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ABSTRAK 

 

Tujuan kajian ini adalah untuk mengkaji faktor-faktor yang boleh mempengaruhi niat 

pelanggan untuk menggunakan i-Aslah, di Bank Rakyat Pasir Mas. Selain itu, ia juga 

bertujuan untuk mengenal pasti apakah faktor yang paling mempengaruhi pelanggan untuk 

menggunakan pembiayaan peribadi i-Aslah. Beberapa faktor iaitu kadar faedah, pengaruh 

sosial dan imej korporat telah dikenalpasti sebagai faktor yang berpotensi untuk 

mempengaruhi pelanggan menggunakan i-Aslah. Sampel terdiri daripada 100 orang 

pelanggan Bank Rakyat di Pasir Mas dan data yang diperolehi adalah melalui kajian soal 

selidik. Penyelidik telah berjaya mendapatkan kesemua maklum balas. Data yang diperolehi 

telah diuji pada kekerapan, analisis kebolehpercayaan, korelasi dan analisis regresi. Kajian 

mendapati bahawa ketiga-tiga faktor iaitu kadar faedah, pengaruh sosial dan imej korporat 

adalah saling berkait. Faktor yang paling mempengaruhi pelanggan untuk menggunakan i-

Aslah adalah imej korporat. Batasan kajian ini adalah fokus yang sempit terhadap pelanggan 

iaitu hanya dari satu cawangan. Walaubagaimanapun, hasil kajian ini memberikan cadangan 

yang boleh membantu pihak pengurusan Bank Rakyat untuk meningkatkan imej dan reputasi 

mereka. Bank-bank perlu memberi tumpuan kepada kualiti perkhidmatan yang mereka 

berikan kepada pelanggan untuk mengekalkan pelanggan sedia ada dan untuk menarik 

pelanggan baru. 

 

Katakunci: pembiayaan peribadi, niat pelanggan, kadar faedah, pengaruh sosial, imej 

korporat. 
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ABSTRACT 

 

The aim of this study was to examine the factors that can influence customers’ intention to 

use i-Aslah, in case of Bank Rakyat, Pasir Mas. Besides, it was also conduct to identify what 

is the most preferred factor that influences customers’ intention to use i-Aslah personal 

financing at Bank Rakyat Pasir Mas. A number of variables which are interest rate, social 

influence and corporate image have been examined as potential factors influencing 

customer’s intention to use i-Aslah. The sample comprised of 100 customers of Bank Rakyat 

Pasir Mas and the data were obtained through a questionnaire. The researcher manages to get 

100% response rate. The data collected was then tested on its frequency, reliability analysis, 

correlation and regression analysis. The study found that all the three variables interest rate, 

social influence and corporate image to be significant. The most important factor in 

influencing the intention to use i-Aslah is social influence. The limitation of the study is the 

narrow focus of the survey on the customers from only 1 branch. Despite of the limitations, 

the findings of this study provide recommendations which can help the management of Bank 

Rakyat to improve their image and reputation.  The bank needs to focus on the quality of the 

services they are rendering to clients in order to retain their current customers and to attract 

new customers.  

 

Keywords: personal financing, customer intention, interest rate, social influence, corporate 

image. 
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CHAPTER 1 

INTRODUCTION 

 

1.0 Introduction 

According to Investopedia.com (retrieved, 2014) islamic banking is a banking system 

that is based on the Shariah, ideology of Islamic law and steered by Islamic 

economics. Furthermore, the collection and payment of interest, sharing of profit and 

loss, collecting interest is not acceptable under Islamic law. 

 

Islamic financial sector introduces Islamic banking as a component to generate the 

growth of economic, beside Islamic capital market, takaful (Islamic insurance) and 

mutual fund. The earliest Islamic bank in Malaysia was in 1983. In 1993, some of the 

financial organizations started to use the Islamic Banking Scheme (IBS banks) to 

propose Islamic banking products and services. The funds and activities transactions 

that come from the Islamic banking have been separated from the conventional 

banking by IBS banks (Sudin Haron, 1999). 

 

 

1.1 Background of the Study 

Shariah Committees has been established by all Islamic and IBS banks. Its function is 

to    lead them to Shariah matters and to check what is in line with Shariah. This is to 

guarantee the standardization in views and practices. The members of the Shariah 

Committees and the Shariah Advisory Council are academicians and Shariah experts 

in Islamic banking and finance (Sudin Haron, 1999). 

