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ABSTRACT

Research: This investigation seeks to survey the existing body of
literature concerning customer satisfaction within the Sharia insurance
sector, to delineate the principal factors that shape customer
contentment, and to construct a conceptual framework predicated upon
these pivotal determinants.

Design/methodology/approach: The study employs a Systematic
Literature Review (SLR) methodology, integrated with a descriptive
qualitative approach, following the PRISMA protocol. Data were procured
from Google Scholar, utilizing the Publish or Perish software, with the
search terms “kepuasan nasabah asuransi syariah” and “Sharia Insurance
Customer Satisfaction.” An initial corpus of 41 articles was rigorously
screened, culminating in a final selection of 11 seminal papers. A
thorough content analysis was subsequently performed to identify,
categorize, and interpret the collated research findings.

Research Findings: The review revealed a fluctuation in publication
output between 2020 and 2025, peaking in 2023 with the issuance of five
articles. The analysis identified five predominant factors that materially
affect customer satisfaction: service quality, premium rates, brand image,
Sharia-compliant marketing, and product quality.

Theoretical Contribution/Originality: This research furnishes a
systematic overview specifically centered on customer satisfaction in
Sharia insurance, thereby addressing a significant lacuna in the literature
that has hitherto remained underexplored in a comprehensive manner
using the SLR method.

Research limitation and implication: The scope of this inquiry is
confined to 11 articles indexed in Google Scholar published between 2020
and 2025. Notwithstanding this limitation, the findings provide a
foundational reference for subsequent academic research and offer
salient practical implications for Sharia insurance enterprises aiming to
enhance customer satisfaction through the fortification of service quality,
premium structures, brand reputation, ethical marketing strategies, and
product offerings.

Keywords: Customer Satisfaction, Sharia Insurance, Systematic Literature
Review
This is an open access article under the CC BY-SA license.
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INTRODUCTION

For more than three decades, Sharia insurance has been an established feature of the
Indonesian financial landscape, conceived as a modern insurance institution meticulously
designed to address the distinct requirements of the Muslim populace and representing the
fruition of a long-cherished desideratum (Kholilah et al.,, 2024). It performs a pivotal function
in augmenting societal well-being, operating upon the foundational principles of social
solidarity and equity. Beyond merely furnishing a financial safeguard, Sharia insurance is
instrumental in mitigating social disparities and broadening access to healthcare services,
particularly for the more vulnerable segments of the population (Sunarsih, 2025).

In recent years, the Sharia insurance industry in Indonesia has exhibited a decidedly
favorable growth trajectory. This expansion is largely impelled by a burgeoning
consciousness among the public, particularly the Muslim community, regarding the
imperative of prospective risk management. Furthermore, the societal ethos of the
Indonesian Muslim community, which champions the principles of mutual assistance, has
likewise galvanized the industry's growth (Falah et al.,, 2022).

Congruent with the preceding exposition, which posits that Sharia insurance assumes
a strategic role in enhancing societal welfare and facilitating risk management predicated on
Islamic values and a spirit of solidarity (Falah et al., 2022; Kholilah et al., 2024; Sunarsih,
2025), the following data substantiate the industry's positive developmental trajectory in
Indonesia. The figure presented delineates the number of Sharia insurance operators over
the 2019-2023 period, according to data from the Financial Services Authority (Otoritas Jasa
Keuangan) (Ferdianto & Mahadi, 2024; OJK, 2022).
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Figure 1. Number of Sharia Insurance Entities, 2019-2023
Source : Otoritas Jasa Keuangan, 2022; Kontan.co.id, 2024

Figure 1 furnishes data concerning the number of corporate entities within the
Indonesian Sharia insurance industry over the interval from 2019 to 2023, drawn from
official statistics released by the Financial Services Authority (O]JK). This dataset
encompasses Sharia life insurance firms, Sharia general insurance firms, and Sharia
reinsurance firms, comprising both full-fledged Sharia companies and Sharia business units
(Unit Usaha Syariah/UUS). On the whole, the quantity of industry operators experienced a
progressive reduction, declining from 62 entities in 2019 to 58 in 2022. This contraction
reflects the adaptive dynamics of the industry as it responded to policies mandating the spin-
off of Sharia business units from their conventional parent companies, pursuant to Law No.
40 of 2014 concerning Insurance and OJK Regulation No. 11 of 2023. Notwithstanding this
trend, the year 2023 witnessed a resurgence, with the number of entities increasing to 59.
This uptick may be construed as an optimistic response from industry stakeholders to the
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prospects for sustainability and growth within the Indonesian Sharia insurance sector
(Ferdianto & Mahadi, 2024; OJK, 2022).

Subsequent research indicates that the industry possesses a considerable degree of
financial resilience. Soleha & Hanifuddin (2021) revealed that a comparison of the pre- and
post-pandemic periods shows no material variance in the gross contributions collected from
Sharia insurance participants. This finding suggests a favorable propensity for gross
contributions to continue their upward trajectory over time.

30 23.87 27.57 40.00%
36.26%
25
1752 30.00%
20 15.39 15.85 ’
15 = 19.55% 20.00%
10 / 15.51%
10.56% 10.00%
5
= ..l
0 0.00%
2018 2019 2020 2021 2022
I Sharia Contribution (Trillion IDR) Growth in Sharia Insurance Contribution (%)

Figure 2. Growth of Sharia Insurance Contributions in Indonesia
Source : Otoritas Jasa Keuangan, 2023

Figure 2 illustrates the progression of Sharia insurance contributions (premiums) in
Indonesia during the 2018-2022 period, based on data from the Roadmap for the
Development of Indonesian Insurance 2023-2027, published by the Financial Services
Authority (OJK). Over this five-year interval, Sharia insurance contributions underwent a
substantial augmentation, rising from IDR 15,39 trillion in 2018 to IDR 27,57 trillion in 2022.
Although the annual growth rate exhibited some volatility, the overarching trend is
unequivocally positive. The zenith of this growth occurred in 2021, at 36,26%, while the
nadir was recorded in 2019, at 2,98%. Cumulatively, Sharia insurance contributions
registered a Compound Annual Growth Rate (CAGR) of 15,7%, which denotes a markedly
significant expansion within the Indonesian Sharia insurance industry (OJK, 2023).

In addition to this escalation in contributions, statistical data from the Financial
Services Authority further disclose that, in terms of total assets, Sharia insurance has
consistently occupied the premier position among other Sharia non-bank financial industry
(IKNB) sectors throughout the same period. These sectors include Sharia financing
institutions, Sharia pension funds, Sharia microfinance institutions (LKM), Sharia special
financial institutions (LKK), and Sharia peer-to-peer (P2P) lending fintech (Trimulato, 2022).
In addition to this escalation in contributions, statistical data from the Financial Services
Authority further disclose that, in terms of total assets, Sharia insurance has consistently
occupied the premier position among other Sharia non-bank financial industry (IKNB)
sectors throughout the same period. These sectors include Sharia financing institutions,
Sharia pension funds, Sharia microfinance institutions (LKM), Sharia special financial
institutions (LKK), and Sharia peer-to-peer (P2P) lending fintech (O]K, 2022; Respati, 2023).
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Figure 3. Assets of Sharia Non-Bank Financial Institutions (NBFI), 2018-2023 (in IDR Billions)
Source : Otoritas Jasa Keuangan, 2022; Kompas.com, 2023

As delineated in the figure above, the evolution of the Sharia Non-Bank Financial
Industry (IKNB) in Indonesia demonstrates a positive trajectory over the 2018-2023 period.
Each constituent sector within the Sharia IKNB has registered asset growth, albeit at
disparate rates. Sharia insurance has persistently recorded a high quantum of assets over the
past six years, positioning it as the sector with the most substantial cumulative contribution.
Although in 2022 and 2023 the Sharia Special Financial Institutions (LKK) sector exhibited
an asset surge that surpassed that of Sharia insurance, this development does not signify a
material decline in the latter. Instead, it mirrors a positive and competitive dynamism among
the various sectors within the Sharia IKNB framework.

