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ABSTRACT

The purpose of this research is to identify the level of customer’s satisfaction toward Islamic 

banking service and product. Therefore, from this research, it will help the researchers to 

identify the factors that have significant relationship with customer’s satisfaction. For the 

purpose of this study, the researchers have adopted the causal effect design due to its’s 

used through survey method. The survey involves a structured questionnaire given to 

respondents and designed to elicit specific information. There are four types of analysis in 

SPSS program that had been used in the study to analyze the data frequency analysis, 

reliability testing, descriptive statistic and data correlations. The result of the study obtained 

that service quality, image, profitability and organizational behaviour have significant 

relationship with customer’s satisfaction but nor for religious perspective.
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