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ABSTRACT

In line with the development of Islamic Banking and Islamic finance sector, the Malaysian government
constantly improves the Islamic financial system by promoting Sharia-compliant Islamic Home Financing in
order to create awareness among non- Muslims consumers. The involvement of non-Muslim populations in the
system of Islamic financial is important as they can assist in the growth and the development of Islamic financial.
In fact, it opens the eyes of the world that this system is not only limited to Muslims but it is open to everyone
regardless their religions. Therefore, to overcome this problem, the Islamic financial industry must develop a
more effective and continuous strategy in approaching and educating the public to gain a deeper understanding
of the Islamic financial system and Islamic financial capabilities. Thus, the purpose of this study is to examine
the factors affecting the intention of non-Muslim customers to purchase Islamic home financing through the
evidence at Maybank Kuala Terengganu. The general objective in this study is to investigate the behavior of
non-Muslims’ intentions towards Islamic home financing. There were 286 respondents participated in this study.
The collected data were analyzed and interpreted using Statistical Package for Social Sciences (SPSS) Version
22, a computer software program. The result indicated that all independent variables such as attitude towards
act or behavior, subjective norm and product knowledge had significant and positive value towards the purchase
intention. This study also proved that the subjective norm is the most significant factors to adopt in Islamic
Home Financing. In fact, the three hypotheses of this study were accepted. The findings from this study were
useful to contribute to the improvement and enhancement of aspects in theoretical knowledge and managerial
practice. Carrying out the research within a few restrictions in time and resources poses a limitation towards this
study as it contributes to the generalization of findings across Kuala Terengganu Maybank customers only.
Future research should, therefore test the proposed conceptual model on customer from different states of
Malaysia or comparison of few other banks as comparison.
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INTRODUCTION

The banking industry has emerged in Malaysia since the 19" century with its primary service in providing the
“strong room” or vault. Over the years, it has developed rapidly by offering better service to its customers. Later
on, in 1963, the Islamic banking in the form of Tabung Haji was established in which its function is to save
money for its pilgrims for the purpose of performing their Hajj. The deposit from the people is invested in the
Shariah permissible investment. According to the definition given by Bank Negara Malaysia (BNM), Islamic
banking refers to the system of money management by banks based on the Islamic law which is also known as
Shariah law. The fundamental principles governing Islamic banking are mutual risk and profit sharing between
the parties, guarantee of justice for all and transactions based on business activities or core assets. On the record,
Islamic banking was officially presented in 1983 when Bank Negara Malaysia enacted the implementation of
the Islamic Banking Act 1983 (IBA) and the Takaful Act 1984.

As Islam is the primary religion in Malaysia, Islamic banking has brought the attention of the public especially
from the Muslims to use its services. However, Islamic banking does not only attract the Muslim’s attention but
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also some non- Muslims who are keen to use its services because of their universal nature. Islamic banking
promotes 'real economy' and this is created through a fair and equitable financial system where all the customers
have an equitable distribution of wealth and prosperity. The method of Islamic banking is intended to emphasize
other aspects of its business transactions such as transparency, full disclosure of defects, zero exploitation and
fair treatment of customers. Likewise, the financial system provides a fair treatment for debtors who are unable
to repay their loan due to legitimate reasons such as job loss or financial disaster.

Moreover, the Islamic banking practitioners use a variety of structures such as Musharakah (partnership) and
Murabaha (trading based on cost plus profit) to avoid the unauthorized 'benefits' of Islam. According to Khaki
and Sangmi (2012), all banking operations provided by Islamic banks to their customers such as services and
products, deposit transactions and financing modes, must be implemented and operated following the Islamic
principles. The role of Islamic scholars is very important in ensuring that the Islamic financial products and
services are in compliance with the Shariah principles as outlined by the Qur'an and Sunnah. This role is even
more important because scholars and Islamic intellectuals, called Shariah Advisers, are also given the trust to
help develop new products to be more innovative and comparable to the conventional ones. Therefore, Islamic
banking has introduced various products that are based on the Shariah principles. One of it is the financing of an
Islamic home based on the Mudharabah contract. Fast forward to today, this Shariah-compliant financial
solution remains to support Malaysia’s diverse economic needs and contribute to Malaysia’s changing financial
landscape which has developed immensely.

Since the Islamic banking establishment in Malaysia, the government has made a lot of efforts to strengthen and
develop the sector of Islamic financial system in the country. For example, the Ministry of Finance in its budget
2019 has announced the setting up of the Special Committee on Islamic Finance (JKKI) with the purpose of
promoting and enhance the direction of Malaysia's Islamic financial development as a global leader in the world,
specifically in the Sukuk market. In respect of the above, according to Deputy Finance Minister (Malay Mail,
2019) stated that the JKKI is also a platform towards strengthening the government's efforts and enthusiasm to
make Malaysia a center of Islamic financial excellence and to become a leading Shariah-compliant financial
services provider in the world. Currently, a total of 16 licensed Islamic banking in Malaysia consisting of local
and external banks operating in the country in which they have been involved in events and efforts to promote a
superior Islamic banking system (Bank Negara Malaysia, 2020).

Unfortunately, despite the positive efforts, hard work and developments mentioned above, the fact is that Islamic
home financing is still young, not very mature and not fully developed. Although the sector is said to be growing
rapidly, it is still moderately small as compared to its true potential and the existing conventional banking which
is already more advanced, established and sophisticated. In reality, the market for this sector has not yet been
fully explored for non-Muslims in Malaysia. The reasons are due to the deficiency of awareness among non-
Muslims regarding the Islamic home financing products and the feeling insecurity with the potential of Islamic
home financing in the future.