While the number of companies and total assets have undergone fluctuations, this is
not invariably indicative of a performance downturn but rather of the dynamics of adaptation
and institutional consolidation amidst shifting regulatory landscapes and national economic
conditions. Indeed, the industry has demonstrated notable resilience in the post-pandemic
era (Soleha & Hanifuddin, 2021). Concurrent with this growth trend, participants in this
service industry must apprehend the imperative of maintaining a service quality that is
consistently superior to that of their rivals, designed to meet and indeed surpass customer
expectations (Karmi, 2020). The perpetuation of this growth is, therefore, contingent upon
the capacity to discern and fulfill customer needs, thereby ensuring that satisfaction is not
only maintained but progressively enhanced (Said, 2024).

The growth data for the Sharia insurance industry are not merely demonstrative of
quantitative expansion but can also be interpreted as a reflection of escalating customer
confidence and satisfaction. Maksum (2016) posits that service quality and the fulfillment of
customer expectations progress in tandem with the advancement of the Sharia insurance
industry. This implies that the industry's success in preserving and augmenting customer
satisfaction emerges as a pivotal factor enabling the positive growth observed in this sector
(Jamaludin et al., 2020).

Concomitant with this industrial growth, there has been an intensification of academic
scrutiny directed toward the subject of Sharia insurance. Various studies corroborate the
notion that substantial transformations within an industrial sector invariably influence the
trajectory of academic research (Celeste et al., 2014). The aforementioned dynamics have
naturally garnered the attention of the scholarly community, prompting investigations into
diverse phenomena. These include the contribution of agents to enhancing comprehension
of Sharia insurance (Hariyadi & Triyanto, 2020), the types of contracts utilized Abdullah,
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(2018), and the implementation of maqashid al-sharia (the higher objectives of Islamic law)
within the industry (Priyatno et al., 2020). Furthermore, scholarly inquiries have explored
interest in Sharia insurance products (S. A. Nasution & Aslami, 2021), consumer behavior in
product selection (Radianti & Aslami, 2022), and the determinants of asset growth in Sharia
insurance companies (Lilavira & Zulaikha, 2020). Amidst this rich tapestry of topics, research
concerning customer satisfaction in Sharia insurance has also emerged as a salient theme in
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academic discourse, a fact evidenced by the profusion of studies dedicated to this subject.
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Figure 4. Research Examining Customer Satisfaction in Sharia Insurance
Source : Google Scholar

This satisfaction, it must be noted, is not a spontaneous phenomenon; it is instead
shaped and governed by a confluence of determinant factors. These determinants
prominently include premium rates (Aristyanto et al., 2021; Melani, 2022; Pratiwi et al,,
2023), the caliber of service delivery (Herlini, 2021; Koentjoro, 2009; Zulfitri & Syahriza,
2022), corporate image (Utari et al., 2020), Sharia-compliant marketing strategies (Sari &
Indriyani, 2020; Utari et al., 2020), religiosity (Aristyanto et al., 2021; Radianti et al., 2023),
and the intrinsic quality of the products offered (Muhammad & Syahriza, 2022)(Supraja et
al., 2023).

Given the profusion of prior research addressing the subject of Sharia insurance, a
systematic review and evaluation of the published scholarship becomes imperative. The
objective of such an endeavor is to delineate the trajectory, prevailing trends, and scholarly
contributions within this field with greater precision. Several studies have already
undertaken this task. Chaniago et al. (2024), for instance, investigated strategies for
enhancing the quality of agents in the sector. Meanwhile, Dani et al. (2023) scrutinized the
influence of premiums and investments on the profitability of Sharia insurance corporations.
Furthermore, other research has explored the role of Sharia insurance in fostering the
development of MSMEs, particularly during the pandemic (Ghofur, 2024; Winarto, 2022).
Additionally, Alam et al. (2022) have cast a spotlight on the operational efficiency of the
industry, while Husni et al. (2023) have examined the factors swaying consumer intentions
to participate in takaful (Islamic insurance) schemes.

Notwithstanding the voluminous body of research on Sharia insurance, a conspicuous
lacuna persists: no study has yet offered a specific and exhaustive examination of the factors
that underpin customer satisfaction. To address this gap, a systematic and structured
methodology is indispensable, chief among them being the Systematic Literature Review
(SLR) approach. Therefore, the present study is designed to survey and analyze the pertinent
literature with the goal of achieving a holistic comprehension of the determinants shaping
customer satisfaction in Sharia insurance. This endeavor is guided by three main research
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questions, which translate directly into the following objectives: (a) to examine the existing
literature on customer satisfaction in Sharia insurance; (b) to identify the factors that
influence customer satisfaction in Sharia insurance; and (c) to determine the models used to
identify the factors affecting customer satisfaction in Sharia insurance.

LITERATURE REVIEW
Definition of Sharia Insurance

As stipulated by the terminology within Fatwa No. 21/DSN-MUI/X/2001 of the
National Sharia Council of the Indonesian Ulama Council, Sharia insurance (ta'min, takaful,
or tadhamun) is delineated as a framework of mutual protection and reciprocal assistance
among individuals or groups, effectuated through investments in assets and/or
contributions to a tabarru’ (donation) fund (DSN-MUI, 2001). In line with this definition,
Abdulkadir et al (2021) emphasizes that the operational mechanism of Sharia insurance
reflects the principle of mutual assistance among participants. Furthermore, Sunarsih
(2009) posits that Sharia insurance emerged as an alternative paradigm to the conventional
insurance system, the latter being deemed incongruent with Islamic tenets due to its
inherent elements of ambiguity (gharar), speculation (maisir), interest (riba), and voidable
transactions (batil). Based on these three perspectives, it can be inferred that Sharia
insurance is a risk-management framework grounded in cooperation and realized through a
tabarru’ fund, designed to comply fully with Islamic jurisprudence and free from gharar,
maisir, and riba.

