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Abstract.
This research discusses the motives of the Muslim community in choosing
banking institutions by using the analysis of pragmatism theory. This
research is qualitative research using a phenomenology approach. Data
collection that is used in this research is the interview and observation.
The result of the study indicated that the Muslim’s customer of Yogyakarta
tend to be pragmatic due to the character of society which has more
accommodating and flexible philosophy of life (tolerance). This pragmatic
attitude was influenced by the internal factors (cognitive limitations)
and external factors (reputation and service of Conventional Banks).
Furthermore, adopting from the theory of Schutz’s motives that the motives
reason (because of motive) of Yogyakarta’s Moslem customers in choosing
to the bank are their inconsistency in choosing is influenced by economic
and service motives that are stronger than religious motives. As for their
destination motive (in order to motive) namely fulfilling their needs.
Keyword: Because Motive, Customer Decision, Pragmatism, In Order to
Motive.
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Introduction
Pragmatism is a model of interaction and response to external
stimuli, related to the historical ethos of socialism, and the scourge
of the free ownership system (Livingston, 1997: 279). There are two
dominant meanings of pragmatism. First, look at cause and effect
based on reality for practical purposes. Second, what is considered
right is what is useful or functioning (Knight, 2008: 79). Pragmatism
is a thought that has increasingly developed in the 20th century. The
influence of pragmatism spread to various areas of life such as religion,
education, socio-culture, ethics, law, politics, and economics. In the
philosophical approach, pragmatism is a way of thinking that places
the truth of an opinion measured by its practical results (outcome).
Besides, pragmatism is often interpreted as an understanding that
emphasizes more results than the theory that underlies that way
of thinking (Wasitohadi, 2012: 176). The economic pragmatism in
this paper is an opinion that stated to achieve the prosperity of the
community, economic actions are considered more relevant than
discussing the principle of reality (ontology).
The banking system in Indonesia is classified into two financial
systems namely conventional and sharia. Conventional banking is
banking that prioritizes the intermediation function based on the
interest rate. Whereas, Islamic banking is banking that prioritizes
financial management in its intermediation function which is based
on the profit-sharing system. The difference in the banking system
will contribute to differences in competitive strategies in the national
and international financial industry. The banking strategy will be
faced with fluctuating competition patterns, especially on differences
in the interest rate system and profit sharing for managing banking
products for the public. Competition in the conventional and sharia
banking industry will be increasingly stringent in offering various
products to the public.
The development of Islamic banking in Indonesia has entered
the age of 28 years. Although it can be said to be late compared to
other Muslim countries, its development is quite rapid (Karim, 2010:
25). Supported by the enactment of Law No. 21 of 2008 concerning
Islamic banking issued on July 16, 2008, the development of the
national Islamic banking industry increasingly has an adequate
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legal basis and encourages its growth even faster (Cahyani, 2016:
152). Statistical data of the Financial Services Authority (FSA) as
of Mei 2020 has stated that recorded 196 Islamic banking industry
players with details of 14 Sharia Commercial Banks (BUS), 20 Sharia
Business Units (UUS), and 162 Sharia Rural Banks (BPRS). The
office network owned by Islamic banks has penetrated the number
of 2.957 offices, the number of ATMs is 3.012 with a total of 61.894
employees (Otoritas Jasa Keuangan, 2020: 4).
As the largest muslim population in the world, Islamic
banking growth in Indonesia lower than conventional bank. Ideally
the potential growth of Islamic banking in Indonesia is directly
proportional to the population of Indonesia, which is predominantly
Muslim. But in fact, the performance of the Islamic banking industry
in Indonesia has not met public expectations. For three years in a
row, the market share of Islamic banks in the country has been still
less than 7 percent. This has been seen from the national market
share of Islamic banking as of June 2020 which has been very small
compared to conventional banking, which is only 6,18 % (Otoritas
Jasa Keuangan, 2020: 2), as shown in the figure 1 below.

