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Abstract 

The Islamic banking system was start in 1963 in Malaysia. But this banking system not success due to 

certain factors like awareness regarding Islamic banking system.  Than new Islamic bank Dubi Islamic 

bank was established in 1975.today approximately 100 bank are operate without interest. But the market 

share of Islamic bank as compared to conventional bank is low. The reasons of this research is to check the 

impact of religion ,awareness regarding financial teaching of Islam, awareness regarding IB product and 

service ,advertising, reputation , networking on the perception of customers in Islamic banking system in 

Pakistan. For this purpose survey is used which consist of 150 Muslims respondent in different Islamic 

bank in Pakistan. Result of this study indicates that there is a significant perception criterion regarding 

Islamic banking. The most important factors which effect on the perception of customers in Islamic banking 

are religion, awareness regarding financial teaching of Islam, awareness regarding IB product and 

service, advertising, networking. The data is analyzed by using SPSS software version 16.0. Mostly 

respondent know about the IB product and service they are not used these product and service. mostly 

study indicate that there is need to educate the people about IB product and service and IBS are required to  

more work  for the competition with conventional banking system in Pakistan. 

 

Key Words: Islamic Banking, Inflencing Factors, Perception, Customers. 

mailto:naeem_akhtar46@hotmail.com
mailto:toqeermehmood@outlook.com
mailto:zeeshantahirch@gmail.com
mailto:farooq1031@gmail.com


   

  

 

 

ISSN: 2306-9007              Akhtar, Mehmood, Pervez, Aslam & Akhtar (2016) 

 

 

845 

I 

 

  www.irmbrjournal.com                                                                                     September 2016                                                                                             

 International Review of Management and Business Research                        Vol. 5 Issue.3

                           

R 
M  
B  
R  

Introduction 
 

In the present era bank play important rule in the development and flourish of the businesses in all 

countries. The Islamic bank is separate from conventional banking system. The Islamic banking system is 

totally based on Islam and working according to its teaching.  The concept of Islamic bank is not found in 

in commercial banking system. Because the Islamic bank system is operate according to rule and regulation 

of sharia (Islamic law). In 1963 the first Islamic bank was established in Malaysia. In fact first time the 

performance of Islamic bank is tasted but it cannot achieve its objective due to poor planning of 

management (Kashif-Ur-Rehman2, 2010). In 1975 the new Islamic bank name Dubai Islamic bank was 

introduced. Today approximately 100 operate without interest. The interest is not allowed on both receipt 

and deposit according to syasiah rule. The Islamic bank and other parties invest their resources and divide 

return (profit and loss) among themselves as per term and condition. The Islam is not allow that the money 

is expand itself without investing it at any place. Mostly Muslims people choose the Islamic bank due to 

religious reasons. Because as a Muslims the people want to follow the rule given by their religion.  Islamic 

banking is rapidly grow in the last 30 years.it expand in all area of the world and people in large volume 

include both Muslims and non-Muslim’s prefer it (Marimuthu, 2010).  

 

The interest in Islam is prohibit. The need of Islamic banking system is necessary to satisfy Muslims people 

need and wants with respect to shariah rule. The religion create a strong impact on customer’s perception 

and influenced people attitude in different aspect of life. The Islam also guide in Islamic banking system. 

(Mossafa, 2014) State that the religion affect the customer’s decision in Islamic banking system and other 

factors are not matters. The operation of Islamic bank is similar to the operation of commercial bank but 

difference is that IB work according to Islamic laws (Henry and Wilson, 2004). 

 

The second factors which effect the customer’s perception is awareness regarding Islamic product & 

service. The most people are not aware that what is the difference between Islamic bank and commercial 

bank? The main objective of Islamic bank is to flourish of economy through by offering financial product 

and service based on the principle of Islam and shariah (Subhani, 2012). In the selection of Islamic 

financial product and service it is necessary for the bank to give awareness for the customers about such 

Islamic products and service and provide clear understanding that how it is beneficial with respect to 

competitor’s products service. The Islamic bank understand the perception of customers in the term of 

product and service quality. The basic theme of Islamic banking system is to offer the interest free product 

and service. Islamic bank provide more profit on Murabaha facilities as compared to conventional loans 

due to profit and loss base of Islamic products (Ahmad, 2010). The various research is done on Islamic 

banking system but there is less focus on the attention to use and adopt Islamic banking product and 

service. There is a need of study on this issue and clarify point which affect the intention of customers to 

use and adopt the product and service of Islamic bank (Jamshidi, 2014).  

