic bank customers. 

 
Keywords: Digital marketing, Corporate image, Quality of mobile banking services, Shariah compliance, customer 

loyalty. 

1. Introduction 

The development of digital technology has brought about major changes in almost all aspects of life, 

including the banking industry. Companies in the financial services sector now face the challenge of 

continuing to innovate in terms of products, services, and marketing strategies in order to reach an 

increasingly digitalized society. In this condition, the use of technology is the main key to maintaining 

competitiveness, attracting potential customers, and maintaining the loyalty of existing customers. 

This phenomenon is also reflected in the Islamic banking industry in Indonesia which has experienced 

significant growth in recent years. Data from the Financial Services Authority (OJK) shows a consistent 

increase in assets, number of banks and number of Islamic bank offices as follows: 

    

Table 1. Asset Growth, Number of Banks, Number of Offices 

Information 2021 2022 2023 2024 

Asset 441,789 531,860 594,709 664,611 

Number of Banks 12 13 13 14 

Number of Offices 2,035 2.007 1,967 1.987 

  Source: Islamic Banking Statistics (January, 2025) 

 

It is seen that the growth of assets, the number of banks and the number of Islamic bank offices have grown. 

However, the success of this growth is not only determined by financial factors alone, but also by the ability 

of Islamic banks to maintain customer loyalty amidst increasingly tight competition. 
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Customer loyalty itself is a condition in which customers have a high commitment to continue using services 

from one bank consistently, even though there are many alternatives available on the market (Ahmadi, 

2024). Loyal customers not only contribute to the bank's revenue, but also act as promoters by spreading 

positive experiences to others. Conversely, losing loyal customers can cause significant financial losses for 

the bank (Andespa et al., 2023). In the context of Islamic banking, customer loyalty is influenced by various 

factors. 

One of the most prominent is the use of Digital Marketing, where banks are required to convey 

sharia products and values through digital platforms effectively and educationally. In addition, Corporate 

Image also plays an important role in shaping public perception and trust. The quality of mobile banking 

services is also an important element that influences customer loyalty in addition to digital marketing and 

corporate image. No less important is the Shariah Compliance factor, namely the extent to which banks 

actually apply sharia principles consistently and transparently. These four factors are believed to have a 

significant influence on the formation of customer loyalty in Islamic banks. This research is relevant 

considering that the four factors represent aspects of promotion, reputation, service technology, and religious 

values, all of which play an important role in customer decision making. 

Digital marketing provides opportunities for companies to interact directly, quickly and personally 

with customers through various digital channels such as social media, email, search engines and other digital 

platforms.(Romadhoni et al., 2024). This strategy not only increases the visibility of the bank, but also 

creates a more interactive experience for customers. However, the effectiveness of digital marketing in 

building customer loyalty does not stand alone (Sapthiarsyah & Junita, 2024). 

It is important for companies to ensure that promotions and campaigns conducted through digital 

media reflect the company's overall image. In this case, corporate image plays a strategic role in forming a 

positive perception in the eyes of customers (Sari, 2025). A good image reflects the company's reliability, 

credibility and social responsibility which can increase trust and loyalty (Bianchi et al., 2019). 

The quality of mobile banking services is also one of the important elements that influence customer 

loyalty in addition to digital marketing and corporate image. The quality of mobile banking services in 

Islamic banks is a development of previous forms of innovation, namely SMS banking and internet banking 

(Mardani, 2023). Ease of access to financial services through mobile applications, such as checking 

balances, transferring funds, paying bills, and opening accounts, makes banking services faster, more 

flexible, and in line with modern lifestyles (Delila & Silvia, 2024). 

Banks that are able to provide responsive, secure and easy-to-use mobile services will find it easier 

to build closeness with customers (Pratiwi & Ellyawati, 2023). In an era where people increasingly rely on 

technology for their daily needs, mobile banking has become an important indicator in assessing the quality 

of banking services. This service not only supports convenience, but also reflects the bank's commitment to 

innovation and customer satisfaction. Thus, the quality of mobile services can be a factor in determining 

customer loyalty amidst tight competition between banks. 

