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ABSTRACT 

So far not many researchers have been done, about the consumer Behavior in Islamic 

bank based on Saudi Arabia. This research will help the Islamic banks and practitioner to 

design marketing strategy for Saudi customers in general.  

This research shows that today technology has helped expand marketing by creating 

greater customer choice and promises to provide almost limitless choices for customers. 

The research is based on understanding how effective marketing is, in addition it will 

show how the world of marketing is and the challenges it faces with the progress and 

transformation of technology. 

This study is performed via mixed research approach. It comprises of qualitative and 

quantitative research approach. The target of this research is consumers who purchase 

fast moving consumer goods. A survey was conducted to determine what the public’s 

opinion on the subject. Starting with general questions to find out the demographic, then 

questions that were related to the topic which were concentrated on marketing strategies 

and what are the most effective approach when marketing is desired. 

In the end, it was concluded that if marketing had not existed, there would be multiple 

repercussions that would lead to the deduction that a world with marketing would be 

more favorable. 
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CHAPTER 1           

1.1 INTRODUCTION 

While Islamic financing has become popular, the system has not achieved widespread 

success. The main reason for this has been the lack of awareness about the principles of 

the system and the products among the population which impact negatively on the 

consumer behavior.  

Islamic financing is based upon the principle that the use of riba (interest) is prohibited. 

This prohibition is based upon Shari'ah ruling. Since Muslims cannot receive or pay 

interest, they are unable to conduct business with conventional banks. To service this 

niche market, Islamic financial institutions have developed a range of halal interest-free 

financing instruments that conform to Shari'ah ruling, and therefore are acceptable to 

their clients. 

The idea of Islamic banking goes back to as early as the 7th century, but it was only 

commercially implemented in the last century. As the end of the colonial era approached, 

some of the newly formed and independent Muslim states reassessed their economic 

policies on the basis of Shari'ah principles. This marked the beginning of the present-day 

revival of Islamic finance. 

Surprisingly, the lack of knowledge and experience with utilizing halal bank products 

does not seem, at the face of it, to be a detriment to the willingness for people to purchase 

a halal bank account if the same facilities were available to them as that currently offered 

by the mainstream conventional banks . 
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1.2 PROBLEM STATEMENT 

A problem statement is brief and to the point description of the issues that need to be 

addressed. It gives a project definition, based on many researches and projects; it also 

helps in tracking the findings and to stay within the topic’s context. 

(Lack of Awareness about Islamic Banking Products and Services negatively 

impacts Consumer Behavior). 
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1.3 AIMS AND OBJECTIVES  

 

Aims are broad statements of selected end results, or the general intentions of the 

research, which gives a clear view of a research project, plus, emphasizes what is to be 

accomplished. Once the aims are clear and established, the objectives are easier to 

formulate.  

Objectives are secondary to aims. Objectives are the steps to take in answering the 

research questions. It focuses on how aims are to be accomplished, must be highly 

focused and feasible, address the more immediate project outcomes, make accurate use of 

concepts, must be sensible and precisely described, should read as an 'individual' 

statement to convey the intentions. The aims and objectives in this research are as the 

following: 

 How do consumers react towards Islamic finance Products  

 Do the customers prefer the Islamic or conventional banking   

 How much do customers know about Islamic finance products    

 Why people do not prefer to invest in Islamic banks 

 What is the most popular Islamic finance product   

 Customer satisfaction and service quality   
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1.4 SIGNIFECANCE OF THE STUDY 

Marketing nowadays is everywhere and inescapable. On average, people living in urban 

centers see up to 5,000 ads per day, in the streets, in malls, in a washroom stall, on 

stickers, on fruit, and during sporting events. Advertising is impossible to avoid. Today 

technology has helped expand marketing by creating greater customer choice and 

promises to provide almost limitless choices for customers. This research will provide an 

insight on the effectiveness of marketing, as well as show how the world of marketing is 

and the challenges it faces with the progress and transformation of technology. 

 Discussing the revolution and evolution of marketing  

 Analyzing how marketing has progressed over the past few decades  

 Understanding how and why marketing has become inescapable  

 Identifying how marketing effects culture and buying habits 

 Investigating why marketing has become integrated in a consumers’ 
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CHAPTER 2           

2.1 LITERATURE REVIEW 

2.1.1  The basic difference Between capitalist and Islamic Economy  

Islam does not deny the market forces and market economy. Even the profit motive is 

acceptable to a reasonable extent. Private ownership is not totally negated. Yet, the basic 

difference between capitalist and Islamic economy is that in secular capitalism, the profit 

m human beings and are always subject to change through democratic legislation, which 

accepts no authority of any super-human power. This attitude has allowed a number of 

practices which cause imbalances in the society. Interest, gambling, speculative 

transactions tend to concentrate wealth in the hands of the few.otive or private ownership 

are given unbridled power to make economic decisions. 

