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 Purpose: This study aims to analyze the influence of brand awareness, brand 

image, and brand trust on customers’ decisions to use Sharia pawnbroking 

products at PT Pegadaian Syariah Ujungbulu.  

Research Method: This study employs a quantitative approach using a 

survey method involving 102 customers selected through random sampling. 

Data analysis was conducted using validity and reliability tests, classical 

assumption tests, multiple linear regression, t-tests, F-tests, and the 

coefficient of determination.  

Results and Discussion: The study indicates that brand awareness and 

brand image do not significantly affect customer decisions, whereas brand 

trust has a positive and significant effect. These findings suggest that the 

decision to use sharia-compliant pawnshop products is influenced more by 

trust in sharia compliance, contract transparency, and transaction security 

than by brand awareness or brand image. 

Implications: This study underscores the importance of building customer 

trust through consistent adherence to Sharia principles and improving 

service quality. 

Originality: This study highlights brand trust as the primary determinant of 

customer decisions regarding sharia pawnbroking services. 

 
Keywords: brand awareness; brand image; brand trust; customer decisions; sharia 

pawnbroking. 
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1. Introduction 

 

The Islamic financial services industry in Indonesia has experienced significant growth in recent years. 

The presence of Islamic financial institutions offers an alternative for those seeking financial services 

that comply with Islamic Sharia principles. One such rapidly growing institution is PT Pegadaian, through 

its Pegadaian Syariah unit, which provides a variety of Sharia-based financing services to the public. The 

Sharia Pawn (rahn) product is one of the flagship offerings, providing a quick financing solution through 

transaction mechanisms that adhere to Sharia principles. In practice, the Rahn product integrates the 

Rahn, Qardh, and Ijarah contracts, ensuring transactions remain within Sharia guidelines and avoid usury 

(riba). The existence of the rahn product serves not only as a financing instrument but also as an 

embodiment of the maqasid al-shariah values, which emphasize public interest, justice, transparency, 

and the protection of the public’s interests in economic activities. Nevertheless, Sharia financial 

institutions still face challenges in building public trust and loyalty amid competition from conventional 
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financial institutions and fintech companies, as well as shifts in consumer behavior. In the context of 

intangible Islamic financial services, consumer decisions are more heavily influenced by perceptions of 

an institution’s reputation, integrity, and Shariah compliance than by evaluations of physical products 

alone. 

In the context of Islamic financial institutions, brand strength serves not only as a marketing 

identity but also as an indicator of Shariah compliance, institutional credibility, and customer trust in 

the contracts used. Therefore, branding in Islamic financial institutions has more complex religious and 

ethical dimensions than in conventional financial institutions. Brand awareness, brand image, and brand 

trust are variables frequently used in consumer behavior research because they are directly related to 

consumers’ perceptions of a company or product. However, in the context of Islamic finance, these three 

variables have broader dimensions. Brand awareness relates to public awareness of Islamic financing 

services; brand image relates to the company’s reputation for Sharia compliance; and brand trust relates 

to the belief that products are operated with integrity, honesty, and transparency, and in accordance 

with Islamic Sharia principles. In practice, customers’ decisions to use Islamic pawnshop products are 

not based solely on economic considerations. However, they are also influenced by factors such as 

religiosity, perceptions of the services' halal status, trust in contractual agreements, and confidence in 

the company’s commitment to Sharia principles. Therefore, brand trust is a critical aspect in shaping 

decisions regarding the use of Islamic financial products. 

Previous studies have shown that brand awareness, brand image, and brand trust influence 

consumer decisions regarding Islamic financial institutions. Fajri (2022) found that brand image 

significantly influences customer decisions at PT Gadai Syariah, serving as the dominant variable. 

Andespa et al. (2023) demonstrated that brand image, brand awareness, and trust influence customer 

loyalty toward Sharia banking. Additionally, Lombok & Samadi (2022) found that brand image and 

brand trust significantly influence purchasing decisions. Other studies also indicate that branding is 

closely related to the development of customer trust in Sharia financial institutions. Cahyadi & Respati 

(2024) found that brand reputation, brand awareness, and brand image influence customer trust, which 

in turn affects customer loyalty. Meanwhile, Siahaan et al. (2023) demonstrated that brand image 

influences savings decisions at Islamic banks. These findings indicate that branding aspects play a 

strategic role in shaping customer perceptions and behavior within the Islamic finance sector. However, 

Sarwoto & Damanik (2022) found that brand awareness does not significantly influence financing 

decisions among SME customers of Islamic banks. These differing research results indicate that the 

influence of branding variables on customer decisions remains inconsistent and contextual, particularly 

within Islamic financial institutions with distinct service characteristics. Although various previous studies 

have discussed the influence of brand awareness, brand image, and brand trust on consumer behavior 

in Islamic financial institutions, most research still focuses on the Islamic banking sector, Islamic 

investment, and general financing. Research specifically examining Rahn products at Islamic pawnshops 

remains relatively limited. Furthermore, most prior studies still frame branding variables within a 

conventional marketing perspective and have not integrated distinctive Islamic finance dimensions such 

as Sharia compliance, trustworthiness, perceptions of halal status, and confidence in the rahn contract. 

The limitations of previous research highlight the need for more context-specific studies of 

customer behavior in Islamic pawnbroking services. In the context of Islamic pawnshops, customer 

decisions are influenced not only by rational-economic factors but also by religious values, perceptions 

of Sharia compliance, and the level of trust in the implementation of the contracts used. Therefore, 

testing the relationships among brand awareness, brand image, and brand trust and their effects on 
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customers' decisions regarding Rahn products is crucial for expanding our understanding of consumer 

behavior in Islamic financial institutions. 

