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ABSTRACT 

 
This study aims to prove that the sharia banking system is able to attract non-Muslims 
reason customer  product Islamic bank, the  service facility, and the ability to promotionl. 
The used  data  in this research are primary data obtained from respondents. The 
population in this study are all customers of Islamic banks in Purwokerto taken from four 
Islamic commercial bank, Bank Muamalat, Bank Mandiri Syariah, Bank BRI Syariah and 
Bank BNI Syariah, with a sample size of 100 respondents were divided respectively 
Islamic banks of four bank as much as 25 respondents. The sampling technique in this 
research is purposive sampling (judgment sampling) is a sampling technique based on the 
assessment characteristics of the samples were adjusted to research. Criteria purpose is 

non-Muslim customers who become customers in Islamic banks, and respondents are 
customers of at least 6 months. 
 
The analytical method used is multiple regression analysis and coefficient of 
determination is preceded by a test instrument in the form of research validity and 
reliability, and classical assumption in the form of data normality test, multicollinearity 
test, and test Heteroskidastity. The research variables such as the dependent variable, ie 
the customer's decision customer non-Muslims into Islamic banks, and independent 
variable consists of the marketing mix (product and promotion), and the service of Islamic 
banks. 
 
The results showed that the product, promotion and service have a partial effect to the 
decision of non-Muslim customers to become customers of Islamic banks in purwokerto. 
This is shown by the results of the calculation of t test statistic obtained tcount greater 

than t table and significant values below 0.05. Simultaneously, the three variables of 
products, promotions and services with the same client also affects non-Muslims to 
become customers of Islamic banks in Purwokerto, it is indicated the value of F is equal 
to 20.310> Ftable 2.70 and a significance value of 0.000 <0.05. While the test results the 
coefficient of determination (R2) Adjusted R Square obtained amounted to 0.369. This 
means that 36.9% of non-Muslims decision to become customers of Islamic banks is 
affected by the variable products, promotions, and service facilities. While the remaining 
63.1% is influenced by other variables not examined in this study 
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As the development of the business world, Islamic banks is now a financial 

institution that is needed by the public at large in Indonesia. It was marked with the 

number of Islamic banks operating in Indonesia. According to data from the Financial 

Services Authority in August 2016, now there are 12 Islamic Banks (BUS) scattered in 

33 provinces with a distribution network of branches (kc) as many as 451, sub-branches 

(KCP) of 1149 offices and cash offices (kk) 176 office. Sharia Business Unit (UUS) totaled 

22 with a distribution network of branches (kc) 600, sub-branches (KCP) in 1284, and 

the cash office (kk) of 220 offices. Sedankan amount Financing Bank Rakyat Syariah 

(BPRS) total 165. The network of offices is increasing from year to year, rapid growth is 

boosted because banks hold a very important role in meeting the needs of the fund, 

where every company engaged in any business is always inseparable from the need for 

funds to finance their business.  

According to Ali (2007), Islamic financial institutions are operating in the corridors 

of principles; (1) Justice, which share the profits on the basis of real sales in accordance 

contributions and risks of each party, (2) Partnership, which means the customer 

position of investors (depositors) and the users of funds, as well as the financial 

institutions themselves, in parallel as business partners synergize to make a profit, (3) 

Transparency, islamic financial institutions will provide financial reports openly and 

continuously so that customers, investors can determine the condition of the funds, (4) 

Universal, which means no distinction of race, religion, race and class in society in 

accordance Islamic principles as rahmatan lil alamin thus allowing non-Muslim 

communities to become customers of Islamic banks. 

Marketing mix according to Mc.Carthy in Ciptono (2004) includes Product, Price, 

Promotion and Place. In marketing services, product is a form of organization offers 

services aimed to achieve organizational objectives through the satisfaction of needs and 

desires customers.Our Islamic banks differ from conventional bank products because 

the products do not contain any Islamic bank interest (usury). 