Regarding customer loyalty to Islamic banks, a digital approach alone is not enough. Islamic bank 

customers tend to have additional expectations in the form of compliance with Islamic values. Therefore, the 

aspect of shariah compliance is the main factor that distinguishes Islamic banks from conventional banks 

(Maslihatin & Riduwan, 2020). Compliance with sharia principles in all business processes, including digital 

products and services, greatly determines the level of trust and loyalty of sharia customers. When a sharia 

bank is able to show that all its services including digital marketing and mobile banking comply with sharia 

provisions, customer trust will increase (Mundir et al., 2022). On the other hand, if there is a discrepancy or 

ambiguity regarding sharia principles, then the potential for losing customers becomes very large, even 

though the quality of technology services and digital promotions is relatively good. 

Based on this background, this study aims to provide a deeper understanding of the factors that shape 

customer loyalty in Islamic banking. The results of this study are expected to be a reference for banking 

industry players in developing loyalty improvement strategies that are not only oriented towards short-term 

profits, but also sustainable and value-based. 

 

2. Literature Review 

a) Digital Marketing 

Digital marketing is a marketing activity that uses digital media and the internet to reach consumers more 

quickly and widely. According to(Kotler et al., 2018), digital marketing allows companies to interact 
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personally and in real-time with consumers. In the banking context, digital marketing helps shape customer 

perceptions, deliver service information, and create more connected experiences, which can ultimately 

increase loyalty. 

b) Corporate Image 

Corporate image or corporate image is the public's perception of the company's overall identity, 

trustworthiness, and reputation. According to(Ramadhani & Nurhadi, 2022), a positive corporate image 

creates a sense of trust and customer satisfaction, which can then strengthen loyalty. In the banking world, 

the image as a professional, trustworthy, and responsible institution is key to retaining customers. 

c) Mobile Banking service quality 

Mobile banking is a banking service that allows customers to make transactions via mobile devices. The 

quality of mobile banking services is an effort to fulfill the needs and desires of customers who use fast, 

safe, and convenient mobile banking which can increase customer satisfaction and loyalty.(Sudirman et al., 

2024). With the presence of Mobile Banking services, customers now have more options for making 

transactions. The Mobile Banking system allows banking transactions to be carried out digitally (in 

cyberspace) by service users without direct involvement from bank officers.(Handayani & Anitasari, 2022). 

Consumers highly appreciate the convenience, effectiveness, efficiency, and simplicity offered by this 

service. 

d)   Shariah Compliance 

Shariah compliance in Islamic banking, it is the ability of Islamic banks to carry out their operational 

activities by complying with the established Islamic principles.(Hobvi et al., 2022). The striking thing in this 

operational activity is not using an interest system in its activities. The better the implementation of sharia 

compliance in banking, the more confident customers become in making transactions.(Oktapiani & 

Anggraini, 2022). 

e) Customer Loyalty 

Loyalty is a strong commitment to continue purchasing or using products or services from a preferred 

company in the future, despite situational influences and marketing efforts that might encourage customers 

to switch.(Ansar et al., 2024). Customer loyalty refers to the commitment to reuse a company's products or 

services consistently over the long term. states that loyalty is formed from repeated satisfaction, positive 

perceptions, and trust in the Company.(Purnama & Hidayah, 2019). In the banking context, loyalty reflects 

the bank's success in maintaining strong and sustainable relationships with its customers. 
 

Relationship Between Research Variables 

The Influence of Digital Marketing on Customer Loyalty 

Digital marketing is one of the efforts to make it easier for Islamic banks to reach customers through media to directly 

access customers (Rahmanto et al., 2023). Effective digital marketing can build personal relationships with customers 

through fast, accurate, and interactive information delivery. Through this social media, Islamic banks will find it easier 

to approach customers. Research results (Abdullah et al., 2022) and (Nasti et al., 2024) found that digital marketing 

has a positive and significant effect on customer loyalty. The better the digital marketing run by the bank, the more 

likely customers are to feel connected and satisfied with the service, which ultimately increases loyalty (Chauhan et 

al., 2022). 

                                                                                                                                

 

 

 

 

 

Hypothesis 1: Digital marketing has a positive and significant impact on customer loyalty. 