2.1.1.1 Presents practices of Islamic banks  

It is sometimes argued against the Islamic financial system that the Islamic banks and 

financial institutions, working since last three decades, did not bring any visible change 

in the economic set-up, not even in the field of financing. This indicates that the boastful 

claims of creating 'distributive justice' under the umbrella of Islamic banking are 

exaggerated. 

This criticism is not realistic, because it does not take into account the fact that, in 

proportion to the conventional banking, the Islamic banks and financial institutions are no 

more than a small drop in an ocean, and therefore, they cannot be supposed to 

revolutionize the economy in a short period. 

Secondly, these institutions are passing through their age of infancy. They have to work 

under a large number of constraints, therefore, some of them have not been able to 

comply with all the requirements of Shari‘ah in all their transactions, therefore, each and 

every transaction carried out by them cannot be attributed to Shari‘ah. 

Thirdly, the Islamic banks and financial institutions are not normally supported by the 

governments, legal and taxation system and the central banks of their respective 

countries. Under these circumstances, they have been given certain concessions, on the 
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grounds of need or necessity, which are not based on the original and ideal principles of 

Shari‘ah. 

Islam, being a practical way of life, has two sets of rules; one is based on the ideal 

objectives of Shari‘ah which is applicable in normal conditions, and the second is based 

on some relaxations given in abnormal situations. The real Islamic order is based on the 

former set of principles, while the latter is a concession which can be availed at times of 

need, but it does not reflect the true picture of the real Islamic order 

2.1.1.2 The impact of Islamic Ethical Sales Behavior on Customer Satisfaction 

within Islamic Banking Services Industry 

 

This section focuses on customer relation advisors' Islamic ethical behavior which takes 

place during the interaction between him and customer of an Islamic bank. Islamic ethics 

requires an individual to behave according to the rules of Islamic moral philosophy. 

Islamic ethics is a standard for judging the rightness not of an action per se, but of the 

action of one person relative to another, i.e. Islamic ethics is a basis for judgment in 

personal as well as collective interaction. Based on previous research (Dubinsky et al., 

1991; Farrell, 2002) in the context of this study, unethical sales behavior is defined as a 

CRA’s short-run conduct that enables him to gain at the expense of the customer. 

Examples of such activities include: Lying or exaggerating about the benefits of a 

product/service; selling products/services that people do not need; lying about 

availability; lying about the competition; giving answers when the answer is not really 

known; and implementing manipulative influence tactics or high-pressure selling 

techniques (Wray et al., 1994; Howe et al., 1994; Tansy et al., 1994; Cooper and Frank 

2002).A contingency restrictive model of Islamic ethical sales behavior on Customer 

satisfaction is designed in Fig. 1. Islamic ethical sales behavior, as perceived by the 

customer, is proposed to directly influence customer satisfaction, both with the core 

service and the Islamic bank, trust and loyalty to the Islamic bank (H1-H4). As for the 

indirect effects, it is suggested that satisfaction with the core service influences 

Satisfaction with the Islamic bank (H5). These two variables, in turn, lead to loyalty (H6 

and H7). Finally, satisfaction with the Islamic bank leads to trust (H8), and trust is 

proposed to increase customer loyalty (H9). 
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Figure 1: Islamic Ethical Sales Behavior 

2.1.1.3 The performance of the Islamic banks – a realistic evaluation  

Islamic banking has become today an undeniable reality. The number of Islamic banks 

and the financial institutions is ever increasing. New Islamic Banks with huge amount of 

capital are being established. Conventional banks are opening Islamic windows or 

Islamic subsidiaries for the operations of Islamic banking. Even the non-Muslim financial 

institutions are entering the field and trying to compete each other to attract as many 

Muslim customers as they can. It seems that the size of Islamic banking will be at least 

multiplied during the next decade and the operation of Islamic banks is expected to cover 

a large area of financial transactions of the world. But before the Islamic financial 

institutions expand their business they should evaluate their performance during the last 

two decades because every new system has to learn from the experience of the past, to 

revise its activities and to analyze its deficiencies in a realistic manner. 
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Unless we analyze our merits and demerits we cannot expect to advance towards our total 

success. It is in this perspective that we should seek to analyze the operation of Islamic 

banks and financial institutions in the light of Shari‘ah and to highlight what they have 

achieved and what they have missed. Once during a press conference in Malaysia, this 

author was asked the question about the contribution of the Islamic Banks in promoting 

the Islamic economy.  

