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Abstract

Bank Syariah Indonesia has recorded high growth in assets, profits, and the number of customers over the past
few years. Behind this growth, there are many issues in the implementation of service quality, social media
marketing, and customer engagement, as exemplified by BSI in the Semarang office. To continue to maintain and
increase the number of customers at Bank Syariah Indonesia (BSI) in Semarang, the implementation of service
quality, social media marketing, and customer engagement must be done well. The sample used for this research
is 133 BSI customers out of a total population of 200 customers. This study uses Structural Equation Modeling
(SEM) and is processed through the Analysis of Moment Structure (AMOS) program. The results show that the
value of service quality and social media marketing influences financing decisions at Bank Syariah Indonesia
(BSI) in Semarang. Customer engagement can also moderate the influence of service quality on financing
decisions at Bank Syariah Indonesia (BSI) in Semarang. Finally, customer engagement can also moderate the
influence of social media marketing on financing decisions at Bank Syariah Indonesia (BSI) in Semarang.

Keywords: Service Quality, Social Media Marketing, Customer Engagement.

1. INTRODUCTION

The financial services sector, including banking, is one of the rapidly growing service
industries in the current era of globalization, despite the ups and downs of the economy.
Competent marketing management plans and the involvement of quality human resources are
crucial for the management and development of banking businesses, which are among the
many service sectors that already exist and are actively growing (Hidayah, 2017).

The Financial Services Authority defines banking as everything related to banks, including
institutions, commercial enterprises, and their operational procedures (OJK, 2018). These two
types of banks are classified as conventional banks based on banking interest principles, and
Islamic banks based on Sharia principles or Islamic law, in accordance with Law Number 10
of 1998, which is adjusted to the operational principles carried out by each bank (Khotibul,
2018).

According to their types, Sharia Commercial Banks and Sharia People's Financing Banks are
banks that conduct commercial activities in accordance with Sharia law (Law No. 21 of 2008,
Article 1 Paragraph 7). Islamic banks are increasingly attracting the attention of the Indonesian
people over time.
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According to Islamic banking statistics, there has been an increase in intermediation and good
development with an increase in assets, distributed financing, and third-party funds compared
to the same period last year. The table below shows the growth rate of Islamic banks.

Year Growth Value
2019 524.564
2020 593.948
2021 676.735
2022 782.100

Due to the large number of people using banking products, especially at Bank Syariah
Indonesia, the bank is able to provide many transaction services and product information to
consumers with complete facilities. Three issues that Bank Syariah Indonesia always has to
face are customer satisfaction, customer trust, and service quality improvement. These issues
are greatly influenced by the banking products and services offered by the bank.

Bank Syariah Indonesia (BSI) itself is currently the largest sharia bank in Indonesia. The bank
was established on February 1, 2021, as a result of the merger between Bank Syariah Mandiri,
Bank BNI Syariah, and BRIsyariah. BSI has its headquarters in Jakarta and has a network of
branch offices and services throughout Indonesia, including one branch in Semarang, which is
the subject of this research.

Based on data from the Otoritas Jasa Keuangan (OJK), the profit of Bank Syariah Indonesia's
branch in Semarang grew by 22.2% from Rp100 billion in December 2021 to Rp122 billion in
December 2022. This growth was driven by increases in all revenue components, namely:
Interest income increased by 21.5% from Rp80 billion to Rp97 billion, and non-interest income
increased by 23.2% from Rp20 billion to Rp26 billion. Additionally, the number of customers
at Bank Syariah Indonesia's branch in Semarang grew by 15% from 200,700 customers in
December 2021 to 230,100 customers in December 2022, as shown in the table below.

Profit Components | December 2021 (Rp) | December 2022 (Rp) | Growth (%)
Interest income 80.000.000 97.000.000 21,5%
Margin Income 50.000.000 62.500.000 25%
Pendapatan bagi hasil 30.000.000 34.500.000 15%
Non-Interest Income 20.000.000 26.000.000 23,2%
Operational Expenses 60.000.000 66.000.000 10%
Net Profit 100.000.000 122.000.000 22,2%

Period Number of Customers
December 2021 200.700
December 2022 230.100

Behind this increase, many efforts have been made by Bank Syariah Indonesia. One of the
efforts made by Bank Syariah Indonesia is by providing Service Quality because the success
of Bank Syariah Indonesia, which is determined by customer satisfaction, employee
satisfaction, and profitability, will be influenced by the consistency of service quality.
Therefore, Bank Syariah Indonesia consistently strives to provide services that are of a higher
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caliber compared to its competitors (Kurniati Karim, 2020). In addition to service quality, Bank
Syariah Indonesia's efforts to attract customers' interest in making financing decisions include
effective use of social media marketing, where customer engagement also plays a role, as
customer engagement is the level of closeness between customers and Bank Syariah Indonesia.