PT Pegadaian Syariah Ujungbulu was selected as the research location because it has a 

heterogeneous customer base and is situated in a region where the use of Islamic financial services is 

continuously growing. Additionally, this branch faces increasing competitive pressure from conventional 

financial institutions and fintech services, making the strengthening of branding a critical factor in 

influencing customers’ decisions to use Islamic pawnbroking services. This study aims to analyze the 

influence of brand awareness, brand image, and brand trust on customer decisions to use Sharia Pawn 

products at PT Pegadaian Syariah Ujungbulu. This study offers novelty by integrating branding 

perspectives and Sharia values within the context of rahn products at Sharia pawn institutions. This area 

has been relatively under-researched in previous studies. Furthermore, this study expands the 

examination of consumer behavior within Sharia financial institutions by positioning brand trust as a 

representation of confidence in Sharia compliance, trustworthiness, and the implementation of 

contracts in Sharia pawnbroking services. This study is expected to make a theoretical contribution to 

the development of the Sharia marketing literature and to consumer behavior within Sharia financial 

institutions. In practice, the results of this study are expected to serve as input for the management of 

Sharia Pawnshops in formulating strategies to strengthen their brands and enhance customer trust in 

Sharia-based financing services. 

This article is organized into several sections. The first section explains the introduction and 

background of the research. The second section discusses the literature review and hypothesis 

development. The third section explains the research methods used. The fourth section presents the 

research results and discussion, while the final section contains conclusions, implications, and 

suggestions for further research. 

 

2. Literature Review and Hypothesis Development 

2.1 Brand Awareness 

Kotler & Keller (2016) explain that brand awareness is consumers' ability to recognize and recall a brand 

within a specific product category. Awareness is the initial stage in the consumer decision-making 

process because consumers are unlikely to choose a product they are not familiar with. In the context 

of this study, brand awareness is defined as the level of customer awareness of Pegadaian Syariah as a 

sharia-based financing institution. Furthermore, brand awareness serves as an initial factor influencing 

purchase decisions, as higher brand recognition tends to increase the likelihood that consumers 

consider a product during the decision-making process (Waworuntu et al., 2023). From a marketing 

perspective, brand awareness is a crucial component of brand equity as it indicates the extent to which 

a brand is embedded in consumers’ memories (Aaker, 1991). High brand awareness enables consumers 

to more easily recognize, recall, and consider a product or service when faced with various alternative 

options. Arianty & Andira (2021) explain that brand awareness comprises two primary dimensions: 

brand recognition and brand recall. Brand recognition refers to consumers’ ability to identify a brand 

by a symbol, logo, or specific attribute, while brand recall is their ability to recall a brand without external 

cues. 

In the financial services industry, brand awareness is particularly critical because the intangible 

nature of services prevents consumers from directly evaluating service quality before use. This situation 
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leads consumers to rely more on brand familiarity to form perceptions and reduce uncertainty about 

the financial services they intend to use (Schiffman & Wisenblit, 2019). A high level of awareness can 

also enhance consumers’ sense of security and confidence in a company’s credibility, as widely 

recognized brands are generally perceived to have better reputations than lesser-known ones. In the 

context of Islamic financial institutions, brand awareness is not only about recognizing a company’s 

brand but also about the public’s awareness of financial services that align with Islamic Sharia principles. 

Sulistyowati et al. (2025) explain that Muslim consumers tend to consider aspects of religiosity, Sharia 

compliance, and perceptions of halal status when selecting financial products and services. Therefore, 

brand awareness in Islamic financial institutions is more complex than in conventional financial 

institutions because it reflects not only commercial aspects but also the company’s religious identity. 

 

2.2 Brand Image 

Brand image refers to consumers’ perceptions of a company or product, which are shaped by 

experience, information, and marketing communications. According to Chandra (2023), a positive brand 

image can enhance consumer confidence in a company’s quality and reputation. In this study, brand 

image refers to the perception of Pegadaian Syariah as professional, trustworthy, and compliant with 

Sharia principles. A brand image built through integrated marketing communications plays a crucial role 

in reinforcing consumers’ positive perceptions of a brand’s credibility and quality (Akbar & Sutisna, 

2023). In marketing theory, brand image is understood as a set of associations that emerge in 

consumers’ memories when a brand is mentioned (Keller, 2013). These associations may include 

perceptions regarding service quality, corporate reputation, brand symbols, emotional value, or 

consumer experiences with a product or service. A strong brand image can create competitive 

differentiation because consumers tend to choose brands with a positive image that instills trust and 

provides comfort when using the product or service. 

In the financial services industry, brand image plays a vital role because financial services are 

intangible products with relatively high risk levels. Consumers generally find it difficult to evaluate 

service quality before making a transaction, so perceptions of a company’s image serve as a crucial 

foundation for building confidence and making decisions about using financial services (Bernarto et al., 

2022). A positive corporate image can enhance perceptions of professionalism, security, credibility, and 

service quality among consumers. Conversely, a negative image can erode public trust in the financial 

institution. In the context of Islamic financial institutions, brand image is not only related to the 

company’s business reputation but also to perceptions of Sharia compliance, trustworthiness, 

transparency, and the implementation of Islamic values in its operations. Wilson & Liu (2011) explain 

that Muslim consumers are highly sensitive to the Sharia compliance of a product or service because 

their consumption decisions are influenced not only by rational-economic factors but also by religious 

and moral considerations. Therefore, the brand image of Islamic financial institutions possesses ethical 

and spiritual dimensions that distinguish them from conventional financial institutions. 

In the context of Pegadaian Syariah, brand image can be reflected in the public’s perception of 

service professionalism, contract clarity, cost transparency, transaction security, and the company’s 

commitment to upholding Sharia principles (Yusnitha & Muslih, 2025). A good corporate image can 

enhance customers’ sense of comfort and confidence that their transactions do not involve usury (riba), 

uncertainty (gharar), or practices contrary to Islamic law. Thus, brand image is a key factor in fostering 
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positive perceptions and strengthening the relationship between customers and Islamic financial 

institutions. 

