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ABSTRACT 

This study aimed to determine the effect of Brand Identity on Brand 

Loyalty through Brand Trust and Islamic Branding as the variable intervening of 

the customers of Bank Muamalat Indonesia, specifically in the Special Region of 

Yogyakarta. The data were analyzed quantitatively and used a casual research 

design. The sampling method used in this study is a purposive sampling technique 

through a questionnaire. All sample data was obtained from 138 respondents and 

processed with the Structural Equation Model and Partial Least Square (SEM-

PLS) method, the data processing applications using Smart-PLS 3.0. 

The result of this study indicates that Brand Identity and Islamic Branding 

does not have a significant effect on Brand Loyalty. Therefore,the Brand Trust 

and Islamic Branding variables can not be used as an intervening variable among 

Brand Identity and Brand Loyalty. 

Keywords: Bank Muamalat Indonesia, Brand Identity, Brand Loyalty, Brand 

Trust, Islamic Branding 
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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui pengaruh Brand Identity terhadap 

Brand Loyalty melalui Brand Trust dan Islamic Branding sebagai variabel 

intervening nasabah Bank Muamalat Indonesia khususnya di Daerah Istimewa 

Yogyakarta. Data dianalisis secara kuantitatif dan menggunakan desain casual 

research. Metode pengambilan sampel yang digunakan dalam penelitian ini adalah 

teknik purposive sampling melalui kuesioner. Seluruh data sampel diperoleh dari 

138 responden dan diolah dengan metode Structural Equation Model dan Partial 

Least Square (SEM-PLS), aplikasi pengolahan data menggunakan Smart-PLS 3.0. 

Hasil penelitian ini menunjukkan bahwa Brand Identity dan Islamic Branding 

tidak berpengaruh signifikan terhadap Brand Loyalty. Oleh karena itu, variabel 

Brand Trust  dan Islamic Branding pun tidak dapat digunakan sebagai variabel 

intervening. 

Kata Kunci: Bank Muamalat Indonesia, Brand Identity, Brand Loyalty, Brand 

Trust, Islamic Branding 
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CHAPTER I 

INTRODUCTION 

A. The Background of the Study 

Brand is a representation from value and quality that is contained in the 

products or company. The emotional relationship among the customers and the 

company happens through the brand, therefore brand  is the most important asset 

for the company to build their business. Currently a brand has an importance 

competitively in terms of creating and background of the study maintaining loyal 

customers. 

Kotler said that brand is a name, term, sign, symbol (or combination of 

these) that identifies the maker or seller of the product (Kotler, 2016). In the other 

hand, Branding is the process of giving a meaning to specific organization, 

company, products or services by creating and shaping a brand in consumers’ 

minds. It is a strategy designed by organizations to help people to quickly identify 

and experience their brand, and give them a reason to choose their products over 

the competition’s, by clarifying what this particular brand is and is not 

(Kotler&Keller, 2015). 

Competition in the increasingly tight business world makes companies 

look for the right strategies to market their products. Hence, every company is 

required to compete competitively in terms of creating and maintaining loyal 

customers, which one of them is through brand competition (Hendratmi, 2019). 
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Brand used by companies to differentiate their products with competitors. In the 

competitive market, customer trust in the brand is an important factor in consumer 

purchasing decisions. 

Brands are facing significant pressures in globalized markets so as to 

communicate a consistent corporate identity to their customers. Accordingly, the 

established past of a brand should be considered a key resource by giving the 

organization a competitive advantage in the marketplace. Brand loyalty has a 

crucial role in the business and wins the mind of the customers is the key mission 

of any brand. On the other hand, consumers use brands to express themselves, 

position, and integrate the brand image into their own identity. 

The development of costumer-brand relationship has been focused on 

branding theory in recent years. Brand is among the most valuable properties of 

an organization which its proper management can pave the ground for acquiring 

more market share and profitability in any industry including banking or Islamic 

banking sector.  In today's competitive business environment the success of an 

organisation depends on its ability to create brand trust and loyalty in the 

customers. 

Based on the previous research facts, brand loyalty exists because of brand 

trust, displayed by Kabadayi (2016). Making the customers trust the brand is 

challenging. Besides, the company needs loyal customers to the brand. A 

trustworthy person will commit to the brand and pay it at the upper price and 
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recom Customer outlook is based on the information and experiences that lead to 

a product performance. 