 

The customers of Islamic banking do not have knowledge that they can know about the returns on its 

investment and actual return on it. The less information about Islamic banking products is the result of poor 

understanding of Islamic banking concept and create a strong impact on customer’s perception. The well 

education is necessary for the awareness of Islamic banking products (Doraisamy, 2011). 

 

The advertising is most important source through which the awareness about anything is given. The bank 

spent a lot of amount on advertising to attract the customers through giving the awareness to customers 

about product quality, feature, benefits, and the way of usage characteristics, life time of products and other 

attribute of products and service. The advertising become important tools for the selling of products and 

service of all organization. The advertising less influencing intention of customers toward Islamic banking. 

The concept of Islamic bank never give the permission of unethical acts mislead the information about the 

products which is given through advertising due to which customers face the problems or loss or selling 

harmful products to customers without giving awareness. Advertising is to give the true picture without 

giving wrong information. (Abdullah and Ahmad, 2010). The famous personality (celebrities) are 
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commonly used by the company to promote the company product and service. The purpose of using the 

famous personality is to attract the customers and make them loyal (Bergstrom and Skarfatad, 2004). 

Various researcher consider that for advertising purpose the word of mouth is a good way. In this way the 

cost of marketing is low and the profit of the company enhance. Through word of mouth the customer 

retain. This study show the result that marketing and word of mouth are direct impact on customer 

perception. At the end the word of mouth also help to retain the customers (Parsa, 2015). Organization 

reputation create strong impact on the perception of customers. When the organization meet the need of 

customers according to his desire than there is increment in the reputation of an organization and people 

more trust on organization. In this regard the advertising leave a great impact on firm reputation. There is 

strong competition among the Islamic bank. The global competition also raised and they provide technical 

service according to sharia rule. The almost all bank use the technological service to serve the customers 

for their satisfaction. The customers wants the low bank charges and expenses .For the reputation of bank it 

is necessary that the bank is meet the need of customers according to his/her expectation. Reputation of the   

institution is important factor which effect on the consumer perception.  

 

Networking of banking is a form of bank service provide by bank through secure website like bill payment, 

view account balance, statement of account and so forth (Dalhatu, 2014). Any sector grow with continuous 

improvement in business to gain competitive advantage it is necessary for the firm to bring the innovation 

in business technology especially in network technology. The internet banking become famous in these 

days. The customer can access their account at any time even the bank is close. The can deposit their bill 

online. The internet banking is the result of saving time and money of the customers. At the beginning the 

preference of people toward Islamic bank is low and at present era Islamic banking system grow rapidly. 

The main objective of this study is to discuss the main factors which play the vital role on the perception 0f 

customers. The main focus of this study is to check the impact of perception of customer on the bases of 

religion, awareness regarding product and services, awareness to financial teaching of Islam, 

advertisement, networking and reputation. 

 

Problem Identification 
 

The first problem is profit and loss sharing principle. This is the agreement between two or more parties. 

The bank and other party combine their resources for the investment purpose in the new business or 

existing business (Marimuthu, 2010). The profit and loss are sharing according prescribed term and 

condition on their capital which they invest in the business.in this way the need of both parties are meet. 

The problem is that there is need more efficient allocation of resources because the return is based on the 

production of business. In profit and loss sharing management the manager take all necessary action and 

there is no issue in handling the business activities. But in Mudaraba it become complex because it not 

provide the way through the Islamic bank control the operation of the firm. The link between service and 

customers satisfaction is done by different researcher in the world. The customers satisfaction is depend on 

better quality. The firm satisfy the customers only by providing quality product and service. Service 

problem on customers satisfaction become the cause of their intention of choice. The customers if leave the 

firm is due to poor quality of product and service or not according to customer desire (Saif, 2010). The 

mostly respondent consider that the Islamic bank not provide sufficient interest free loan and not fix the 

return on the investment other conventional bank provide fix return on their deposit and Islamic bank face 

hurdle in this regard (El-Bdour). The respondent is not known about the Islamic banking information the 

major problem in Islamic banking industry is that the people is much little know about financing method 

especially in immigrant community and countries where the Islamic banking system is newly established. 

Some factors like any innovation and increasing competition change the relationship of bank and their user 

(Worthington, 2007). The planning and action are taken to control this problem. This is one of the cause of 

customer switching. The customer who satisfy all of these things there are less chance that the customer is 

shift toward other bank. Another problem in banking is that the loan is provided by bank is not proper 

utilize due to certain reason and the bank face loss and the bank also face the problem of efficient portfolio. 

The bank also need to provide the opportunity for the investment purpose to the investor according to 
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Islamic principles. The Islamic bank play the vital role in the development of country. The problem is that 

there is lack of awareness among people and government regarding Islamic banking system (Aslam, 2015). 