 

The Influence of Corporate Image on Customer Loyalty 

A positive corporate image forms the perception of trust and professionalism. In the banking industry, the image as a 

trustworthy, professional, and reliable institution will increase customer confidence to continue using the bank's 

services. Corporate image is very much needed in a company, especially in the banking world, because it is to retain 

customers (Suminto & Maharani, 2020). With the existence of a corporate image in a company, this can be a 

benchmark for the reputation of Islamic General Banks in the eyes of the public. Research results (Oktapiani & 

Anggraini, 2022) and (Abror & Safitri, 2022) found that corporate image has a positive and significant effect on 

customer loyalty. A good image strengthens customer loyalty because they feel proud to be part of an institution with 

Digital Marketing 

(X1) 
Customer Loyalty 

(Y) 
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a good reputation (Fathullah et al., 2023). However, the research results (Kuswandarini & Annisa, 2021) and (Senoaji, 

2021) found that corporate image does not have a significant effect on customer loyalty. 

                                                                                                                                

 

  

 

 

 

Hypothesis 2: Corporate image has a positive and significant influence on customer loyalty. 

 

The Influence of Mobile Banking Service Quality on Customer Loyalty 

Service quality can be interpreted as the level of consumer satisfaction, while the level of consumer satisfaction itself 

is obtained from a comparison of the type of service actually received by the consumer with the type of service 

expected by the consumer (Siadari & Lutfi, 2021). The quality of mobile banking services makes it easy for customers 

to access banking services anytime and anywhere. The speed, convenience, and security of mobile services will 

increase customer satisfaction and experience, which contributes positively to loyalty (Akob & Sukarno, 2022). 

Research result (Astuti et al., 2020) found that the quality of mobile banking services has a positive effect on customer 

loyalty. Customers who are satisfied with mobile services are less likely to switch to another bank. This is in line with 

research conducted by (Kaledin Siadari, 2020) which states that service quality has a positive and significant effect on 

customer loyalty. However, it is different (Triyanti et al., 2021) found that the quality of mobile banking services has 

no effect on customer loyalty. 

                                                                                                                                

 

 

 

 

 

Hypothesis 3: Mobile banking service quality has a positive and significant effect on customer loyalty. 

 

The Influence of Shariah Compliance and Customer Loyalty 

For Islamic bank customers, compliance with Islamic principles is a primary value that is the main consideration in 

choosing financial services. According to (Winarsih & Sisdianto, 2024), sharia compliance is a key indicator in 

assessing public trust in sharia banks. The higher the level of sharia compliance felt by customers, the greater the 

loyalty shown. 

There are several previous studies that examine the Shariah Compliance variable on customer loyalty, including 

research (Syarifuddin & Mahesa, 2020), (Ibrahim & Rachmawati, 2020) and (Oktapiani & Anggraini, 2022) shows 

that Shariah Compliance has an effect on loyalty. In his research, he explained that enforcing the principles of Sharia 

compliance provides a signal and is a guarantee of Islamic bank compliance with sharia principles. Then, the research 

(Nurjannah et al., 2023) which states the opposite result, namely that Shariah Compliance does not have a significant 

effect on customer loyalty. 

                                                                                                                                

 

 

 

 

 

Hypothesis 4: Shariah compliance has a positive and significant effect on customer loyalty. 

 

 

3. Research Methods 

The type of research used in this study is an associative explanatory research type, which aims to determine 

the relationship between two or more variables. The population to be taken in this study is all customers who 

make transactions at PT Bank Syariah. The population in this study uses an infinite population, where the 

infinite population in this study is taken from customers of PT Bank Syariah Indonesia KCP Makassar 

Panakukang. Because the exact population is unknown, the sampling technique used is accidental sampling, 

where 100 respondents were selected based on chance meeting with the researcher, according to the Rao 

Purba formula with a 95% confidence level and a 10% margin of error. 
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 (   )  
= = 96.04 rounded up to 100 sample people.

     

 (    ) 
 

4. Results and Discussion 

Validity and Reliability Test 

Validity test is used in measuring whether a questionnaire is valid or not. The testing criteria used with an 

instrument are said to be valid if the r value is > 0.30 with a significance of 5% (Sugiyono, 2014, p. 188). 

Meanwhile, the reliability test aims to determine the consistency of an instrument, to what extent the 

questionnaire can be trusted. The reliability test is measured using Cronbach's Alpha, if the alpha value is > 

0.60 (Ghozali, 2005, p. 41-42), then the questionnaire is said to be reliable. 