Thus, service quality, social media marketing, and customer engagement in financing decisions
are not only beneficial for customers themselves but also beneficial for Bank Syariah Indonesia
in building trust, increasing loyalty, and better understanding customer needs.

However, despite the efforts made, it cannot be denied that there are still problems faced by
BSI in Semarang City. These problems occur in the application of service quality, social media
marketing, and customer engagement carried out by BSI in Semarang City. Both from the
difficulty of obtaining the information needed for the application of service quality, the lack of
informative content in the application of social media marketing, and also the ineffective
communication in the application of customer engagement.

From these problems, they will have an influence on customers' financing decisions, making
customers reluctant to finance at BSI and indirectly will provide a bad experience for customers
so that customers do not have an interest in financing at Bank Syariah Indonesia.

2. LITERATURE REVIEW AND HYPOTESIS DEVELOPMENT
2.1 Literature Review
2.1.1 Service Dominan Logic

According to Vargo and Lusch (2017), the client is always a co-creator of value under the logic
that dominates services. Relational bonds, value co-creation, and intangible resources are three
main aspects of the exchange model for marketing known as Service Dominant Logic (SDL).

2.1.2 Service Quality

Providing services above and beyond the level of customer interest is the definition of high-
quality service (Rangkuti, 2017)

2.1.3 Social Media Marketing

According to David Evans and Jake McKee (2017), social media marketing is a technique used
to interact with clients in the online social space where they naturally socialize.

2.1.4 Customer Engagement

According to Sashi (2017), the goal of customer engagement is to create long-term
relationships based on trust and commitment by offering customers better value than
competitors.

2.1.5 Customer Decision

According to Kotler (2017), customers make decisions while making choices for purchasing
products or services. Different consumer decision-making processes include awareness of
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problem needs, search for information, assessment of alternatives, purchase decision, and post-
purchase behavior.

2.1.6 Syariah Bank

Financial institutions that support the economic mechanism in the real sector through business
activities (investment, buying and selling, or others) based on Islamic principles are known as
Islamic banks, or Syariha banks in Indonesia. Agreements based on Islamic law are very useful
when banks and other parties want to misuse funds from each other and/or finance business
ventures; also, finance business ventures; in addition, finance business ventures; or other
ventures considered parallel based on Sharia principles (Ascarya, 2019).

2.1.7 Syariah Financing

The provision of money or equivalent bills based on agreements or agreements between banks
and other parties that require the funded party to return funds or deposit bills after reaching a
certain amount is known as sharia-based financing as stated in Law No. 10/1998.

2.2 Hypotesis Development

According to Rangkuti (2016), service quality is defined as the provision of services that
exceed what clients desire. Acts or actions that can move from one party to another that are
immaterial, not physical, and do not yield results (Kotler, 2012). Efforts to satisfy needs or
expectations obtained by comparing results with expectations and determining whether
customers receive high-quality services are another definition of service quality.

One type of relationship that exists between consumers and goods or services is customer
engagement. Customers who interact well with a product or service will perceive its benefits,
which will provide a competitive advantage. However, an advantage cannot be considered
genuine until customers acknowledge it (Andi & Darmayanti, 2016).

Customer decisions are something they make when they decide whether to purchase a product
or service, or when they decide something after going through several steps. Decisions can also
be seen as the result of a problem-solving process that starts with the history of the problem,
moves through identification, and ends with the formulation of findings or recommendations.

Therefore, the following hypotheses are proposed:

Hypothesis 0: There is no influence of service quality, social media marketing, customer
engagement on the decision to take financing at Bank Syariah Indonesia and customer
engagement cannot moderate the influence of social media marketing on the decision to take
financing at Bank Syariah Indonesia.

Hypothesis 1: There is an influence of service quality, social media marketing, customer
engagement on the decision to take financing at Bank Syariah Indonesia and customer
engagement can moderate the influence of social media marketing on the decision to take
financing at Bank Syariah Indonesia.
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3. METHODOLOGY

In this study, an associative quantitative methodology is utilized, incorporating both primary
and secondary data. The research focuses on the relationship or influence between two or more
factors, specifically the impact of service quality on financing decision-making, the influence
of social media marketing on financing decision-making, the influence of customer
engagement on financing decision-making, and the simultaneous impact of service quality,
social media marketing, and customer engagement on financing decision-making. Based on the
sample classification and calculation using the Slovin formula, it is determined that a total of
133 respondents are required. There are four variables in the study: two independent variables,
namely Service Quality (X1) and Social Media Marketing (X2), one dependent variable,
namely Financing Decision-Making (Y), and one intervening variable, namely Customer
Engagement (I).