 

Problem Statement 
 

This study is done on the perception of customers regarding Islamic banking system and their preferences 

of Islamic banking and some important issue and factors play the important role in the decision and 

working of Islamic banking system that distinguish it from commercial bank. There is strong competition 

in banking sector. It became necessary for the survival of bank that it meet the need the customers and 

provide high quality service.  

 

Due to more financial institution in the present era including both Islamic and non-Islamic bank provide the 

choice to Muslims and non-Muslims customers to choose their banking product and service on the basis of 

their satisfaction. This competition is not only in conventional banking but also in Islamic banking product 

and service. Due to this heavy competition the Islamic banking should provide several criteria such as 

better performance than competitors, quick transfer facility, banking convenience and different quality 

product to attract the Muslims and non-Muslims customers (Adnan, 2012). 

 

Research Objectives 
 

To investigate the impact of religion on the perception of customers. 

To identify the impact of awareness regarding product service on the perception of customers. 

To explore the impact of awareness to financial teaching of Islam on the perception of customers. 

To examine the impact of advertisement on the perception of customers. 

To point out the impact of networking on the perception of customers. 

To determine the impact of reputation on the perception of customers. 

 

Research Questions 
 

What is the impact of religion on the perception of customers? 

What is the impact of awareness regarding product service on the perception of customers? 

What is the impact of awareness to financial teaching of Islam on the perception of customers? 

What is the impact of advertisement on the perception of customers? 

What is the impact of networking on the perception of customers? 

What is the impact of reputation on the perception of customers? 

 

Significance of the Study 
 

The concept of Islamic banking in all Muslim countries is very important. Because all Muslims spent their 

lives according to principles of Islam to the entry of heaven and to avoid the hill. The purpose of this study 

is to implement the Islamic banking system in which all Muslims fulfill their need according to Islamic law 

and principles. The Islamic banking system provide loan on the bases of free interest and profit &loss 

sharing. The charges of Islamic bank are low and average return. This research is not only important for 

people in any country.it is also important in banking sector as a whole because it provide the bases of 

understanding of certain factors that discuss the impact on the perception of customers regarding Islamic 

banking. 

 

This study is also important for future research. The government who want to introduce the Islamic banking 

system in the state. This study help the government to understand the law and principle used in Islamic 

banking system and the factors that6 influencing the perception of customers.                                                               
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Literature Review 
 

The objective of this study is that the religion create the impact on the willingness of customer to adopt the 

Islamic bank in Malaysia. The sample size of this study is 300 Muslims people with different age and 

income level in klang valley region. The result show that there is significant and positive relationship on 

the willingness of customers in the adoption of Islamic banking (Alam, 2012). The objective of this 

research is that is to check the effect of various factors on the consumer in the adoption of Islamic banking. 

Due to which region they are attract what their demand from Islamic bank.  Of this study is that the 

customer adopt the Islamic bank due to religion. There is need to give the awareness to the people about 

Islamic banking. The student are more know about the Islamic banking. But the problem is that this study is 

done in certain area of Pakistan (Imtiaz, 2013). 

 

The purpose of this study is to discuss the impact of religion on customer attitude regarding the famous 

personality which advertising on T.V in Sudan. The questionnaire technique is used in this study and the 

sample size of this study is 268 university student in Sudan. T- Test, descriptive and frequency analysis are 

used to draw result. The result show that there is low and high religion impact on T.V advertising vary from 

person to person. Further the advertising effect the customer purchasing decision. There is need further 

research in future in this regard (Diab, 2015). 

 

The Islamic bank is grow rapidly in the different country of the world. There is no significant impact of 

loan provided on the basis of interest and there is bad impact of this loan on the society and economy from 

religion point of view and it is strictly prohibit in Islam. This study is done to check the impact of Islamic 

banking system on the living of customer of Islamic bank. The simple question are used and population 

size is 45 and multiple regression analysis are used for data analysis. The result of this study are the loan 

without interest is positive impact and acceptance of Islamic bank in Peshawar KPK (Anjum, 2012). This 

study is used to describe the impact of Islam on bank selection. The result show that there is strong link 

between religion and bank selection. The people are more effect due to have knowledge about religion. The 

Muslims people prefer the automated tailor machine. The Muslims customer know about the Islamic 

banking but they prefer the commercial bank in Malaysia. If the Islamic bank want to attract the customer 

bank should provide online and faster service to customer (Ahmad A. A., 2008). 