 

    Table2. Validity Test Results 

Variables Item R Count Cronbach's 

Alpha 

Information 

Digital marketing 

(X1) 

X1.1 0.617 0.726   Valid and Reliable 

X1.2 0.712 Valid and Reliable 

X1.3 0.681 Valid and Reliable 

X1.4 0.628 Valid and Reliable 

Corporate Image 

(X2) 

X2.1 0.724  Valid and Reliable 

X2.2 0.708 0.813 Valid and Reliable 

X2.3 0.672  Valid and Reliable 

X2.4 0.747  Valid and Reliable 

Mobile Banking service 

quality (X3) 

X3.1 0.623  Valid and Reliable 

X3.2 0.742  Valid and Reliable 

X3.3 0.616 0.817 Valid and Reliable 

X3.4 0.750  Valid and Reliable 

X3.5 0.811  Valid and Reliable 

Shariah Compliance 

(X4) 

X4.1 0.611  Valid and Reliable 

X4.2 0.743 0.626 Valid and Reliable 

X4.3 0.682  Valid and Reliable 

X4.4 0.754  Valid and Reliable 

Customer Loyalty 

(Y) 

Y1.1 0.748  Valid and Reliable 

Y1.2 0.725  Valid and Reliable 

Y1.3 0.783 0.824 Valid and Reliable 

Y1.4 0.817  Valid and Reliable 

Y1.5 0.751  Valid and Reliable 

Source: Primary data processing, 2025 

 

Based on the results of the validity test, it can be seen that each statement item has been tested with a sample 

of 100 respondents. In this calculation, the r value> 0.30, indicating that all statement items are valid. Then, 

the results of the questionnaire reliability test state that all variables are declared reliable because a> 0.60.  

 

The results of the digital marketing variable reliability test (X1) have an a value of 0.726> 0.60, the 

corporate image variable (X2) produces an a value of 0.813> 0.60, the Mobile Banking service quality 

variable (X3) produces an a value of 0.817> 0.60, the shariah compliance variable produces a value of 0.626 

and the customer loyalty variable (Y) produces an a value of 0.824> 0.60. So, overall the results of the 

variable reliability test are declared valid so that the questionnaire used can be trusted. 

 

 Normality Test 

Based on the analysis of the normality test conducted with the One-Sample Kolmogorov-Smirnov Test, the 

Asymp. Sig (2-tailed) value was obtained at 0.200. This figure exceeds the probability threshold of 0.05, so 

a conclusion can be drawn that the residuals in this study have a normal distribution. 
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Table3. Normality Test Results 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized Residual 

N 100 

Normal 

Parametersa,b 

Mean 0.0000000 

Std. Deviation 24,20822714 

Most Extreme 

Differences 

Absolute 0.108 

Positive 0.108 

Negative -0.074 

Test Statistics 0.074 

Asymp. Sig. (2-tailed) .200c,d 

Source: Primary data processing, 2025 

 

    Therefore, the assumption regarding normality in the regression model has been met, which shows 

that the results of the regression analysis can be used to make valid decisions. 

 

Multicollinearity Test 

Table 4.Multicollinearity Test Results 

 

Model Collinearity Statistics 

Tolerance VIF 

1 (Constant)   

Digital Marketing (X1) 0.512 1,427 

Corporate Image  (X2) 0.493 1.109 

Mobile Banking service quality(X3) 0.347 1,241 

Shariah Compliance(X4) 0.316 1.221 

Source: Primary Data Processing, 2025 

Based on the results of the multicollinearity test in the image above, the tolerance value for the digital 

marketing variable is 0.512, corporate image is 0.493, mobile banking service quality is 0.347 and shariah 

compliance is 0.316, which is greater than 0.10 and the VIF value of the digital marketing variable is 1.427, 

corporate image is 1.109, mobile banking service quality is 1.241 and shariah compliance is 1.221, which is 

less than 10. Thus, it can be concluded that there is no multicollinearity in this regression model, so the 

model is suitable for use in further analysis. 

The coefficient of determination (R2) is used to measure the ability of the regression model to explain the 

variation of the dependent variable. 

Table 5. Model Summaryb 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .714a .694 .582 1.15714 

                   Source: Processed data, 2025 

 

Based on the determination coefficient test table (R2), the Adjusted R2 is obtained at 0.582. This 

means that 58.20% of customer loyalty (Y) can be explained by the variables of digital marketing (X1), 

corporate image (X2), quality of mobile banking services (X3) and shariah compliance (X4). While the rest 

(100% - 58.20% = 41.80%). Customer loyalty is influenced by other variables not mentioned in this study or 

other causes outside the model. 