The monetary crisis that hit Indonesia in 1997 has made a number of conventional 

banks shaken and finally dilikudasi because of a negative spread is ultimately unable 

to fulfill its obligations to the public. This occurs because the bank must pay interest 

on customer deposits is much higher than the loan interest received from debtors. The 

condition was not influenced at all by the Islamic banking system using the results 

because Islamic banks are not burdened with the obligation to pay interest on deposits 

to its customers. Islamic banks only pay for the results to its customers in accordance 

with the profit  margin obtained bank. Service marketing strategy more important is 

promosi. Promosi bank can help businesses to introduce and market the products of 

Islamic banks to the public not to compete in collecting customer. 

The banking sector which is a business in financial services must not be separated 

from its association in serving customers. Quality of care can be seen from a given 

physical form. This physical manifestation in the form of facilities such as room service, 

an orderly queue and e-banking facilities that support customer convenience in the 

transaction will make the customer feel comfortable. This needs to be considered to 

improve the quality of service that is better than its competitors so as to attract 

prospective customers both Muslims and non-Muslims to use the banking services 

offered. 

Some Islamic banks operating in Purwokerto is Bank Muamalat Syariah BRI, BNI 

Syariah and Bank Syariah Mandiri. After the pre-research with interviews to the three 

banks above, it is known that there are non-Muslim customers. Therefore, researchers 

are interested in taking the title of "Analysis of Factors Affecting Non Muslims Become 

Syariah Bank Customers In Purwokerto". Some things that will be analyzed in this study 

is whether the product, promotion, and facilities affect the decision of non-Muslims into 

Islamic Bank customers in Purwokerto. 
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1) LITERATURE REVIEW 

Islamic Bank 

According to Law No. 21 Year 2008 regarding Islamic banks, Islamic Banking is 

the bank running their business based on Sharia Principles (Soemitra, 2009). In 2008, 

Law No. 21 of 2008 concerning Islamic Banking has been passed, which adds to the 

strength of the existence of the Act stretcher Islamic banking (Institution, 2013) .In 

addition, empirical juridical recognition can be seen growing and developing Islamic 

banking in general throughout the provincial capital and districts in Indonesia, even 

some banks conventional and other financial institutions open a business unit of sharia 

(islamic banks, pawnshops sharia and the like). 

 

Consumer behavior 

Consumer behavior is the actions performed by an individual, group or 

organization with which relates to the decision making process in obtaining, use of 

goods or services which can be influenced by the economic environment (King, 2005). 

Kotler and Keller (2006) describe a model of consumer behavior which indicates that 

the stimuli marketing and other stimuli (environmental) stimulating way consumer 

psychology (motivation, perception, learning and memory) and the characteristics of 

consumers (cultural, social, and personal) influence processes and decisions purchase. 

Based on the model of consumer behavior according to Kotler and Keller (2006) 

and Schiffman and Kanuk (2007) researchers identified that there is a relevant factor 

influencing customer behavior and non-Muslims to become Islamic banks, namely 

customer perception factors marketing stimuli. Perceptions of the value offered by 

Islamic banks, namely the perception of the value of products and promotions. 

 According Kurniati (2011), states that the determinants that affect non-Muslim 

customers choose the services of Islamic banks influenced by five factors: human 

factors, economic factors, accessibility factors, religious factors and the five factors of 

marketing. Differences determinants between Muslim and non-Muslim customers in 

choosing the Islamic banks are known to exist six factors. Sixth deciding factor for 

customers with different Muslim non-Muslim clients is the speed factor teller, customer 

care service, knowledge of Islamic banks, religious, environmental conditions, sharia-

based Islamic bank. Customer Muslims and non-Muslims have the same 17 

determining factors, although clustering sequence these factors differ. In general it can 

be said sub-factors are equally decisive for Muslim and non-Muslim customers. 

Subfactors are hospitality teller, financial system banks are healthy, free of usury, 

online facilities, the location of the building is located, sophisticated technology, ATM 

facilities, service security, hospitality custumer services, kosher, the rooms were 

comfortable, the kind of product variety, the initial deposit lighter, lightness 

administration fees, low minimum balance, free of administrative costs, and the chances 

of getting a prize. 