 

The Islamic bank is different from commercial bank in different area. The riba is not found in Islamic bank 

but it essential element of commercial bank. The religion obligation is meet in Islamic bank. The Muslims 

bank is work for human welfare through profit and loss sharing principle. Some people have view that the 

Islamic bank is not different from conventional bank. The objective of this study is to check the perception 

of customer in Islamic banking whether the Islamic bank is work according to Islamic law (Dusuki, 2007). 

The loan without interest is provided in Islamic bank. The Islamic bank share both profit and loss. The 

bank face great loss when it occur on bank assets. This study is focus on both Muslims and non-Muslims 

bank through ROE making a standard (Jalbani, 2008). 

 

The major objective of this study is to discuss the causes of switching from non-Islamic bank to Islamic 

bank. This study is also used to clarify the suspicions that the Islamic bank is not work according to Islamic 

law. The secondary data is used and analytical analysis is used to analyze the data. This study help the 

Muslims people in understanding that the Islamic bank is work according to Shariah rule. The result show 

that the customer face low risk in different situation of business (Ahmad1, 2014).  

 

This study is done to determine the perception of customer in Islamic bank in Oman. The banking system 

become the major source of finance for business purpose. There is drawback in commercial bank and the 

Muslims businessman want their all dealing with Islamic law. This study analyze which bank well satisfied 

the customer. The result of this study show that is to know that whether Islamic bank or non-Islamic bank 

more effectively satisfy the customer (Begum, 2014). 
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The source of any business is the customer. The customer generate revenue for banking system. To satisfy 

the customer it is necessary for the bank to produce quality product and service. The Islamic banking is 

successful only if it provide the quality product and service their competitor commercial bank. This study is 

done in Malaysia. The sample size of this study is 1153 people in the different city of Malaysia. The result 

of this study is that the satisfaction of customer is depend on the quality of product and service provided by 

Islamic bank (Saad, 2012). 

 

The need of Islamic bank in Pakistan is due to religion. Because the people want all transaction of business 

according to Islam. The interest is prohibit in Islam.  The people want to get the loan without interest. This 

is only possible in case of Islamic bank. The response is collected from the people who are the customer of 

Islamic and non-Islamic bank. This study is also focused on other variable which effect on customer 

satisfaction. For this purpose 150 sample size is used including both male and female. The correlation 

method are used to determine the relationship between the customer satisfaction and the service of bank in 

Peshawar city of Pakistan. (Laqat, 2013).  

 

The purpose of this study is to check the perception of customer about product and service of Islamic bank 

in Kedah, Sungai, Petani. This study is used to discuss why people used Islamic bank rather than 

commercial bank. The questionnaire are used to collect the data from people. SPSS and V.13 package 

software are used to analyze the data. The result of this study is that the people are not aware about Islamic 

banking product and service in some extent. But the people prefer it due to low risk and more profit and 

standard product. This study is more focus on consumer trend toward Islamic banking product and service 

(Doraisamy, 2011).  

 

The theme of this study is to point out the knowledge of customer regarding product and service of Islamic 

bank in Kuwait. For this purpose 650 questionnaire are used and 427 are analyzed. The result show that the 

customer are not aware Islamic banking product and service (Naser, 2013). This study is used to investigate 

the quality of service in retail banking in QATAR. This study is focus on the perception of customer with 

respect to quality of service. This study is based on newly collected data with the help questionnaire. The 

sample size of this study is 120 on convenient bases in the 4 bank of QATAR.  

 

Finding are the level of perception is less in competitive area (Leo, 2009). The theme of this research is to 

determine the knowledge of customer perception of customer with respect to Islamic banking product and 

the way of increase the knowledge and the observation of customer about the product of Islamic bank. On 

the basis of IPA this research investigate knowledge of customer about product, profit, observation of 

customer about service, thinking of people on IBS interest etc. based on Islamic rule. The semi structured 

interview is used in this study. According to this study information all above area may be improve by 

marketing efforts of bank (Masood, 2014). 

 

This study is based on the observation and the factor which associated with them. The structured 

questionnaire are to get the response of people who used the Islamic bank. T-Test and correlation are used 

to describe the variable. The result of this study is that there is positive link among the satisfaction of 

customer and other factor like quality product and service, more benefit than commercial bank and the 

reputation of bank. The alertness about Islamic bank is the main issue. This research also provide the 

guideline for bank to increase the alertness among people by advertising and innovative product and service 

as compared to commercial bank (Raza, 2012). 