4. RESULYS AND DISCUSSION
4.1 Outer Model
Table 1: Convergent Validity Outer Model

Keputusan

Service Quality | Social Media Marketing | Customer Engagement Pembiayaan

X1.1 0,805
X1.2 0,890
X1.3 0,825
X1.4 0,765
X2.1 0,822
X2.2 0,795
X2.3 0,832
X2.4 0,856
M1 0,736
M2 0,814
M3 0,819
M4 0,808
M5 0,827
Y1 0,853
Y2 0,815
Y3 0,766

The table above shows that the cross-loading values for each indicator of each latent variable
are greater than the cross-loading values when connected to other latent variables. This
indicates that the latent variables estimated as a whole have good discriminant validity
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Based on the calculated loading factor using Smart PLS software above, the results are valid
because they have loading factors above 0.7.

Table 2: Discriminant Validity Test from Cross Loadings

Customer Engagement Keputusan Service | Social Media
Pembiayaan | Quality Marketing
Service Quality 0,163 -0,088 0,822
Social Media Marketing -0,681 -0,670 0,050 0,826
Customer Engagement 0,801
Keputusan Pembiayaan 0,564 0,812

Based on the table above, it can be seen that the cross-loading values for each indicator of each
latent variable are greater than the cross-loading values when connected with other latent
variables. Overall, the latent variables are estimated to have good discriminant validity.

Table 3: Average Variance Extracted (AVE)

Average Variance Extracted (AVE)
Service Quality 0,676
Social Media Marketing 0,683
Customer Engagement 0,642
Keputusan Pembiayaan 0,659

Table 3 shows that the AVE values for each variable are above 0.5. The Service Quality variable
has an AVE value of 0.663, which is greater than 0.60, indicating that each item variable
assessing Service Quality is reliable. Similarly, the AVE value for the Social Media Marketing
variable is 0.682, also greater than 0.60, suggesting that each item variable assessing Social
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Media Marketing is reliable. The AVE value for the Customer Engagement variable is 0.642,
greater than 0.60, indicating that each item variable assessing Customer Engagement is reliable.
Lastly, the AVE value for the Financing Decision variable is 0.649, greater than 0.60,
suggesting that each item variable assessing Financing Decision is reliable. Therefore, all
research variables have good convergent validity, as analyzed using the Average Variance
Extracted.

Table 4: Composite Reliability

Composite Reliability
Service Quality 0,893
Social Media Marketing 0,896
Customer Engagement 0,900
Keputusan Pembiayaan 0,853

Based on the composite reliability table 4 above, all research variables have Composite
Reliability values above 0.60. The Service Quality variable has a Composite Reliability (CR)
value of 0.886 > 0.60, indicating that each item variable assessing Service Quality is consistent
and reliable. Similarly, the Composite Reliability (CR) value of the Social Media Marketing
variable is 0.895 > 0.60, indicating that each item variable assessing Social Media Marketing
is consistent and reliable. The Customer Engagement variable has a Composite Reliability (CR)
value of 0.900 > 0.60, indicating that each item variable measuring Customer Engagement is
consistent and reliable. Lastly, the Financing Decision variable has a Composite Reliability
(CR) value of 0.847 > 0.60, indicating that each item variable measuring Financing Decision
is consistent and reliable. This meets the criteria for good convergent validity. In conclusion,
the indicators used in this study are considered reliable because they are > 0.60.

Table 5: Cronbach’s Alpa

Cronbach's Alpha
Service Quality 0,845
Social Media Marketing 0,846
Customer Engagement 0,861
Keputusan Pembiayaan 0,746

All variables have Cronbach's alpha values greater than 0.7, according to the Cronbach's alpha
results in the table 5 above. The Service Quality variable has a Cronbach's Alpha value of
0.663 > 0.60, indicating that each item variable assessing Service Quality is consistent or
reliable. The Social Media Marketing variable has a value of 0.682, which is greater than 0.60,
so it can be concluded that each variable assessing social media marketing is consistent or
reliable. The Customer Engagement variable is 0.642 > 0.60, hence it can be concluded that
each variable assessing Customer Engagement is consistent or reliable. Lastly, the Financing
Decision variable is 0.649 > 0.60, so it can be concluded that each variable assessing Financing
Decision is consistent or reliable. All variables have met the criteria for good Cronbach's Alpha,
therefore all variables are reliable and also meet the requirements.
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4.2 Inner Model
Table 1: R Test

R Square R Square Adjusted
Customer Engagement 0,502 0,494
Keputusan Pembiayaan 0,480 0,467

Based on the table above, it can be seen that simultaneously, the exogenous variables Quality
of Service and Social Media Management can explain the variable Financing Decision, with
an R Square of 0.480, which falls into the modern category. Thus, it can be interpreted that the
influence of the Quality of Service and Social Media Marketing variables on the Financing
Decision is 48%, and the remaining 52% of variables are influenced by other variables not
examined in this study.