 

My reply to the question was apparently contradictory, I said it he has contributed a lot 

and they have contributed nothing. In the present chapter an attempt has been made to 

elaborate upon this reply. When it was said that they have contributed a lot, what was 

meant is that it was a remarkable achievement of the Islamic banks that they have made a 

great break-through in the present banking system by establishing Islamic financial 

institutions meant to follow Shari‘ah. It was a cherished dream of the Muslim Ummah to 

have an interest-free economy, but the concept of Islamic banking was merely a theory 

discussed in research papers, having no practical example. It was the Islamic banks and 

financial institutions which translated the theory into practice and presented a living and 

practical example for the theoretical concept in an environment where it was claimed that 

no financial institution can work without interest. It was indeed a courageous step on the 

part of the Islamic banks to come forward with a firm resolution that all their transactions 

will conform to Shari‘ah and all their activities will be free from all transactions 

involving interest. Another major contribution of the Islamic banks is that, being under 

supervision of their respective Shari‘ah Boards they presented a wide spectrum of 

questions relating to modern business, to the Shari‘ah scholars, thus providing them with 

an opportunity not only to understand the contemporary practice of business and trade but 

also to evaluate it in the light of Shari‘ah and to find out other alternatives which may be 

acceptable according to the Islamic principles. 

 

It must be understood that when we claim that Islam has a satisfactory solution for every 

problem emerging in any situation in all times to come, we do not mean that the Holy 

Qur’an or the Sunnah of the Holy Prophet وسلم عليه هللا صلى or the rulings of the Islamic 
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scholars provide a specific answer to each and every minute detail of our socio-economic 

life. 

 

 

What we mean is that the Holy Qur’an and the Holy Sunnah of the Prophet عليه هللا صلى 

 have laid down broad principles in the light of which the scholars of every time have وسلم

deduced specific answers to the new situation arising in their age. Therefore, in order to 

reach a definite answer about a new situation the scholars of Shari‘ah have to play a very 

important role. They have to analyze every new question in the light of the principles laid 

down by the Holy Qur’an and Sunnah as well as in the light of the standards set by the 

earlier jurists, enumerated in the books of Islamic jurisprudence. This exercise is called 

istinbat or ijtihad. It is this exercise which has enriched the Islamic jurisprudence with a 

wealth of knowledge and wisdom for which no parallel is found in any other religion. In 

a society where the Shari‘ah is implemented in its full sway the ongoing process of 

istinbat  keeps injecting new ideas, concepts and rulings into the heritage of Islamic 

jurisprudence which makes it easier to find out specific answer to almost every situation 

in the books of Islamic jurisprudence. But during the past few centuries the political 

decline of the Muslims stopped this process to a considerable extent. Most of the Islamic 

countries were captured by non-Muslim rulers who by enforcing with power the secular 

system of government, deprived the socio-economic life from the guidance provided by 

the Shari‘ah, and the Islamic teachings were restricted to a limited sphere of worship, 

religious education and in some countries to the matter of marriage, divorce and 

inheritance only. So far as the political and economic activities are concerned the 

governance of Shari‘ah was totally rejected. Since the evolution of any legal system 

depends on its practical application, the evolution of Islamic law with regard to business 

and trade was hindered by this situation. Almost all the transactions in the market being 

based on secular concepts were seldom brought to the Shari‘ah scholars for their scrutiny 

in the light of Shari‘ah. It is true that even in these days some practicing Muslims brought 

some practical questions before the Shari‘ah scholars for which the scholars have been 

giving their rulings in the forms of fatwa’s of which a substantial collection is still 
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available. However, all these fatwa’s related mostly to the individual problems of the 

relevant persons and addressed their individual needs. 

 

It is a major contribution of the Islamic banks that, because of their entry into the field of 

large scale business, the wheel of evolution of Islamic legal system has re-started. Most 

of the Islamic banks are working under the supervision of their Shari‘ah Boards. They 

bring their day to day problems before the Shari‘ah scholars who examine them in the 

light of Islamic rules and principles and give specific rulings about them. 

 

2.1.1.4 Customer satisfaction with the Islamic banks  

With a sample of Jordan Islamic bank customers, indicate That customer satisfaction with 

the bank had a significant and positive Effect on bank loyalty. Obtained With a sample of 

customers from different service industries, provide Evidence of the positive influence of 

customer satisfaction both with the Islamic bank as service provider and the core service 

on customer Intention to use the facility’s services again, and recommend the service.  