 

2.3 Brand Trust 

Morgan & Hunt (1994) explain that trust is the cornerstone of building long-term relationships between 

companies and consumers. In the context of this study, brand trust refers to customers’ belief that 

Pegadaian Syariah operates its sharia pawnbroking products in accordance with sharia principles and is 

free from usury. In relationship marketing theory, trust is viewed as a key element in building stable and 

sustainable relationships between companies and consumers (Morgan & Hunt, 1994). Trust arises when 

consumers believe that a company is capable of providing services consistently, honestly, safely, and 

responsibly. High levels of trust can reduce perceived risk, enhance a sense of security, and strengthen 

consumer commitment to using a product or service (Shofa & Komariyatin, 2026). In the financial 

services industry, trust is a critically important factor because financial transactions involve relatively 

high levels of risk, confidentiality, and uncertainty. 

From a brand management perspective, brand trust refers to consumers’ belief in a brand’s 

ability to fulfill its promises, maintain service quality, and deliver benefits that align with consumer 

expectations (Yusuf et al., 2024). Consumers with high levels of trust in a brand tend to exhibit stronger 

loyalty and commitment than those who focus solely on price or promotions. Therefore, brand trust is 

a key component in building long-term relationships between companies and customers. In Islamic 

financial institutions, the concept of trust has a broader scope than in conventional financial institutions, 

encompassing not only service quality and corporate credibility but also Sharia compliance, 

trustworthiness, transparency, and the integration of Islamic values into corporate operations. Luayyin 

et al. (2024) explain that Muslim consumers tend to consider aspects of religiosity and Sharia compliance 

when making choices regarding financial products. Thus, brand trust in Islamic financial institutions is 

based on the belief that the company conducts contracts and transactions in a halal manner, free from 

riba, and in accordance with Islamic Sharia principles. In the context of Sharia pawnbroking services, 

brand trust is also linked to customers’ confidence in the clarity of the rahn contract, the security of 

collateral, cost transparency, and the company’s commitment to conducting transactions fairly and with 

integrity. Trust in contract implementation is critical, as most customers choose Sharia financial services 

to avoid usury and achieve spiritual peace of mind in their transactions. Therefore, a high level of trust 

in Pegadaian Syariah can strengthen customers’ confidence in using Sharia pawnbroking services as an 

alternative financing option that aligns with Islamic values. 

 

2.4 Customer Decision 

A customer’s decision is the selection process undertaken by a consumer when using a product or 

service after considering the various available alternatives (Anggraeni et al., 2022). In the context of 

Islamic financial services, the decision to use a product is influenced not only by economic factors but 

also by confidence in the product’s compliance with Sharia principles. In consumer behavior theory, the 

purchase decision is a process that involves recognizing needs, searching for information, evaluating 

alternatives, making the purchase, and post-purchase evaluation (Dewi et al., 2022). Various factors, 

such as perceptions, experiences, motivations, culture, and consumer trust in a particular product or 

service, influence this process. In the financial services sector, consumer decisions tend to be more 
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complex because consumers must consider factors such as security, credibility, risk, and service quality 

before using a specific financial product. 

At Sharia financial institutions, customer decisions are based not only on rational and economic 

considerations but also on religiosity and confidence in the Sharia compliance of the products used. 

Asprilia & El Hami (2021) explain that cultural values and individual beliefs can influence consumer 

behavior. For Muslim consumers, decisions about using Islamic financial services are often influenced 

by perceptions of halal status, Sharia compliance, and the belief that transactions are free from riba, 

gharar, and maisir. Regarding Sharia pawnbroking (rahn) products, customers’ decisions are also 

influenced by their perceptions of collateral security, cost transparency, procedural ease, and the clarity 

of the contract used in the transaction. Consumers tend to choose Sharia pawnbroking services if the 

company is perceived as capable of providing safe, professional, and Islam-compliant services (Ulwiyah 

et al., 2019). Therefore, the decision to use Rahn products is influenced not only by the economic 

benefits obtained but also by the customer’s level of trust and spiritual conviction in the Islamic financial 

institution. 

From an Islamic consumer behavior perspective, customers’ decisions regarding Islamic 

financial institutions reflect the integration of economic motivations and religious values into 

consumption activities. Sari et al. (2025) explain that Muslim consumers tend to choose products that 

not only provide functional benefits but also offer moral and spiritual peace of mind. Thus, customers’ 

decisions to use Pegadaian Syariah can be understood as the result of a comprehensive evaluation of 

the benefits, security, reputation, and Sharia compliance of its services. 

 

2.5 Conceptual Framework 

This study aims to analyze the influence of brand awareness, brand image, and brand trust on customers’ 

decisions to use Sharia Pawn products at PT Pegadaian Syariah Ujungbulu. This study includes three 

independent variables—brand awareness (X1), brand image (X2), and brand trust (X3)—and one 

dependent variable—customer decision (Y). The conceptual framework of this study is based on 

consumer behavior theory, brand equity theory, and relationship marketing theory, which explain how 

consumers’ perceptions of a brand influence their decisions to use products or services. In the context 

of Islamic financial services, customer decisions are influenced not only by economic factors and 

functional benefits but also by perceptions regarding Sharia compliance, trustworthiness, transparency, 

and confidence in the contracts used in Islamic financial transactions. 

Brand awareness refers to the level of customer awareness of Pegadaian Syariah as a Sharia-

based financing institution. The higher the public’s awareness of Pegadaian Syariah, the greater the 

likelihood that the public will use Sharia pawnbroking products. High brand awareness enables 

consumers to more easily recognize Sharia financing services and understand the characteristics of the 

rahn product as a financing alternative consistent with Islamic principles. 