Abdullah et al. (2012), stated that there is a deficiency of information in the community about Islamic banking
knowledge regarding the potential of Islamic banking products due to the information on these products is not
being written and shared. Furthermore, Naveed and Kashif (2010) emphasize that most of the Islamic banking
customers are still unfamiliar and unknowing of the existence of Islamic financial products and services existence
such as Murabaha and [jara in in Pakistan and Turkey. Therefore, the previous study has given indication that
non-Muslims’ purchase intentions of Islamic banking products and services are vague and thus require further
clarification on whether they have positive or negative intentions on Islamic home financing.

In line with the development of Islamic Banking and Islamic finance sector, the Malaysian government is
constantly improving the Islamic financial system to create a positive impact on the people, nation and Islamic
banking itself. One of the main focuses of the government and Islamic banks is to provide and promote Sharia-
compliant Islamic home financing as this product has grown rapidly in the market. Unfortunately, this Islamic
home financing is still not well received and does not achieve widespread success among non-Muslims in
Malaysia. In fact, the demand is still small as compared to its true potential. Globally, home financing market is
dominated by non-Muslim communities and this market in Malaysia specifically, has yet to be fully explored
and is still not comprehensive. One of the major factors obstructing the growth of Islamic home financing is the
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lack of awareness among the non-Muslims on the alternatives offered in the Islamic banking financial system.

Ahmad and Haron (2002) in a previous study on the Malaysian corporate customers’ perceptions towards Islamic
banking products found that these products are not very favored among non-Muslim customers and only a small
number of them continue a banking relationship under the Islamic banking system. In addition, more than half
of the respondents which is 65 per cent indicated that they were less knowledgeable about the Islamic banking
system and the study also found that among the respondents were did not understand the true purpose of setting
up Islamic banking. Hamid and Masood (2011) in further support by Cheteni (2014) stated that there are two
reasons for the deficiency of demand and request for Islamic home financing products among non-Muslims. The
first reason is due to the lack of consumer awareness of Islamic banking and the second is misconceptions and
misunderstandings about Islamic banking. While extensive research evaluates Muslim adoption of Islamic home
financing driven by religious compliance (religiosity), significant empirical gaps exist regarding non-Muslim
consumers. Non-Muslims form a crucial growth market for Islamic financial institutions, yet their decision-
making is driven by alternative cognitive, normative, and functional factors rather than religious obligations.
Most existing literature frames Islamic banking adoption through a religious lens, neglecting how non-religious
consumers evaluate complex Shariah-compliant debt/equity structures (e.g., Musharakah Mutanagqisah,
Murabahah).

Moreover, all customers either Muslims or non-Muslims who deal with Islamic banks need to understand more
Arabic terminologies when purchasing Islamic home financing such as “murabahah”, “istisna”, “ijarah”, “Bai’
Al-Inah”, “tawarrug” and others. It could be considered that non-Muslims still have somehow limited in
knowledge, understanding and awareness on Islamic home financing due to the use of more Arabic terms and
conditions. As a consequence, in this situation, the non- Muslim customers have to face some difficulties in
maintaining their intention, interest and loyalty to the product. This is a challenge for banks because they have
to explain to non-Muslim customers in a more detailed manner with the purpose that they can better understand
the Islamic home financing before purchasing it. Despite the substantial growth of Malaysia's Islamic banking
sector, empirical literature has disproportionately focused on Muslim consumers whose financial choices are
largely driven by religious obligation. Consequently, a distinct research gap remains regarding non-Muslim
consumers, who evaluate Islamic home financing strictly as a commercial and ethical alternative to conventional
mortgages. Examining this non-religious consumer segment in Kuala Terengganu presents a compelling
empirical setting. As a regional urban center in Terengganu characterized by a predominantly Malay-Muslim
majority and a distinct minority non-Muslim population, Kuala Terengganu serves as a unique micro-
environment to evaluate how non-Muslims navigate Shariah-compliant financial offerings amidst a dominant
Islamic banking presence. Understanding how product knowledge, subjective norms, and attitudes shape non-
Muslim adoption intentions in such regional contexts is essential for Islamic financial institutions seeking market
expansion beyond traditional socio-religious demographics.

Thus, this study will evaluate the non- Muslims’ intention about Islamic home financing through a market survey.
Based on the results of the analysis review, the study will recommend the appropriate strategies that should be
adopted by Malaysian Banking Berhad (Maybank).

LITERATURE REVIEW

Purchase Intentions

A customer enthusiasm to own a certain invention or a particular service is commonly referred to the customer’s
purchase intention. Purchase intention is usually influenced by several external and internal factors that are
described as dependent variables (Saad, Rahman & Umandi, 2019). The study also states that a various source
could be influence to the intention of purchase by customers such as product’s perceived quality, cultural
dimension of individualism, perceived value and the use of Social Networking Service (SNS). Moreover, in a
study conducted by Rahman, Asrarhaghighi and Rahman (2015) suggest that the behaviors, action, attitude or
personality of an individual are possess related to the Theory of Reasoned Action (TRA). The TRA was
established to recognize the possible factors that can influence to purchase intention and the relationships among
attitudes, intentions and behavior. In addition, there are two unique variables of TRA which are attitude and
subjective norm that can be apply in the study since the previous studies stated that acceptance of Islamic
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financing could be clarified by the determinants of TRA (Amin, Muhammad, Lada, Amran and Hamid, 2006).
Hence, the determinant of TRA can clarify the reason of bank customer to use Islamic Home Financing, Amin et
al., (2006).