With respect to the relationship between satisfaction with the Islamic bank and trust in 

the bank, the latter has been viewed from a global perspective as an overall impression of 

the Islamic bank. There is a long term orientation in this variable, since trust is also 

conceptualized as “accumulative process that develops over the course of repeated, 

successful interactions” Satisfying encounters are Hypothesized to reinforce customers’ 

trust in the Islamic bank A highly satisfying experience with the Islamic bank may not 

only reassure the customer that his trust in theService provider is well placed, but also 

enhances it (Metawa and alIslamic Marketing Ethics and Its Impact on Customer 

Satisfaction Empirical research in marketing channels, and in the consumer behavior 

literature Supports this contention. 

 

Due to the unique characteristics of the Islamic banking system, customer will get natural 

satisfaction from most aspects of an Islamic bank's products and services. Islamic banks 

thus, have competitive advantage in terms of enjoying customer confidence. For example, 

in general, satisfied customers are likely to engage in repeat purchase and 
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Reflect strong loyalty towards the Islamic bank. As argued by East satisfied customers 

like these are likely to engage in positive word of mouth and try line extensions. Since 

satisfaction is an important component of the total package of value required by 

customers, Islamic banks can use a segment of satisfied customers in its promotional 

materials to attract new customers. An Islamic bank cans also Use images of its caring 

employees. Employees are a significant part of the service delivery process and play a 

significant role in company customer Interaction. Furthermore, an Islamic bank can 

promote its Products using physical evidence in its promotional material about most 

Of facilities provided by Islamic banks. 

2.1.1.5 Product pricing  

Pricing policies are, in the main, formulated to exploit and Manipulate human psychology 

as witnessed by common practice Whereby the recommended retail price printed on a 

product is often Substantially higher than what retailers actually charge. The aim of such 

pricing policies is to give customers a false impression that they are in fact getting a 

bargain (Shaw, 1996). This type of practice is banned under Islamic law. Islam prohibits 

getting something too easily without hard Labor, or receiving a profit without working 

for it (Shaw, 1996).Furthermore, it is not allowed to change a price without altering the 

quality or quantity of the product because this is cheating the easy-going customer for 

illicit gain (Ibn Taymiyah, 1982).  

 

Islam also prohibits false propaganda or publicity on the part of marketers regarding the 

position of demand and supply through the Media. It should be pointed out that Islam 

does not prohibit price controls and manipulations to meet the needs of the market. It 

means that the Islamic ethics allows some time in which to charge higher prices as a 

Result of natural scarcity of supply of a given commodity or setting price. 

 

Ceilings to curb opportunistic tendencies among merchants. Islamic ally, according Self-

operating mechanism of price adjustments and healthy competition are to be encouraged 

(al-Qur’an, 83:26). However, the essential conditions for the successful operation of such 
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a mechanism dictate that there should be no corner market, no hoarding, no unjustified 

price manipulation, and no restriction on trade (Niazi, 1996). Once the second Caliph 

Umar Ibn al-Khattab passed by Hatib ibn Abi Balta'ah and found him selling raisins at a 

much lower price with the intention of putting his competitors to loss. Caliph Umar Ibn 

al-Khattab told him: “Either enhance your rate or get away from our market” (Malik, 

1989).The hoarding of any product is strictly prohibited in Islam. But the system offers 

flexibility if competing marketers sell at one price amounts to coercion and distortion of 

the free market or if it means very high product prices. Under these circumstances, 

officials of the Islamic government can bring together market leaders representing a 

particular region or a particular commodity, in the presence of others. The purpose is to 

reach a consensus on price level that would not be unjust to the consumer and at the same 

time reap reasonable profits to the marketers.  

The key impetus to intervene on such an ad-hoc basis is to prevent “black-marketing” and 

“concealment of essential foodstuffs”. Ibn al-Ukhuwwah (1938) discusses many types of 

contemporary “ethical lapses” in pricing. Examples given by him include when real 

owners of the products pretend that they are not the owners in order to hike up the price 

by making consumers believe that an even higher price would be charged by the real 

traders, or when there are collusive agreements. He, therefore, emphasises the role of a 

public welfare official to ensure that prices remain fair and just by curbing any ethical 

lapses in price setting He observes that “the public welfare official must see that a broker 

receives his commission only from the seller and must not cause the price to be abated in 

collusion with the buyer’ (Ibn al- Ukhuwwah, 1938:4).  All unethical lapses in pricing are 

tantamount to ‘injustice’ and are sinful. Hence, all profits earned through such unjustified 

prices are not only unethical, but they infringe upon the unique status of man/woman and 

his/her role and responsibilities as viewed under the Islamic framework. The Prophet 