 

 Partial Test (t-Test) 

The t-test or partial test is used to measure the influence of each independent variable individually on the 
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dependent variable. This test is done by comparing the t-count value with the t-table. If the t-count < t-table 

then the alternative hypothesis (H0) is rejected. If the t-count > t-table then the alternative hypothesis (H1) is 

accepted, which means that the independent variable has a significant effect on the dependent variable. The 

results of the t-test in this study can be seen in the following table: 

Table 6. Results of t-Test (Partial Test) 

Variables t t table Sig 

Digital Marketing (X1) 3.613 1,984 0.000 
Corporate Image  (X2) 1,815 1,984 0.071 
Mobile Banking service quality(X3) 2,830 1,984 0.002 

Shariah Compliance(X4) 2.148 1,984 0.018 

Source: Primary data processing, 2025 

 

The results of the t-test can be concluded as follows: 

1. Digital marketing (X1) 

The results of the t-test stated that the t-count value of the digital marketing variable was 3.613. Based on 

this, the t-count value of 3.613> t-table 1.984 and the significant value of the digital marketing variable 

0.000 <0.05, then H0 is rejected and H1 is accepted, it can be concluded that the digital marketing variable 

has a partial and significant positive effect on customer loyalty. 

2. Corporate image  (X2) 

The results of the t-test show that the t-count value of the corporate image variable is 2.015. Because the t-

count value is 1.815 < t-table 1.984 and the significant value of the price variable is 0.071 < 0.05, then H0 is 

rejected and H2 is rejected, it can be concluded that the corporate image variable has a positive but 

insignificant effect on customer loyalty. 

3. Mobile Banking service quality(X3) 

The results of the t-test show that the t-count value of the Mobile Banking service quality variable is 2.830. 

Because the t-count value of 2.830> t-table 1.984 and the significant value of the Mobile Banking service 

quality variable is 0.002 <0.05, then H0 is rejected and H3 is accepted, it can be concluded that the Mobile 

Banking service quality variable has a partial and significant positive effect on customer loyalty. 

4. Shariah compliance (X4) 

The results of the t-test show that the t-count value of the shariah compliance variable is 2.148, because the 

t-count value is 2.148> t-table is 1.984 and the significance value of the shariah compliance variable is 

0.018< 0.05, then H0 is rejected and H4 is accepted, it can be concluded that the shariah compliance variable 

has a partial and significant positive effect on customer loyalty. 

 

Discussion 

The results of the study show that digital marketing has a positive and significant influence on customer 

loyalty of Islamic banks. This finding means that the more effective the digital marketing strategy 

implemented, the higher the level of customer loyalty to the bank. Digital marketing carried out through 

social media, email marketing, mobile applications, and official websites of Islamic banks is able to create 

intensive, informative, and personal communication with customers, which ultimately forms emotional 

attachment and customer trust in the bank. 

The results of this study indicate that Islamic banks that are able to utilize digital media well through 

relevant, educational, and sharia-compliant content are able to create a positive perception in the eyes of 

customers. Customers feel more cared for and get the information they need quickly and efficiently. The 

results of this study support the results of the study (Abdullah et al., 2022) and (Nasti et al., 2024) found that 

digital marketing has a positive and significant effect on customer loyalty. The quality of digital marketing 

interactions strengthens the customer experience and makes them more loyal, marked by loyalty in using 

bank products and services, and the willingness to recommend the bank to others. 

The results of the study showed that corporate image did not have a significant effect on customer 

loyalty of Islamic banks, this means that the public's positive perception of the company's image does not 

necessarily encourage customers to remain loyal to using the bank's services. This could be due to the fact 

that Islamic bank customers tend to be more influenced by spiritual aspects, belief in sharia principles, or the 

quality of direct services they receive, compared to the company's image in general. In other words, 

customer loyalty may be more determined by real experiences and personal satisfaction, rather than by 
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general perceptions of the bank's reputation. 

Another factor that may explain the insignificant influence of corporate image is the homogeneity of 

image among Islamic banks. If all Islamic banks are perceived to have a similar image, then corporate image 

becomes less relevant in differentiating and influencing customer loyalty decisions. In this context, loyalty is 

more likely to be formed by functional factors such as ease of access to services, compliance with Islamic 

principles, and personal relationships with bank officers, rather than by symbolic elements or public 

perception.  