According to Chandon, Morwitz and Reinartz (2005), marketers frequently used intention of purchase as a factor
of comparable between new and existing products and it can be a yardstick to describe individuals’ behavior. At
the same time, future consumers’ behavior can be predicted by customers’ purchase intentions and thus
marketers are able to forecast the suitable marketing plan. Moreover, Morwitz and Vicky (2014), says that
marketers intense to develop consumers’ purchase intentions which directly affect consumers’ actual behavior.

According to Ibrahim and Kamarudin (2018), they find that currently 12 out of 16 Islamic banks in Malaysia are
offering Islamic home financing product based on debt. In the meantime, only five Islamic banks offer Islamic
home financing product based on equity. From the data, they suggest that Islamic home financing based on debt
is more preferable and acceptable by Islamic bank in Malaysia. In other words, debt-based financing is
predominant in all the financial institutions in Malaysia. In the meantime, it is found that Maybank Islam Berhad
is the only bank in Malaysia that provides both forms of Islamic home financing to customers. In another study
conducted by Yusof et al. (2011) conclude that murabahah (cost-plus arrangement) combined with the bai-
bithaman-ajil (BBA) (payment of price is deferred to a future date) is the most frequently used method for Islamic
home financing in Malaysia. This study also states that although in Malaysia BBA-murabahah is the most
demanded financial mode offered by Islamic banks, however (Yusof et al., 2011) mention that Muslim scholars
in the Middle East countries reject the concept of BBA-murabahah in Islamic home financing because the
implementation model is related to conventional home financing.

Moreover, Islamic banking is a substitute of conventional banking that practice Islamic principles such as being
free from riba (interest), gambling and hidden interest rate (Amin, Rahman, & Razak, 2014). Hence in Islamic
banking prohibited from gaining any unlawful business, all the risk and profit of the business transaction will be
distributed fair and transparent (Dusuki & Abdullah, 2007). In addition, according to Organization of Islamic
Conference (OIC), stated that Islamic banking is a financial institutional whose totally practice and committed
with the Principle of Islamic Shariah that banning any transaction payment of interest (Amin et. al.,
2006). However, for Muslims religion they will naturally pro-Islam in choosing any aspect including banking
while, non-Muslims religion they will not interest with the Islamic banking until they acknowledge the benefits
and rewarding gain from the Islamic banking (Metawa & Almossawi, 1998).

In addition, Hamid and Masood (2011) notice that there are five most important factors, which are Shariah
principles, excellent service, efficiency, price, bank reputation, and terms and conditions of product flexibility
that are considered by consumers when choosing Islamic home financing. While this study also suggests there
are five least important factors that clients often use when choosing a mortgage provider which are promotion,
lifestyle, advertisement, trending, guidance from banks and guidance from real estate developers.

In contrast to another study conducted by Ismail, Azmi and Thurasamy (2014) suggest in their studies that social
influence, media advertisement, reputation, religious, and service quality are the most influential factors for
assortment of Islamic home financing in Malaysia. Moreover, the study also notes that reputation is the most
significant predictor that influences the assortment of Islamic home financing. The finding of the research also
concludes that due to a good image and reputation of Islamic bank it will make customer feel assured in choosing
an Islamic home financing. These dimensions of variables for others study, related to opinions and preferences
that reflect the attitudinal components of cognitive (product knowledge), affective (feeling or perception) and
conative (intention to use) dimensions (Schiffman & Kanuk, 2004).

A study conducted by Ibrahim, Fisol and Haji-Othman (2017) investigated the relationship between customer’s
intention with perceived behavioral control, attitude, level of understanding or awareness, subjective norm and
religiosity in selecting Islamic home financing products. The study suggests that perceived behavioral control,
attitude, level of understanding or awareness, subjective norm and religiosity presented a positive relationship
on customer’s intention in selecting Islamic home financing products. Furthermore, the study also finds that
religiosity is the most significant factor that affects the customer’s intention in selecting Islamic home financing
products. However, this result was rejected by research conducted by Samidi, Nurfadilah, Rivai and Suharto
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(2016). This study emphasize that religious obligation is insignificant in influencing customer’s intention in
purchase Islamic home financing products in Indonesia. However, in Indonesia they find that attitude,
government support, social influence and price mechanism have a significant effect on customer’s intention to
purchase murabahah financing.

Additionally, the finding was support by Amin (2017) concludes that attitude is the most significantly associated
to the intention to choose Islamic home financing. The consistent result of this study with the earlier studies was
supported by Ibrahim et al., (2017) and Samidi et al. (2016). This suggests that attitude is found to be significant
factor towards perspective of Islamic home financing. Besides, this study also found that service quality and
subjective norm have significant relationship that associated with the intention in selecting Islamic home
financing products. Nevertheless, the study finds that perceived financial cost is positively connected to the
intention to choose Islamic home financing however there is no relationship or negative significant. This happens
when perceived financial cost increases, the intention to choose Islamic home financing decreases and vice versa.