Figure 1. Market Share of Islamic Banking
Source: Sharia Banking Snapshot June 2020

It referred to the MUI fatwa decision on Interest, the interest
system imposed by conventional banks is prohibited in Islam and
must be avoided by every Muslim because the interest system is
included in usury due to the additional costs of funds borrowed
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by customers. But in reality, the growth of Islamic finance,
especially Islamic banking has not been able to offset the growth
of conventional finance. This condition also occurs in the Special
Region of Yogyakarta (DIY) with the magnitude of Islamic banking
assets as of May 2019 at 9.5% of the total banking assets in DIY (Bank
Indonesia, 2019: 60). Although this has been the highest in the history
of the existence of Islamic banks in DIY and exceeded the national
level market share. This condition reflects the unpreparedness of the
community in the process of receiving the Islamic banking system
and Islamic banks have not proven themselves useful in practical,
effective, efficient, and beneficial.
Human attitude tends to lead to something practical, which
must be accepted easily. something is done easily and solve problems
with results that are considered successful by satisfying showing
that pragmatism has become the mindset of some humans. without
exception in banking institutions, each customer will have tried to
maximize the use-value in choosing a banking institution to save
funds, conduct credit or financing or services. therefore, it appears
that pragmatism also colors the economic behavior of customers
in choosing a bank. Departing from the above phenomenon,
the writer is interested to study it in an article about Economic
Pragmatism of Yogyakarta Muslim Community in Selecting Banking
Institutions. With the formulation of the problem which is why
Muslim customers in the city of Yogyakarta tend to be pragmatic
in choosing a banking institution? And what are the motives of
Yogyakarta’s Muslim customers in choosing banking institutions?
Literature Review
Economic Pragmatism
Pragmatism is etymologically derived from Greek, which is from the
word pragma which means action. Pragmatism means philosophy
or understanding of action (Keraf, 1987: 15). Everything is valued
as far as it can be done in action. The birth of pragmatism was
stimulated in part by Darwin’s theory of evolution. Darwin’s Theory
of Evolution shifts the focus from being to becoming and subverts
belief in the main doctrines of the origin of life. This shift in
attention to becoming has caused people to prioritize themselves to
talk about methods rather than to be preoccupied with issues about
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the nature of things. The question “How does something happen?”
becomes more important than the question “What is something?”
(Keraf, 1987: 19).
Pragmatism is better known as one of philosophical thinking
flow which is often associated as a “typical American” way of
thinking which was born around the 1870s which has three phases
in its growth, namely the initial phase – Charles S. Pierce (18391914), William James (1842-1909) and John Dewey (1859-1952)
(Syafi’i, 2012: 23). Pierce has taught that human knowledge is
true, not because it reflects or creates reality, but if it can prove its
benefits to the public. So the value of that knowledge depends on
its real application in society. As for Dewey, what is important is not
right or wrong of knowledge, but the extent to which humans can
solve problems that arise in life. The measurement of truth is public,
while human reason and thinking are only a means (Mudhofir,
1996: 75-76). According to Dewey, pragmatic means the rules of
reflective thinking which are the main focus and finally the result
(Russell, 2007: 240). Meanwhile, James teaches that the measure of
the truth of something is determined by its practical consequences.
Knowledge is never true, but can only “be true”. According to James,
the measurement of truth should primarily be sought in the degree
to which humans as individuals and psychics are satisfied. Absolute
truth does not exist, because reality and human are constantly
changing (Mudhofir, 1996: 75).
Pragmatic understanding is about developments that have
experienced a shift in meaning. There is a shift in enthusiasm from
the desire to “clear ideas with action” to the spirit “everything matters
as long as practical use is achieved”. The notion of Pragmatism
which is often associated with practical use occurs because of the
widely popular assumptions about pragmatism and the influence of
the thought of neo-pragmatic figures (Mullin, 2007: xii). Distinctive
characteristics of pragmatism that is the ability to be applied in
practice or work most effectively. This principle then determines
the truth of a statement, action, and judgment (Honderich, 2005:
709). Pragmatism in general opinion is often seen as a culture that
prefers to be practical, instant, dislike the process, or only solves
short-term problems. With a broad understanding of pragmatism, it
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is very dangerous for the community because of the narrow view
that values everything from use value (Trinarso et al., 2015: 6).
Rasyid & Ismail (2020) has analyzed the philosophical principles
of Islamic banking, whether to maintain the ideal concept in the
form of doctrine, or should it be changed with a more pragmatic
approach. In practice, the ideal concept has not been implemented
optimally. Sharia banks seem to have drifted along with a focus on
seeking profit by ignoring the underlying philosophies. This can
be seen from the various products offered dominated by Murabaha
products. Whereas theoretically, Islamic banks do not aim for profit
but have other responsibilities greater than that, namely how their
existence can contribute positively to the welfare and justice of
people’s lives.