Sharia Insurance Concept

. ) Th Sharia Insurance Company
Insurance Participant / ) ¢ —> / Takaful Operator
Policyholder Tabarru’ The Tabarru’ Contract

Contribution to the Tabarru’

Fund
/ I

Insurance Benefits / Coverage
Claim Payout to Participants
Experiencing Adversity/Loss

The Tijarah Contract

Figure 5. The Conceptual Framework of Sharia Insurance
Source : DSN MUI, 2001

The figure above delineates the operational mechanism of Sharia insurance as
stipulated in the Fatwa of the National Sharia Council of the MUI, No. 21/DSN-MUI/X/2001.
This framework is predicated on the principle of ta'awun, or mutual assistance, actualized
through the aggregation of a tabarru’ (donation) fund. In practice, insurance participants
remit contributions that are subsequently administered by the Sharia insurance company
under a dual-contract system: the akad tabarru’ for the purpose of solidarity, and the akad
tijarah for the commercial management of funds in accordance with Sharia principles. The
aggregated funds are then utilized to provide indemnification or claim payouts to
participants who encounter specified risks or adversities (DSN-MUI, 2001)
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Contracts in Sharia Insurance (Akad)

An akad is understood as a form of agreement or contract within Islamic civil law. This
legal bond derives its validity from the rules of the Sharia and is deemed enforceable once all
its pillars and conditions are fulfilled (Syafriana, 2022). An akad (contract) also represents a
covenant established through an offer (ijab) and acceptance (qabul), articulating the will of
two or more parties, which in turn gives rise to legal consequences for the object of the
agreement (Suryono, 2019). In line with these definitions, the Fatwa of the National Sharia
Council of the MUI No. 21/DSN-MUI/X/2001 concerning the General Guidelines for Sharia
Insurance elucidates two principal forms of contracts that govern the practice of Sharia
insurance (DSN-MUI, 2001), such as:

1.  Akad Tabarru” This is an eleemosynary or non-commercial agreement wherein a
participant contributes funds as a grant (hibah) with the intent to assist other
participants who experience a loss. In this context, the Sharia insurance company
functions as the administrator of this donation fund. This type of contract cannot be
converted into a commercial (tijarah) contract.

2. Akad Tijarah: Akad Tijarah is a commercial contract in which the Sharia insurance
corporation manages participants’ capital with the aim of generating investment
returns. The resulting profits are shared between the participants and the corporation
according to the terms agreed upon at the outset. Within this arrangement, the
corporation serves as the mudharib (the fund manager) and the participant as the
shahibul mal (the capital provider). Upon the contract’s maturity, the participant’s
capital is returned. Notably, this contract may be converted into an Akad Tabarru’ if the
participant voluntarily relinquishes their claim, thereby releasing the counterparty
from its obligation.

Types of Sharia Insurance
From a typological perspective, Fatwa DSN-MUI No. 21/DSN-MUI/X/2001 bifurcates

Sharia insurance into two principal categories: general (property and casualty) insurance

and life insurance. Although the underlying principle in the Fatwa is that participants

collectively bear risk (tabarru’) or engage through a commercial contract (mudharabah), the
functional division into general and life insurance is established to facilitate implementation

and oversight by the Sharia Supervisory Board (DSN-MUI, 2001):

1.  Sharia General Insurance: Sharia general insurance (takaful 'am) furnishes financial
indemnity against the risks of damage, loss, or accidents pertaining to assets such as
vehicles, residences, or equipment. Premiums paid by participants are pooled into the
tabarru' fund, which is managed according to Sharia principles to cover claims for
losses incurred.

2. Sharia Life Insurance: Sharia life insurance provides coverage against the risk of
mortality or permanent disability of the insured. Contribution funds paid by
participants are accumulated in a tabarru’ account and/or an investment account
governed by the mudharabah principle. In the event of a death claim, the beneficiaries
receive indemnification as stipulated in the tabarru’ contract. If the insured survives
the policy period, the participant is entitled to a cash value benefit, the amount of which
is contingent upon investment performance.
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Customer Satisfaction

Customer satisfaction is characterized as an individual's emotional disposition that
arises in response to a service or product, particularly when the outcome aligns with or even
surpasses their preconceived expectations (Tjiptono, 2011). This emotional reaction is
shaped by a confluence of aspects, including the customer's expectations of the product and
their experiential engagement with it (Rusdiana et al.,, 2023). The resultant emotions can be
either positive or negative, contingent upon the degree to which the service or product
successfully addresses the customer's expectations (Fitriani et al., 2024). Synthesizing these
three definitions, it can be concluded that customer satisfaction is the sentiment of pleasure
or contentment that emerges when an individual's needs and desires are fulfilled; it is
attained when a service or product meets or exceeds their anticipations.

Factors Influencing Customer Satisfaction
Customer satisfaction essentially emerges from an individual’s personal evaluative

response to the experiences they encounter, which subsequently generates a positive

emotional reaction (Uzir et al,, 2020). Based on this understanding, scholars explain that
several factors may influence the level of customer satisfaction. According to Dwiana Putri
and Astuti (2017) and Asrizal Efendy Nasution & Nasution (2021), several determinant
factors bear upon the level of consumer satisfaction. These factors are delineated as follows:

1.  Product Quality: Product quality refers to the set of attributes that enable a product to
meet consumer needs, whether explicit or implicit. High product quality can strengthen
customer retention, encourage positive word-of-mouth, and promote repeat purchases
and loyalty, thereby supporting market growth.

2. Service Quality: Service quality is determined by comparing the service delivered with
the customer’s expectations. Quality service effectively meets customer needs through
accurate and appropriate delivery, ensuring that expectations are fulfilled.

3. Price: Price constitutes the monetary sum that a consumer must remit to acquire a
product or service for the fulfillment of their needs and desires

4. Emotional Factors: Emotional factors play a crucial role in shaping consumer
satisfaction. When consumers feel appreciated, pleased, or emotionally uplifted, their
satisfaction with a product or service tends to increase. Therefore, building and
maintaining positive emotional connections with consumers is essential for achieving
high levels of satisfaction.

5. Customer value: Customer value is the balance between the benefits received and the
costs incurred. It is considered high when the perceived benefits exceed the costs.

RESEARCH METHOD

This study employs the Systematic Literature Review (SLR) methodology, structured
according to the Preferred Reporting Items for Systematic Reviews and Meta-Analyses
(PRISMA) flow diagram, and utilizes a descriptive approach.

The SLR method was selected due to its widespread adoption within the academic
community. This approach enables a researcher to systematically and rigorously identify,
critically appraise, consolidate, and synthesize the principal findings from a corpus of prior
studies relevant to a specific research topic. Concurrently, the PRISMA framework was
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chosen for its increasing prevalence across diverse scientific disciplines in general and within

the field of Islamic economics in particular. This diagram serves a crucial function in

structuring the reporting of a systematic review, emphasizing the principles of
comprehensive transparency and accountability.

Data for this study were obtained from relevant scholarly journals sourced through
Google Scholar using Publish or Perish on May 7, 2024. Google Scholar was chosen for its
wide coverage, open-access nature, and compatibility with PoP in retrieving accurate
metadata. The data retrieval and classification process followed the PRISMA flow diagram,
downloaded from the official PRISMA Statement website, and was applied through the
following stages:

1.  Literature identification was conducted via Google Scholar, aided by Publish or Perish
(PoP). The search utilized keywords in the 'title' field, tailored to the research focus:
"kepuasan nasabah asuransi syariah" yielded 40 publications, and "Sharia Insurance
Customer Satisfaction" yielded 1 publication. The 'title' field was deliberately chosen
for its narrow and focused scope, ensuring a higher relevance of search results.