Attitude towards Act or Behavior

Theory of Reasoned Action (TRA) explicitly identifies behavioral intention as the direct antecedent and
immediate predictor of actual behavior. In your study, this represents the dependent variable (dependent
construct) capturing whether non-Muslim consumers are willing to choose Islamic home financing products over
conventional options. According to TRA, attitude is formed by behavioral beliefs—the consumer’s cognitive
assessment of the consequences (outcomes) of performing the behavior multiplied by their evaluation of those
consequences. In your study, it measures how non-Muslim consumers favorably or unfavorably view the utility
and outcomes of adopting Islamic financial products. According to Lujja, Mohammad and Hassan (2016), they
suggest that attitude influence a person to adopt Islamic banking, whereas subjective norm is not a substantial
element that leads individual behavior’s intention to adopt Islamic banking, in fact it is relatively influence
attitude towards the adoption of Islamic banking. In addition, the attitude towards the adoption of Islamic banking
is certainty influenced by an individual’s behavior (Lujja et al., 2016). However, the attitude of Muslim and
non-Muslims in adopting Islamic banking is inconsistencies (Lujja et al., 2016). According to Bananuka et al.,
(2019) in their study mention that factors of the intention of non-Muslim to adopt Islamic banking is driven by
profitability, while Muslims are more influenced by their religiousness and profitability In addition, Kaawaase
and Nalukwago (2017) states that the three variables which are subjective norm, religiosity and attitude are
significant relationship of Islamic banking, in fact religiosity is a mediator in the relationship between behavioral
intentions towards Islamic banking. However, Ajzen and Fishbein (1980) in the book of understanding attitudes
and predicting social behavioral states that the theory of reasoned action did mention attitude and subjective
norm are the most influence factors of an individuals behavioral. This statement is agreed by Lujja et al. (2016)
and Kawaase and Nalukwago (2017). Moreover, Bananuka et al. (2019) suggest that the three significant
determinants of intention to implement Islamic banking in Uganda are attitude, subjective norm and religiosity.

Attitude towards behavior means the degree to which a person has a favorable or unfavorable estimation or
judgement of a particular behavior (Suki & Ramayah, 2010). Furthermore, Loo (2010) describes about attitude
in term of cognitive and an effective factor is a factor in his study. The study also explains in Islamic banking
that customers’ knowledge and understanding of how it works are the reflection of cognitive factor, while
affective factors reflect about customers’ feeling of how it relates to the respondents’ perception. However,
according to a previous study conducted by Ajzen and Fishbein (1980), in the TRA model attitude is determined
by an individual belief towards the result of action behavioral control.

Bananuka et al. (2019) in their study suggest that attitude is a significant factor that influences people’s intention
to select a range of product or services.

However, Amin, Abdul, Sondoh and Hwa (2011) explain that attitude has positive relationship to influence
customers to use Islamic banking. In fact, Echchabi and Azizi (2012) confirm that attitude is a major role in
demonstrating the patronization behaviors of Islamic banking. Furthermore, Ramaya, Rouibah, Gopi and Rangel
(2009) find that attitude is significant in clarifying investors’ intention to use internet stock trading. Besides that,
Bananuka et al. (2019) state in their finding that attitude is a major influential factor in responsible people’s
intention to adopt a given product or services. Another study by Kaawaase and Nalukwago (2017) and Lujja et
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al. (2016) support the finding and suggest that there is positive association between attitude and intention.

H1: There is positive relationship between attitude towards act or behavior and non- Muslims’ intention to
purchase Islamic home financing

Subjective Norms

TRA defines subjective norm as a function of normative beliefs (what important referents think the individual
should do) weighted by the individual's motivation to comply with those referents. In your study, it captures the
extent to which social circles or external pressures influence non-Muslim consumers' decisions regarding Islamic
banking. Subjective norm refers to an individual’s perception or a person’s beliefs in someone important or in a
group of people whom he thinks support his particular behavior. It can also determine by the social influence or
pressure for an individual to react in a certain manner. On the other hand, subjective norm is a public pressure
towards an individual to react, perform or ignore particular behaviors (Ajzen, 1991). Furthermore, Bananuka,
Kaawaase, Kasera and Nalukenge (2019) summaries that subjective norm stimulates the behaviour that is
originated by the individual to response as another think should do. However, according to Ajzen (2002), an
individual belief represents the perceived behavioral expectation from the person’s closed and important to their
life such as family members, spouse and friends. Hence, subjective norm can be observed as the perceived social
pressure from family, spouse, friend and community that will affect the intention towards purchasing behavioral
(Wilson and Grant, 2013).

In addition, Gumel, Othman and Yusof, (2015) say that in the theory of reasoned action (TRA) subjective norm
was selected as one of the components that most important factors to gain people’s intention to adopt Islamic
bank. However, Rahim and Amin (2011) proposed subjective norm is a main factor to influencing customer
interest to choosing Islamic product. Furthermore, Abduh, Duas and Omar (2011) mention that subjective norm
was a positive relationship in their study of factors that influenced accountholders to withdrawal using Islamic
bank.

H2: There is positive relationship between subjective norms and non-Muslims’ intention to purchase Islamic
home financing.

Product Knowledge

According to TRA, behavioral beliefs, which are cognitive evaluations of the consequences of performing a
behavior directly shape an individual's attitude toward that behavior. In the context of specialized financial
services like Islamic home financing, a consumer's cognitive baseline (i.e., their understanding of product
mechanics, profit-and-loss sharing concepts, and Shariah compliance) serves as the foundational belief system
from which evaluations are formed. While classical TRA focuses primarily on attitudinal and normative
dimensions, extended applications in financial services frequently incorporate knowledge-based constructs as
external variables that inform salient beliefs (Ajzen, 1991). Understanding the product directly affects how
consumers weigh the functional benefits of Islamic home financing against conventional alternatives. Although
the Theory of Reasoned Action (TRA) primarily posits that behavioral intentions are driven by attitudes and
subjective norms, consumer decision-making regarding complex financial products requires examining the
cognitive antecedents of these constructs. Product knowledge is integrated into the research model as a key
cognitive determinant that shapes consumers' underlying behavioral beliefs. For non-Muslim consumers
evaluating Islamic home financing, a financial alternative distinct from conventional mortgages adequate product
understanding is essential for forming accurate evaluations of utility and value. Consequently, product
knowledge operates upstream by influencing attitudinal development toward the adoption intention

Lin and Zhen (2005) indicate that product knowledge plays an important role in consumer behavior; therefore,
it i1s an essential research subject in related fields. The finding of the study proves that consumer product
knowledge has a significantly positive influence on consumer purchase decision. Chao and Rajendran (1993)
point out that, when customers buy a product, they seek more information before deciding to purchase the item.
Product knowledge is an important component when customer purchasing with the exclusion of considering
national image of the country-of-origin. However, product knowledge affects the consumers’ buying intention
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and information searching intention mostly they depend on the product of manufacturers’ rather than its services.
Lin and Zhen (2005) highlight that product knowledge related to customer’s awareness, confident level and
understanding towards the products. In fact, customer’s knowledge is an important factor to understand customer
behavior. This is because, when customer decide to purchase the items, they probably have already experienced
two procedures which are information search and information processing.