Muhammad (Peace be upon him) remarked, “Do not raise prices in competition” (al-

Malawi, 2:270). In order to eliminate this type of ‘injustice’, the marketer and customer 

must acknowledge that they have higher moral responsibilities on earth rather than be 

preoccupied with profit maximization alone. 
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2.1.3 The Five Ps of the Marketing-Mix from the Islamic Perspective 

In defining Islamic Marketing ethics, Saeed, Ahmad and Mukhtar,(2001) state that 

Islamic marketing ethics based on the principles of justice and equity in Islam differs 

from secular ethics in many ways. They discussed the three characteristics of market 

ethics from the Islamic perspective. Firstly, Islamic ethics are based on Qur’anic 

commandments and leave no room for ambiguous interpretation by marketing executives 

to suit their individual whims and desires. Secondly, the main difference is their 

transcendental aspect of absoluteness and non-malleable nature. Thirdly, the Islamic 

approach emphasizes value-maximization in view of the greater good of the society 

rather than the selfish pursuit of profit maximization. Such properties grant Islamic ethics 

a tremendous capacity to penetrate human conscience and are capable of influencing the 

behavior of marketing executives from within. Banking or commercial activity from an 

Islamic perspective is governed by two principles submission to the moral order of God 

and empathy and mercy to God’s creations which implies refraining from doing harm to 

others and thus preventing the spread of unethical practices (Niazi, 1996). In this section, 

an attempt is made to analyse the five Ps of marketing ethics within the context of 

‘marketing’ as determined by Islamic ethics. The five Ps are: product, price, promotion, 

Place and people. 

2.1.4 The concept of musharaka  

‘Musharakah’ is a term frequently referred to in the context of Islamic modes of 

financing. The connotation of this term is a little limited than the term “shirkah” more 

commonly used in the Islamic jurisprudence. For the purpose of clarity in the basic 

concepts, it will be pertinent at the outset to explain the meaning of each term, as 

distinguished from the other. 

“Shirkah” means “sharing” and in the terminology of Islamic Fiqh, it has been divided 

into two kinds: 

Shirkat-ul-Milk: It means joint ownership of two or more persons in a particular 

property. This kind of “shirkah” may come into existence in two different ways: 

Sometimes it comes into operation at the option of the parties. For example, if two or 

more persons purchase equipment, it will be owned jointly by both of them and the 
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relationship between them with regard to that property is called “shirkat-ul-milk.” Here 

this relationship has come into existence at their own option, as they themselves elected 

to purchase the equipment jointly. but there are cases where this kind of “shirkah” comes 

to operate automatically without any action taken by the parties. For example, after the 

death of a person, all his heirs inherit his property which comes into their joint ownership 

as an automatic consequence of the death of that person. 

(2) Shirkat-ul-‘Aqd: This is the second type of Shirkah which means “a partnership 

effected by a mutual contract”. For the purpose of brevity it may also be translated as 

“joint commercial enterprise.” 

Shirkat-ul-’aqd is further divided into three kinds: 

(i) Shirkat-ul-Amwal where all the partners invest some capital into a commercial 

enterprise. 

(ii) Shirkat-ul-A’mal where all the partners jointly undertake to render some services for 

their customers, and the fee charged from them is distributed among them according to an 

agreed ratio. For example, if two persons agree to undertake tailoring services for their 

customers on the condition that the wages so earned will go to a joint pool which shall be 

distributed between them irrespective of the size of work each partner has actually done, 

this partnership will be a shirkat-ul-a’mal which is also called Shirkat-ut-taqabbul or 

Shirkat-us-sana’i’ or Shirkat-ul-abdan 

 

(iii) The third kind of Shirkat-ul-’aqd is Shirkat-ul-wujooh. Here the partners have no 

investment at all. All they do is that they purchase the commodities on a deferred price 

and sell them at spot. The profit so earned is distributed between them at an agreed ratio. 

All these modes of “Sharing” or partnership are termed as “shirkah” in the terminology of 

Islamic Fiqh, while the term “musharakah” is not found in the books of Fiqh. This term 

(i.e. musharakah) has been introduced recently by those who have written on the subject 

of Islamic modes of financing and it is normally restricted to a particular type of 

“Shirkah”, that is, the Shirkat-ul-amwal, where two or more persons invest some of their 

capital in a joint commercial venture. However, sometimes it includes Shirkat-ul-a’mal 

also where partnership takes place in the business of services. It is evident from this 
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discussion that the term “Shirkah” has a much wider sense than the term “musharakah” as 

is being used today. The latter is limited to the “Shirkat-ul-amwal” only, while the former 

includes all types of joint ownership and those of partnership. Table 1 will show the 

different kinds of “Shirkah” and the two kinds which are called “musharakah” in the 

modern terminology. Since “musharakah” is more relevant for the purpose of our 

discussion, and it is almost analogous to “Shirkat-ul-amwal”, we shall now dwell upon it, 

explaining at the first instance, the traditional concept of this type of Shirkah, then giving 

a brief account of its application to the concept of financing in the modern context. 