2. A screening of articles was performed based on the research criteria. From the 41
identified articles, an initial selection was made by examining the congruence of their
titles and abstracts with the research focus. At this stage, 4 articles were eliminated
because their titles or abstracts did not address "Sharia insurance customer
satisfaction" as the dependent variable (Y). This screening process resulted in 37
articles deemed suitable for further analysis.

3.  Atthe eligibility stage, the selection process also served as a quality appraisal to ensure
that only articles meeting academic standards were included in this review. Of the 37
remaining articles, 26 were further excluded based on the following criteria:

a. The selected articles had to be online journals, not theses or books.

b. The articles had to be publicly accessible.

c. The selection was screened for duplications.

d. The articles must have been published within the 2020-2025 timeframe.

4.  The final inclusion phase culminated in 11 journal articles that were judged to be both
eligible and relevant to serve as the data sources for this study.
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Figure 6. Prisma Flow Process
Source : Processed, 2025
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After the article selection process was carried out using the PRISMA flowchart, a final
list of journals that met the inclusion criteria was obtained. This list then became the basis
for the Synthesis Result of Research Question stage. This stage is the process of thoroughly
analyzing all data from selected articles to answer the research question (Elfiyani, 2024). In
this synthesis stage, a content analysis approach was used as an analysis technique to
identify, group, and interpret information from scientific article texts objectively (Kleinheksel
etal., 2020).

RESULTS AND DISCUSSIONS
Distribution of Publications Based on Publication Year

To gain a comprehensive understanding of the literature on sharia insurance
customer satisfaction, it is necessary to observe trends in publications over time.

6

2020 2021 2022 2023 2024 2025

Figure 7. Graph of Journal Article Distribution Based on Publication Year
Source : Processed, 2025

The chart above delineates the chronological dispersion of scholarly publications
concerning customer satisfaction in the Sharia insurance sector from 2020 to 2025. The data
reveal a fluctuating trajectory in the volume of research. In both 2020 and 2021, two
publications were recorded annually, signifying a nascent but steady academic interest, even
amidst the constraints imposed by the COVID-19 pandemic. However, the year 2022
witnessed a decline to a single publication, a downturn that is plausibly attributable to post-
pandemic limitations on researchers' time and data access.

A significant inflection occurred in 2023, with the number of publications surging to
five, marking a zenith within the observed period. This escalation suggests a renaissance of
academic focus on the subject, likely catalyzed by a heightened societal awareness of the
imperative for financial protection in the pandemic's aftermath. Conversely, the output
reverted to a single publication in 2024, and as of 2025, no new research has been identified.
This recent decline may be a consequence of procedural impediments, such as protracted
peer-review processes, journal submission quotas, or indexing delays in databases like
Google Scholar.

Consequently, the undulations in publication frequency are emblematic of the dynamic
academic response to the issue of customer satisfaction within a continually evolving Sharia
insurance industry, shaped by broader socio-economic shifts. Furthermore, this pattern is a
testament to the assiduity and tenacity of researchers in exploring this topic,
notwithstanding the multifaceted challenges they confront.
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Selected Research Summary on Sharia Insurance Customer Satisfaction
Furthermore, the author also presents a table containing information on the
significance, coefficient of determination, and methods used in the journal articles analyzed,

as shown in the table below.

Table 1. Selected Research on Sharia Insurance Customer Satisfaction

R-
Author Method SQ PR R ClI BI SM PQ P
Square
Structural
Aristyanto, Equation
Putra & Modeling 0.768 v+ X X N/A N/A N/A N/A N/A
Riduwan (SEM)
Analysis
Multiple
Utari, Agus  Linear N/
0.424 N/A N/A vV N/A v N/A N/A
& Azhar Regression A / / ¥ / ¥ / /
Test
Simple
Linear
Herlini 0113 v+ N/A N/A N/A N/A N/A N/A N/A
erimt Regression / / / / / / /
Test
Multiple
Muhammad Linear
0407 VvV N/A° N/JA N/A N/A N/A VvV x
& Syahriza  Regression ¥ / / / / / ¥
Test
.. Logistic
Pit &
1;}?‘; Regression ~ N/A v+ N/A N/A N/A N/A N/A N/A N/A
i
Analysis
Multiple
Sari & Linear
L . 0512 v+ N/A N/A N/A V+ v+ N/A N/A
Indriyani Regression
Test
Multipl
Pratiwi, Liﬁ;;‘r) ¢
Sissah & , 0040 v+ v+ N/A N/A N/A N/A N/A N/A
Regression
Noor
Test
Multipl
SUPTaS, e
Rahma & , N/A v v+ N/A N/A N/A N/A v+ N/A
. Regression
Yanti
Test
Multipl
Marisa, Liie:; ¢
Anggraini & , 0680 v+ N/A N/A N/A N/A N/A N/A N/A
Svahriza Regression
y Test
Said ifmple N/A v+ N/A N/A N/A N/A N/A N/A N/A
inear
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Regression
Test

Structural
Radianti, Equation
Rahmani & Modeling 0.543 v+ x v+ N/A N/A N/A N/A N/A
Syarbaini ~ (SEM)

Analysis

Number 10 4 2 1 1 2 2 1

Source : Processed, 2025

The notes in the table explain that the symbol (V) is used to indicate a positive
influence, while the symbol (x) indicates a negative influence. The symbol (+) indicates that
the variable is significant, while N/A (Not Available) indicates that the point is not included
in the relevant study. The abbreviations used for the X variables are SQ for Service Quality,
PR for Premium Rates, R for Religiosity, CI for Company Image, BI for Brand Image, SM for
Sharia Marketing, PQ for Product Quality, and P for Promotion.

Based on Table 1, there are variations in the analysis methods, determination
coefficient values (R-Square), and significance levels in various previous journals. This
variation indicates differences in methodological approaches in examining sharia insurance
customer satisfaction. To facilitate analysis, these variations are grouped into three clusters,
namely analysis methods, R-Square levels, and the variables studied along with the direction
of their influence.

Structural Equation Modeling (SEM): [Aristyanto et al., 2021; Radianti et al.,

2023).
—Simple Linear Regression Test: (Herlini, 2021; Said, 2024; Syah, 2025]).
3
= | [Multiple Linear Regression Test: [Marisa et al., 2023; Muhammad & Syahriza,
% —2022; Pratiwi et al., 2023; Sari & Indriyani, 2020; Supraja et al., 2023; Utari et
al., 2020).
—|Logistic Regression Analysis: (Pitriani & Amin, 2023).
—|:»D,6DD: [Aristyanto et al.,, 2021; Marisa et al.,, 2023)
[al]
L,
= <0,600: [Herlini, 2021; Muhammad & Syahriza, 2022; Pratiwi et al, 2023;
=) Radianti et al.,, 2023; Sari & Indriyvani, 2020; Utari et al., 2020].
e
LN /A: (Pitriani & Amin, 2023; Said, 2024; Supraja et al., 2023; Syah, 2025).
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The present study examines a set of eight independent variables, namely:
—Service Quality, Premium Rate, Religiosity, Company Image, Brand Image, Sharia
\Marketing, Product Quality, and Promation.