Brand image relates to customers’ perceptions of Pegadaian Syariah’s reputation. A positive 

image is expected to enhance customers’ confidence in the quality of services and the company’s 

credibility, thereby influencing their decision to use the products. In the context of Islamic financial 

institutions, brand image not only reflects the company’s reputation but also demonstrates its 

adherence to Sharia principles, professionalism in service, transparency in transactions, and the 

integration of Islamic values into its operations. Meanwhile, brand trust reflects the level of customer 

confidence in Pegadaian Syariah, particularly in the implementation of Sharia principles in Sharia pawn 
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transactions. Customer trust is a critical factor in the financial services sector because the products 

offered are intangible, prompting consumers to prioritize confidence and security when conducting 

transactions. In Sharia pawnbroking services, trust is also linked to the belief that the rahn contract is 

executed fairly, faithfully, free of usury, and in accordance with Islamic Sharia principles, thereby 

providing customers with a sense of financial and spiritual security. 

The relationships among the variables in this study indicate that brand awareness, brand image, 

and brand trust are hypothesized to influence customers’ decisions to use sharia pawn products, both 

partially and simultaneously. The more positive customers’ perceptions of a sharia financial institution’s 

awareness, image, and trust, the higher the likelihood that customers will use the company's sharia 

pawn products. 

 

2.6 Research Hypothesis 

The development of hypotheses in this study is based on consumer behavior theory and the concept of 

brand equity, which holds that consumers’ perceptions of a brand can influence their decisions about 

using products or services. In the context of Islamic financial institutions, customers’ decisions are 

influenced not only by economic benefits but also by their trust in Sharia compliance, corporate image, 

and confidence in the implementation of contracts used in Islamic financial transactions. Therefore, 

brand awareness, brand image, and brand trust are factors influencing customers’ decisions to use 

Islamic pawnbroking products. High brand awareness enables the public better to recognize the 

existence and characteristics of Islamic pawnbroking products, thereby increasing the likelihood of using 

such services. Additionally, a positive brand image can shape perceptions of the company’s 

professionalism, credibility, and Sharia compliance in the eyes of customers. Meanwhile, brand trust is 

a critical factor because the decision to use Islamic financial services is closely tied to customers’ 

confidence in transaction security, service transparency, and the alignment of contracts with Islamic 

principles. 

A hypothesis is a tentative answer to the research problem that still requires empirical testing 

to be validated. Based on the conceptual framework of this study, the hypotheses proposed in this 

research are as follows: 

H1: Brand awareness is believed to influence customers' decisions to use Sharia pawnshop products. 

H2: Brand image is believed to influence customers' decisions to use Sharia pawnshop products. 

H3: Brand trust is believed to influence customers' decisions to use Sharia pawnshop products. 

H4: Brand awareness, brand image, and brand trust are believed to influence customers’ decisions to use 

Sharia pawnshop products simultaneously. 

 

3. Research Method 
 

This study employs a quantitative survey approach to analyze the influence of brand awareness, brand 

image, and brand trust on customers’ decisions to use sharia pawn products. The research design is 

explanatory, as it aims to examine causal relationships among variables through statistical testing. The 

study was conducted at PT Pegadaian Syariah Ujungbulu, which was selected because it has a relatively 

large number of active customers for its rahn products and is representative of the behavior of Islamic 

pawnshop customers at the branch level. The study population consists of all customers of Islamic 

pawnshop products at PT Pegadaian Syariah Ujungbulu. The sampling technique used was non-
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probability sampling with an accidental sampling approach, meaning respondents encountered directly 

who met the research criteria could be included in the sample. Respondent criteria included active 

customers who had previously used sharia pawnbroking services and were willing to complete the 

questionnaire in full. The sample comprised 102 respondents. 

Data collection was conducted by distributing a questionnaire with a five-point Likert scale, 

ranging from strongly disagree to agree strongly. The research instrument was developed using 

indicators adapted from previous studies on brand awareness, brand image, brand trust, and customer 

decisions regarding Islamic financial institutions. The questionnaire was distributed online via Google 

Forms to facilitate data distribution and collection. Additionally, the study used observation and 

documentation to gather supporting data on the company’s profile and Islamic pawnshop service 

activities. 

The research data was analyzed using the R Studio application. The analysis stages included 

validity testing, reliability testing, classical assumption testing, multiple linear regression analysis, partial 

tests (t-tests), simultaneous tests (F-tests), and the coefficient of determination (R²). Residual normality 

was evaluated not only through the Shapiro-Wilk test but also supported by histogram interpretation 

and the Normal Q-Q Plot to ensure the suitability of the regression model. Multicollinearity was tested 

using the Variance Inflation Factor (VIF) and tolerance values to detect potential relationships among 

independent variables. 

Variable operationalization aims to provide clear definitions of research variables, thereby 

facilitating data measurement and analysis. The variables in this study consist of independent 

variables—brand awareness, brand image, and brand trust—and a dependent variable—customer 

decision. Brand awareness is defined as the level of customers’ awareness of Pegadaian Syariah's 

existence as a sharia-based financing institution. This variable is measured through indicators of 

respondents’ ability to recognize the brand, recall products, and understand the sharia-compliant 

services offered by Pegadaian Syariah. The brand awareness measurement indicators are adapted from 

the brand equity concepts of Aaker (2018) and Keller (2013), which include brand recognition, brand 

recall, and top-of-mind awareness. Brand image is defined as customers’ perceptions of Pegadaian 

Syariah’s image as a professional, trustworthy financial institution with a strong sharia-compliant 

reputation. This variable is measured through indicators of corporate professionalism, trustworthiness 

in service delivery, and the company’s sharia-compliant image. The brand image instrument is adapted 

from Keller’s (2013) concept, which includes brand association strength, brand superiority, and the 

uniqueness of the company’s image from the perspective of Islamic financial services. 

Brand trust refers to the level of customer confidence in Pegadaian Syariah’s ability to operate 

Islamic pawnbroking products in accordance with Islamic Sharia principles. This variable is measured 

through indicators of transaction transparency, service security, and compliance with Sharia principles. 