Yasin (2017) has mentioned that the rise of economic
pragmatism in various countries has led to the acceleration of the
same pragmatism in Indonesia and has unexpected implications
for the dynamics of Islamic finance in Indonesia. In Indonesia, the
pragmatic perspective is what has been seen as correct and useful
or functioning. this not only affects individual personal but also
institutional-collegial. As a financial intermediary institution engaged
in the social-oriented and profit- oriented sector, Islamic banking in
Indonesia is not sterile from a pragmatic perspective.
Witjaksono (2016) has stated that humans are homo economicus
or economic man. it means that individuals are independent,
autonomous, and rational, who pursue maximum satisfaction with
minimum costs. For this reason, humans as consumers always
assume to maximize the utility or benefit (utility maximization
assumption) of each consumption. In other words measuring the
merits of something seen from the aspect of the greatest benefit or
usefulness for someone.
Motive Theory
The word “motive” is interpreted as an effort to encourage someone
to do something. The motive can be said as a driving force from
within and within the subject to carry out certain activities to achieve
a goal (Sardiman, 2018: 73). Thus, motive is all force that drives
someone to do something or act.

206

INFERENSI, Jurnal Penelitian Sosial Keagamaan

Economic Pragmatism of Yogyakarta Muslim Community in...

In psychology, motives are power while motivation is a process,
motives are needs while motivation is a desire. Both are different
but influence each other. According to Alex Sobur, motivation means
arousing motives, arousing movement, or moving a person/self to
do something to achieve satisfaction or goal (Sobur, 2003: 268).
Numerous studies have shown that consumer purchasing decisions
are the result of encouraging needs or motivation. Among them are
Hou (2013) and (Darley, Blankson, & Luethge, 2010) who have stated
that motivation takes many forms, and has also been proven to
influence consumer purchasing decisions how they choose how to
meet their needs. Motivation is born because of a motive.
Adopting the opinion of Alfred Schutz to understand the
motives and meaning of individual actions, it is important to note not
only the motive of the goal in order to motive but also the motive of
the reason (because of motives) that underlie it before reaching the
goal motive. The goal motives are future-oriented and are described
as; intentions, goals, hopes, interests, and so on, while the motives
of reason are oriented to the past (Farid, 2018: 120). In his book
entitled The Phenomenology of Social World, it turns out that Schutz
distinguishes between actions and behavior. For him, the action is
an execution of a projected act (a projected act). While behavior
is considered as an activity where the ego does not reflect, which
must be distinguished from the action (Supraja, 2012: 88). So the
meaning of action is always associated with a projected action.
The actions of Muslim customers in selecting banking
institutions are subjective actions based on certain motives. Motives
arise because of needs. Needs can be seen as lacking something and
this demands immediate fulfillment, to get balance. In economics,
this deficiency or scarcity is known as scarcity which has two
meanings, namely: first, it is limited in the sense that it is not enough
compared to the many human needs. Second, it is limited in the
sense that humans must make sacrifices to get it. The point is that
a person must have unlimited needs or desires while the need for
resources is limited, causing each person to have to choose between
the options to achieve maximum satisfaction. This shortage situation
in this paper is one of the motive reasons (because motive) for
customers to use the services of banking institutions.
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Daniar (2012) has explained the decision to choose a bank
is influenced by many factors, not only in pragmatic tendencies
but can also be influenced by families, reference groups, and the
quality of the products offered. The results of his research have
stated that the motives of Muslim customers to choose conventional
bank products are intended to support their goal of obtaining
material needs (vehicles, houses) and ease of transactions with
third parties, for various reasons. Some informants have been forced
to choose conventional banks to meet their needs that only exist
in conventional banks, but the compulsion has been based on the
perception of conventional bank values that are subjective, namely
the perception of bank interest is the same as usury, in other words
when the perception of value changes, then “compulsion” will also
experience changes.
Rivai et al. (2007) have stated that although various noneconomic factors are very influential on people’s interactions with the
banking world, in the decision to choose banking services, rational
choice is still crucial. In his research, it has also been mentioned
how important it is to prioritize the quality of service and other
benefits offered rather than just by making an emotional approach.