A good impact of brand loyalty can also be created by maintaining and 

improving brand emotional bonds. Brand emotional bond can be gained when a 

company has already increased brand religiosity and fulfilled the consumer’s 

expectation. In Islamic banking, companies have always tried to have emotional 

bonds to trigger consumers to have similar emotional bonds. 

Brand loyalty and brand identity are closely related concepts in the field of 

marketing. Brand identity refers to how a company expresses its identity to 

consumers, including visual elements such as logos and colours, as well as the 

values represented by the brand. Meanwhile, brand loyalty refers to the level of 

trust and commitment that consumers have towards a brand. Brands can indicate a 

certain level of quality, so satisfied buyers can more easily choose a product 

(Hendratmi,2019).  

Swasty (2016) said there are four steps to build a strong brand, the first 

and the most important thing to do is creating the identity of the brand, so the 

customers will recognize “what” the brand is. All the brand components build the 

brand identity, which is contributing to create brand awareness and brand image. 

The company needs a brand name, style of communication, logo and another 

visual element where felt by the customers.  

Building a substantial brand identity value has become a key issue for 

many companies' reputation. In previous years, the majority of studies focused on 
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the consumer's perspective towards organization’s brand equity value. Thus, this 

study expanded on earlier research by offering a more in-depth exploration and 

understanding of organizations' perspective on how they develop their brand 

identity through other brand aspects. Based on the opinions of the experts, to build 

customer satisfaction and create brand loyalty, a strong brand identity is needed 

that always innovates in accordance with market demands and the development of 

consumer behaviour that is naturally dynamic.  

Brand identity needs to be considered in building brand loyalty, because 

the Brand Identity became the basis for forming public opinion. Aaker (2013) said 

that brand identity is a unique brand association that shows promise to consumers. 

To make the brand identity more effective, that needs an interaction and creates 

the perceptions in the minds of consumers and the basis of the next level brand 

strategy. The company’s competition for consumers is no longer limited to 

product use, but has been linked to a brand that is able to provide a special image 

for the user, in other words the role of the brand is shifting. 

As a country with the majority of Muslims in the world, most of them are 

undergoes activities ranging from worship to muamalah must be with Islamic 

principles. Indonesia it self only occupies the fourth position as consumers of 

halal products (Baskoro, 2022). Brand loyalty is a concept important in marketing 

strategy. Brand loyal consumers are very needed for the company to survive (Dr. 

M. Anang Firmansyah, SE, 2019). Loyal customers will remain loyal to use a 

product that they trust according to their needs. 
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In this era, financial institutions, particularly Islamic Bankings, are 

encouraged to perform branding activities because Islamic values in products and 

services methods in Islamic bankings received positive impression from their 

cusomers. However, the word ‘Islam’ in Islamic bankings has hindered people 

from other religions to join, enrol, or participate in these financial institutions. 

Such considerations are perilous for these institutions because the fact that 

Indonesia has diverse cultures with many religions is indisputable. 

Banks with the Islamic Sharia principles have obtained a good momentum 

in Indonesia. Nowadays Bank Muamalat Indonesia (BMI) as the first Islamic 

Banking in Indonesia is facing strong competition with many conventional banks 

which have established sharia units. In order to win and lead this competition, 

BMI should develop an appropriate marketing strategy. One of the main and basic 

marketing strategies in developing a company, especially in the banking industry 

is strengthening the Brand. 

Sadly, the current data from Service Quality Index shows that Bank 

Muamalat Indonesia has no longer become a market leader on islamic banking in 

Indonesia. The SQI from Bank Muamalat Indonesia has decreased within 2 years 

in a row, from diamond category into even not being top 3. It tragically happened 

because Bank Muamalat Indonesia stepped by islamic banking from conventional 

companies. Following the updated data about Service Quality Index in 2023: 
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Table I.1 Service Quality Index in Islamic Banking sector 