2.1.5 Mudarabah  

Mudarabah” is a special kind of partnership where one partner gives money to another for 

investing it in a commercial enterprise. The investment comes from the first partner who 

is called “rabb-ul-mal”, while the management and work is an exclusive responsibility of 

the other, who is called “mudarib”. 

The difference between musharakah and mudarabah can be summarized in the following 

points: 

(1) The investment in musharakah comes from all the partners, while in mudarabah, 

investment is the sole responsibility of rabb-ul-mal. 

(2) In musharakah, all the partners can participate in the management of the business and 

can work for it, while in mudarabah, the rabb-ul-mal has no right to participate in the 

management which is carried out by the mudarib only. 

(3) In musharakah all the partners share the loss to the extent of the ratio of their 

investment while in mudarabah the loss, if any, is suffered by the rabb-ul-mal only, 

because the mudarib does not invest anything. His loss is restricted to the fact that his 

labor has gone in vain and his work has not brought any fruit to him. However, this 

principle is subject to a condition that the mudarib has worked with due diligence which 

is normally required for the business of that type. If he has worked with negligence or has 

committed dishonesty, he shall be liable for the loss caused by his negligence or 

misconduct. 
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(4) The liability of the partners in musharakah is normally unlimited. Therefore, if the 

liabilities of the business exceed its assets and the business goes in liquidation, all the 

exceeding 

 

 

CHAPTER 3           

 

3.1 RESEARCH METHODOLOGY 

 

Research methodology is the name of the methods and ways through which a research 

process is going to be completed and measured. 

 

Both qualitative and quantitative researches are used in studies throughout many fields, 

including science and the social sciences. This study will be performed via a mixed 

research approach. It will comprise of Qualitative and Quantitative research approach.  

 

3.1.1 QUALITATIVE 

Qualitative research is concerned with complete and detailed descriptions of events. 

Qualitative refers a way of conducting a research. The tool and instrument used for 

designing, collecting, and analyzing research. It generally analyzes the world through the 

lenses the researcher brings to bear on the data. For that I had an Employee bank 

interview ( Bank Al-Jazeera) .  

 

3.1.2 QUANTITATIVE 

Quantitative research, generally does not translate aspects of the world into numbers to be 

analyzed mathematically. Quantitative research methods were originally developed in the 

natural sciences to study natural phenomena. However now this method is well accepted 

in the social sciences and education it includes surveys, laboratory experiments, formal 
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methods such as econometrics, and numerical methods such as mathematical modeling. 

Data collection in this research has been done by the following tools: 

 Questionnaire ( closed ended , mixed, rating scales)  

 Sample of 100 consumers from bank al – Jazeera  Jeddah  

 

 

To ascertain the viewpoint of the general public, a survey was designed and distributed 

online. In the initial questions, participants were asked general questions to determine 

their demographic. Then, they were asked the marketing-related questions. The expected 

results were that most of the participants would view marketing from its negative side - 

seeing it as a form of tricking people, and would conclude that the world would be better 

off without it. 

From the information obtained in the demographic questions, the participants cannot be 

clustered together in any specific group; they come from different nationalities, age 

groups, places of residence, and professions. 63.2% were female and 36.8% were male. 
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3.2 DESIGNING THE QUESTIONNAIRE 

A questionnaire is a means of eliciting the feelings, Beliefs, experiences, perceptions, or 

attitudes of some sample of individuals. As a data collecting instrument, it could be 

structured or unstructured. A poorly designed questionnaire can be the biggest source of 

non-sampling error (either directly or indirectly). The questionnaire can influence the 

response rate achieved in the survey, the quality of responses obtained and consequently 

the conclusions drawn from the survey results. 

The advantages of questionnaires 

 It is more practical. 

 Large amounts of information can be collected from a large number of people in a 

short period of time and in a relatively cost effective way. 

 Can be carried out by the researcher or by any number of people with limited 

affect to its validity and reliability. 

 The results of the questionnaires can usually be quickly and easily quantified by 

either a researcher or through the use of a software package. 