The brand trust measurement instrument is adapted from Morgan and Hunt (1994) and Delgado-

Ballester and Munuera-Aleman (2005). It includes the dimensions of reliability, honesty, security, and 

trustworthiness in Sharia financial services. Customer decision-making refers to consumers’ decisions to 

use Sharia pawnshop products after considering various factors. This variable is measured using 

indicators of interest in using the product, confidence in the product, and the tendency to reuse sharia 

pawnshop products. The customer decision-making indicators are adapted from Kotler & Keller’s (2016) 

purchase decision concept, which includes product confidence, usage decision, and intention to reuse 

the service. 
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All variables in this study were measured using a five-point Likert scale ranging from strongly 

disagree to agree strongly. Each statement item was formulated by adapting previous research 

instruments and tailoring them to the characteristics of sharia pawnbroking services at PT Pegadaian 

Syariah Ujungbulu. 

 

4. Results and Discussion 

4.1 Analysis Results 

4.1.1 Respondent Characteristics 

The characteristics of the respondents in this study are presented by gender, age, occupation, and 

frequency of use of sharia pawnshop products. The presentation of these characteristics aims to provide 

an overview of the profile of PT Pegadaian Syariah Ujungbulu’s customers, who are the subjects of this 

study. 

 

Tabel 1. Karakteristik Responden 

Characteristics Category Total Percentage 

Gender Man 43 42.2%  
Woman 59 57.8% 

Age <25 years 13 12.7%  
25–35 years 27 26.5%  
36–45 years 48 47.1%  
>45 years 14 13.7% 

Job Civil Service 13 12.7%  
Housewife 9 8.8%  
Private-Sector Employee 30 29.4%  
Students 10 9.8%  
Entrepreneurship 7 6.9%  
Other 33 32.4% 

Transaction Frequency 1 Time 18 17.6%  
2–3 Times 15 14.7%  
4–5 Time 13 12.7%  
>5 Time 56 54.9% 

 

According to Table 1, female respondents accounted for 57.8% of the study’s participants, while 

males accounted for 42.2%. These findings suggest that women have a relatively higher rate of 

participation in the use of sharia pawnbroking services. This indicates that Rahn products are used not 

only for business financing but also to meet household and other short-term economic needs. By age 

group, the majority of respondents were in the 36–45 age range (47.1%), followed by the 25–35 age 

range (26.5%). The dominance of the productive age group suggests that sharia pawnshop services are 

more frequently utilized by individuals with active economic engagement and relatively high financing 

needs. This indicates that sharia-compliant pawnshop products are viewed as a fast, flexible financing 

alternative. 

Based on occupation, respondents were dominated by the “other occupations” category at 

32.4% and private-sector employees at 29.4%. These results show that sharia pawn services have a fairly 
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broad user base and are not limited to specific occupational groups. The high proportion of private-

sector employees also indicates that sharia pawn products are utilized as a short-term financing solution 

by individuals with dynamic liquidity needs. Meanwhile, based on transaction frequency, the majority of 

respondents—54.9%—have conducted transactions more than five times. This high frequency of repeat 

use indicates that most respondents are active customers who have a high level of trust and positive 

experiences with Sharia Pawnshop services. This situation further underscores the importance of brand 

trust in shaping decisions regarding the repeat use of Sharia pawnshop products. 

 

4.1.2 Validity and Reliability Tests 

Validity and reliability tests were conducted to ensure that the research instrument measured the 

research variables accurately and consistently. Validity testing was conducted using the Corrected Item-

Total Correlation (r.drop) method, with the stipulation that an item is considered valid if its correlation 

is greater than 0.30. Meanwhile, reliability testing was conducted using the Cronbach Alpha method, 

with a minimum reliability threshold of 0.70. These tests were performed on all items within the variables 

of brand awareness, brand image, brand trust, and customer decision-making. 

 

Table 2. Summary of the Validity and Reliability Test Results for the Research Instrument 

Variable Range of r. drop Validity Status Cronbach Alpha Reliability Statement 

Brand Awareness 0,575 – 0,789 All items (valid) 0.910 reliable 

Brand Image 0,642 – 0,816 All items (valid) 0.936 reliable 

Brand Trust 0,545 – 0,840 All items (valid) 0.936 reliable 

Keputusan Nasabah 0,553 – 0,863 All items (valid) 0.944 reliable 

Source: SPSS Results (2026) 
 

Based on Table 2, all items for each variable have an r.drop value above 0.30, indicating that the 

indicators are valid and represent the constructs of the measured variables. The relatively high item-

correlation values indicate that each item has a strong relationship with the variable's total score, making 

the research instrument suitable for use in data collection. 

The reliability test results show that all variables have Cronbach’s alpha values above 0.90, 

indicating a very high level of internal consistency in the instrument. This indicates that the items within 

each variable can yield stable, consistent measurements. However, a very high Cronbach’s Alpha also 

suggests potential overlap or similarity among the survey items; therefore, in future research, an 

evaluation of potential indicator redundancy is necessary to enhance the instrument’s efficiency without 

compromising measurement quality. 

 

4.1.2 Normality Test 

A normality test is conducted to determine whether the residuals in the regression model are normally 

distributed. This test is important in multiple linear regression analysis to ensure that the model 

produces unbiased estimates and meets statistical assumptions. In this study, normality was assessed 

using the Shapiro-Wilk test. The residuals are considered normally distributed if the significance level is 

greater than 0.05. 
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Table 3. Results of the Shapiro-Wilk Normality Test 

Statistics Value 

W 0.902 

Sig. 0.000 

Source: SPSS Results (2026) 
 

Based on Table 3, a significance value of 0.000 (<0.05) was obtained, indicating that the 

regression model residuals are not normally distributed statistically. However, the non-normality of the 

residuals in this study does not necessarily render the regression model unsuitable, as the sample size 

is relatively large (102 respondents). Under relatively large sample sizes, the Central Limit Theorem states 

that the sampling distribution tends toward a normal distribution, so the regression estimates can still 

be used. 