Decision-Making Factors
The decision is a process of problem-solving approach that
consists of the introduction of problems, finding information, some
alternative assessments, making buying decisions, and behavior
after buying through which consumers pass (Kotler & Keller, 2009:
234). In general, the process of making economic decisions of every
consumer is through the process of thinking, acting, and acting
rationally. a decision based on his theory is an analytic approach to
choose the best alternative or the best way to act.
A customer’s decision is part of one of the important elements
of customer behavior, in addition to physical activities that involve
customers in assessing, obtaining, and using economic goods
and services. The problem-solving perspective covers all types of
behaviors that fulfill needs and a broad range of factors that motivate
and influence customer decisions (Sufitrayati & Nailufar, 2018: 6).
Before determining the choice of the bank to be used, generally, the
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customer will evaluate to make a selection of products or services
offered by banks, both conventional banks, and Islamic banks. The
evaluation and selection used will produce a decision.
The research related to factors that influence decisions in
choosing a banking system was conducted by Mariyono (2013)
which explains that age, gender, and religion encourage customers to
choose Islamic banks as a place to save. On the other hand, the level
of income, employment, and education level encourage customers
to prefer conventional banks. Furthermore, in the research of Sari
et al. (2015), it is shown that the factors that influence people to
become customers of Islamic banks are influenced by psychological,
personal, socio-economic, and cultural factors.
Islamic Banking: Reality and Hope
Fasa (2013) has mentioned that there are at least several things that
have caused the Islamic banks to slow down in increasing market
share. First, the rationality of Muslims in economics, in which the
pursuit of materials benefits does not take into account the halal
issue of the prohibition of bank interest which according to the
MUI fatwa decision is equated with usury. Secondly, people’s
understanding of Islamic banks is still very low. Third, there is no
unanimous support from religious institutions such as Nahdlatul
Ulama and Muhammadiyah regarding the prohibition of interest as
usury. Fourth, Islamic banks in Indonesia, face challenges where
banks operate in a mixed economic system that is less supported by
regulations because supervision is still integrated with conventional
banks. So that the Islamic banking development strategy is needed
in the face of conventional banking competition.
Understanding and socialization of the public about Islamic
banking products and systems in Indonesia are still very limited.
Even though the majority of Indonesia’s population are Muslims,
the development of sharia products is still slow. Efforts to develop
Islamic banks are not enough to only be based on legal aspects and
regulations, but also must be oriented to the market or the community
as users of services (consumers) of banking institutions. Customer
behavior towards banking products can be influenced by people’s
attitudes and perceptions of the characteristics of the banking sector
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itself. The structure and perception of the community towards
Islamic banks largely determine the behavior of the community.
Nevita & Arifin (2015) have stated that religious factors
or perceptions that are only based on religious reasons do not
necessarily affect people’s behavior towards decisions in using a type
of banking service. This also agrees with the research conducted by
Dawami (2020), Butt et al. (2018), Lajuni et al. (2017), Bodibe et
al. (2016), Ali et al. (2015), Pepinsky (2010) and Adawiyah (2010)
stated that religion is not the main factor to attract consumers using
Islamic banks, but there are other important factors in marketing
Islamic banking. And the interesting thing is consumers have done
something they liked rather than did something because of the need
for obligations.
The hesitation of the Muslim community to believe in Islamic
banks caused them to choose the attitude of “ambiguity” (agreed
with the MUI fatwa No.1 of 2004 concerning Interest (Interest/
Fa’idah) but in practice, they still use conventional bank accounts).
Evidenced by the results of research Mochlasin (2017) which has
mentioned that the variable knowledge of the fatwa forbidden bank
interest did not have a significant positive effect on the desire to use
Islamic banks.
Besides, the results of research by Cahyani et al. (2013)
showed that the bank interest perception factor on saving interest
in BNI Syariah Bank in Semarang was only around 13.2% and
86.8% explained by other factors. This has become a common
understanding for the Muslim community that the prohibition of the
fatwa on bank interest does not apply binding on every Muslim and
is merely a recommendation not as a necessity. Furthermore, it has
been mentioned in the research of Aisyah (2018) and Iswana (2016)
that customers are still not quite satisfied with Islamic banking
services and still doubts the professionalism of Islamic banking.
Thus, theoretically Islamic banking has provided benefits to the
community. But in reality, many Sharia Bank products are unable to
accommodate the needs of the community and the service process
is more complicated and appears to be difficult for customers.