 

Consumer Behavior Services 

 Services can be defined as any act or acts that can be offered by one party to 

another that is essentially intangible (intangible physical) and produces no ownership 

of anything (Kotler, 2000, in the book Tjiptono, 2004).Consumer decision process 

services can be classified broadly into three main phases namely prapembelian, 

consumption and purnabeli. Phase prapembelian cover all consumer activity that 

occurred prior to the purchase and use of services. This stage through three processes 

namely the identification of needs, information search and evaluation of alternatives. 

Consumption stage is the stage of the consumer decision process, where consumers 
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buy and use the product or service. While purnabeli evaluation stage is a stage of 

consumer decision process when consumers determine whether he has made the right 

decision. Phase purnabeli include customer satisfaction, customer loyalty and service 

quality. 

According Machmudah (2009) locations, service, religious stimuli, reputation, 

profit sharing, and the promotion of positive influence on customers' interest non-

Muslims become customers of Islamic banks, while the factors that most affect the 

interest of the customer non-Muslims become customers of Islamic banks is variable 

profit sharing. While Humaemah (2006 dominant factors that influence the decision of 

ethnic Chinese non-Muslims to become customers at Bank Syariah Mega Indonesia is 

the promotion factor, which consists of six attributes, namely the promotion through 

advertising in the mass media (TV and newspapers), promotions in shopping malls, 

promotion is more packed more creative and interesting, dissemination, promotion 

through the figure of a character, the initial sale of a product of Islamic banks with the 

language of communication without the use of Islamic symbols. 

Services Marketing Mix Theory 

Seperangat marketing mix is a tool that enables marketers to establish the 

characteristics of the services offered to customers. Marketing mix according Tjiptono 

(2004) consists of Product, Pricing, Promotion, Place, People, Physical Evidence, Process 

and Customer service.  

Relations with Consumer Behavior Marketing Strategy  

Marketing strategy (marketing strategy) is a plan that is designed to influence the 

exchange in achieving the objectives organisasi.Biasanya marketing strategy directed at 

increasing the likelihood or frequency of consumer behavior, such as increased traffic 

at certain stores or purchase products tertentu.Hal This can be achieved by developing 

in presenting marketing mix aimed at the selected target market (Setiadi, 2003). 

 

theory Services 

According to Kotler (1987), service to consumers is an element of product strategy. 

Offer of a company to market typically include some services or jasa.Konsumen not only 

want certain services but also services in sufficient quantity and of sufficient quality. 

Framework 

In this section will explain some reason non-Muslims become customers of Islamic 

banks that underlie the research framework described in chart form of thought. Based 

on the review of the literature and previous research, this study will describe the factors 

that influence the non-Muslims to become customers of Islamic banks. This study uses 

the theory of consumer behavior study the purchase decision process of goods and 

services by consumers. Kotler and Keller (2006) describe a model of consumer behavior 

which indicates that marketing stimuli such as product, price, promotion and 

distribution influence consumer decisions in selecting goods and services. The banking 

sector which is a business in the field of financial services must not be separated from 

its association in serving nasabah.Pelayanan good can be seen from the facilities 

services provided. According Yupitri and Sari (2012), in a study managed to find the 

influence of products, promotions and facilities service to the customer's decision of 

non-Muslims to become customers of Islamic banks. Research Nuraini (2006) also 

managed to prove that the factors that most influence a client's decision to use the 

services of Islamic banks is the religious factor, service facilities, promotions and 

products. Based on the description of the theoretical basis and previous research 

framework described above, the model in this study are as follows: 

Picture 2.1 
Framework 

  

Islamic Banking 

Products (X1) 

promotion 
Customer decisions 

Non-Muslims 
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               H2 

 
 

H3 

 
 

 
 
              H4 

 
 

Hypothesis 

 

Based on the description above and the framework obtained answer while on 

formulation of the problem, namely: 

 

H1: The products of Islamic banks are partially significant effect on the decision 

of non-Muslims into Islamic Bank customers in Purwokerto. 

H2:  Promotions partially significant effect to the decision of non-Muslims into 

Islamic Bank customers  in Purwokerto. 

H3:  service facility partially significant effect to the decision of non-Muslims into 

Islamic Bank customers      in Purwokerto. 