Nevertheless, the results of the Shapiro-Wilk test still indicate a deviation in the residual 

distribution that warrants attention. Therefore, the evaluation of normality is not based solely on 

statistical testing but is also supported by visual analysis using a Normal Q-Q Plot to examine the pattern 

of residual dispersion more comprehensively. 

 
Source: SPSS Results (2026) 

 

Figure 1. Normal Q-Q Plot of Residuals 
 

Based on the Normal Q-Q Plot, most of the residual points lie around the diagonal line, 

although there are some deviations at the tails of the distribution. This pattern indicates that the 

residuals still tend toward a normal distribution and do not show extreme deviations that could 

compromise the stability of the regression model. Thus, the regression model remains suitable for 

further analysis. However, the interpretation of the regression results should be approached with 

caution because the residuals do not fully meet the assumption of perfect normality. 

 

4.1.3 Multicollinearity Test 

A multicollinearity test was conducted to assess whether the independent variables were highly 

correlated in the regression model. A good regression model should not have overly strong 

relationships among the independent variables, as this can lead to unstable regression coefficients and 

affect the interpretation of the research results. 
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Multicollinearity testing was performed using the Variance Inflation Factor (VIF). A regression 

model is considered free of serious multicollinearity if the VIF value is below 10. 
 

Table 4. Results of the Multicollinearity Test 

Variable VIF Interpretation 

Brand Awareness 5.22 Moderate multicollinearity 

Brand Image 6.51 Moderate multicollinearity 

Brand Trust 3.52 No problem 

Source: SPSS Results (2026) 
 

Based on Table 4, all independent variables have VIF values below 10, indicating that the 

regression model does not suffer from serious multicollinearity. However, the VIF values for the brand 

awareness (5.22) and brand image (6.51) variables suggest moderate multicollinearity. This condition 

indicates that the two variables have a fairly strong relationship, which may affect the stability of the 

regression coefficients. The presence of this moderate multicollinearity may be one factor explaining 

why the coefficients of certain variables are not significant in the regression model. Nevertheless, since 

the VIF values remain within acceptable limits, the regression model is considered suitable for further 

analysis. 

 

4.1.4 Heteroscedasticity Test 

A test for heteroscedasticity was conducted to determine whether the residual variance was unequal in 

the regression model. A good regression model should have constant residual variance 

(homoscedasticity). In this study, the Breusch-Pagan test was used to assess heteroscedasticity. The 

regression model was deemed free of heteroscedasticity if the significance level was greater than 0.05. 
 

Table 5. Results of the Breusch-Pagan Test 

Statistics Value 

BP 5.990 

Sig. 0.112 

Source: SPSS Results (2026) 
 

Based on Table 5, a significance value of 0.112 (>0.05) was obtained, indicating that the 

regression model does not exhibit heteroscedasticity. These results suggest that the residual variance is 

relatively constant, meaning the regression model satisfies the assumption of homoscedasticity. These 

statistical test results are supported by a visual analysis using a residual scatterplot. 

Based on the residual scatterplot in Figure 2, the points appear to be randomly scattered around 

the horizontal zero line and do not form any specific patterns, such as a cone, fan, or wave. This 

distribution pattern indicates that the residual variance tends to be stable across all predicted values of 

the regression model. Although there are several observations quite far from the center of the residual 

distribution, these points do not form a systematic pattern, and their number is relatively limited, so 

they do not indicate a serious problem of heteroscedasticity. Thus, the scatterplot results are consistent 

with the Breusch-Pagan test, which indicates that the regression model meets the assumption of 

homoscedasticity and is suitable for further analysis. 
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Source: SPSS Results (2026) 
 

Figure 2. Residual Scatterplot 

 

4.1.5 Multiple Linear Regression Analysis and the Partial Test (t-Test) 

Multiple linear regression analysis was conducted to determine the influence of brand awareness, brand 

image, and brand trust on customers’ decisions to use sharia pawnbroking products at PT Pegadaian 

Syariah Ujungbulu. The results of the regression analysis are presented in Table 6. 

 

Table 6. Results of Multiple Linear Regression and Partial Tests 

Variable Coefficient t calculated Sig. Info 

Constant 0,163 0.547 0.586 - 

Brand Awareness 0,082 0.568 0.571 Not Significant 

Brand Image -0,022 -0.142 0.888 Not Significant 

Brand Trust 0,915 7.862 0.000 Significant 

Source: SPSS Results (2026) 
 

Based on Table 6, the following regression equation was obtained: 

 

𝒀 = 𝟎. 𝟏𝟔𝟑 + 𝟎. 𝟎𝟖𝟐𝑿𝟏 − 𝟎. 𝟎𝟐𝟐𝑿𝟐 + 𝟎. 𝟗𝟏𝟓𝑿𝟑 + 𝒆 (1) 

 

The equation indicates that brand trust has the greatest positive influence on customer 

decisions, whereas brand awareness and brand image do not show a significant influence. The 

coefficient for brand trust is 0.915 with a significance level of 0.000 (<0.05), indicating that an increase 

in customer trust in Pegadaian Syariah will increase the likelihood of using sharia pawn products. 

Conversely, the brand awareness variable has a significance value of 0.571 (>0.05), meaning it does not 

significantly influence customer decisions. This suggests that public awareness of Pegadaian Syariah has 

become fairly widespread, so it is no longer a primary differentiating factor in customer decision-

making. In the context of Islamic financial services, customers consider not only brand recognition but 

also confidence in the security of transactions and compliance with Sharia principles. 