Furthermore, in the financial banking product they have Islamic and conventional product which is Islamic tend
to be complex, while conventional is flexible. These two financial products have their own benefits in order to
avoid conflicts among non-Muslim consumer. In fact, this is to ensure the consumers to understand the product
strength and benefits (Cornish, Meenagh, Marsden & Pallet 2012). A previous study conducted in South Africa
on Islamic banking product awareness show that only a small number of customers have adopted Islamic banking
while more customers have accounts in non-Islamic banks which is at 70 per cent. The results of this study
conclude that it is very important for banking institutions to educate their customers on the functions and
mechanisms of the Islamic banking system (Cheteni, 2014). Therefore, more serious and effective marketing
efforts are needed in order to attract the intention of customers towards Islamic banking and offer variable
products and services.

In a study conducted by Ajzen (1991) and (Hisrich, Peter & Shepherd, 2008) stated that a person's behavior is
among the actions that can anticipate its formation through the intention to act as a way to facilitate understanding
of'the actions taken by individuals. While, Hisrich et al. (2008) stated that if a person has a high level of intention,
the tendency to do any action will also be high and the level of intention includes motivational factors that will
influence their behavior. This includes the behavior shown based on the various steps taken by a particular
individual to plan what are the next actions to be taken by that individual. In addition, according to Ajzen (1991)
and Krueger and Carsrud (1993) the level of intention is the best method in predicting planned behavior through
individual attitudes. Thus, the attitude may be the best predictor in determining the level of intention of a person's
actions (Buang and Nagarathanam, 2016).

Research has shown that by asking purchasing intentions from consumers has a significant impact on their actual
purchase decisions (Hosein, 2012). Hosein added to apply any such “intention to purchase” methods to measure
intentions for consumer products or services, manufacturers or dealers must first determine some way to relay
this product information to the potential consumers. Purchase intentions are routinely measured and used by
marketing practitioners as an input for sales or market share forecasts. Academic researchers often measure
and use purchase intentions as an alternate for actual choice. Morwitz, Vicky, Johnson and Schmittlein (1993)
suggest that measuring intention can lead the respondent to engage in cognitive efforts that results in the creation
of changes in this cognition. Therefore, it resulting consistent purchase behavior aligned with these respondents’
cognition when intention are measures compared to when they are not. There are several reasons why product
usage increases the accessibility of product cognitions. In another research conducted by Morwitz and Vicky
(2014), they discovered that the purchase intention level of existing customer of a brand increase when they were
asked about their intention. The purchase decision is more consistent.

H3: There is positive relationship between product knowledge and non-Muslims’ intention to purchase Islamic
home financing
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Figure 2.1 Theoretical Framework
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The theoretical foundation of this study is anchored in the Theory of Reasoned Action (TRA) (Fishbein & Ajzen,
1975), which posits that behavioral intention is the direct precursor to actual consumer choice. Within this
framework, **Purchase Intention** serves as the dependent variable capturing the non-Muslim consumer's
readiness to adopt Islamic home financing. This intention is driven by two core constructs: **Attitude towards
the Behavior**, representing the consumer's overall positive or negative evaluation of adopting the financing
based on expected outcomes, and **Subjective Norms**, reflecting perceived social pressures from family,
peers, and professional networks. Furthermore, because complex financial services require underlying cognitive
baselines, **Product Knowledge** is integrated into the model as a crucial external antecedent. In accordance
with extended behavioral frameworks, product knowledge operates upstream to shape the consumer’s underlying
behavioral and normative beliefs, thereby exerting a foundational influence on both attitudinal development and
adoption intentions among non-Muslim consumers."

METHODOLOGY

This research has been conducted in one of the prominent banks in Malaysia which is Maybank Out of over 400
branches, Maybank Kuala Terengganu which is located at the center of Kuala Terengganu city, Malaysia will
be selected for the research. The data from the Department of Statistics Malaysia (2025) shows that the
population estimation of Terengganu residence is 384,000. The data shows that the population of Kuala
Terengganu is divided into 96.9 per cent Muslims and 3.1 per cent non- Muslims. This study uses convenience
sampling to get the data from the target population which is the non—Muslim customers of Maybank
Kuala Terengganu branch. This type of method is relevant to use during the exploratory phase and it is the most
convenient way to get the information faster from the customers who are available to provide the information.
Additionally, the cost of using this method is low. Questionnaires will be distributed to the 286 respondents who
are the non-Muslim customers of Maybank Kuala Terengganu.