 

Superioty of service is an essential element for the competition in banking sector. To achieve the 

competitive advantage it is necessary for the bank to meet the need of customer according to his or her 

desire. The survey is used in this study. The result of the survey show that there is strong association 

satisfaction of customer and superioty of product ,brand of product and other facilities of bank provided by 

bank (Hamzah, 2015). 
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This research is used to determine the alertness of people and the association of customer preferences and 

superioty of service in Islamic bank. In this study 157 questionnaire are used. The SPSS software are used 

for data analysis. The AMOS is used for research model. The result show the positive association in 

customer satisfaction and superioty of service. The further result in this study also found that represented 

have great impact on the satisfaction of customer in Islamic bank in Pakistan (Akhtar, 2011). The objective 

of this study is to investigate the preferences of customer in Tunsia regarding the service of Islamic bank 

and the factor which effect the customer decision. The 100 questionnaire are used randomly and multiple 

regression and T-test is applied on 93 filled questionnaire. The finding of this study is that doubt, 

knowledge have strong impact on consumer in the use of service of Islamic banking. The customer are 

more willing to move toward the service of Islamic bank (Echchabi, 2013). 

 

The Islamic bank design product and offer service according to Islamic rule. This study is focus on 

knowledge , observation and  the way of thinking about the product and service of IB. individual, business 

and other financial institution outlook regarding Islamic finance are analyze on the bases of observation 

,information and compare it with commercial bank product and service (Worthington A. G., 2007). 

 

The competitor of Islamic bank is commercial bank. Due to strong competition the Islamic bank must know 

the knowledge, observation and behavior of customer in Malaysia.  The population of Malaysia is 60% 

Muslims and 40% non-Muslims. The main objective of this study is to know the impact of knowledge, 

observation and the way of thinking about Islamic banking product and service in Malaysia and the impact 

of knowledge, observation and the way of thinking on IB product and service. The population size of this 

study is 280 people. ANOVA and correlation analysis are used to analyze the data. The finding of this 

study show that more than 50% people from respondent know a about IB but less knowledge about product 

and service of IB. moreover this study help out to attract more customer (Keong, 2012). 

 

The concept of Islamic bank is not newly introduced. In different countries include both Muslims and non-

Muslims countries the Islamic bank is grow rapidly. This research is focus on consumer fulfilment and 

perception regarding Islamic bank in Pakistan. This study is focus on different product and service 

provided by Islamic bank and commercial bank in Pakistan. In this study the information about it is 

collected by using 49 questionnaire. The result of this study is that whether the customer are satisfied with 

the product and service provided by both Muslims and non-Muslims bank and the customer are not aware 

about it (Azeem, 2014). 

 

This study is used to discuss and the preparation of Islamic bank. Whether there is association between 

them. This study is also used to discuss the moderate variable and the impact of moderate variable is 

negative, neutral are positive on the awareness and preparation of Islamic bank in Peshawar. There is no 

neutral effect on these variable. The negative discourage the customer to use Islamic bank even they have 

the knowledge about the things which are prohibit in Islam. The positive attitude people move toward 

Islamic bank due to Islamic rule and regulation (Mehtab, 2015). 

 

In present the Islamic bank is fastly growing in different area of the world. This study is focus on the 

knowledge of customer about product and service provided by IB in Pakistan. The questionnaire are used to 

collect the information. The population size is 200 and random sampling technique is used to analyze the 

data. SPSS software version 18.0 and other technique like correlation, regression analysis and descriptive 

statistics are used for analysis purpose. The result show that there is less knowledge about the product and 

service of Islamic bank. The positive result is found in knowledge and the utilization of service decision 

(Bashir, 2014). 

 

The objective of this study is to create the awareness among the people toward Islamic banking in 

Malaysia. The response of the people is different from the response of non-Muslims people. The sample 

size of this study is 150 people including both Muslims and non-Muslims people. The questionnaire are 

used to collect the data about the knowledge attitude of the people regarding bank and their bank. The 
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result of this study is that the Muslims know better about the IB than non-Muslims people. And there is 

difference in the attitude of Muslims and non-Muslims people regarding Islamic bank (Saiti, 2015). In these 

days the Islamic bank is growing fastly and not include the concept of interest. Due to finance crisis in the 

recently that influencing the commercial bank. This give the energy in the establishment of Islamic bank. 

180 million people live in India and it is big opportunity for Islamic banking system. The study is done to 

check the knowledge of people about the Islamic bank. The information is collected from the people with 

the help of structured questionnaire. This study in finding the region for growth and the issue for Islamic 

bank. This analysis is also done for the analysis of SWOT Islamic bank (Faisal, 2013). 

 

The Islamic bank approximately 1.6 billion people of the world are serve. According to shariah rule this 

study is done to explore whether people are aware regarding IB technology and their perception toward 

Islamic bank and the selection of IB by discussing two important class Muslims and non-Muslims. The 

result of this study show that the people have low knowledge regarding religion and the Muslims know 

more about IB than non-muslims. The religion and profit in Islamic bank inspire the people to invest in 

Islamic bank (Ramdhony, 2013). 