Positive and significant (v'+): 5Q (Aristyanto et al., 2021; Herlini, 2021; Marisa
et al., 2023; Muhammad & Syahriza, 2022; Pitriani & Amin, 2023; Pratiwi et al.,
2023; Radianti et al.,, 2023; Said, 2024; Sari & Indriyani, 2020), PR (Pratiwi et
L | jal, 2023; Supraja et al., 2023), R (Radianti et al.,, 2023}, CI (Utari et al.,, 2020),
Bl (Sari & Indriyvani, 2020]), SM (Sari & Indriyani, 2020; Utari et al., 2020), PQ
(Muhammad & Syahriza, 2022; Supraja et al.,, 2023).

Variable

—{Positive and not significant (¥"}: SQ (Supraja et al., 2023).

MNegative and not significant [*): PR [Aristyanto et al., 2021; Radianti et al.,
2023), R (Aristyanto et al,, 2021), P (Muhammad & Syahriza, 2022].

Figure 8. Selected Research Clusters
Source: Processed, 2025

Customer Satisfaction Indicators (Y) for Sharia Insurance
The next step is to identify the indicators of variable Y (customer satisfaction) to
support the conceptual model. Of the eleven articles, only two explicitly list the indicators.

Table 2. Customer Satisfaction Indicators

Variable Indicator Source
Customer Satisfaction 1. Expectation suitability (Pratiwi et al.,
2. Interest in returning 2023; Sari &
3. Willingness to recommend Indriyani, 2020)

4. Complaints and Suggestions System
5. Analysis of lost customers
6. Customer satisfaction survey

Source : Processed, 2025

Based on the table above, customer satisfaction success indicators can be classified into
six indicators. Companies that meet or exceed customer expectations encourage loyalty and
positive recommendations(Pratiwi et al., 2023) . Customer-oriented companies also provide
complaint channels, analyze customer churn, and conduct satisfaction surveys via mail,
telephone, email, websites, and face-to-face interviews(Sari & Indriyani, 2020)

Factors Affecting Customer Satisfaction with Sharia Insurance

All independent variables (X) will be analyzed for their influence on the dependent
variable (Y), namely customer satisfaction with Islamic insurance, which includes service
quality, premium rates, brand image, Islamic marketing, product quality, religiosity, company
image, and promotion. Table 3 below discusses the variables along with their respective
indicators.

Table 3. Factors Affecting Customer Satisfaction

Variable Indicator Source

Service Quality 1. Reliability
2. Responsiveness
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. Assurance

. Empathy

. Physical evidence

(Aristyanto et al., 2021; Pitriani
& Amin, 2023; Said, 2024; Sari &
Indriyani, 2020)

Premium Rates

. Coverage

. Customer age

(Pratiwi et al., 2023; Supraja et
al,, 2023)

. Lifestyle or medical history

. Gender

. Customer occupation

Brand image . Brand attributes (Sari & Indriyani, 2020)

. Brand Experience

Sharia Marketing . Theistic (Rabbaniyyah)
. Ethical (Akhlaqiyya)
. Realistic (Al-Wagqi’iyyah)

. Humanistic (Al-Insaniyyah)

(Sari & Indriyani, 2020; Utari et
al., 2020)

Product Quality . Durability
. Reliability

Accuracy

(Supraja et al., 2023)

3
4
5
1
2
3
4
5
1
2. Aspirational brand
3
1
2
3
4
1
2
3
4
5

. Ease of use
. Product repair

Religiosity No indicators found (Aristyanto et al., 2021; Radianti

etal., 2023)

Company image No indicators found (Utari et al., 2020)

Promotion No indicators found (Muhammad & Syahriza, 2022)

Source : Processed, 2025

Based on table 3. crucially, these last three factors, religiosity, company image, and
promotion, lacked explicit measurement indicators or detailed instrument descriptions
within the theoretical, methodological, or discussion sections of the source articles.
Consequently, for the purpose of this review, these factors are annotated as "indicators not
found,"” as they were not directly available in the identified literature.

The Effect of Service Quality on Customer Satisfaction

The first factor is service quality, a construct extensively examined in previous studies
(Aristyanto et al., 2021; Pitriani & Amin, 2023; Said, 2024; Sari & Indriyani, 2020). Service
quality is the most frequently referenced aspect in research related to customer satisfaction.
A service can be considered high quality if it meets or even exceeds customer expectations
(Pitriani & Amin, 2023). In service industries such as insurance, service quality is shaped by
the five dimensions of SERVQUAL, namely reliability, responsiveness, assurance, empathy,
and tangibles. The balanced application of these dimensions is key to creating customer
satisfaction (Aristyanto et al., 2021).
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The Effect of Premium Rates on Customer Satisfaction

The second factor in this study is premium rates, which has been examined in
previous studies by Pratiwi et al (2023) and Supraja et al (2023). Premium rates are an
important factor that influences customer satisfaction in the insurance industry. Premiums
represent mandatory payments made by policyholders as compensation for the protection
provided against potential risks. Fair, transparent, and reasonable premium rates that align
with the benefits received can increase customer satisfaction and trust in the insurance
services used (Supraja et al., 2023). Conversely, when premiums are perceived as too high
without adequate benefits, customer satisfaction may decline, potentially encouraging
policyholders to seek alternative options. Therefore, setting proportional premium rates that
suit the needs and financial ability of customers is essential for maintaining a long-term and
harmonious relationship between insurance companies and policyholders (Pratiwi et al,,
2023).

The Influence of Brand Image on Customer Satisfaction

The third determinant factor is brand image, which has been specifically examined in
the work of Sari & Indriyani (2020). Brand image is the perception of consumers that is
formed through information, experience, and expectations of a product or service. Brands
serve not only as identities, but also as representations of values, lifestyles, and emotional
bonds between companies and consumers. Brand image can be assessed through three
indicators, namely attribute brands that reflect trust in the functional benefits of a product,
aspirational brands that represent the lifestyle or ideal image of users, and experience brands
that emphasize emotional experiences and shared values between consumers and brands.
All three form a positive perception that can increase customer satisfaction (Sari & Indriyani,
2020).

The Influence of Sharia Marketing on Customer Satisfaction

Fourth, customer satisfaction is attainable through sharia marketing, which has been
examined in previous studies by Sari & Indriyani (2020) and Utari et al (2020). This
constitutes a strategic business paradigm anchored in the principles of Islamic muamalah
throughout its entire process, from value creation to exchange (Sari & Indriyani, 2020).
Sharia marketing is characterized by four tenets: theistic (rabbaniyyah), ethical
(akhlaqiyyah), realistic (al-wagqi’iyyah), and humanistic (al-insaniyyah). The integration of
these four principles into a marketing strategy is capable of augmenting customer
satisfaction, particularly within Sharia insurance services where Islamic business ethics
serve as the foundational cornerstone (Utari et al., 2020).

The Influence of Product Quality on Customer Satisfaction

In the fifth factor, customer satisfaction is determined by product quality, which has
been specifically examined in the work of Supraja et al (2023). Product quality refers to the
ability of a product to meet or exceed customer expectations through indicators such as
durability, reliability, functionality, ease of use, and repair. Quality products not only drive
satisfaction but also build emotional bonds between customers and the company, which
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become long-term assets. Conversely, products that do not meet expectations can create
negative experiences and damage the company's reputation (Supraja et al., 2023).