RESULTS AND DISCUSSIONS

Linear regression analysis was employed to determine the effect of purchase intentions variables towards
independent variables which are attitude, subjective norms and product knowledge. Linear regression refers to
multiple regression analysis of this study. Regressions analysis based on confidence levels of 95 per cent
intervals.
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Table 1.Summary of Multiple Regression Analysis between independent and dependent variable

Variables Coefficient | Standard Error | T-Statistic
LATB 0.298 0.055 5.402%**
LSN 0.353 0.061 5.749%**
LPK 0.242 0.035 6.999%**
C 0.345 0.120 2.884%**
F-Statistic 290.203*

R-Squared 0.816

Durbin Watson | 1.590

Notes: *** denotes statically significant at 1%. LATB - Attitude towards Act or Behaviour, LSN — Subjective
Norms, LPK — Product Knowledge and C — constant. All variables are in logarithm

Table 1 presents the results of multiple regression analysis. From the R- squared (0.816) result generated, it
shows that 81.6 per cent changes of dependent variable can be explained by the independent variables., where
any changes in these variables which is attitude, subjective norms and product knowledge variables would
significantly cause changes towards customers purchase intentions of Maybank Islamic home financing
products. The remaining 18.4 per cent is unexplained. Overall, the research model is accepted. In reference to
above table, F — statistic generated value more than four which indicates the relationship significance between
the independent variables towards the dependent variables. In other words, attitude towards act and behaviors,
subjective norms and product knowledge as a whole are significant to the intention of Maybank non - Muslim
customers to purchase Islamic home financing. Meanwhile, the Durbin Watson value (1.590) is found to be in
no autocorrelation range as it appears with value between 1.5 to 2.5. This range is in reference to Marshall and
Karadimitriou (n.d), if there is no autocorrelation, the Durbin Watson statistic should be between 1.5 and 2.5.
Likewise, Pourhosein, Aghazadeh and Vishkaii (2017) in their recent research also confirmed the absence of
self-correlation for Durbin Watson reading in range of 1.5 to 2.5. Hence, it can be interpreted that this result
shows that there is no autocorrelation problem existed in this study.

T - Statistic value represents the significant level of the variables. The variables that possess value more than
two is significant to the non — Muslims purchase intention of Islamic home financing. Based on the t — statistic
result generated, attitude towards act and behaviour (5.402), subjective norms (5.749) and product knowledge
(6.999) are significant to the non — Muslims’ intention to purchase the product at 1 per cent significant level.
Therefore, this finding responded to the first objective of the study which is to investigate the factors affecting
the intention of non — Muslims customers to purchase Islamic home financing at Maybank Kuala Terengganu.
All independent variables used in this study are the factors contributing to non — Muslim purchase intention at
Maybank Kuala Terengganu.

The coefficients of variables indicate on how much the dependent impacted when all other independent variables
are held constant. Based on the result, purchase intention will increase by 0.345 per cent if all the variables are
held constant. There is a positive relationship between attitude and purchase intention, where if attitude increase
by 1 per cent, it will increase purchase intention by 0.298 per cent. Hence, better attitude leads to higher level of
purchase intention. Another interpretation from above table is customers’ purchase intention and attitude towards
behavioral and act is positively significant at 1 per cent significant level.

Also, there is a positive relationship between subjective norms and purchase intention. Whenever subjective
norms increase by 1 per cent, it will increase purchase intention by 0.353 per cent. As subjective norms reflect
an individual’s perception of social pressure in performing behavior, it can be concluded that one’s purchase
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intention increases together with increases in social pressure or subjective norms. These variables, customers’
purchase intention and subjective norms are positively significant at 1 per cent significant level. Furthermore,
there is a positive relationship between product knowledge and purchase intention, where in the case product
knowledge increase by 1 per cent, it will increase purchase intention by 0.242 per cent. In short, better product
knowledge possess by customers will contribute to higher purchase intention. This explains that customers’
purchase intention and product knowledge is positively significant at 1 per cent significant level.

As a result, based on the Table 1, it shows that subjective norms have the highest impact among the three
variables. An increase of 1 per cent in subjective norms will increase the purchase intention by 0.353 per cent
which indicates that subjective norms bring huge impacts toward a non - Muslim customer to purchase Islamic
home financing. Thus, it can be concluded that subjective norms is the most significant factor influencing the
intention to purchase Islamic home financing. Consequently, this finding responded to the second objective of
the study which is to investigate the most significant factors affecting the intention of non — Muslim customers
to purchase Islamic home financing at Maybank Kuala Terengganu.

DISCUSSION

The discussion encompasses the major findings focusing on the results of the hypothesis testing in the study.
The findings obtained from this study will be discussed, compared and justified in comparison with the findings
from the past studies and in line with the purchase intentions theories as the underlying framework in this study.
Hence, this study was carried out in order to understand whether attitudes, subjective norms and product
knowledge contribute to the intention to adopt Islamic home financing towards the non — Muslim customers. In
addition, referring to the theoretical guidance from the TRA model, these three independent variables have been
empirically tested for the influence on the intention to adopt Islamic Home Financing.

Moreover, in this discussion, the results indicated that all the variables chosen in the hypothesis are significantly
influencing the intention to adopt the Islamic Home Financing. There are three hypotheses formulated to
discourse the objectives of the study. Based on the result of the findings, the researchers managed to identify the
factors that influence the intention of non—Muslim customers to adopt Islamic home financing at Maybank Kuala
Terengganu. These positive relationships of the variables will help the banking industry not only for Maybank
Kuala Terengganu but all banking sector in order to enhance and promote their Islamic financial product to all
customers regardless their ethnic or religion. The uniqueness of the population in Kuala Terengganu region has
positive impact towards this study. It is believed to happened due to community influenced (subjective norm),
the activity of the people (attitude) and the belief (product knowledge) of the consumer who leave in the Kuala
Terengganu. All the variables are related and influenced the daily routine of the non- Muslim customers in Kuala
Terengganu which is made them to feel familiar with the Muslim product thus this made them to have intention
to adopt Islamic product as their first choice.