 



The contents of 

the thesis is for 

internal user 

only 



81 

 

BIBLIOGRAPHY 

 

Aayushi Gupta, Santosh Dev (2012). Client satisfaction in Indian banks: an empirical 

study. Management Research Review, Vol. 35 Iss: 7, pp.617 – 636. 

Ahmed, N. Haron, S. (2002). Perception of Malaysian Corporate Customers Towards 

Islamic  Banking Products and Services. International Journal of Islamic 

Financial Services,  Volume 3, No.4, pp 1-16.  

Akerlof, George A, (1969). Relative Wages and the Rate of Inflation, The Quarterly 

Journal of Economics, MIT Press, vol. 83(3), pages 353-74,  

Al-Ajmi, J., Abo Hussain, H. and Al-Saleh, N. (2009). Clients of Conventional and 

Islamic Banks in Bahrain: How They Choose Which Bank to Patronize. 

International Journal of Social Economics, 36 (11), 1086-1112. 

Amin, M. and Isa, Z. (2008). An examination of the relationship between perception 

of service quality and customer satisfaction: a SEM approach towards 

Malaysian Islamic banks. International Journal of Islamic Middle Eastern 

Finance and Management, Vol. 1 No. 3, pp. 191-209. 

Amin, M., Isa, Z. and Fontaine, R. (2011). The role of customer satisfaction in 

enhancing customer loyalty in Malaysian Islamic banks. The Service 

Industries Journal, Vol. 31Nos 9/10, pp. 1519-32. 

Amonoo, E., Kojo, P.A., and Ekow, E.A. (2003). The Impact of Interest Rates on 

Demand for Credit and Loan Repayment by the Poor and SMEs in Ghana. 

Ghana: University of Cape Town. 

Almossawi, M. (2001). Bank Selection Criteria Employed by College Students in 

Bahrain: An Empirical analysis. International Journal of Bank Marketing, 19 

(3), 115-125. 

Anderson, E. and Sullivan, M. (1993).The antecedents and consequences of customer 

satisfaction for firms. Marketing Science, Vol. 12, pp. 125-43. 

 

http://ideas.repec.org/a/tpr/qjecon/v83y1969i3p353-74.html
http://ideas.repec.org/s/tpr/qjecon.html
http://ideas.repec.org/s/tpr/qjecon.html


82 

 

Anthanassopoulos, A.D., Gounaris, S. and Sathakopoulos, V. (2001). Behavioural 

responses to customer satisfaction: an empirical study. European Journal of 

Marketing, Vol. 35 Nos 5/6, pp. 687-707. 

Baker, D. and Crompton, J. (2000). Quality, Satisfaction and Behavioral Intentions. 

Annals of Tourism Research. 27,785-804. 

Barich, Howard and Philip Kotler (1991). A Framework for Marketing Image 

Management. Sloan Management Review, (Winter), pp. 94-104. 

Baker, T.L. (1994). Doing Social Research (2nd Edn.), New York: McGraw-Hill Inc. 

Besley T (1994). Savings, credit, and insurance. In: Chenery H and Srinivasan TN 

eds. Handbook of development of economics. Amsterdam North-Holland. 

Block, C., and Roering, K. J.(1976). Essentials of consumer behaviour: based on 

Engel, Kollat, and Blackwell’s consumer behaviour. The Dryden Press, 

Hinsdale.  

Bontis, N., Booker, L.D. and Serenko, A. (2007). The mediating effect of 

organizational reputation on customer loyalty and service recommendation in 

the banking industry. Management Decision, Vol. 45 No. 9, pp. 1425-45. 

Bravo, R., Montaner, T. and Pina, J.M. (2009). The role of bank image for customers 

versus noncustomers. International Journal of Bank Marketing, Vol. 27 No. 4, 

pp. 315-34. 

Carolyn Kennington, Jeanne Hill, Anna Rakowsha (1996). Customer Selection 

Criteria for banks in Poland. International Journal of Bank Marketing, 

December 1996 Volume 14 issue 4 Page no 12-21. 

