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Research  Objective	
The objective of this research is to see the effect of 
customer trust in an Islamic bank and how that is 
reflected in a banking transaction. 
 
H1:  The more customers trust the Islamic bank, the less 
they question their return on their investment   
 



Literature  Review  	
•  According to Garbarino and Johnson (1999), Trust is 

an essential ingredient for successful relationships 
(Berry 1995 , Dwyer, Schurr and Oh 1987; Moorman, 
Deshpande, and Zaltman (1993, p. 82) define trust 
as “a willingness to rely on an exchange partner in 
whom one has confidence”.  An expectation of 
trustworthiness results from the ability to perform 
(expertise), reliability and intentionality.  Morgan 
and Hund (1994, p23) define trust as the perception 
of “confidence in the exchange partner’s reliability 
and integrity”.  



Literature  Review	
•  Honesty has been understood as a commitment to 

find the truth and to live according to it.  Honesty as 
a virtue means refusing any falsification of facts.  
Honesty is the most remarkable expression of self-
respect and other respect, without any concessions 
to self-deception or other deception. (margarita 
mauri, 2011) 



Literature  Review	
•  Transparency has been associated with the quality 

and features of products and services, market 
conditions, price, availability of products, etc.  It is 
conceptualized as the necessary quid pro quo in 
which the costs and risks borne by the information 
provider, associated with sharing information, afford 
tangible benefits to the buying public and in the 
long term to the information provider. Higher levels 
of transparency are expected to positively affect 
customer trust, which, in turn, drives higher levels of 
purchases.(vaccaro, madsen 2009) 



Literature  Review	
•  The customer believes and feels that the seller of an 

Islamic Bank product can be relied upon to behave 
in such a manner that the long-term interest of the 
customer will be served.  Islamic ethics dictate that 
under no circumstances should marketers exploit 
customers or in any way involve themselves in 
dishonesty, fraud or deceit. (Hassan, Chachi, Latiff ,
2008)  



Literature  Review	
•  According to Islamic principles, marketers are 

required to “disclose all faults in their goods, 
whether obvious or hidden; to do otherwise is to 
act…fraudulently (ibn al-Ukhuwwah, 1938:42) 

•  Prophet Muhammad (peace be upon him) 
condemned all manipulative promotional behavior 
stating that “one who cheats us is not one of us” (al-
Nawawi 2:770) 



Literature  Review	
•  Religion is the main reason for the customers in 

choosing the islamic banks (Metawa and 
Almossawi 1998; and Otman and Owen 2001 ).  

•  Religion was an important factor for the customers 
to select the islamic banks in Jordan, the United 
Arab Emirates and Turkey(Lateh, Ismail, Ariffin 2009)  



Methodology	

  CASE STUDY WITH 51 CUSTOMERS 
  
  TELEPHONE SURVEY WITH 434 CUSTOMERS 



Case	
•  Islamic Bank to come up with a new model to draw 

physical gold savings into the banking system 
•  51 cases were closely monitored as transactions 

took place in the bank’s two branches in Istanbul.   



Telephone  Survey	
•  Telephone survey was conducted with 434 bank 

customers who brought their gold to the bank.  
These customers included the ones that were 
observed in the case study.  

•  The respondents were asked questions that 
measured their satisfaction or recommendation 
about the process. 

•  Lastly their trust in the Islamic Bank was measured 



Results	
Case Study 
 
•  Most of the people that came to do the transaction, actually 

accepted the offer.  Majority of the customers had one 
common trait; they all trusted the bank.  They did not ask 
many questions, and the results did not differ according to 
customer tenure or whether the person was a bank customer 
previously.  The people who heard about the transaction one 
way or the other came, and listened the process from experts 
and then accepted the offer.  The experts also encouraged 
customers to seek an alternative if they were hesitant.  Even 
though few customers took off, most of them came back 
afterwards to continue with the transaction. 

•  The bank personnel encouraged customers to ask a jeweler, 
but they were not interested in it although this might have 
been to their advantage.   

 



Results	
 



Conclusion	
•  Islamic Banking is a great model of doing financial 

transactions.  Due to strict Shariah principles, the 
management of these banks have to obey religious 
doctrines which require them to be transparent 
therefore ethical to their clients.  In addition, these banks 
have Shariah Boards that control what is being 
implemented so there is less inclination and motive to go 
beyond these rules.  Customers and non-customers 
recognize these institutions as respectable and trustful.  
When an Islamic Bank initiates a financial transaction, 
these customers believe that it is for mutual benefit and 
it is ethical.  Islamic Banks can grow or contract due to 
financial crises in the future.  This is unimportant, when 
compared with the tremendous opportunity to expand 
their customer base by their ethical model. 



Research  Limitations	
•  Time-Limited time 
•  Scope-Should be tested with other financial 

instruments 
•  Region-Should be tested with other Islamic Bank 

customers 