For instance, the first variable hypothesized that the attitude positively influenced the adoption of Islamic Home
Financing. The findings of this study have supported this testable statement. Based on the result of this study, if
a consumer has positive attitude towards adopting Islamic Home Financing, they will also have a positive
intention towards adopting the Islamic Home Financing. The result was supported with the previous literature
(Ali and Jama, 2016). The attitude has been found as one of the important factors. This is significant that attitude
plays an effective factor to motivate consumer to develop positive intention (Ramayah et al, 2009). In fact, this
positive factor of attitude would increase the chances of consumer to purchase Islamic Home Financing product
(Ali and Jama, 2016). Bananuka et al. (2019) in their study suggest that attitude is a significant factor that
influences people’s intention to select a range of product or services. However, Amin et al. (2011) explain that
attitude has positive relationship to influence customers to use Islamic banking. In fact, Echchabi and Azizi
(2012) confirm that attitude is a major role in demonstrating the patronization behaviors of Islamic banking.
Furthermore, Ramayah et al. (2009) find that attitude is significant in clarifying investors’ intention to use
internet stock trading. Another study by Kaawaase and Nalukwago (2017) and Lujja et al. (2016) support the
finding and suggest that there is positive association between attitude and intention.

In addition, the attitude towards the adoption of Islamic banking is certainty influenced by an individual’s
behaviors (Lujja et al., 2016). However, the attitudes of Muslim and non-Muslims in adopting Islamic banking
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are inconsistencies (Lujja et al., 2016). According to Bananuka et al. (2019) in their study mention that factors
of the intention of non-Muslim to adopt Islamic banking is driven by profitability, while Muslims are more
influenced by their religiousness and profitability. Furthermore, Loo (2010) describes about attitude in term of
cognitive and effective factors are factors in his study on “Attitude and Perception towards Islamic Banking
among Non- Muslims and Muslims”. The study also explains in Islamic banking that customers’ knowledge and
understanding of how it works are the reflection of cognitive factor, while affective factors reflect about
customers’ feeling of how it relates to the respondents’ perception. However, according to a previous study
conducted by Fishbein and Ajzen (1980), the TRA model attitude is determined by an individual belief towards
the result of action of behavioral control.

The result indicates that even though attitudes have a positive effect on the purchase intentions, the extent of
effect was not statistically significant. Thus, the first hypothesis established in this study H1: There is positive
relationship between attitudes and non-Muslims’ intention to purchase Islamic home financing; therefore,
accepted. In relation to the literature supported from the previous studies, the attitude of the non-Muslim
customers in Kuala Terengganu is influenced by the major community which is Muslim people. Since they leave
with the majority of Muslims people, they tend to imitate the attitude and behavior of the Muslims people such
as buying the halal product, practice the good behaviors and doing a daily activity together with the Muslims
people. The kind of attitude of the non-Muslims customers in Kuala Terengganu made the results of this study
significantly positive because they are natural and have no doubt with regards to the purchase of Islamic Home
Financing.

This study also focuses on the second variable to check on the subjective norms whether it positively influences
the intention to adopt Islamic home financing or vice versa. The result evidenced to be in line with the previous
literature (Ali and Jama 2016, Amin et al., 2006) mentioned the positive relation of the subjective norms with
the intention to purchase Islamic Home Financing. In fact, the subjective norms have been found as the most
important factor. This is significant as subjective norms play an effective factor to motivate consumer to develop
positive intention (Ramayah et al, 2009). Furthermore, Abduh, Duas and Omar (2011) mention that subjective
norms have a positive relationship in their study of factors that influenced account holders to the withdrawal of
using Islamic bank. Hence, this positive factor of subjective norms would increase the chances of consumer to
purchase Islamic Home Financing product (Ali and Jama, 2016). Moreover, it shows that the idea and opinion
of an individual or a group of people who are closed to the potential consumer is important in emerging a positive
intention for the adoption of Islamic Home Financing.

In relation to this study that was supported by many literature reviews, it is shown that subjective norm is the
most significant factor that influenced the non- Muslims customers’ intention to purchase the Islamic Home
Financing. The intention to purchase Islamic home financing is positively influenced by the community, family
and friend. It is also believed that due to demographic factor, subjective norm became the most significant factor
that influences the intention of non—Muslim customers to purchase Islamic home financing. For instance, Kuala
Terengganu is located at the east coast of Malaysia. These demographic factors are totally different from the
other parts of Malaysia such as west coast or Borneo. Basically, in the east coast region, the Islamic ideology is
stronger where the state government have tight restriction towards non—Shariah compliant activities. In fact, all
citizens who live in the east coast area regardless their race or religions comply with the state rules and
regulations that are based on the Islamic fundamental. Hence, the non-Muslim customers in Kuala Terengganu
are aware with the Islamic cultures and beliefs. Therefore, the influences from the community, family and friend
are more likely towards the Islamic thought.