Chua, E. K. (1981). Customer Intention to Deposit at Banks: an Empirical 

Investigation of Its Relationship with Attitude, Normative Belief and 

Confidence. National University of Singapore, Thesis Collection, Singapore. 

Cicic, M., Brkic, N. and Agic, E. (2004). Bank Selection Criteria Employed by 

Students in a South-Eastern European Country: An Empirical Analysis of 



83 

 

Potential Market Segments’ Preferences. International Journal of Bank 

Marketing, 27 (2), 1-18. 

Coelho-Rodriguez, A. (2001). Euro Info Centres Expand to EU Candidate Countries, 

Enterprise Europe, Enterprise Policy News and Reviews. European 

Commission’s Enterprise Directorate-General, European Commission, 

Brussels.  

Colgate M, Hedge R. (2001). An investigation into the switching process in retail 

banking services. International Journal of Bank Marketing, Vol. 19, Pp. 201-

212. 

Crowley, J. (2007). Interest Rate Spreads in English-Speaking  Africa. IMF Working 

Paper. April 2007, 123-45. 

David C. (1989). The role of interest rate taxes in credit markets with divisible 

projects and asymmetric  information. Journal of Public Economics, 39 (1). 

pp. 33-44.  

Dusuki, Asyraf Wajdi and Abdullah, Nurdianawati Irwani (2007). Why do Malaysian 

Customers Patronise Islamic Banks?. International Journal of Bank 

Marketing, Vol. 25, No. 3, pp. 142-160. Finance and Management, Vol. 1 No. 

2, pp. 132-48. 

Edakasi S. Apunyo, (2011). Effect of interest rates on loan repayment: A case study of 

equity bank masindi branch. Makerere University. 

Egbe, J. (2013). Impact of interest rate on borrowing. University of Calabar Nigeria. 

El-Din, S.I.T. and Abdullah, N.I. (2007). Issues of implementing Islamic hire 

purchase in dual banking systems: Malaysia’s experience. Thunderbird 

International Business Review, Vol. 49, pp. 225-49. 

Erol, C., Kaynak, E. and El-Bdour Radi (1990). Conventional and Islamic banks: 

Patronage Behavior of Jordanian Customers. International Journal of Bank 

Marketing, 8 (4), 25-35. 

http://eprints.lse.ac.uk/35628/
http://eprints.lse.ac.uk/35628/
http://eprints.lse.ac.uk/35628/


84 

 

Fishbein, M. and Ajzen, I. (1975). Belief, Attitude, Intention and Behavior: An 

Introduction to Theory and Research, Addison-Wesley, Reading, MA.  

Flavian, C., Torres, E. and Guinaliu, M. (2004). Corporate image measurement: a 

further problem for the tangibilization of internet banking services. 

International Journal of Bank Marketing, Vol. 22 No. 5, pp. 366-84. 

Gerrard, P. and Cunningham, B. (2001). Bank Service Quality: A Comparison 

between a Publicly Quoted Bank and a Government Bank in Singapore. 

Journal of Financial Services Marketing, 6 (1), 50–66. 

Goodhart, C., Goodhart, C. A., and Charle, G. (1998). Financial Regulation: Why, 

How and Where Now? Outledge, London.  

Grady, B. and Spencer, H. (1990). Managing Commercial Banks. Englewood Cliffs, 

NJ: Prentice-Hall. 

Guilford, J.P. (1985). The structure of intellect model. In B.B. Woman (eds). 

Handbook of intelligence: theories, measurements, and applications, 225-266. 

New York: Wiley and Sons 

Hanudin Amin; Abdul Rahim Abdul Rahman; Stephen Laison Sondoh and Ang 

Magdalene Chooi Hwa (2011). Determinants of customers' intention to use 

Islamic personal financing : the case of Malaysian Islamic banks. Journal of 

Islamic Accounting and Business Research, Vol. 2.2011, 1, p. 22-42. 

Haron, S., Ahmed, N. and Planisek, S. L. (1994). Bank Patronage Factors of Muslim 

and Non-Muslim Customers. International Journal of Bank Marketing, 12 (1), 

32-40. 

Hinson, R., Dasah, J., and Owusu-Frimpong, N. (2009). Undergraduate First Time 

Bank Customers’ Perception of Service Quality in Ghana. International 

Business Economics working paper series, 49,  

Holstius, K. and Kaynak, E. (1995). Retail Banking in Nordic Countries: The Case of 

Finland. International Journal of Bank Marketing, 13(8), 10-20. 