Table 2: Square Predict Test
SSO SSE | Q? (=1-SSE/SSO)

Customer Engagement 615,000 | 422,236 0,313
Keputusan Pembiayaan | 369,000 | 259,913 0,296
Service Quality 492,000 | 492,000

Social Media Marketing | 492,000 | 492,000

Based on the calculations of the predicted square Q test as shown in the table above, the Q
square predict value for Financing Decisions is 0.296, which exceeds 0, indicating that Q > 0.
Therefore, it can be said that this study's model has good predictive relevance.

The Influence of Service Quality on Financing Decision Making

Based on the test results and data analysis, it was found that Hypothesis 1 is accepted, which
means that service quality has an influence on financing decision making at Bank Syariah
Indonesia Branch in Semarang City.

Hypothesis 1 is accepted because the data analysis results indicate that service quality in
financing decision making has a positive effect. This can be seen from the original sample value
of 0.102, which indicates a positive direction of influence. Furthermore, the T statistic value >
T Table, which is 1.470 > 0.676, or can be seen from the P value of 0.090 > 0.05. Therefore, it
can be concluded that there is an influence of service quality on customer decisions in financing
decision making at Bank Syariah Indonesia Branch in Semarang City.

The Influence of Social Media Marketing on Financing Decision Making

Based on the test results and data analysis, it was found that Hypothesis 2 is accepted, which
means that Social Media Marketing has an influence on financing decision making at Bank
Syariah Indonesia in Semarang City. Hypothesis 2 is accepted because the data analysis results
indicate that Social Media Marketing in financing decision making has a positive effect. This
can be seen from the original sample value of 0.502, which indicates a positive direction of
influence.
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Furthermore, the T statistic value > T Table, which is 4.813 > 0.676, or can be seen from the P
value of 0.00 < 0.05. Therefore, it can be concluded that there is an influence of social media
marketing on customer decisions in financing decision making at Bank Syariah Indonesia
Branch in Semarang City.

Customer Engagement Strengthening or Weakening the Influence of Service Quality on
Financing Decision Making

Based on the test results and data analysis, it was found that Hypothesis 3 is accepted, which
means that Customer Engagement can moderate the influence of Service Quality on financing
decision making at Bank Syariah Indonesia (BSI) in Semarang City. Hypothesis 3 is accepted
because the data analysis results indicate that the influence of service quality in financing
decision making is moderated by customer engagement. This can be seen from the original
sample value of 0.047, which indicates a positive direction of influence. Furthermore, the T
statistic value < T Table, which is 1.699 < 0.676, or can be seen from the P value of 0.046 <
0.05. Therefore, it can be concluded that Customer Engagement can strengthen the influence
of service quality on customer decisions when deciding to finance at Bank Syariah Indonesia
(BSI) Branch in Semarang City.

Customer Engagement Strengthening or Weakening the Influence of Social Media
Marketing on Financing Decision Making

Based on the test results and data analysis, it was found that Hypothesis 4 is accepted, which
means that Customer Engagement can moderate the influence of Social Media Marketing on
financing decision making at Bank Syariah Indonesia (BSI) in Semarang City. Hypothesis 4 is
accepted because the data analysis results indicate that the influence of social media marketing
in financing decision making is moderated by customer engagement. The direction of influence
generated is positive, as indicated by the initial sample value of 0.165. Furthermore, the T
statistic value > T Table, which is 1.989 > 0.676, or can be seen from the P value of 0.047 <
0.05. Therefore, it can be concluded that Customer Engagement can strengthen the influence
of social media marketing on customer decisions when deciding to finance at Bank Syariah
Indonesia (BSI) in Semarang City.

5. CONCLUSION

1. Service Quality influences customers' decisions when deciding to finance with Bank Syariah
Indonesia (BSI) located in Semarang City.

2. Social Media Marketing influences customers' decisions when deciding to finance with
Bank Syariah Indonesia (BSI) located in Semarang City.

3. Customer Engagement can moderate the influence of service quality on customers' decisions
when deciding to finance with Bank Syariah Indonesia (BSI) located in Semarang City.

4. Customer Engagement can moderate the influence of social media marketing on customers'
decisions when deciding to finance with Bank Syariah Indonesia (BSI) located in Semarang
City.
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