Banking Services Access Process People Solution SQI Index 

2023 

SQI Award 

2023 

Bank Syariah 

Indonesia 

4,2304 4,1471 4,1555 4,2353 4,1542 Diamond 

Bank Central 

Asia Syariah 

4,1515 4,1818 4,2251 4,2879 4,1370 Diamond 

Bank CIMB 

Syariah 

4,0444 3,9708 4,0619 4,3000 4,0309 Golden 

Others 4,1111 4,1250 4,1667 4,1667 4,0718 - 

Source: www.servicequality-award.com 

As one of the steps to fulfil customer needs, banks need to provide units 

that are easily accessible to their customers. The provision of an adequate number 

of units will be very helpful in dealing with various customer problems. Easy, 

affordable and convenient access will increase the sense of closeness and 

attachment between banks and customers. BMI rebranded the Bank’s logo to 

further increase awareness of its image as an Islamic, Modern, and Professional 

Sharia Bank. The Bank continues to realize various achievements, and has 

received recognition both nationally and internationally.  

When branding starts to form a strong identity, consumer trust will be 

inherent in the product/service brand, a loyalty to the brand, creating a perception 

to be reported from both a physical form and word of mouth. And of the strategies 

to make a good brand is strength brand identity through Islamic branding and 
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brand trust. Brand is a mental flow or process which is created in the mind of 

consumers, buyers, employees, and stockholders.  

This Islamic Branding activity is carried out with the principle Islam is 

honesty, can be accounted for, transparent and master the essence of the Islamic. 

Maintaining the Implementation of Islamic branding at Bank Muamalat as well as 

the logos and motto that easier to remember and understand, as well as in naming 

the product can be seen in the benefits of its products and developments in the 

market currently developing and in accordance with sharia principles so that it is 

free from elements of interest/usury and gives customers feel at ease when using 

the product. 

Baumann, Elliott, & Hamin (2011) explain that just like personality traits 

are different between two persons, every brand contains unique qualities different 

from others. If the traits of a brand resemble the characteristics of its customers 

(Wilson and Grant, 2013), a strong customer–brand relationship emerges (Sung 

and Kim, 2010). One among the tools that are used to develop differentiation is 

known as brand personality. 

Bank Muamalat continues to systematically and continuously develop 

services. One of them is to be more penetrative in existence in the digital realm. In 

the last decade, BMI continuously made into the top 10 at Infobank Digital Award 

held by Infobank Magazine. Lately in 2022, BMI won the second rank in the best 

overall Islamic Banking. It is showing proof of BMI’s commitment as a quality 
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brand that consistently improves its digital infrastructure for maximum service to 

customers. 

Figure I.1 the Growth of Bank Muamalat Indonesia Individual Unit 

 

Source: Islamic Banking Statistic OJK 

Based on the graph above, it is known that in recent years there has been 

no significant change in the number of offices of Bank Muamalat Indonesia. It 

even tends to experience a slight decrease in the number of branch offices and 

cash offices of Bank Muamalat Indonesia. This should be one of the 

considerations of Bank Muamalat Indonesia to start intensifying the right strategy 

so as to maintain the number of unit offices in each region.

This is a major focus in the banking world, given that a decline in asset 

value indicates a decline in various other crucial aspects of banking. One 

important aspect that must be maintained to maintain or even improve bank 

performance is customer loyalty. To achieve customer loyalty, the bank must 
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strive to meet customer needs, so the customers feel satisfied with the 

performance of the bank.  

The Islamic Branding factors on Islamic banking could be the biggest 

determining factor for choosing Islamic banking as a place to do any transactions 

in business activities. With this understanding, we need to re-formulation of 

communication and socialization strategies to build the future Islamic financial 

paradigm to the wider community. The Islamic Branding must show that the 

products are not only for the Muslims, but also to all the people with the sharia 

laws. 

Amin et al. (2013) argue that trust will facilitate transactions with 

customers and lead to customer loyalty. Temporal (2011) said that from a 

marketing perspective, it is always good to give the consumers what they really 

want, and Muslims are a significant market segment that hasn’t been studied and 

understood. The phrase of “Islamic Branding” not only refers to a brand that 

originally came from Islamic countries, but it is referring to any brands that seek 

to address the needs of Muslims markets. The reason why Islamic values can 

build a brand, is because Islam itself is able to utilize religious values in order to 

build a broad brand appeal to Muslim and non-Muslim communities. 