 

To transfer the information the internet and other network are used. The environment are change very 

rapidly and bank face the problem to attract and maintain the customer. This study is used to create the 

loyalty of customer with electronic banking. The 32 questionnaire and 0-100 scale are used for this 

purpose. The AMOS software and path analysis are used for data analysis. The result of this study is that 

there is strong favorable relationship among customer retention and service loyalty (Hozoori, 2015). 

 

Development in technology to provide online service to create the chance for IB to use it to create 

extortions for other institution due to inadequate  formation about electronic service it change the 

perception of customer. This study is done on different factor which effect on preference and the use of this 

service in Saudi Arabia. The population size is 651 people and data is collected through questionnaire. The 

result of this study is that superiority and benefit of internet and their service is important for the adoption 

of Islamic banking (Ghaith, 2010).  

 

Due to development of online banking service it change the operation of bank. It reduce the number of 

employees in banks and save the time and reduce the cost. But the problem is that the customer are not use 

this service. In Iran the banks start to provide this service but the customer do not accept or prefer it. The 

objective of this study is to analyze the factor which effect on the adoption of this service the questioner are 

used in this study. The cost and risk are the factors which effect on this service. There is need for more 

work on it in future (Alagheband, 2006).  

 

The purpose of his study is to discuss the impact of electronic banking on the satisfaction of customer in 

Saudi Arabia. The data is gathered from the bank in Saudi Arabia. The software SPSS version 20 is used in 

this study. The result in this study show that easy use observed benefits and reliability are positive impact 

on the satisfaction of customer. The correlation are used to analyze the data (Sini, 2015). In Islamic 

banking the advertising is based on Islam and there is ethics in Islamic advertising and it works for the 

prosperous of human. This study is used to discuss the attitude and .behavior of management of bank and 

their customer. This study is used to discuss the impact of virtual performance of sale as the customer 

observed by Islamic bank (Hassan, 2008).  

 

Financial resources are necessary for the development of any business. The big business cannot meet its 

need of finance alone. So it take credit to meet their need. This study is done on advertising about credit 

which the financial institution used to convey the information to attract the customer. The questioner is 

used to collect data. The data is collected through questioner is analyzes through personal coefficient test. 

To rank the advertisement field man test are used and regression analysis are used in this study. The result 

of this study are the television and internet or first in a ranking 3.83 average, billboard, and publicity or low 

impact on customer perception in that order (Nasrabadi, 2015).  
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The customer remain loyal which the firm only if the firm provide innovative product and service from 

time to time. Innovative product lead to innovative service. This is done to check the association of 

marketing and newly introduced product and their impact on the perception of customer. Respondent are 

taken from insurance companies in North West and 248 people are select randomly, path analysis is used to 

test this service. The observation if customer influence through trust and marketing. The acceptance of 

innovative product is effected by risk and benefit which the customer observe. To test the hypothesis the 

structural questing model test are used which the help of path analysis techniques. The innovation of 

service and the observation of customer or the straight effect on the acceptance of insurance company the 

consumer. The observe value and the risk also effect on consumer intention (Oruji, 2014).  

 

The objective of this study is to explore the ethics in business may be through advertising from Islamic 

point of view. Different approaches are used in this study to test the results like comparative analysis, 

analytical analysis and descriptive analysis. This research tell about the variable which create the effect on 

ethical manner. This study also point out the ethical problem which are same in other  religion like no fraud 

or stealing etc. the finding of this study is also guide indifferent area regarding ethics (Abuznaid, 2009). 

 

Research Model 
 

Religion 

 

Awareness regarding IB product 

and service 

 

 

                                                                                                                                

 

 

 

 

Research Hypothesis 
 

There is positive relationship between religion and perception of customers. 

There is significance relationship between awareness regarding financial teaching of Islam and perception 

of customers. 

There is significance relationship between awareness regarding IB product and service and perception of 

customers. 

There is positive relationship between advertising and perception of customers. 

There is positive relationship between networking and perception of customers. 

There is significance relationship between reputation and perception of customers. 