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Methods
This research was a type of qualitative research. This research
used descriptive-qualitative paradigm method because it was
to understand the phenomenon as a whole. While the approach
used in this research was the phenomenology approach. With this
phenomenological approach, the researcher sought to understand
and uncover phenomena that emerge. The data collected can be
either primary data or secondary data. The primary data in this
study were the results of interviews with 9 (nine) customers of the
city of Yogyakarta who have a) conventional bank accounts, b)
conventional bank accounts & Islamic bank accounts, with their
religious background being Islam. While secondary data in this study
were obtained from literature, journals, documents, or other data
related to research. Data collection techniques in this study were:
(1) interviews; (2) observation; and (3) documentation.
Data processing was done qualitatively by relying on analysis
and interpretation to then be described using certain perspectives
or theoretical frameworks. Assuming “the economic pragmatism of
Muslim customers in the decision to choose a bank” as an initial
hypothesis, the intended data processing will be carried out with
economic pragmatic as a theoretical framework approach.
Results and Discussion
Pragmatic Economics of Muslim Clients
The results of the interview stated that there are still many people in
Yogyakarta who become conventional bank customers even though
some of them also have Islamic bank accounts. For customers who
have two accounts (conventional banks and Islamic banks), it turns
out that at the practical level they more often use conventional
bank accounts in their financial transactions due to several things.
First, the ability of conventional banks to work more effectively in
accommodating community needs. It is emphasized by SS and RN
statements that the products offered are more varied so that they
can meet customer needs. Besides, the presence of conventional
banks which predate Islamic banks has made the reputation of
conventional banks better and their capital conditions stronger.
Second, IT in conventional banks is better than Islamic banks.
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This is supported by the CS argument that access to conventional
bank ATMs (automatic teller machines) is easier to find and the
internet network is more stable. Third, the application of quality
service (service excellence) at conventional banks, namely fast and
hassle-free service, especially in terms of credit. It is strengthened by
EF’s opinion that the process of applying for loans from conventional
banks is easier than Islamic banks, especially in terms of efficiency
in submitting and disbursing funds.
Fourth, the level of profit offered by conventional banks is
higher than Islamic banks. As explained by TH that the extent to
which banks can offer a lower rate of return for loans and a higher
rate of return for deposits, that is what tends to influence customers
in choosing a bank. This can happen because customers think
more rationally and emotionally in economics, where the pursuit of
material gain does not really consider the halal issue of the haram
of bank interest. It is strengthened by the ED’s recognition which
states that some Islamic banks not only determine a predetermined
ratio, but the value can even be higher than the conventional loan
interest. This happened after various fees and additional fees. So
that according to him, applying for credit at a conventional bank is
more profitable for customers.
Based on the above statement, it is clear that these four things
are a distinctive characteristic of pragmatism that is the ability to
be applied in practice or work most effectively. This principle
then determines the truth of a statement, action, and judgment
(Honderich, 2005: 709). Facts on the ground show that only
borrowing customers (debtor customers) tend to be pragmatic in
choosing a bank. They prioritize practicality in terms of usefulness
or benefit. This pattern of pragmatism arose when conventional
banks were able to provide speedy service for disbursing funds so
that customers can immediately use it to fulfill their needs. This can
be a reference for improvements in Islamic banking to be more
practical and beneficial to the community. Especially in the case of
loans.
Furthermore, the observations of researcher that the majority
of the people of Yogyakarta are familiar with the existence of Islamic
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banks. Interestingly, most of them already know the principles of
Islamic banking. However, this does not make them choose or use
Islamic banks. Thus, the Muslim community’s lack of interest in
Islamic banking is not due to limited information but rather a lack
of attention to this information which is interpreted as a cognitive
limitation. The cognitive ability in question is attention and
understanding of the knowledge of religion, especially in Islamic
transactions. This can be seen from the behavior of the community
in the decision to use banking services that religious reasons do not
necessarily influence their choice. They are more oriented towards
results and goal achievement. As long as conventional banks are
able to provide solutions to their needs, then for them, it is not a
problem.
Thus, the greater the use-value and benefits, the greater the
degree of validity. Likewise, the decision of Yogyakarta Muslim
customers who tend to be pragmatic in selecting a bank, is which
bank they consider appropriate and feasible, measured by price,
convenience, profit, and reliability of the products they get. This
has been motivated by the character of the people who are more
accommodating and their philosophy of life is flexible (tolerance)
so that even in the economy also tolerance. This pragmatic attitude
is influenced by internal factors (lack of literacy on the background
of lack of attention to information that is interpreted as limited
cognition) and external factors (reputation, credibility, and services
of Conventional Banks). A simple pragmatic measure which
according to them is rational is seen in terms of profit, usefulness,
and practicability.