The Influence of Religiosity on Customer Satisfaction

The seventh factor is religiosity, which has been widely highlighted in previous
studies (Aristyanto et al., 2021; Radianti et al., 2023). Reflects the extent to which individuals
believe in and practice religious teachings in their daily lives (Aristyanto et al., 2021).
Religiosity influences mindsets and decisions, whereby customers with high levels of
religiosity tend to be more selective in choosing financial institutions that comply with sharia
principles. This has implications for their level of satisfaction as customers (Radianti et al.,
2023).

The Influence of Company Image on Customer Satisfaction

The eighth factor is corporate image, which has been thoroughly discussed in the
study of Utari et al (2020). Corporate image is the perception customers have of a company.
A positive image can provide various benefits, including increasing public interest in
becoming part of the company (Utari et al., 2020).

The Influence of Promotion on Customer Satisfaction

The ninth determinant factor is promotion, which has been particularly explored by
Muhammad & Syahriza (2022). Promotion is communication in marketing that aims to
introduce the Company's products (Muhammad & Syahriza, 2022). However, in this study,
the promotional efforts were found to have no significant influence on customer satisfaction,
indicating that satisfaction may be driven more by other factors beyond promotional
activities.

Research Model on Customer Satisfaction

Based on the identification of these eight independent variables (X), it was determined
that five demonstrate a robust correlation with Sharia insurance customer satisfaction,
substantiated by distinct measurement indicators: service quality, premium rates, brand
image, Sharia marketing, and product quality. These five variables were selected because
their accompanying indicators permit a more focused and methodical process of
measurement, rendering them suitable as a foundation for a conceptual model. While
religiosity, company image, and promotion were mentioned in several studies as influencing
factors, they were not delineated with explicit indicators.

Based on the previous description of variable X (influencing factors) and variable Y
(customer satisfaction), a conceptual model was developed to illustrate the relationship
between the two in the context of Islamic insurance. This model only includes X variables
that are accompanied by explicit indicators in the reference articles, with the aim of
maintaining consistency in mapping while ensuring that each variable can be explained and
measured systematically. Therefore, the X variables used consist of Service Quality (X1),
Premium Rates (X2), Brand Image (X3), Sharia Marketing (X4), and Product Quality (X5),
while the Y variable, namely Customer Satisfaction, is listed along with all its indicators. The
conceptual model of sharia insurance customer satisfaction can be seen in the figure below.
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sQ 1
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Figure 9. Conceptual Model of Sharia Insurance Customer Satisfaction
Source : Processed, 2025

e
3

Customer
Satisfaction (Y)
/

CS 1

CS 6

Notes:
SQ: Service Quality CS: Customer Satisfaction = PR: Premium Rates
SM: Sharia Marketing BI: Brand Image PQ: Product Quality

v'+: Significantly positive influence
An explication of the five core variables, namely service quality, premium rates, brand

image, Sharia marketing, and product quality, allows for the construction of a conceptual
model that presents a holistic schema of the principal determinants shaping customer
satisfaction. The clear corollary is that corporate strategies which prioritize the
enhancement of service quality, the calibration of proportional premiums, the fortification of
brand image, the stringent application of Sharia marketing tenets, and the scrupulous
preservation of product quality represent potent and efficacious instruments for elevating
the customer experience. A synthesis of the literature, drawn from Table 1, further
corroborates that the prevailing analytical method is multiple linear regression (n=6).

Significant variations in the analytical methods employed, particularly the dominance
of Multiple Linear Regression (n=6) and the wide range of the Coefficient of Determination
(0,040 to 0,768), critically indicate a fundamental disparity in the predictive power of
customer satisfaction models. Comparative interpretation asserts that, irrespective of these
methodological differences, Service Quality emerges as the variable with the most consistent
and dominant influence (proven significant in 10 out of 11 studies). The analysis highlights
that Sharia insurance customer satisfaction is predominantly driven by universal
operational performanc, rather than specific differentiators such as Sharia Marketing or
Brand Image, which demonstrate lower consistency. This synthesis offers a scientific
contribution by presenting a critical review of the prevalent models used and highlighting
the hierarchical priority of the dominant factors, thereby strengthening the understanding
of the key determinants of customer satisfaction in Sharia insurance.

CONCLUSION AND RECOMMENDATION

The corpus of literature addressing Sharia insurance customer satisfaction over the last
quinquennium has charted a path of marked vacillation: an ascendant trend in 2020-2021,
a contraction in 2022, a conspicuous escalation in publications in 2023, and a subsequent
wane in 2024, with a notable absence of new scholarship as of 2025. This inquiry has
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crystallized five cardinal factors governing customer satisfaction: service quality, premium
rates, brand image, Sharia marketing, and product quality. The conceptual model derived
from these determinants signifies that the strategic reinforcement of each variable
constitutes a judicious and consequential strategy for amplifying customer satisfaction
within the Sharia insurance sphere.

Future research may explore the five variables, namely service quality, premium rates,
brand image, Sharia marketing, and product quality, more deeply, whether jointly or
individually. Subsequent studies could also incorporate lesser-explored variables and use
data from high-quality SINTA-indexed and reputable international journals. For Sharia
insurance corporations, these findings present a substantive touchstone for architecting
strategies geared towards service amelioration and product innovation. A resolute focus on
the identified factors is of paramount importance. By cultivating a profound understanding
of participant desiderata and expectations, firms can forge enduring covenants with their
clientele, sharpen their competitive ascendancy, and contribute to the perpetual growth of
the Sharia insurance industry. At a broader level, the insights derived from this review also
offer meaningful implications for policy actors, particularly in encouraging greater
transparency, strengthening consumer awareness, and fostering an environment in which
Sharia insurance services are perceived as credible, accessible, and responsive to societal
needs. When supported by thoughtful policy initiatives and continuous educational efforts,
these advancements can fortify public trust and reinforce the industry’s long-term
sustainability.

REFERENCES

Abdulkadir, N., Sapian, S. M., Ibrahim, N., & Shukor, S. A. (2021). Conceptual Framework for
the Adoption of General Takaful Among MSME Owner-Managers in North-West Nigeria :
The Role of MSME Owner-Manager Characteristics. 10(2), 134-147.

Abdullah, J. (2018). Akad-Akad di dalam Asuransi Syariah. TAWAZUN : Journal of Sharia
Economic Law, 1(1), 11. https://doi.org/10.21043 /tawazun.v1i1.4700

Alam, A., Ratnasari, R. T., Qolbi, F. A., & Athief, F. H. N. (2022). Efficiency studies of the sharia
insurance industry: A systematic literature review. Insurance Markets and Companies,
13(1),90-101. https://doi.org/10.21511/ins.13(1).2022.08

Aristyanto, E., Putra, A. P., & Riduwan. (2021). Pengaruh Religiusitas, Pelayanan dan Tarif
Premi terhadap Kepuasan Nasabah Asuransi Syariah dengan Minat Berasuransi Syariah
Sebagai Variabel Intervening di Perusahaan Asuransi Syariah Cabang Surabaya. Perisai :
Islamic Banking and Finance Journal, 5(2), 174-203.
https://doi.org/10.21070/perisai.v5i2.1508

Celeste, R. F., Griswold, A., & Straf, M. L. (2014). Furthering America’s research enterprise. In
Furthering America’s Research Enterprise (paperback). National Academies Press.
https://doi.org/10.17226/18804

Chaniago, A., Soemitra, A., Ahmadi, N., & Rahmani, B. (2024). Strategi Meningkatkan Kualitas
Agen Dalam Memperkuat Pangsa Pasar Asuransi Syariah Di Indonesia : Systematic
Literatur Riview. 14, 158-171.