 

Awareness to financial teaching of 

Islam 

Advertisement 

 

Perception of customers 

Networking 

Reputation 
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Research Methodology 
 

The descriptive study is used in present study to know more about the factors which effect on the 

perception of customers in Islamic banking in Pakistan. The quantitative approach is used in this study. The 

questionnaire are used to collect the data from the Muslims people used previous study as per current 

requirement in Pakistan. The people preference is ask whether they want the deal with Islamic bank or 

commercial bank. If they select the Islamic bank what their expectation from Islamic bank. The conclusion 

drawn from this study is that most people use Islamic bank is due to following factors awareness, 

reputation, networking and religion. Convenient sampling is used to select the respondent in this study. For 

data collection purpose surveys are used in this study. The 180 questionnaire are used in this study and 150 

are used for analysis and remaining are exclude due to incorrect response. The SPSS software are used for 

further analysis of data in this study (Nain Tara, September 22, 2014). 

 

Reliability Analysis 
 

For the good of measures the Cronbach alpha is used as a reliability measure. The variables of research are 

reliable according to alpha. The value of Cronbach 0.600 which is the standard to check the reliability of 

variables. The value of alpha show that the result are reliable. It means all 32 items are reliable and valid to 

measure the perception of customers regarding Islamic banking. 

 

Reliability Statistics 

Cronbach's Alpha No of Items 

.600 32 

 

Regression Result and Analysis 

 

Hypothesis Testing 

 

Religion 

 

The result of regression show that the religion has strong impact on perception of customers in Islamic 

banking. Because the result are less than 0.05 with the beta value of 0,232. The result validate the H1. 

 

Awareness Regarding IB Product and Service 

 

The result show that there is positive relationship between awareness regarding Islamic banking product 

and service and perception of customers. Because the p-value /significant value is less than 0.05 which is 

0.000 with beta value 0.288. The H2 is accepted because the result show that there is positive relationship 

between awareness regarding IB product and service and perception of customers in Islamic banking. 

 

Awareness to Financial Teaching of Islam 

 

The p-value for this variables is less than 0.05 that is 0.000 and the beta value is 0.245.  It show that there is 

significant relationship between awareness financial teaching of Islam and perception of customers and H3 

is accepted. 

 

Advertising 

 

For advertising the significance value is 0.000 that is less than 0.05 with beta value 0.368. it means that 

there is significant relationship between advertising and perception of customers toward Islamic banking. 
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Networking 

 

The result of research show that there is significant relationship between networking and perception of 

customers in Islamic banking. We accept the H5 which show that the networking significant impact on 

perception of customers regarding Islamic banking. 

 

Reputation 

 

The current result of research show that there is insignificant relationship bet between reputation and 

perception of customers toward Islamic banking. The p-value is greater than 0.05.  H6 is rejected which 

show that reputation is not contribute toward perception of customers regarding Islamic banking. 

 

Coefficients 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) -2.233 .627  -3.563 .000 

Religion .275 .082 .232 3.370 .001 

Awarenessregardingfinanc

ialteachingofislam 
.337 .077 .288 4.354 .000 

Awareness regarding 

product an dservice 
.343 .095 .245 3.614 .000 

Advertising .326 .073 .368 4.480 .000 

Reputation .032 .072 .033 .446 .656 

Networking 
.326 .095 .213 3.437 .001 

  a. Dependent Variable: perception of customers    

 

Anova
b
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 14.910 6 2.485 20.160 .000
a
 

Residual 17.627 143 .123   

Total 
32.537 149 

   

a. Predictors: (Constant), networking, advertizing, awareness 

regardingfinancialteachingofislam,awarenessregardingproductandservice, religion, reputation 

b. Dependent Variable: perceptionofcustomers 

 

The F value should be more than 5. In this research the value of the F is 20.160 which is larger than 5. The 

significance level is .000. The adjusted R value is .436. Because the P value is .000 it means religion, 

awareness to financial teaching of Islam, advertising, networking, reputation have the significant affect the 

perception of customers regarding Islamic banking in Pakistan. 

 



   

  

 

 

ISSN: 2306-9007              Akhtar, Mehmood, Pervez, Aslam & Akhtar (2016) 

 

 

855 

I 

 

  www.irmbrjournal.com                                                                                     September 2016                                                                                             

 International Review of Management and Business Research                        Vol. 5 Issue.3

                           

R 
M  
B  
R  

Correlations 

 

When the value is less than 0.05 than correlation is significant.in this research the religion is correlated with 

the perception of customers with 0.000 value. So there is significant relationship between religion and 

perception of customers.  