Customer Motives in Selecting a Bank
Based on the results of interviews, they become bank customers
who are driven by motives to meet their needs, including the need
to save and borrow money. This is consistent with HR’s statement
that the motive for the need to save money in a bank is due to be
on guard in transactions and investments. Therefore, to meet these
motives, the bank offers the appropriate product namely; Savings
that can be designated to meet the needs of the guard, Giro to
meet the needs of transactions and deposits (time savings) to meet
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the needs of investment. Among the three savings products, the
majority of them have savings products that are used to facilitate
transactions with third parties such as payment of salaries, payment
for purchases of goods, and precautionary needs (KR). Meanwhile,
loan products that are widely used are in the form of consumer
loans, especially Motorized Vehicle Loans (KKB) and Home
Ownership Loans (KPR) although some apply for productive loans,
namely for business development.
Based on the observations of researchers, for customers who
have two bank accounts (Islamic banks and conventional banks),
conventional banks are considered as surrogate or temporary goals
because the main objectives are difficult to obtain. Indeed, they
want products that come from Islamic banks, but for reasons of
dependence with third parties or Islamic bank, products are still not
following their needs. the customer finally chooses a conventional
bank as a substitute destination (MZ and RH). This inconsistency can
also be due to economic and service motives being stronger than
religious motives. This has become an evaluation for Islamic banks
to be more practical and useful for the community with innovative
product development and services that are competitive and based
on community needs. The development of Islamic financial products
should not just imitate conventional financial products. Islamic
financial institutions must create unique products and services
that can meet the real needs of the community. This is because
most Muslim communities in Indonesia prioritize aspects of service
and convenience compared to the aspects of sharia. And what’s
interesting is that they do something they like, not do something
out of necessity.
The reality of customer choice has led to two concepts namely
because of motive (motive of reason) and in order to motive (motive
of purpose) in its actions. Thus, it can be concluded that the main
problem explained by Schutz stated that the motive is a context
of meaning that connects motivation with what is motivated. The
motive of a person to be a banking customer to fulfill their needs
both consumptive or productive. In nature is what is called an in
order to motive because it is oriented towards the future such as
owning a vehicle, home, or business development. The reasons
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for economic pragmatism as mentioned earlier such as ease of
getting services, ease of location, or because they already have an
account at a conventional bank related to salary payments, can be
categorized as motive reasons (because of motive) because this is
the customer’s starting point for selecting a particular bank to get
the next destination. This motive is the reason that serves as a force
or impetus that causes a person to act (become a conventional bank
customer) to meet the needs for achieving a balance which is also
called the goal motive (in order to motive).
Conclusion
Based on the results of interviews and observations, bank muslim
customers in Yogyakarta tend to be pragmatic in selecting a bank,
meaning which bank they consider appropriate and feasible, is
measured based on price, convenience, profit, and reliability of the
products they get. Their pragmatic attitude is also motivated by their
accommodative characters and tolerance philosophy when it comes to
economic activities. This attitude is influenced by internal factors (lack
of literacy due to lack of attention on information that is interpreted as
cognitive limitation) and external factors (reputation, credibility, and
services of Conventional Banks).
Adopting the theory of Alfred Schutz’s motives, there are two
motives of bank Muslim customers in Yogyakarta selecting the bank,
first because motives (reason motives) it is their inconsistency in
choosing the dominant which is pragmatic. This inconsistency is caused
by economic and service motives that are firmer than religious motives.
Second, in order to motive (goal motive), it is the motives of Yogyakarta
bank Muslim customers that are the fulfillment of their needs.
From this research, it is suggested the need for rethinking the
concept of Sharia Bank system, in terms of improving Human Resources
and designing full-fledged standards in the application of sharia products
and their provisions, to avoid deviant potential from what have been
set and implemented sharia. As it is expected to create a competitive
and efficient Sharia Bank system (able to compete globally) and to
be beneficial for the people (to satisfy the public’s necessity of sharia
banking services that are kaffah in Indonesia as well as to increase the
proportion of profit-sharing financing).
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