85 

 

Hsiong-Ming, L., Ching-Chi, L. and Cou-Chen, W. (2011). Brand image strategy 

affects brand equity after M and A. European Journal of Marketing, Vol. 45 

Nos 7/8, pp. 1091-111. 

Hull, L. (2002). Foreign-Owned Banks: Implications for New Zealand’s Financial 

Stability. Discussion Paper Series, DP2002/05.  

Jahiruddin, A. et al. (2011). Can microcredit worsen poverty? Cases of exacerbated 

poverty in Bangladesh. Development in Practice, Volume 21, Issue 8, 2011. 

Javalgi, R. G., Armaco, R. L. and Hoseini, J. C. (1989). Using the Analytical 

Hierarchy Process for Bank Management: Analysis of Consumer Selection 

Decisions. Journal of Business Research, 19 (1), 33-49. 

Jham, V. and Mohd, K. (2009). Customer satisfaction and its impact on performance 

in banks: a proposed model. South Asian Journal of Management, Vol. 16 No. 

2, pp. 109-26. 

Josee Bloemer, Pascal Peter (1998). Investigating Drivers of Bank Loyalty: The 

Complex Relation between image, service quality and satisfaction. 

International Journal of Bank Marketing, December 1998 Volume 16 issue 7 

Page no 276-286.  

Kang, G.-D. and James, J. (2004). Service quality dimensions: an examination of 

Gronroos’s service quality model. Managing Service Quality, Vol. 14 No. 4, 

pp. 266-77. 

Karatepea, O.M., Yavas, U., and Babakus, E. (2005). Measuring service quality of 

banks: Scale development and validation. Journal of Retailing and Consumer 

Services, 12(1): 373–383. 

Kashyap A., Stein J.C. and Wilcox D. (1993). Monetary Policy and Credit 

Conditions: Evidence from the Composition of External Finance, American 

Economic Review, Vol. 83, pp. 78-98. 

Kaur, G., Sharma, R.D. and Mahajan, N. (2012). Exploring customer switching 

intentions through relationship marketing paradigm. International Journal of 

Bank Marketing, Vol. 30 No. 4, pp. 280-302. 



86 

 

Kaynak, E., and Harcar, E. (2005). American consumers’ attitudes towards 

commercial banks a comparison of local and national bank customers by use 

of geodemographic segmentation. International Journal of Bank Marketing, 

23(1): 73-89. 

Kaynak, E. and Kucukemiroglu, O. (1992). Bank and Product Selection: Hong Kong. 

International Journal of Bank Marketing, vol.10, no.1.pp.3-17  

Kazeh, K. and Decker, W. H. (1993). How Customers Choose Banks. Journal of 

Retail Banking, 14 (4), 92-93. 

Kennington, C., Hill, J. and Rakowska, A. (1996)."Consumer Selection Criteria for 

Banks in Poland," International Journal of Bank Marketing, 14 (4), 12-21. 

Khir, K., Gupta, L., Shanmugam, B. (2008). Islamic Banking: A Practical 

Perspective. Pearson Longman, Petaling Jaya. 

Kotler, P.(1982), Marketing for non-profit organizations. 2nd Edition:, N.J: Prentice-

Hall Inc: Englewood Cliffs 

Laroche, M., J. Rosenblatt and T. Manning (1986). Services used and factors 

considered important in selecting a bank: an investigation across diverse 

demographic segments. International Journal of Bank Marketing, Volume 4, 

No. 1, pp. 35-55.  

LeBlanc, G. and Nguyen, N. (1996). Cues used by customers evaluating corporate 

image in service firms: an empirical study in financial institutions. 

International Journal of Service Industry Management, Vol. 7 No. 2, pp. 44-

56. 

Lenka, U., Suar, D., and Mohapatra, P.K.J. (2009). Commercial Banks Service 

Quality, Customer Satisfaction, and Customer Loyalty in Indian. Journal of 

Entrepreneurship, 18(1): 47-64. 

Levesque, T. and McDougall, G.H.G. (1996). Determinants of customer satisfaction 

in retail banking. International Journal of Bank Marketing, Vol. 14 No. 7, pp. 