Dani, R, Romadhon, R,, Zahara, A. E., & Usdeldi, U. (2023). Systematic Literature Review: the
Effect of Premiums and Investments on Sharia Insurance Company Profits. Journal of

176



Rusda et al. / JBMIB, Vol. 4 No. 2, 2025

Business Studies and Mangement Review, 6(2), 218-224.
https://doi.org/10.22437 /jbsmr.v6i2.26100

DSN-MUIL. (2001). Fatwa Dewan Syariah Nasional No. 21/DSN-MUI/X/2001 tentang Pedoman
Umum Asuransi Syariah. 1-7.

Dwiana Putri, A, & Astuti, R. T. (2017). Faktor-Faktor Yang Mempengaruhi Kepuasan
Konsumen Serta Dampaknya Terhadap Minat Beli Ulang Konsumen (Studi Pada Blends
Pasta & Chocolate Cabang Unika Semarang). Diponegoro Journal of Management, 6(2),
1-10. http://ejournal-s1.undip.ac.id/index.php/dbr

Elfiyani, E. (2024). Systematic Literature Review: Model Problem Based Learning pada
Pembelajaran Matematika Sekolah Dasar. Asian Journal of Early Childhood and
Elementary Education, 2(3), 187-205. https://doi.org/10.58578/ajecee.v2i3.2989

Falah, F.,, Sam, A., Abdullah, M. N., Harahap, F. D., & Sulistyo, S. Della. (2022). Analisis
Perkembangan Asuransi Syariah di Indonesia. 22(2), 59-66.

Ferdianto, A., & Mahadi, T. (2024). OJK Beberkan Jumlah Perusahaan Perasuransian yang
Terdampak Naiknya Ekuitas Minimum. Kontan.Co.Id.
https://keuangan.kontan.co.id/news/ojk-beberkan-jumlah-perusahaan-
perasuransian-yang-terdampak-naiknya-ekuitas-minimum?utm_source=chatgpt.com

Fitriani, A., Hasibuan, S. A., Wijaya, M., & Agustiawan. (2024). Kajian Literature : Pengaruh
Etika Bisnis Terhadap Kepercayaan Dan Kepuasan Konsumen. Cemerlang: Jurnal
Manajemen Dan Ekonomi Bisnis, 4(2), 1-11.
https://doi.org/10.55606/cemerlang.v4i2.2591

Ghofur, U. (2024). Systematic Literature Review (SLR) Peran Asuransi Syariah dalam
Membantu Perkembangan UMKM. Jurnal Ekonomi Aktual, 3(3), 97-104.
https://doi.org/10.53867 /jea.v3i3.98

Hariyadi, E., & Triyanto, A. (2020). Peran Agen Asuransi Syariah Dalam Meningkatkan
Pemahaman Masyarakat Tentang Asuransi Syariah. Jurnal Ekonomi Dan Perbankan
Syariah, 5(1), 19-38. https://doi.org/10.46899/jeps.v5il.164

Herlini. (2021). Kualitas Layanan Klaim Asuransi Yang Dibayarkan Terhadap Kepuasan
Nasabah Asuransi Allianz Syari’ah Jakarta (Area Tangerang). 10(April 2021), 54—73.
http://ojs.itb-ad.ac.id/index.php/LQ/article /view/819/289

Husni, M. A, Sazeri, M., Muhamad, &, & Yahaya, H. (2023). Determinant Factors That Influence
Consumer’S Intention To Participate in Takaful Scheme: Using Systematic Literature
Review. 30(2). http://al-qanatir.com

Jamaludin, H., Mohamed, B., & Razak, F. Z. A. (2020). Perceived Service Quality, Customer
Satisfaction. https://doi.org/10.15405/epsbs.2020.12.05.83

Karmi. (2020). Pengaruh Kualitas Pelayanan Terhadap Kepuasan Nasabah Pt Asuransi Jiwa
Syariah Bumiputera Kantor Pelayanan Pemasaran Asuransi Syariah (Kppas) Pekanbaru
Menurut Ekonomi Syariah. http://repository.uin-suska.ac.id/28269/1/GABUNGAN
SKRIPSI KECUALI BAB 1V.pdf

Kholilah, U., Salamah, R., Salsabila, C., Sari, R. N., Solihah, R. A, & Abadi, M. T. (2024).
Perkembangan Asuransi Syariah di Indonesia. Jurnal Ilmiah Research and Development
Student, 2(1), 37-46. https://doi.org/10.59024 /jis.v2i1.564

Kleinheksel, A.]., Rockich-Winston, N., Tawfik, H., & Wyatt, T. R. (2020). Demystifying content
analysis. American Journal of Pharmaceutical Education, 84(1), 127-137.

177



Rusda et al. / JBMIB, Vol. 4 No. 2, 2025

https://doi.org/10.5688/ajpe7113

Koentjoro, W. (2009). Kualitas Pelayanan Dan Pengaruhnya Terhadap Kepuasan Dan
Loyalitas Yang Syara€™] Pemegang Polis Asuransi Syariah. Jurnal Ekonomi Dan Bisnis,
10(2), 375. https://doi.org/10.30659/ekobis.10.2.375-385

Lilavira, A., & Zulaikha, S. (2020). Analisis Faktor-Faktor Yang Mempengaruhi Pertumbuhan
Aset Pada Perusahaan Asuransi Syariah Periode 2013 - 2017. Jurnal Ekonomi Syariah
Teori Dan Terapan, 7(2), 305. https://doi.org/10.20473/vol7iss20202pp305-318

Melani, A. A. (2022). Pengaruh Tarif Premi dan Kualitas Layanan Terhadap Kepuasan
Nasabah Asuransi Syariah Pada PT Sunlife Financial Syariah Cabang Bandar Lampung.

Muhammad, G. A, & Syahriza, R. (2022). Faktor-Faktor yang Mempengaruhi Kepuasan
Nasabah Dana Pendidikan pada PT. Asuransi Takaful Keluarga di Kota Medan. 2(01), 1-
23.

Nasution, S. A., & Aslami, N. (2021). Analisa Peningkatan Minat terhadap Produk Asuransi
Syariah. El-Mal: Jurnal Kajian Ekonomi & Bisnis Islam, 5(2), 254-262.
https://doi.org/10.47467 /elmal.v5i2.768

Nasution, S. M. A,, & Nasution, A. E. (2021). Pengaruh Kualitas Pelayanan Faktor Emosional
Biaya Dan Kemudahan Terhadap Kepuasan Konsumen Pada Pengguna Aplikasi Jasa
Gojek Di Medan. Proceding Seminar Nasional Kewirausahaan, 2(1), 2021, Hal 142- 155,
2(: Kualitas Pelayanan, Faktor Emosional, Biaya dan Kemudahan, keinginan konsumen),
14 pages. file:///C:/Users/Asus/Downloads/jurnal tm metopen/5. Pengaruh Kualitas
Pelayanan Faktor Emosional Biaya 2021.pdf

OJK. (2022). OJK,Laporan Statistik Industri Keuangan NonBank Syariah. Otorisasi Jasa
Keuangan, 1-90. www.ojk.go.id.