The results of this study support the results of the research (Kuswandarini & Annisa, 2021) and 

(Senoaji, 2021) found that corporate image does not have a significant effect on customer loyalty. However, 

in contrast to the results of research (Oktapiani & Anggraini, 2022) dan (Abror & Safitri, 2022) found that 

corporate image has a positive and significant effect on customer loyalty. A good image strengthens 

customer loyalty because they feel proud to be part of a reputable institution (Fathullah et al., 2023).  

The results of this study indicate that the quality and availability of Mobile Banking service quality 

plays an important role in shaping customer loyalty in Islamic banks. In the digital era, easy access to 

banking services via mobile devices is a primary need for customers who want fast, flexible, and efficient 

transactions without having to come to a branch office. When the mobile services offered by Islamic banks 

are reliable, easy to use, and secure, customers tend to feel satisfied and encouraged to continue using the 

bank in the long term. 

This finding also reflects the changing behavior of sharia customers who are increasingly tech-savvy 

and have high expectations for the digitalization of banking services. Customer loyalty is no longer only 

determined by the spiritual aspect and the legality of transactions, but also by the convenience and efficiency 

of the user experience. In other words, the integration of modern technology such as responsive and 

complete mobile banking applications is an added value that strengthens customer engagement with shariah 

banks. 

The results of this study support the results of research (Astuti et al., 2020) and (Kaledin Siadari, 

2020) found that the quality of mobile banking services has a positive impact on customer loyalty. 

Customers who are satisfied with mobile services will be less likely to switch to another bank. However, it is 

different (Triyanti et al., 2021) found that the quality of mobile banking services has no effect on customer 

loyalty. 

The results of the study showed that sharia compliance has a significant effect on customer loyalty 

indicating that the conformity of sharia bank operations with sharia principles is a major factor in forming 

long-term customer commitment. This shows that sharia bank customers not only consider the economic 

aspect in choosing banking services, but also consider the religious dimension and the halalness of the 

products and services offered. In other words, the level of customer trust in sharia compliance greatly 

influences their decision to continue using the bank's services consistently. 

The significance of this influence also reflects the high sensitivity and religious awareness among 

Islamic bank customers. Customers demand assurance that every transaction, product, and service they use 

does not conflict with Islamic teachings. When banks demonstrate a real commitment to Islamic principles, 

either through supervision by the Sharia Supervisory Board, transparency of contracts, or education for 

customers, customer loyalty tends to increase. This shows that loyalty in the context of Islamic banks is built 

on the basis of values and integrity, not just on the technical aspects of service. 

The results of this study support the results of research (Syarifuddin & Mahesa, 2020), (Ibrahim & 

Rachmawati, 2020) dan (Oktapiani & Anggraini, 2022) showing that Shariah Compliance has an effect on 

loyalty. In his research, he explained that the enforcement of Sharia compliance principles provides a signal 

and is a guarantee of Islamic banks' compliance with sharia principles. However, in contrast to the results of 

a study (Nurjannah et al., 2023) which stated the opposite result that Shariah Compliance does not have a 

significant effect on customer loyalty. 

5. Conclusion 

The results of this study show that Digital marketing has a positive and significant influence on the loyalty 

of Islamic bank customers. This means that the more effective the digital marketing strategy that is 

implemented, the higher the level of customer loyalty, the quality of mobile banking services plays an 

important role in shaping customer loyalty, meaning that the convenience, speed, and convenience of mobile 
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banking services are key factors in maintaining and increasing customer loyalty, then Shariah compliance 

also has a significant effect on customer loyalty, meaning that Islamic banks comply with the principles 

Sharia is a determining factor in building customer trust and loyalty. However, the results of this study prove 

that corporate image does not have a significant influence on the loyalty of Islamic bank customers.  

This shows that the general perception of the company's image does not directly affect the loyalty 

level of Islamic bank customers. This study suggests that Bank BSI to continue to improve the quality and 

innovation in digital marketing strategies, it is important for Islamic banks to continue to develop mobile 

banking features that are user-friendly, safe, and in accordance with customer needs, Islamic banks must 

maintain and strengthen compliance with Islamic principles consistently. Although corporate image does not 

have a significant effect on customer loyalty, Islamic banks still need to maintain a good reputation in the 

eyes of the public, because a positive image can still support other aspects of marketing and acquiring new 

customers. 
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