The Islamic Branding model can be applied in local and multinational 

brands in Muslim majority and minority markets. Muslim consumers are attracted 

to brands that portray congruity with their religious values. Islamic Banking needs 

to realize if their Islamic branding is not properly planned and executed, it can 
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make an impact in negative outcomes. If a brand is unable to create a self-

congruence and emotional attachments to the target consumer market, it will lead 

to lack of brand resonance in the consumer's mind. 

During the proliferation of Islamic banking, it is important for marketers to 

understand the important emotional side of consumer’s behavior and brand 

management. The emotional component of a branding strategy is important for 

creating a long-term relationship with the target audience. This thought is 

supported by the Theory of Self-congruity. 

Theory of self-congruity claims that the organization’s branding strategy 

should be tailored according to the needs and characteristics of the target market. 

A brand should appeal to the perceived brand image to reach and capture a 

permanent place in the heart and mind of the consumers. Image congruity can be a 

significant determinant of customer loyalty (Jamal & Goode, 2001; Sirgy et al., 

1997). Image congruity consists of self-congruity and functional congruity (He & 

Mukherjee, 2007). Self-congruity is composed of self-image, ideal self-image, 

social self-image, and ideal social self-image, which are discussed in detail in the 

literature review below.  

The focus in this research is to discuss the existence of a strategy of 

branding which has now become a trend and this brand was deliberately raised by 

producers as a strategy to attract consumer buying interest. The existence of 

fanatical consumers in certain brands becomes a challenge for producers to be 

able to serve them. It is undeniable, many consumers make the brand they buy or 
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use a manifestation of them or in other words, they make the brand as a medium 

to show their identity to others. 

Overall, the thesis could be an exploration of how a company can create, 

maintain and manage its brand in order to build a loyal customer base. It could 

also dive into how a company can leverage the power of digital platforms to 

enhance the brand identity and build strong brand loyalty.

According to the description above, the researcher is interested in doing the 

research entitled, “Analysis of The Influence of Brand Identity on Brand 

Loyalty through Islamic Branding and Brand Trust as Intervening 

Variables”. The case study of this research is located in Special Region 

Yogyakarta, especially for Bank Muamalat Indonesia customers. 

B. Statement of the Problem 

Based on the background described above, the formulation of the 

problems that can be compiled in this study is, “How to understand the influence 

of brand identity to customer’s loyalty at Islamic Banking institutions, especially 

in Bank Muamalat Indonesia.  

1. Daulay (2023) mentioned that the terrible risk management possibly 

became the root from all the problems in Bank Muamalat Indonesia. The 

risks faced by this bank include identity risk, credit risk, market risk, 

operational risk and liquidity risk. If risk management is not carried out 
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properly, the bank may experience significant losses and experience 

difficulties in maintaining customer trust and customers loyalty. 

2. Permana (2022) said that Bank Muamalat has loyal customers, have a 

strong brand equity and Bank Muamalat has a huge market opportunity in 

the sharia industry. But this primacy does not go at the same direction with 

the current condition of Bank Muamalat Indonesia. Bank Muamala has no 

focusing on one advantages of business and the lack of suppicient of 

capital 

3. Product development, service and human resources are also becoming the 

concentration of problems faced by Bank Muamalat Indonesia. Bank 

Muamalat Indonesia needs to continue to develop products, services and 

quality of the human resources to meet customer needs. The quality human 

resources, product and services are the key to success in the business 

continuity of Bank Muamalat Indonesia. 

From the lis of problem above, this study uses brand trust and Islamic 

branding as the intervening variables between brand identity and brand loyalty. To 

cover the whole study, the author took the Self-Congruence as the grand theory.  

C. The Objective of the Study 

The purpose of the discussion in this study, based on the formulation of 

the problems that have been described, is to examine the influence of brand 

identity to customer’s brand loyalty through brand trust and Islamic branding 

especially those applied in Bank Muamalat Indonesia.  
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D. Significance of the Study 

The expected benefits of this study are as follows: 

1. Theoretical benefits 

a. Benefits for readers 

This research is expected to be a reference material for 

future research and as material to add to the literature. 

Furthermore, the research about branding strategy attempt to 

strengthen the parent brand and extend customer value perceptions 

to a new product. The branding strategy provides costumers with 

greater assurance about product quality, which then results in 

higher product evaluations and premium prices.  