 Can be analyzed more 'scientifically' and objectively than other forms of research. 

 When data has been quantified, it can be used to compare and contrast other 

research and may be used to measure change. 

 Positivists believe that quantitative data can be used to create new theories and / 

or test existing hypotheses. 
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3.3 SAMPLE SIZE AND POPULATION 

Sampling can be defined as the method or the technique consisting of selection for the 

study or research. Sampling method is the process or the method of drawing a definite 

number of the individuals, cases or the observations from a particular target, selecting 

part of a total group for investigation. Sampling has the following advantages: 

 Very accurate 

 Economical in nature 

 Very reliable 

 High suitability ratio towards the different surveys 

 Takes less time 

 In cases, when the target is very large, then the sampling method is the only 

practical method for collecting the data. 
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CHAPTER 4           

4.1 SURVEY FINDINGS 

 

 

 

 

 

 

55%

10%

35%

What motivated you to get shariah compliant services

Religious Requirement Family Friend Community or relationship manager pressure self motivated

39%

39%

22%

do you think bank aljazeera islamic panking products are 
better than the conventinal banking products ? 

Yes No Conventional
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yes
11%

maybe 
83%

no 
6%

do you plan to leave bank al-jazeera and take banking services from 
another bank because bank aljazeeradoes not comply with the 

shari'a requirements ? 
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CHAPTER 5           

 

 

5.1 CONCLUSION 

 

Adequate researches have been conducted in this area; however, many of these studies 

concentrates only on how marketing campaigns have integrated in consumers lives but 

does not explain why marketing has formed part of consumers’ life. This research gap 

gives room for more research to be conducted in this area. 

 Marketing is an innovative creative field where it portrays and communicates with a 

target market through research, as well as to eliminate competitors. When it comes to 

using marketing in any form whether an organization has already achieved their goal, has 

recognition and high sales, as well as, a sustainable market share from all the marketing 

they have done decades ago. It is essential for the organization to continue to market their 

products as the business world is in its peak, a lot of competitors and products are 

available that costumers can easily convey to. Added to the previous point, competitors 

will take this advantage to penetrate or take a bigger market share.  

As nowadays marketing has become so wide spread that it has become so overwhelming, 

in addition to false expectations that perceives consumers after some marketing activities.  

In conclusion, I believe that in the highly unlikely case that this world was devoid of 

marketing, we would not be any happier than we are now. It is important to see beyond 

the vague exterior of marketing that could befuddle many people into believing it is 

entirely immoral and harmful. Furthermore, it is impossible to conclude indefinitely 

whether marketing is purely good or evil. However it can be deduced that like every other 

thing in this world, it is capable of both. It all depends on its purpose and how to use it. 
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5.2 RECOMMENDATIONS 

 

Islamic banking is important like conventional banking. In banking sector Islamic banking 

pays important role in business world as well as in individual customers. Most of the business 

firms us conventional banking system because there is no chance of loss and it returns a fix 

amount in case of interest. The ultimate purpose of business is to earn profit and they earn 

from profit from their deposits and take profit which is interest on deposit. Most of the 

corporations prefer conventional banking as an easy way of dealing with the banks. 

Corporations don’t have time to think about the Islamic banking system and its products and 

services. 

In case of individual consumer the user most of the consumers take the Islamic banking as an 

ethical way of banking and said that the Islamic banking system is a complete ethical banking 

theory. Religious norms and beliefs are the key concept in Islamic banking in case of 

individual customers. Most of the customer adopts Islamic banking way due their religion 

like Islam because interest prohibited in Islam. It is still undecided that whom other religions 

who have prohibited interest except Islam. 

The conventional banks use a term “Interest”. Interest is fix return on investment either in 

case of profit or loss from depositor money and there is no portion of profit for the depositor. 

But in case of Islamic banking there is a sharing of profit and loss and no fix return on 

deposit. The people who did not ignore ethics in their life either they are Muslim or non- 

Muslim they prefer the banking like Islamic banking because they consider it as an ethical 

way of banking which did not take interest from lending money. The interest of lending 

money is totally considered as unethical because it is equal to take benefit from poor people 

by forcing. 

Banking products and services are the other important factors in case of Islamic banking. 

Individual customer focuses on the religious view as well his own benefit. Customer take the 

information about the product and services of the Islamic bank and according to his own 

benefit the customer invest in an Islamic banking system. 
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APPENDIX (6)           

 

6.1 QUESTIONNAIRE SAMPLE ( no questioner )    

Qualitative  

(interview with bank Aljazeera employee) 
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6.2 SURVEY SAMPLE QUESTIONS 

Quantitative  

 

1.  What motivated you to get Sharia Compliant Banking Services?  

A. Religious Requirement.  

B. Family, friend, community or relationship manger’s pressure.  

C. Self-motivated  

 

2 Do you think Bank Al Jazira’s Islamic Banking products are better than the 

conventional banking products?  