The brand image variable also shows a negative but insignificant effect with a significance value 

of 0.888 (>0.05). This negative coefficient indicates that the company’s image has not yet been able to 

directly drive the decision to use Sharia pawnshop products when tested alongside the trust variable. 
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This condition may be influenced by the relatively strong correlation between brand awareness and 

brand image, as indicated by the previous VIF value, making the influence of each variable less stable 

within the regression model. Furthermore, in the context of sharia pawnbroking, a symbolic sharia image 

is insufficient to shape customer decisions unless accompanied by a high level of trust in the 

implementation of contracts, transaction transparency, and sharia compliance. This finding suggests 

that customers prioritize trust as the primary basis for using sharia pawnbroking services, rather than 

brand reputation or popularity alone. 

The results of this study show that customer decisions regarding sharia pawnshop services are 

more influenced by trust factors related to integrity, transaction security, and confidence in the 

application of sharia principles. Thus, trust is the dominant element in shaping decisions regarding the 

use of sharia pawnshop products at PT Pegadaian Syariah Ujungbulu. 

 

4.1.6 Simultaneous Test (F-Test) 

A simultaneous test (F-test) was conducted to determine the combined effect of brand awareness, brand 

image, and brand trust on customers’ decisions to use sharia pawn products at PT Pegadaian Syariah 

Ujungbulu. The results of the simultaneous test are presented in Table 7. 
 

Table 7. Results of the Simultaneous Test (F-Test) 

Statistics Value 

F calculated 80.08 

Sig. 0.000 

Source: SPSS Results (2026) 
 

Based on Table 7, the calculated F-value was 80.08 with a significance level of 0.000 (<0.05). 

These results indicate that brand awareness, brand image, and brand trust simultaneously have a 

significant effect on customers’ decisions to use sharia pawn products. Although only brand trust had a 

significant effect in the partial test, the results of the simultaneous test show that the combination of 

the three variables still helps explain customer decisions. This finding indicates that a single factor does 

not influence the decision to use sharia pawn products, but rather a combination of customer 

perceptions regarding brand recognition, corporate image, and, most importantly, the level of trust in 

the implementation of sharia principles. In the context of Sharia financial services, customer decisions 

tend to be formed through the integration of marketing aspects and Sharia trust aspects; thus, brand 

awareness and brand image continue to play a supporting role even though the dominant influence 

stems from brand trust. 

 

4.1.7 Coefficient of Determination 

The coefficient of determination (R²) is used to assess the regression model's ability to explain variation 

in customers’ decisions to use sharia pawnbroking products at PT Pegadaian Syariah Ujungbulu. Based 

on Table 8, the adjusted R-squared value is 0.701. This result indicates that 70.1% of the variation in 

customer decisions is explained by brand awareness, brand image, and brand trust. In comparison, the 

remaining 29.9% is attributable to other factors outside the research model. The relatively high 

coefficient of determination indicates that the research model has strong explanatory power in 

describing customer decisions regarding sharia pawn services. However, other factors outside the scope 
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of this study may influence customer decisions, such as perceptions of sharia compliance, service quality, 

religiosity, ease of transactions, and understanding of sharia contracts. This finding reinforces the 

importance of trust and perceptions of the implementation of Sharia principles in shaping decisions 

about the use of Sharia pawnshop products. 
 

Table 8. Coefficient of Determination Results 

Statistics Value 

R Square 0.710 

Adjusted R-Square 0.701 

Source: SPSS Results (2026) 

4.2 Discussion 

The results of the study indicate that the brand trust variable has a positive and significant effect on 

customers’ decisions to use Sharia pawnbroking products at PT Pegadaian Syariah Ujungbulu. 

Meanwhile, the brand awareness and brand image variables do not have a significant effect on 

customers’ decisions. These findings indicate that customers' decision to use Sharia pawn services is 

more influenced by trust, transaction security, and Sharia compliance than by brand recognition or 

corporate image. 

These research results align with the commitment-trust theory proposed by Morgan and Hunt 

(1994), which states that trust is a key factor in building long-term relationships between companies 

and consumers. In the context of Islamic financial institutions, trust is a crucial aspect as it relates to 

customers’ confidence in transaction security, contract transparency, and the company’s adherence to 

Sharia principles. In Sharia pawnbroking products, customers’ decisions are influenced not only by 

economic factors but also by the belief that transactions are conducted in accordance with Sharia 

principles, are free from usury, and reflect the values of trustworthiness and justice. Therefore, trust is a 

more dominant factor compared to symbolic marketing elements. 

The findings of this study also align with Fauzan’s (2024) research, which finds that trust 

positively influences customers’ decision-making when using Islamic financial services. That study 

indicates that consumers of Islamic financial services prioritize a sense of security and trust in the 

institution over mere promotional factors or brand image. These results support the findings of this 

study, which indicate that brand trust is the most dominant variable influencing customers’ decisions to 

use sharia pawnshop products. Furthermore, the results of this study are consistent with research by 

Sari and Putra (2023), which found that trust in sharia products significantly influences the decision to 

use sharia financial products. This research confirms that customers tend to continue using Islamic 

products when they are confident that the institution consistently and faithfully adheres to Islamic 

principles. This aligns with findings showing that customers of Pegadaian Syariah prioritize trust over 

brand awareness or corporate image when making transaction decisions. 

The non-significance of the brand awareness variable suggests that public awareness of 

Pegadaian Syariah is already fairly widespread among study respondents, so it no longer serves as a 

primary differentiating factor in decision-making. Furthermore, in Sharia financial services, awareness 

does not necessarily directly drive product usage decisions unless accompanied by confidence in the 

implementation of Sharia principles in transactions. This finding indicates that customers require not 

only brand recognition but also assurance of security, contract transparency, and alignment of 

transactions with Islamic principles. These results do not fully align with the study by Latief et al. (2022), 
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which found that brand image has a positive and significant influence on the decision to purchase 

musical instruments at Ansar Musik Makassar. This discrepancy in results suggests that the influence of 

brand image may vary depending on product characteristics and consumer behavior. For consumer 

goods such as musical instruments, brand image is a critical factor in shaping purchase decisions, 

particularly regarding lifestyle, prestige, and perceptions of product quality. In contrast, for Sharia 

financial services, consumers prioritize aspects of security and compliance with Sharia principles over 

corporate brand image. The negative brand image coefficient, although not significant, indicates that 

corporate image has not yet served as a primary factor in shaping decisions about using sharia 

pawnshop services when tested alongside the trust variable. This condition may be influenced by the 

relatively strong relationship between brand awareness and brand image, as evidenced by the previous 

VIF value, which makes the contribution of each variable less stable within the regression model. 