For instance, the lack of awareness and insufficient knowledge makes customers to seek for the supports and
advices of his referent group. Subjective norms will be increased if the referent group or a person who is
important to the customers prefers to use Islamic home financing. In addition, the customers will get a support
and encouragement from the people surroundings that are important to them and already purchased the Islamic
Home Financing. This is a positive point for the customers to facilitate them in order to make a decision and
taking into consideration to purchase Islamic Home Financing. These statements are similar with many previous
studies that supported the effects of Subjective norms towards the intention to adopt Islamic Home Financing
(Amin and Chong, 2011; Bindin, Idris and Shamsudin., 2009; Chen and Yang, 2007; Chiou, 1998; Ravi, Carr
and Sagar, 2007).
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However, Ajzen and Fishbein (1980) in the book of understanding attitudes and predicting social behavioral
stated that the theory of reasoned action did mention attitude and subjective norms are the most influential factors
of an individual’s behavior. This statement is agreed by Lujja et al. (2016) and Kawaase and Nalukwago (2017).
In fact, a once consumer determines the attitude, it will not be separated from subjective norms, perceived or
perceptions of beliefs towards others that will affect the interest to perform the behavior under consideration
(Chiou, 1998). According to Ravi et al. (2007), it is proven that attitude and subjective norms significantly
influence the intention to perform the behavior. While, Amin et al., (2011) proved that attitude and subjective
norm significantly influenced the purchase intention. Furthermore, Bindin et al. (2019) proved that there is an
influence of attitude and subjective norms towards the purchase intention of halal products. Further research by
Dewi, Mohaidin and Murshid (2016) proved that the attitude and subjective norm positive and significant effect
on the intention to buy the product via online fashion

Thus, the result implied that although the subjective norms of Maybank and its customer as perceived by the
respondents do have a positive effect on customers’ purchase intentions, the result is significant. With regards
to this, the second hypothesis established for this study H2: There is positive relationship between subjective
norms towards act or behaviors and non-Muslims’ intention to purchase Islamic home financing is thus,
accepted. Moreover, product knowledge affects the customer’s buying intention and information searching
intention. They mostly depend on the product of manufacturers’ product rather than its services. Lin and Zhen
(2005) highlight that product knowledge is related to customer’s awareness, confident level and understanding
towards the products. In fact, customer’s knowledge is an important factor to understand customer’s behaviors.
This is because, when a customer decides to purchase the items, the customer might have already experienced
two procedures which are information searching and information processing. In fact, this is to ensure that the
customer to understands the product strength and benefits (Cornish et al., (2012). Hence, the effective marketing
efforts by promoting the product and to offer varieties of products and services are needed in order to attract the
intention of the customers towards Islamic banking.

In relation of support from the previous study, researchers found that non- Muslim customers in Kuala
Terengganu tend to buy Muslims product as their first choice. This happened due to the majority of population
of citizens in Kuala Terengganu are Muslims, therefore they are already familiar with the Muslims product. In
addition, with the basic knowledge of Islamic ideology, non—Muslims customers are confident to purchase the
Islamic product. Moreover, the non—Muslim customers can get the information regarding Islamic product easily
because of the daily activities that they do always involve Muslims. Hence, they will understand and get an idea
how the Islamic product benefits in life. Therefore, the result indicates that the positive changes in product
knowledge have a significant positive contribution to the changes in purchase intentions. Based on the result,
the third hypothesis established for this study H3: there is positive relationship between product knowledge and
non-Muslims’ intention to purchase Islamic Home Financing is thus accepted.

RECOMMENDATION

It is considered a priority for Maybank to know the reasons behind the purchasing intentions of customers
towards Islamic Home Financing products. From this study it is clear that customers purchase Islamic Home
Financing products due to its beneficial sales and purchase agreement. Research has also indicated that customers
consider agreement’s terms and conditions as a high priority when purchasing Islamic Home Financing products
from the financial institution. Maybank could use this finding towards improving their products categories.
Products that show more quality could be beneficial to the customers. Maybank should also design such strategies
so that customers also consider other variables as shown in this study for purchasing Islamic Home Financing
products. Another discovery that has been found in this research is the fact that certain customer purchases
Islamic Home Financing products to fit in with friends and keep on referring to their friends.

Maybank should consider the idea of identifying which Home Financing products and categories has been
consumed the most by the customers, which will then be able to accumulate other customers alike into
purchasing similar products. Maybank should also note that, the use of the media has a mass influence on
customers, so they should provide more advertisement on television and put some more pop ups on Facebook
regarding Islamic Home Financing products for the maximum efficiency in attracting customers.
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Research has also indicated that customers have their high trust on Islamic Home Financing products. Maybank
could use this finding and make the customer more comfortable and build the loyalty towards Islamic Home
Financing products and other categories that are beneficial to the customers. Due to conducting the research
throughout restrictions in time and resources, this study was limited to 200 customers of non-Muslim
customers only. This however, become a limitation of this study as it makes the generalization of findings
across Kuala Terengganu Maybank customers only. Future research should therefore test the proposed
conceptual model on customers from different states of Malaysia or provide a comparison of few other banks.
Thus, a cross-cultural examination of the constructs included in the model and their effects on customers’
attitudes towards purchasing products and their purchase intentions of Islamic Home Financing is
recommendable.

In addition, this study was conducted at one of the locations only and only one selected place setting involved in
this study. This possesses a limitation in so far as it makes the generalization of findings only to the selected
financial institutions which is Maybank. Further research should therefore test the effects of the different factors
on customer intentions of purchasing the products and their purchase intentions of Islamic Home Financing
products such as short loans, small capital loans, conventional products and other products as well. This would
allow a verification of the findings of this study for another product in general.

Furthermore, the findings of this study show that subjective norm that affects the purchase intentions has a
significant result and showed positive relationship on their intention of purchasing Islamic Home Financing.
These findings might result from product being measured by customers’ self-assessment. Self-assessed product
expertise has though, been found to be a more important determinant of product- related experience while an
objective knowledge assessment is a better predictor of customer’s product expertise (White et al., 1994).
Therefore, the effect of customers’ subjective norms on customer purchase intentions should be tested by using
an objective measure in future research. This would help to examine whether the finding of this research that
subjective norms have significant effect on the above stated constructs is actually true or the result is of a false
measure.
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