We expect that a branding strategy will usually offer the 

greatest benefits. Compared with a brand extension strategy, 

branding contributes additional value to the product that a single 

brand cannot achieve on its own.  

b. Benefits for further research 

To begin our examination of potential areas for further 

research on branding strategy especially in brand identity, brand 

loyalty, brand trust and brand loyalty, we believe it is essential to 

determine the causes of fit between four brand concepts. Such a 

detailed understanding of fit dimensions can lead to a 



14 

 

 

 

comprehensive selection tool that would help determine successful 

products. 

Because empirical research findings on brand loyalty 

remain scarce, future studies should determine which variables of 

the branding that have a positive intervening effects. For further 

research, this research is expected to be a reference material for 

researchers who will conduct research on related topics. 

2. Practical benefits 

a. For writer 

This research is a valuable experience that can add insight 

knowledge, provide an overview of the application of theoretical 

knowledge that the author obtained in college. The current research on 

brand loyalty could inspire further research on branding. Decision making 

on Islamic branding, brand trust and other branding strategies might also 

benefit from the outcomes of meta-analyses that assess the factors of our 

theoretical model simultaneously.     

b. For the company 

This research can be one of the considerations in the decision-

making process, especially in the field of marketing. Who decided to take 

the right strategy on branding, for achieving a sustainability customer’s 

loyalty. Most of the current empirical studies use observations from fast-

moving consumer goods categories, so broader insights into the 
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requirements for successful branding strategy from durable and service 

industries would be welcome. Additional topics that deserve research 

priority include the implications of brand overexposure, the effects that 

result from multiple engagements with different products. 

E. The Outline 

This research is organized as follows:  

CHAPTER I INTRODUCTION, chapter one contains the background of 

the problem, the statement of the problem, the objectives of the research, 

the benefits of research and report structure.  

CHAPTER II LITERATURE REVIEW, chapter two contains the 

theoretical framework, previous research, hypothesis and thoughts. 

Previous research is useful for determining research boundaries. The 

theoretical framework in this study serves as a basis for strengthening the 

research.  

CHAPTER III, RESEARCH METHODOLOGY, chapter three 

contains the research methods that discuss the type and nature of research, 

describing data collection methods, operational definition of variables and 

data analysis techniques as an analytical tool used to conduct the research.  

CHAPTER IV RESULT AND DISCUSSION, chapter four discusses 

the result of data analysis obtained from research that has been done using 
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the necessary analysis tools as well as discussion of the results of the 

study. 

CHAPTER V CONCLUSION AND SUGGESTION, chapter five 

contains the conclusions of the result of the analysis that have been done 

in the previous chapter, research implications, research limitations, and 

suggestions
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CHAPTER V 

CONCLUSIONS AND SUGGESTION 

A. Conclusions 

After so much consideration and finding, here are the essential 

discoveries that we can conclude into some points. The conclusions are as 

follows: 

1. Bank Muamalat Indonesia (BMI) is the first and the pioneer of 

Islamic banking in Indonesia. BMI was also a starting point of the 

revival of Islamic banking in Indonesia. 

2. From the results of data processing, the majority of loyal customers 

of Bank Muamalat Indonesia in Special Region Yogyakarta are in 

the range between 18-30 years old with a percentage of 68.8%. 

Where Sleman district and Yogyakarta as the region for 29.7% of 

them lived. A range of time to become a loyals’ customer is more 

than one year, in this research finding that 29% of the respondents 

became customers for 3-4 years and became the majority. 

3.  Two of the five hypotheses, they are BI 🡪 BL and IB 🡪 BL were 

declared rejected due to they had little influence in testing the 

structure of the model. The rejection of this hypothesis shows the 

difference in results with previous similar studies. The researcher 

argues that this difference is a natural thing, due to the differences 

in objects, samples, and research instruments, and the limitations or 
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constraints when conducting research also become a factor that can 

affect research results. 

4. Three hypotheses were accepted; they are BI 🡪 BT, BI 🡪 IB, 

and BT 🡪 BL. So, the factors that influence the intention to 

switch are as follows: 

a. The brand identity variable  does not affect the brand 

loyalty of Bank Muamalat’s customers. These results 

state that H1 in this study was rejected 

b. The brand identity variable has a positive and 

significant effect on brand trust . These results state 

that H2 in this study was accepted. 

c. The brand identity variable has a positive and 

significant effect on the islamic branding variable. 