H4:  Islamic bank products, promotions and service facilities simultaneously 

significantly influence the  

        customer's decision of non-Muslims into Islamic Bank customers in 

Purwokerto. 

 
 
 
III. RESEARCH METHODS 
Types of research 

This type of research is the study of associative / relationship, where this study 

aims to determine the relationship between two or more variables (Sugiono, 2001). 

Object of research 

In this study, the research object is interest in non-Muslim customers became 

customers of Bank Syariah in purwokerto. 

 

Necessary data 

Type of data 

The data used is primary primer.Data the data is the data obtained from the first 

source or the original source / direct from informants (Rianse, 2009). Primary data 

were obtained from questionnaires given to customers of non-Muslims in the Islamic 

Bank Purwokerto. 

Necessary data 
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Necessary data in this study is the number of non-Muslim customers of Bank 

Muamalat, Bnak Syariah Mandiri, Bank BRI Syariah and Bank BNI Syariah. 

Method of collecting data 

Data is collected using a questionnaire which data collection techniques using 

written questions to obtain information from respondents. 

Population and Sample 

This study population is non-Muslim all customers of Bank Muamalat, Bnak 

Syariah Mandiri, Bank BRI Syariah and Bank BNI Syariah. While the sample is a portion 

of the number and characteristics possessed by this population (Sugiono, 2008). 

Techanical Sampling 

Sample collection technique is purposive sampling (judgment sampling) is a 

sampling technique based on the assessment characteristics of the samples were 

adjusted with the aim of researchers (Suharyadi, 2004). 

Analysis tools 

The analytical tool used to determine the effect of products, promotions and 

facilities to the customer's decision nasbah non-Muslims into Islamic banking in 

purwokerto using multiple linear regression analysis, coefficient of determination and 

using the t test and the suitability test again driven using f. Prior to the multiple 

regression analysis test will be conducted to test the validity of research instrument, 

while to test the reliability of the questionnaire using a reliability test. Classic 

assumption test is also conducted to test the regression equation is to test data 

normality, multicollinearity test, and test heteroskedastisitas 

 

IV. RESULTS AND DISCUSSION 

1) Test Instruments Research 

Validity test 

Correlation score all items against total score is greater than the critical r or r 

table at the 5% significance then all data is valid, where r critical of 0.1946 are less than 

the numbers on Corrected Item-Total Correlation 

 

Reliability test 

Based on the reliability test results showed that the Cronbach's alpha values on 

all variables are greater than 0.60 (Ghozali, 2001). Thus all questionnaires qualify 

reliability as an instrument of research. 

1) Classical Assumption Test 

Normality Test Data 

Testing normality using Kolmogorov Smirnov test. Standardized residual value 

curve is said to be normal if the value spread with Kolmogorov Smirnov or asymptatic 

significance greater than 0.05 (Ghozali, 2001). Based on the asymptotic normality test 

obtained significance value greater than 0.05 is 0.785 and is therefore said to be a data 

distribution with a normal spread. 

Multicolinearity test 

Multicoloniarity test aims to test whether the regression model found a correlation 

between independent variables (independent) .To determine whether there is 

multicoloniarity can be seen from the variance inflation factor (VIF) and the tolerance 

values of the independent variables on the dependent variable. Multicoloniarity happen 

if VIF> 10 and tolerance values> 0.10 (Ghazali, 2001) .Berdasarkan multicolinierity test 

VIF values obtained for product variables (X1) of 1,020, promotion variable (X2) of 1.138 

and a variable service facilities (X3) of 1,158.Berdasarkan the table can also be seen the 

value of tolerance to variable Product (X1) of 0,981, promotion variable (X2) of 0,879 

and a variable service facilities (X3) of 0.864. The third variable has a value of less than 

10 VIF and the value of tolerance is more than 0.10. Thus, it can be concluded that 

there is no multicollinearity between independent variables in the regression model. 
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Heteroskidastity test 

Heteroskedastisitas test aims to test whether the regression model variants of the 

inequality occurred Observation of a residual one observation to another. To detect the 

presence or absence of the test can be used heteroskedastisitas Glacier (Ghazali, 2001). 