12-20. 



87 

 

Lewis, R.C. (1981). Marketing for full services restaurant –an analysis of 

demographic and benefit segmentation. Marketing of Service. Proceedings 

Series. Chicago, III: American Marketing Association.  

Maddern, H., Maull, R. and Smart, A. (2007). Managing Service Quality in Banks: 

Customers’ Gender Effects. International Journal of Operational and 

Production Management, 27 (9), 998-1019. 

Malhotra, N. K., and Birks, D. F. (2007). Marketing Research: An Applied 

Orientation (Third Edition Ed.). Essex, Uk: Pearson Education 

International/Prentice Hall. 

Marini, Giancarlo (1991). Monetary Shocks and the Nominal Interest Rate. 

Economica, 59, London School of Economics, August 1992. 

Md. Taib, F. M., Ramayah, T., and Razak, D. A. (2008). Factors influencing intention 

to use diminishing partnership home financing. International Journal of 

Islamic and Middle Eastern Finance and Management, 1 (3), 235-248. 

Meyer-Brandis, T. (2009). Reduced form electricity spot price modelling, accepted in 

Encyclopedia of Quantitative Finance. 

Micheal P. Todaro (1992). Economics for a developing World An introduction to 

Principles Problems and Policies. 

Mohd. Bakir Mansor. (2008). Misunderstandings In Islamic Banks. In ISDEV's 

Lecture Seri IV. Training Room, Institute Post-Graduate Studies, Universiti 

Sains Malaysia. 14th May 2008. 

Mokhlis, S. (2009). Determinants of Choice Criteria in Malaysia’s Retail Banking: An 

Analysis of Gender-Based Choice Decisions. European Journal of Economics, 

Finance and Administrative Sciences, 1 (2), 1450-1467. 

Moshirian, F. and Van der Lean. (1998). Trade in Financial Services and 

Determinants of Banks Foreign Assets. Journal of Multinational Financial 

Management. Vol. 8, PP 23 - 38. 



88 

 

Muslim Amin, Zaidi Isa, Rodrigue Fontaine, (2013). Islamic banks: Contrasting the 

drivers of customer satisfaction on image, trust, and loyalty of Muslim and 

non-Muslim customers in Malaysia. International Journal of Bank Marketing, 

Vol. 31 Iss: 2, pp.79 – 97 

Mylonakis, J., Malliaris, P. J. and Siomkos, G. J. (1998). Marketing-Driven Factors 

Influencing Savers in the Hellenic Bank Market. Journal of Applied Business 

Research, 14 (2), 109-116. 

Naresh K. Malhotra (2004), Marketing Research, An Applied Orientation - 4
th

 

Edition, Prentice Hall, USA. 

Naser, K., Jamal, A. and Al-Khatib, K. (1999). Islamic banking: a study of customer 

satisfaction and preferences in Jordan. International Journal of 

BankMarketing, Vol. 17 No. 3, pp. 135-50. 

Norafifah Ahmad and Sudin Haron. (2000). Perceptions of Malaysian Corporate 

Customers Toward Islamic banking Products and Services. International 

Journal of Islamic Financial Services. Vo1.3. No.4. 

Nunnally, J. C, and Bernstein, I. H. (1994). Psychometric theory (3rd Ed.). New York: 

McGraw-Hill.   

Othman, A. and Owen, L. (2002). The multi dimensionality of CARTER model to 

measure customer service quality in Islamic banking industry: A study in 

Kuwait Finance House. International Journal of Islamic Services, Vol. 3 No. 

4. 

Phuong H.T. and Har, K.Y. (2000). A study of bank selection decisions in Singapore 

using the analytical hierarchy process. International Journal of Bank 

Marketing, Vol. 18, Pp. 170-180.  

Rajan R. (2005). Aid and Growth: The Policy Challenge. Finance and Development, 

2005, 42(4), pp. 53. 

Rao, A.S. and Sharma, R.K ( 2010). Bank Selection Criteria Employed by MBA 

Students in Delhi: An Empirical Analysis. Journal of Business Studies 

Quarterly, Vol.1, no. 2, pp.56-69 



89 

 

Raymond A.K. Cox is Professor of Finance at Central Michigan University. Review of 

Marketing, (1990), American Marketing Association, Chicago, IL.  