These results state that H3 in this study was accepted. 

d. The brand trust variable has a positive and significant 

effect on the brand loyalty of the customers of Bank 

Muamalat Indonesia. These results state that H4 in 

this study was accepted and also declare that brand 

trust could be an intervening variable between brand 

identity variable and brand loyalty. 

e. The islamic brand variable does not have a positive 

and significant effect on brand loyalty. These results 

state that H5 was rejected and also declare that 
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islamic branding can not be an intervening variable 

between brand identity and brand loyalty. 

Based on the findings, it can also be concluded that this 

research has contributed as follows: 

1. In theory, this research has developed an evaluation 

model for the self-brand congruity model. Which is 

brand identity as an actual self-congruence, brand 

loyalty as an ideal self-congruence, brand trust as a 

social self-congruence and islamic branding as an 

ideal-self congruence. Finding in this research that 

islamic branding as an ideal-social self congruence 

does not have a significant impact. For the next 

research, the researcher should consider another 

variable ideal-social self-congruence to replace the 

islamic branding. 

2. In terms of methodology, this research also plays a 

role in encouraging the use of a solution or alternative 

ways to find a correlation between two variables. 

Could be using a variable of intervening or variable of 

moderating. In this research, the Author uses an 

intervening variable. This could help a thesis in the 

Islamic Banking Study Program of UIN Sunan 

Kalijaga Yogyakarta  
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3. In practice, the results of this study can be taken into 

consideration for Bank Muamalat Indonesia manager 

and marketer to develop and rethink how to keep the 

customers loyal. 

B. Research Limitation 

Based on the results of the research described above, there 

are some limitations in this study, which also serve as a gap and 

suggestion for future research. The limitations of this study include 

the following: 

1. For this reason, the limitation of this study is that there are no 

independent variables regarding Islam, for example, 

religiosity or the background of Islamic institutions. So, this 

becomes a gap that can be used in future research. 

2. The distribution of questionnaires was less than the maximum 

due to several obstacles. So, the questionnaire is not spread 

evenly. 

C. Suggestions 

Based on the research results described above, several 

suggestions are expected to provide some benefits. The suggestions 

in this study are as follows: 

1. Suggestions for Bank Muamalat Indonesia’s manager or 

issuers and any person who have interest in islamic banking 
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marketing: 

a. Looking at the influence of basic identity and social 

influence, managers should create better excellent 

services to support the transaction process using Bank 

Muamalat Indonesia. So, customers can get a better 

experience and can be satisfied with the Bank 

Muamalat Indonesia services and products. Bank 

Muamalat Indonesia should have worked hard to 

produce the best branding strategy to get the 

customer’s loyalty. In this study, the author suggests 

using trust and islamic aspect but turns out the islamic 

aspect did not work well. Bank Muamalat Indonesia 

should find another alternative variable branding and 

hope the next researcher will find the best one.  

Getting the customers’ loyalty should be on Bank 

Muamalat priorities. Once customers are loyal to a 

brand, that customer will re-transactions, repurchase, 

and recommend to other people who need the 

information. This cycle will have a good impact on 

Bank Muamalat Indonesia in the future. 

b. Seeing the response of respondents who do not rely 

on all their transactions in Islamic banking especially 

in Bank Muamalat Indonesia, the publication of the 
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Bank Muamalat Indonesia service and products is still 

really needed. In addition to intensifying publications 

about Bank Muamalat Indonesia services and product, 

the people behind Bank Muamalat Indonesia also 

needs to make certain strategies to attract people to 

use Bank Muamalat Indonesia by describing the 

benefits of using Bank Muamalat Indonesia compared 

to conventional banks or even another islamic 

banking in Indonesia. 

2. Suggestions for further research: 

a. Next, researchers need to develop independent and 

dependent variables and find the right variables to use 

as an intervening variable. Bank Muamalat's target 

customers are community groups with an Islamic 

background, so the suggestions submitted by 

researchers for further research are variables 

regarding religiosity or Islamic Institution 

backgrounds. 

b. Further researchers also need to level out the 

distribution of questionnaires to various regions in 

Indonesia and to add offline methods in distributing 

questionnaires.
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