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Background
In 2030 the saving & investment industry as the first ranking on the consumption of the
Indonesian people (McKinsey, 2012)

High competition in the banking industry in Indonesia

Islamic Banks as an alternative for Indonesian people to avoid riba

Porter's competitive strategy and the role of switching costs as a key to retaining Sharia 
Banking customers



Theory and Hypothesis

The main theory in this research is Reinforcement Theory by Skinner
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Method

• Sample in this research are Customers of BSM, 
Bank Muamalat, CIMB Niaga Syariah, BCA 
Syariah and Bank Mega Syariah (239)

• Data collection through online and offline 
questionnaires

Sample

• Price: 4 item (Zhang, 2009)

• Service: 24 item (Othman & Owen, 2002)

• Switching intention: 4 item (Mohsan et al., 
2011)

• Switching cost: 4 item (Han et al., 2011)

Measurement



Result



Effect of moderating variable



Implication



Limitation & future research

variable of switching intention on 
Indonesian context

Common method bias

less external validity