Radziah, Abdul Latiff, (2012). Bank Kerjasama Rakyat Malaysia Berhad: A case of 

cooperative Islamic bank in Malaysia. Paper presented in the 16th 

International Business Research Conference, Dubai, U.A.E. April.  

Roscoe, J.T. (1975). Fundamental Research Statistics for the Behavioural Sciences, 

2nd edition. New York: Holt Rinehart and Winston. 

Rose M. Prasad is Associate Professor of Finance at Central Michigan University. 

Saiful Azhar Rosly and Mohd Afandi Abu Bakar, (2003). Performance of Islamic and 

Mainstream Banks in Malaysia. International Journal of Social Economics 

Vol. 30, No. 12, pp.1249-1265. 

Shahida Shahimi, Abdui Ghafar Ismaii and SanepAhmad. (2005). A Panel Data 

Anaiysis of Fee Income Activities in Islamic Banks. Deraf of working paper in 

Islamic Economics and finance. Islamic Economics and Finance Research 

Group. June 2005. 

Shavelson, R. J. (1988). Statistical reasoning for the behavioral sciences (second 

edition). Boston: Allyn and Bacon. 

Shevlin, Ron, and Catherine Graeber (2001). What Influences Consumers’ Choice of 

Banks?. Forrester Research, Inc. October 2001.  

Stiglitz, Joseph E. and Andrew Weiss. (1981). Credit Rationing in Markets with 

Imperfect Information. American Economic Review, 71, 393-410. 

Sudin Haron. (1999). Islamic banking Rules and Regulations. Pelanduk Publication. 

Kuala Lumpur. 

Tan, C.T., and Chua, C. (1986), Intention, attitude and social influence in bank 

selection: a study in an oriental culture. International Journal of Bank 

Marketing, 4(3), 43-53.  

Thordsen S. and Nathan S (1999). Micro lending: A budding industry. 



90 

 

Ulengin B. (1998). Using hierarchical information integration to examine customer 

preferences in banking. International Journal of Bank Marketing, Vol. 16, Pp. 

202-210.  

Uma Sekaran, 2003. Research Methods for Business : A skill Building Approach, 4th 

Edition, John Wiley and Son, Inc. New York, USA. 

Wright, R.E. and Vicenzo, Q. (2009). Money and Banking, Flat World  Knowledge. 

Retrieved March 20, 2011, from 

http://www.flatworldknowledge.com/note/29171. 

Yi, Y. (1990). A critical review of consumer satisfaction. in Zeithaml, V. (Ed.) 

Yue, H. and Tom, G. (1995). How the Chinese Select their Banks. Journal of Retail 

Banking, 16(4), 36-39. 

Zeithaml, V.A. and Bitner, M.J. (2000). Services Marketing: Integrating Customer 

Focus Across the Firm. New York, NY:McGraw-Hill. 

Zikmund, W. G. (2003). Business research method (7th edition). South-Western: 

Thomson.  

Zineldin, Mosad (1996). Bank strategic positioning and some determinants of bank 

selection. International Journal of Bank Marketing, Volume 14/6, pp. 12-22. 

(http://www.bankrakyat.com.my) Bank Rakyat Online, retrieved on 13th September 

2013. 

(http://glossary.econguru.com/economic-term/loans), retrieved on 13rd October 2012. 

http://finalprojects4.blogspot.com/2013/07/impact-of-interest-rate-on-borrowing.html, 

retrieved on 13rd July 2013. 

http://www.thestar.com.my/News/Nation/2013/09/12/bank-negara-10-yr-cap-stays.aspx/, 

retrieved on 12th September 2013. 

Bank Kerjasama Rakyat Berhad. (2010). Annual Report. Kuala Lumpur 

http://www.bankrakyat.com.my/c/document_library/get_file?p_l_id=694494a

ndfolderId=715227andname=DLFE-7923.pdf 

http://www.flatworldknowledge.com/note/29171
http://www.bankrakyat.com.my/
http://glossary.econguru.com/economic-term/loans
http://finalprojects4.blogspot.com/2013/07/impact-of-interest-rate-on-borrowing.html
http://www.thestar.com.my/News/Nation/2013/09/12/bank-negara-10-yr-cap-stays.aspx/