OJK. (2023). Draft Roadmap Pengembangan Perasuransian Indonesia. Departemen
Pengaturan Dan Pengembangan IKNB, OJK, 1-63. www.ojk.go.id.

Pitriani, A., & Amin, M. (2023). The Effect of Quality of Service on Customer Satisfaction.
Jurnal Manajemen Bisnis, 8(2), 410-422. https://doi.org/10.33096/jmb.v8i2.954

Pratiwi, Y. Ay., Sissah, & Noor, F. S. (2023). Pengaruh Kualitas Pelayanan Dan Tarif Premi
terhadap Kepuasan Nasabah Asuransi Syariah (Studi Pada PT. Asuransi Jiwa Syariah AL-
AMIN). Journal of Student Research (JSR), 1(4), 253-270.

Priyatno, P. D., Sari, L. P., & Atiah, I. N. (2020). Penerapan Maqgashid Syariah pada Mekanisme
Asuransi Syariah. Journal of Islamic Economics and Finance Studies, 1(1), 1.
https://doi.org/10.47700/jiefes.v1i1.1927

Radianti, A, & Aslami, N. (2022). Analisis Faktor-Faktor Yang Mempengaruhi Perilaku
Konsumen Dalam Memilih Produk Asuransi Syariah. Mimbar Kampus: Jurnal Pendidikan
Dan Agama Islam, 21(2), 103-117. https://doi.org/10.47467 /mk.v21i2.885

Radianti, A, Rahmani, N. A. B., & Syarbaini, A. M. B. (2023). The influence of religiosity,
service, and premium rates on customer satisfaction through the sharia insurance
decision as an intervening variable at Askrida Syariah Insurance Company Medan
Branch. Economit Journal: Scientific Journal of Accountancy, Management and Finance,
9(1), 221-238. https://doi.org/https://doi.org/10.20885 /jielariba.vol9.iss1.art13 The

Respati, A. R. (2023). OJK Catat Aset IKNB Syariah Tembus Rp 140,1 Triliun, Sektor
Penjaminan sampai Pergadaian Mendominasi. Kompas.Com.
https://money.kompas.com/read/2023/04/11/211000526/0jk-catat-aset-iknb-

178



Rusda et al. / JBMIB, Vol. 4 No. 2, 2025

syariah-tembus-rp-140-1-triliun-sektor-penjaminan-sampai?utm_source=chatgpt.com

Rusdiana, A., Sopiyan, P., & Masduki, M. (2023). Kepuasan Nasabah Ditinjau Dari Kualitas
Pelayanan Inti Dan Kualitas Pelayanan Periferal. Coopetition : Jurnal Ilmiah Manajemen,
14(3), 497-510. https://doi.org/10.32670/coopetition.v14i3.3719

Said, M. (2024). Pengaruh Kualitas Pelayanan dan Kepuasan Nasabah : Studi Kasus pada
Asuransi Jiwa Syariah. 01(01).

Sari, N. A, & Indriyani, S. (2020). Pengaruh Syariah Marketing, Kualitas Pelayanan, Citra
Merek terhadap Kepuasan Konsumen pada Asuransi Jiwa Syariah Bumiputera Cabang
Bandar Lampung. Jurnal Enterpreneur Dan Bisnis (JEBI), 1(1), 81-92.

Soleha, A. R, & Hanifuddin, I. (2021). Perbandingan Kontribusi Bruto Asuransi Syariah
Sebelum dan Sesudah Pandemi Covid-19. Journal of Islamic Economics and Finance
Studies, 2(2), 142. https://doi.org/10.47700/jiefes.v2i2.3461

Sunarsih. (2009). Asuransi Syariah Merupakan Salah Satu Cara Untuk Menanggulangi Risiko.
Vol. 8, No, 459-476.

Sunarsih, U. (2025). Peran dan pengaruh asuransi syariah terhadap kesejahteraan
masyarakat. 10(204), 427-439.

Supraja, D. R, Rahma, T. I. F,, & Yanti, N. (2023). Faktor-Faktor yang Mempengaruhi
Kepuasan Pelajar SMA terhadap Penggunaan Produk Asuransi Kecelakaan Diri PT
Takaful Keluarga Medan: ManBiz: Journal of Management and Business, 2(1), 46-61.
https://doi.org/10.47467 /manbiz.v2i1.1792

Suryono, A. (2019). Implikasi Hukum dan Etika Terkait Kelebihan Pembayaran dalam
Transaksi Jual Beli Pulsa: Perspektif Fikih Muamalah. Jurnal Ekonomi Syariah, 5(1), 45-
58.

Syafriana, R. (2022). Principles of Legal Settlement in Sharia Contracts. 3(4), 723-732.
https://doi.org/https://doi.org/10.47175 /rissj.v3i4.550

Tjiptono, F. (2011). PEMASARAN JASA (Edisi 11). Bayumedia Publishing.

Trimulato, T. (2022). The Role Sharia Non-Bank Financial Institutions To Support SDGS
Program. AL-ARBAH: Journal of Islamic Finance and Banking, 4(1), 79-106.
https://doi.org/10.21580/al-arbah.2022.4.1.14668

Utari, [. M., Agus, R., & Azhar, A. (2020). Pengaruh Syariah Marketing Dan Citra Perusahaan
Terhadap Kepuasan Nasabah Jasindo Oto Pada Pt Asuransi Jasindo Syariah Kantor
Pemasaran Medan. ISLAMICONOMIC: Jurnal Ekonomi Islam, 11(1), 77-92.
https://doi.org/10.32678/ijei.v11i1.161

Uzir, M. U. H,, Jerin, I, Al Halbusi, H., Hamid, A. B. A, & Latiff, A. S. A. (2020). Heliyon Does
quality stimulate customer satisfaction where perceived value mediates and the usage of
social media moderates ? 6(December 2020).
https://doi.org/10.1016/j.heliyon.2020.e05710

Winarto, A. J. (2022). Systematic Literature Review (SLR) Peran Asuransi Syariah dalam
Membantu Perkembangan UMKM di Masa Pandemi. Nuris Journal of Education and
Islamic Studies, 2(2), 75-85. https://doi.org/10.52620/jeis.v2i2.24

Zulfitri, & Syahriza, R. (2022). Pengaruh Kualitas Layanan Terhadap Kepuasan Peserta
Asuransi Syariah (Studi Kasus Peserta Dana Pendidikan Pada PT. Sun Life Financial
Syariah Cabang Kota Medan) 1Zulfitri,. Braz Dent J., 33(1), 1-12.

179



Rusda et al. / JBMIB, Vol. 4 No. 2, 2025

This page is intentionally left blank
(this sheet is for odd-numbered end pages of articles)

180