A. Yes  

B. No  

C. Conventional products are better.  

 

3. Do you plan to leave Bank Al Jazira and take Banking Services from another 

bank because Bank Al Jazira’s does not comply with the Sharia requirements?  

A. Yes.  

B. Maybe  

C. No 
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4. Your understanding 

and knowhow about 

BAJ’s Islamic Banking 

Products & Services:  

 

           

                             

                                 Agree  

 

 

 

 

 

 

 

            Neutral  

 

 

 

 

 

 

 

Don’t Agree 

 

 

I know why and 

how the Islamic 

products are Sharia 

compliant.  

 

 

 

 

 

❏  

 

 

 

 

❏ 

 

 

 

 

❏  

 

I am interested in 

knowing the details 

of Shari'ah-

compliant products 

and implementation 

mechanisms.  

 

 

 

 

 

 

❏  

 

 

 

 

 

❏  

 

 

 

 

 

❏  

 

3. I know all the 

steps of how 

Islamic financing is 

done.  

 

 

 

❏  

 

 

 

❏  

 

 

 

❏  
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I can reply to any 

question related to 

the legitimacy of 

the Islamic products 

from Sharia 

perspective.  

 

 

 

 

 

❏  

 

 

 

 

❏  

 

 

 

 

❏  

 

 

 

I can reply to any 

question related to 

the legitimacy of 

the Islamic 

products from 

Sharia perspective.  

 

❏  ❏  ❏  

 

The 

implementation of 

the Bank' 

operations in a 

Sharia compliant 

manner is the 

responsibility of 

both the bank and 

its customer.  

 

 

 

❏ 

  

 

 

❏  

 

 

❏  
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5- Bank Al Jazira’s Islamic term deposits:  

A. Have lower return than similar products available in the market.  

B. Process and procedure are very difficult and time consuming.  

C. Are identical to conventional deposits.  

D. Are the most competitive deposit products.  

 

6-Investment in mutual funds offered by Bank Al Jazira’s subsidiary Al Jazira 

Capital has a:  

A. Low return on investment.  

B. Higher risk because the selected investments made by the bank carry higher risk.  

C. Difficult investment process that cannot be understood by an ordinary customer.  

D. Competitive advantage over similar peer investment opportunities.  

 

 

7-The process and procedures of Sharia Compliant investment products and 

services are:  

A. Complex and difficult  

B. Flexible and subject to change  

C. Are identical to conventional investments.  

D. The best offered in the Saudi Arabian market.  

 

 

8-Which Bank Al Jazeera product do you like the most?  

A. Murabaha financing (Brand Name Dinar)  

B. Ijara based home financing or real estate financing.  

C. Islamic Credit Cards  

D. _________________  
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9-  Customer’s Satisfaction 

and Service Quality 

related to BAJ’s Islamic 

Banking Products & 

Services:                     Yes  

 

 

 

 

                   Neutral  

 

 

 

 

           No  
 

1. Are you satisfied 

with the Islamic 

Banking services 

that are offered by 

Bank Al Jazira?  

 

 

 

 

 

❏  

 

 

 

 

❏  

 

 

 

 

❏  

 

2. Do you feel that 

Shariah-compliant 

Banking is fully 

satisfying the needs 

of Saudi customers?  

 

 

 

 

 

 

❏ 

 

 

 

 

 

❏  

 

 

 

 

 

❏ 

 

  

 

10 Research Title – Consumer Behavior Towards Islamic Banking Products in 

Saudi Arabia  
 

In my view the 

difference between 

the traditional 

services related to 

(interest based loans 

and deposits) and 

services that are 

consistent with the 

provisions of Sharia 

law relating to Bank 

Al Jazira’s DINAR, 

and NAQA 

products, is in form 

only, not in 

substance.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

❏  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

❏  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

❏  
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Are you satisfied 

with the process and 

procedures of 

Islamic products for 

the delivery of 

services you need?  

 

 

 

 

 

 

 

 

 

❏  

 

 

 

 

 

 

 

 

❏  

 

 

 

 

 

 

 

 

❏  

 

Sharia compliance 

related questions are 

frequently asked by 

me and the bank 

does not have an 

answer?  

 

 

 

 

 

 

❏  

 

 

 

 

 

❏  

 

 

 

 

 

❏  

 

  

 

 

 