Furthermore, a symbolic Sharia image is insufficient to enhance customer decisions unless accompanied 

by transaction experiences perceived as safe, transparent, and compliant with Sharia contracts. 

These findings are also related to Firman’s (2022) study on the influence of marketing mix on 

consumer decisions to purchase a home. That study indicated that marketing strategies significantly 

influence consumer purchasing decisions. However, the results of this study show that brand awareness 

and brand image do not significantly influence customer decisions. This discrepancy suggests that 

decision-making regarding sharia pawnshop products is more influenced by trust and confidence in the 

implementation of sharia principles than by marketing activities and brand image. 

This study is also related to the research by Bhagas et al. (2026), which states that consumer 

perceptions of sharia financial services are influenced by factors such as religiosity and belief in sharia 

principles. The findings of that study support this research, indicating that customers of Pegadaian 

Syariah do not need to understand sharia contracts in detail; however, they still conduct transactions 

because they trust that Pegadaian Syariah operates in accordance with Islamic law. Furthermore, the 

results of this study support the concept of consumer behavior proposed by Kotler & Keller (2016), 

which states that consumer decisions are influenced by psychological factors such as beliefs and trust 

in the products or services used. In this study, these belief factors are reflected in the brand trust variable, 

which proved to be a dominant influence on customer decisions. 

Simultaneously, the variables of brand awareness, brand image, and brand trust were found to 

have a significant effect on customer decisions, as indicated by the F-test results (p=0.000). This 

indicates that these three variables collectively explain customers’ decisions to use sharia pawnshop 

products. A coefficient of determination of 0.710 indicates that 71% of the variation in customer 

decisions can be explained by the three independent variables in this study. At the same time, the 

remainder is influenced by other variables outside the scope of this research, such as service quality, 

religiosity, transaction experience, or the customer’s socioeconomic factors. 

The findings of this study provide a theoretical contribution that, in the context of sharia 

pawnshop services, customer decisions are more influenced by trust dimensions based on sharia 

compliance than by conventional marketing dimensions such as awareness and image. These results 

reinforce that in sharia financial institutions, perceptions of trustworthiness, contract transparency, and 

confidence in the implementation of sharia principles are key to shaping customer decision-making. 
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5. Conclusion 
 

This study aims to analyze the influence of brand awareness, brand image, and brand trust on customers’ 

decisions to use Sharia pawn products at PT Pegadaian Syariah Ujungbulu. The study employed a 

quantitative survey of 102 Pegadaian Syariah customers. Data analysis was conducted using multiple 

linear regression to test the partial and simultaneous effects among the research variables. The results 

indicate that brand awareness and brand image do not significantly influence customer decisions. In 

contrast, brand trust had a positive and significant effect on the decision to use Sharia pawn products. 

Simultaneously, the three independent variables significantly influence customer decisions, with an 

Adjusted R-Square value of 70.1%, indicating that the research model explains the majority of the 

variation in customers’ decisions regarding the use of Sharia pawn products. Brand awareness does not 

significantly influence customers’ decisions to use Sharia pawnshop products at PT Pegadaian Syariah 

Ujungbulu. This indicates that the public’s familiarity with Pegadaian Syariah has not yet become a 

primary factor in deciding whether to use Sharia pawnshop products. Brand image also does not 

significantly influence customers’ decisions. These findings suggest that the company’s image is not yet 

strong enough to shape product usage decisions unless accompanied by confidence in the 

implementation of Sharia principles in its transactions. Meanwhile, brand trust was found to have a 

positive and significant influence on customers’ decisions to use Sharia pawn products. These results 

indicate that customers’ decisions are based more on their trust in the product’s compliance with Sharia 

principles than on brand awareness or corporate image. 

This study makes a theoretical contribution by reinforcing the view that consumer behavior 

toward Sharia financial institutions is influenced not only by conventional marketing factors but also by 

dimensions of trust in Sharia compliance, contract transparency, and institutional integrity. These 

findings reveal that, in the context of Rahn or Sharia pawnbroking products, trust is a dominant factor 

compared to symbolic aspects such as brand awareness and corporate image. From a practical 

perspective, the research findings can inform PT Pegadaian Syariah Ujungbulu in prioritizing strategies 

to strengthen customer trust by enhancing transaction transparency, consistently implementing Sharia 

principles, providing contract education, and improving service quality. Additionally, this study offers 

policy implications suggesting that the development of Islamic financial services should be directed not 

only toward strengthening brand promotion but also toward reinforcing Sharia legitimacy and 

institutional credibility in the public eye. 

This study has several limitations. First, the sample size was limited to 102 customers, so the 

generalizability of the findings remains confined to the context of PT Pegadaian Syariah Ujungbulu. 

Second, this study used only the variables of brand awareness, brand image, and brand trust, thereby 

failing to account for other factors that may influence customer decisions, such as religiosity, service 

quality, perceptions of Sharia compliance, transaction experiences, and socio-economic factors. Third, 

the data collection employed a cross-sectional approach, which cannot capture long-term changes in 

customer behavior. Therefore, future research is recommended to expand the sample scope, employ a 

longitudinal or mixed-methods approach, and include specific Islamic finance variables such as 

religiosity, perceptions of halal compliance, maqasid al-shariah, and trust in contracts to provide a more 

comprehensive explanation of customer behavior at Islamic financial institutions.  
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