From the test results heteroskedastisitas show that all independent variables have a 

significance above 5% or 0.05. Thus, we can conclude the regression model does not 

contain heteroskedastisitas. 

 
1) Multiple Linear Regression Analysis and the coefficient of determination 

(Adjusted R2) 

Multiple Linear Regression Analysis 

Regression analysis is an analysis that measures the influence of independent 

variables on the dependent variable. To determine the factors that determine the 

decision of non-Muslims into Islamic Bank customers in Purwokerto are using multiple 

linear regression analysis. 

 
Table 1. Results of Multiple Linear Regression Testing 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -.174 .559  -.312 .756 

PRODUK .449 .102 .356 4.416 .000 

PROMOSI .164 .081 .172 2.015 .047 

FASILITAS 
LAYANAN 

.414 .092 .387 4.502 .000 

a. Dependent Variable: DECISION OF 
NON MUSLIM CUSTOMERS 

      

 
According to the table above with regard to the value of B in unstandardized 

coefficients, the regression equation can be formulated as follows . According to the 

table above with regard to the value of B in unstandardized coefficients, the regression 

equation can be formulated as follows: 

 
Y= -0,174 + 0,449X1+0,164X2+0,414X3 

 
The coefficient of determination (Adjusted R2) 

The coefficient of determination (R2) essentially measures how far the ability of 

the model to explain variations in the dependent variable. The coefficient of 

determination is between zero and one, when R2 = 0 means the independent variable 

has no effect on the dependent variable, whereas when R2 is getting closer to 1 means 

it can be said that the independent variables affect the dependent variable (Ghozali, 

2011). 

 
Table 2. Coefficient Determination Test Results 
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Model Summaryb 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

Durbin-
Watson 

1 .623a .388 .369 .43757 1.497 

a. Predictors: (Constant), FACILITY SERVICES, PRODUCTS, 

PROMOTION 

b. Dependent Variable: Customer Decision Non-Muslims 

   

From the calculation results can be seen that the coefficient of determination that 

can be seen from the Adjusted R Square obtained amounted to 0.369. This means that 

36.9% of non-Muslims decision can be explained by the variable products, promotions 

and service facilities. While the remaining 63.1% non-Muslims decision variables can 

be explained by other variables not examined in this study. 

 

t test (Partial) 

The t-test is intended to determine the partial influence of independent variables 

(product, promotion and service facilities) on the dependent variable (the decision non-

Muslims). 

The test results Hypothesis 1 indicates that the product (X1) significantly influence the 

decision of non-Muslims a customer of Bank Syariah in Purwokerto, as seen from the t 

test statistic values obtained t = 4.416 with df (nk) = 97 and the significant value of 

0.000 which value is less than 0 , 05, so that t = 4.416> 1.985 ttabel 

 The test results indicate that the hypothesis 2 Promotion significant influence on 

the decision of non-Muslims into Islamic Bank customers in Purwokerto, as seen from 

the t test statistic t = 2.015 with df (nk) = 97 and the significant value of 0,047 whose 

value is below 0.05, so thitung = 2.015> 1.985 ttabel 

Hypothesis 3 testing results show that the service facility significantly influence 

the decision of non-Muslims into Islamic Bank customers in Purwokerto, as seen from 

the statistical t test obtained t = 4.502 with df (nk) = 97 and the significant value of 

0.000 whose value is below 0.05, so that t = 4.502> 1.985 ttabel 

 

F test (Simultaneous) 

F test is intended to determine the variable products, promotions and service 

facilities jointly influence the decision variable non-Muslims a customer of Bank Syariah 

in Purwokerto. Based on the calculation of F is known that amounted to 20.310 With α 

= 0.05 and n = 96, then Ftabel amounted to 2.70. Value of F (20.310)> F table (2.70) 

and the significant value of 0.000 <0.05, it can be concluded that the fourth hypothesis 

which states that the product, promotion and care simultaneously significant effect on 

the decision of non-Muslims into Islamic Bank customers in Purwokerto. 