Corelation 

 
Awareness regarding financial teaching of Islam is significant at the value of 0.000.awareness regarding 

Islamic banking product and service are significant at the value of 0.002. Advertising are significant with 

the perception of customers at the value of .000. Reputation are significant with the perception of 

  

religion 

Awarenessre

gardingfinanc

ialteachingofi

slam 

awarenessre

gardingprod

uctandservi

ce 

advertizi

ng reputation 

network

ing 

perceptionof

customers 

Religion Pearson 

Correlation 
1 .015 -.151 .430

**
 .202

*
 -.062 .351

**
 

Sig. (2-tailed)  .857 .064 .000 .013 .448 .000 

N 150 150 150 150 150 150 150 

awarenessreg

ardingfinanci

alteachingofi

slam 

Pearson 

Correlation 
.015 1 .358

**
 -.058 -.027 .030 .363

**
 

Sig. (2-tailed) .857  .000 .478 .744 .712 .000 

N 150 150 150 150 150 150 150 

Awarenessre

gardingprodu

ctandservice 

Pearson 

Correlation 
-.151 .358

**
 1 -.193

*
 -.042 .055 .252

**
 

Sig. (2-tailed) .064 .000  .018 .609 .501 .002 

N 150 150 150 150 150 150 150 

Advertising Pearson 

Correlation 
.430

**
 -.058 -.193

*
 1 .562

**
 .001 .422

**
 

Sig. (2-tailed) .000 .478 .018  .000 .986 .000 

N 150 150 150 150 150 150 150 

Reputation Pearson 

Correlation 
.202

*
 -.027 -.042 .562

**
 1 -.023 .264

**
 

Sig. (2-tailed) .013 .744 .609 .000  .779 .001 

N 150 150 150 150 150 150 150 

Networking Pearson 

Correlation 
-.062 .030 .055 .001 -.023 1 .220

**
 

Sig. (2-tailed) .448 .712 .501 .986 .779  .007 

N 150 150 150 150 150 150 150 

Perceptionof

customers 

Pearson 

Correlation 
.351

**
 .363

**
 .252

**
 .422

**
 .264

**
 .220

**
 1 

Sig. (2-tailed) .000 .000 .002 .000 .001 .007  

N 150 150 150 150 150 150 150 

**. Correlation is significant at the 

0.01 level (2-tailed). 
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customers at the value of .001. networking are significant with the perception of customers at the value of 

.007.the perception of customers are correlated with religion ,awareness to financial teaching of Islam 

,awareness regarding Islamic banking product and service, advertising, reputation ,networking. 

 

Limitation and Future Research 
 

The current study has some limitation and there is need future research in this regard. The sample size of 

this study is limited because it take from only few city of Pakistan and finding not generalized on whole 

population of Pakistan. There is more need of marketing and advertising to give the awareness about 

Islamic banking system in Pakistan. Because the people are less aware about it. Another limitation of this 

research is that it cover in limited period of time. There is more need of details analysis on this area in 

Pakistan. This research is only focus on the religion of Islam. In future there is need of more research in 

Pakistan on the customers of different religions. So that more result are obtained on the perception of 

customers regarding Islamic banking. 

 

Discussion and Conclusion 
 

The study purpose is to determine the customer perception toward Islamic banking and find out the factors 

that effect on the perception of customers in Islamic banking in Pakistan. This study is also focus on the 

adoption of Islamic banking product and service by focusing on Muslims and non-Muslims customers and 

suggest the management to make the valuable strategies to catch the attraction of customers. For this 

research the data is collected from the employees and the customers of Islamic banking in Pakistan. The 

result show that perception of customers are most important for the success and growth of Islamic banking 

in Pakistan. This research show that religion awareness regarding product and service, awareness to 

financial teaching of Islam, advertising, networking have the strong impact on the perception of customer 

regarding Islamic banking. The one fifty questionnaires is distributed to collect data from the respondent. 

First reliability test are used to test the result and Cronbach alpha values is 0.600. This value show that 

result are valid. The p-value is less than 0.05. It means religion, awareness regarding Islamic banking 

product and service, advertising, networking and awareness regarding financial teaching of Islam have 

significant impact on the perception of customers in Islamic banking. But reputation does not support in 

this regard and its significant value is 0.656 which is greater than 0.05. It is not support and we reject it. 

Muslims customers and mostly non-Muslims customers are not aware about the Islamic bank. The attitude 

of Muslims and non-Muslims customers is positive toward Islamic banking. The majority of the people are 

agree to deposit their saving in Islamic banking if Islamic banking provide good profit as compared to 

conventional banking (Faisal, 2012). This study is also find that strict Islamic religion and element of cost 

and profit effect on the adoption of Islamic banking product and service (Anwar, 2014). The religion has a 

direct impact on the perception of customers in Islamic banking. The religion is the factors which motivate 

the customers to deal with Islamic banking (Ghoul, 2013). The religiosity is link with the bank reputation, 

perceived value and dependent variables (Ali, 2012). These conclusion are consonant with previous 

researchers.  
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