 

Discussion 

Islamic bank products contributed the most impact seen from the significant value 

of 0.000. Variable products amounted to 0.449 have influence on the decision of non-

Muslims into the Islamic Bank customers in Purwokerto. This suggests that non-

Muslims are interested in so decided a customer of Bank Syariah in Purwokerto for 

products of Islamic banks is considered more profitable. Products Islamic bank in its 

operations using a system of sharia to contract for more profitable results because the 

banks do not just share the profits but also losses of the business is financed by the 
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amount of the profit sharing ratio bank.Penentuan negotiated with customers and the 

amount of the provision profit results increased accordingly with increased profits 

dicapai.Selain it contained murabaha contract (sale and purchase) the process faster 

and easier. Based on the average of the indicator variable products, an indicator of 

deposit products have an average of 4.3 is larger than the indicator of buying and selling 

products that is equal to 4.2. It shows that the savings products more attractive to non-

Muslim customers. The results are consistent with research Yupitri and Sari (2012), 

which indicates the product significantly influence the decision of non-Muslims into 

Islamic Bank customers. 

Promotion variables contributed significantly influence the smallest value of 

0.047. Promotion is one marketing strategy to introduce products (services) that are 

offered to customers. In this research, promotion variables have an influence at 0.164 

against the decision of non-Muslims into nabah Islamic Bank in Purwokerto. 

Purchasing decisions through three processes, namely the identification of needs, 

information search and evaluation of alternatives (Tjiptono, 2004). Search information 

by non-Muslims can be obtained through the sale made by the bank. Promotional 

activities can be done through electronic media (advertising), brochure or socialization. 

Product promotion activities of Islamic banks should use language that is easily 

understood by potential customers, especially for non-Muslims to remember the names 

of products that use the language of Islamic banks arab.Promotion for company, which 

is based on sharia should describe what is on offer in real terms of the company's 

products. Promotions that are not in accordance with the quality and competence, for 

example, campaign showing imagination is too high for consumers, is included in 

deceptive practices and kebohongan.Oleh therefore a kind of promotion is prohibited 

under sharia marketing. This study are consistent with research Yupitri and Sari ( 2012) 

and Nuraini (2006) but his research a little different on that theme does not see religious 

background of respondents whose results showed Promotion significantly influence the 

customer's decision to use the services of islamic banks. 

Service facilities in this study is also one of the factors considered non-Muslims 

to decide to become customers of Islamic banks. Facility services contributed the second 

largest Islamic bank products with significant value of 0.000. Variables of 0,414 

facilities have an influence on the decision of non-Muslims into the Islamic Bank 

customers in Purwokerto This indicates that the service facility plays an important role 

because of the facilities with adequate services will allow customers to make 

transactions with the bank. The better the service facilities provided olehpihak bank, 

the greater the interest in non-Muslim customers to become customers in 

Purwokerto.Hasil Islamic Bank in this study are consistent with research Yupitri and 

Sari (2012) and Nuraini (2006). 

Results of testing the coefficient of determination (R2) can be seen that the 

coefficient of determination that can be seen from the Adjusted R Square obtained 

amounted to 0.369. This means that 36.9% of non Muslims decision can be explained 

by the production, sale and service facilities. While the remaining 63.1% non-Muslims 

decision variables can be explained by other variables not examined in this study. 

 
CONCLUSIONS AND SUGGESTIONS 

After conducting a series of data analysis concluded that non-Muslims ketrtarian 

customers become customers of Islamic banking in purwokertu influenced by the 

products issued by the Islamic banking, promotion by Islamic banking, Islamic banking 

and service facilities. 

Products contributed most to the decision of non-Muslim therefore in Purwokerto 

Islamic Bank must maintain a competitive revenue share in savings products and 

financing products that customers remain loyal to the bank. Facility services to 

customers should be note and improved again, because if customers begin disappointed 
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with service facilities are inadequate then the customers will switch to other banks. 

Promotion in the study had the most impact is small, so the Bank of Sharia in 

purwokerto expected to increase promotional activity in order to maximize marketing 

activities to attract customers. 

For further research needs to be done lebihn further analysis of the independent 

variables that can influence the decision of non-Muslims, such as the location and the 

reference group. 
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