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Abstract 

 

Credit card industry in Malaysia that has begun in the end of 90’s brought a new dimension on the transaction 

methods of Malaysian. Instead of engaging with cash-transaction, Malaysian today are eager to opt for 

electronic banking and payment that provide easiness and security. As to cater this demand, Muslim bankers in 

the same position have started promoting the industry and provoking the Shariah-based institutions and bodies 

to initiate an alternative for this well-growing industry. Therefore, in the year 2002, the first Islamic Credit 

Card was introduced by Arab Malaysian Bank (AMbank) with a card known as Al-Taslif. Unfortunately, the 

emergence of Islamic Credit Card does not resemble and represent the level of awareness among Malaysians on 

the Shariah-based contracts applied in Islamic Credit Card. Thus, this survey studies the level of awareness and 

understanding of the emergence of Islamic Credit Card in Malaysia amongst Malaysian with a special study on 

the academic staff of the Matriculation Centre of the International Islamic University Malaysia (MCIIUM). The 

study discovered that the level of understanding and awareness of the MCIIUM staff on the emergence of 

Islamic credit card is still relatively low and requires extra input. This study concludes by suggesting that 

proactive actions should be taken by the academicians of MCIIUM, the card issuers, and other relevant parties 

in ensuring the level of understanding and awareness of the MCIIUM staff and Malaysians as a whole on 

matters pertaining Islamic banking are current. 
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INTRODUCTION 

 

Credit card is ‘plastic money’ issued by a bank or other financial institutions that allows customers to obtain 

credit from a large number of retail outlets. In banking systems, credit can be defined as a method of purchasing 

goods whereby a person can purchase and take a possession of something and pay it later under a binding 

contract of agreement.1 The utilisation of credit cards or ‘plastic money’ among Malaysians has become 

commonplace, especially amongst those involved in trade. It is, therefore, not unusual of late for consumers to 

have not only one, but a number of cards in performing one’s day-to-day transactions. It has been one of the 

most convenient methods of transaction in recent years. 

 

The term credit card was first used by Edward Bellamy in 1887.    Later, in the 20th century the first credit card 

was issued by Flatbush National Bank in the United States. This first interest-based credit card to emerge in 

1947 served to both customers and non-customers of the bank.    Subsequently, hundreds of banks ventured into 

this kind of business, but only a few of them survive until today.2 In Malaysia, however, credit cards were first 

introduced in 1973 with the advent of Diners Club Card. Then in 1978, the Bank of America introduced in 

Malaysia the VISA Card, followed by the American Express in 1979, and the Hong Kong Bank with Master 

Card in the same year. Subsequently, in year 2004, Citibank and Malayan Banking Berhad (Maybank) became 

the market leaders in credit card business compared to other banks and financial institutions. These two banks 

controlled about 50% of the credit card market in this country while RHB Bank contributed only 6% of the 

market share.3 

 

At present, people cannot deny the importance of credit card in their lifestyle. The many advantages and 

uniqueness of the credit card has driven people to apply for one. Credit cards are arguably the most perfect 

alternative for cash transactions. As a normal practice, a cardholder uses a credit card when he/she purchases 

goods in big amounts. Therefore, using the credit card is often best rather than calculating one’s money in front 

of the cashier. This helps both parties, i.e. the buyer and the cashier, in reducing the time spent to calculate the 

cash money as well as avoiding any inaccuracy in manual calculations. 

 

This paper, therefore, intends to find out the level of understanding and awareness of the emergence of Islamic 

credit cards among the academic staff of the IIUM. This paper is guided by a few important parameters. 

Secondly, the researchers attempts to find out the relationship between ownership of credit cards to the level of 

understanding.  

 

 

 

REVIEW OF RELATED LITERITURE 

 

Empirical study on the marketing strategy of Islamic credit card is very limited in Malaysia. Most of the studies 

done on Islamic Credit cards focused on the legal aspects as well as the Shariah views. On wider perspective, 

study on the marketing of Islamic Banking products and activities are numerous and well-developed particularly 

in Malaysia. Therefore, researchers found that there are still vacancy and space for a study on the successful 

marketing strategy conducted by Islamic Credit Card providers since there improvement is foreseen in available 

writings.   

 

A research paper by Nuradli RS and Azira (2006) 4 revealed that only Shariah and Interest free are the major 

differences between the Islamic and Conventional credit cards and significant. Zam Zariah Omar (2003) who 

wrote on the marketing strategy of Islamic Credit Card  by BIMB concluded that the marketing strategy done by  

BIMB was about to achieve its target. In year June 2003, BIMB hoped to achieve 55000 cards users based on an 

active promotion done by them. This interesting conclusion can be a bench mark for future survey and research 

to know the major and alternative reasons on the possession of Islamic Credit Card by Muslims, whether it is 

resulted from the promotion by the band itself or due to high confident level on the product or from one’s 

awareness within the cardholders themselves. Norudin Mansor and Zull Nikli Nordin (2005) in their paper on 

Islamic credit card usage in Working Middle Class identified the primary determinants towards the usage of 

Islamic Credit Card as a mean for purchasing transactions among academicians in the state of Terengganu and 

Kelantan. Since the area of survey is limited to the academician in these two states, researchers suggested for 

further examination and exploration on the attitude and orientation of the card users in choosing Islamic Credit 

Cards. Nurfahiratul Azlina (2005) underlined different level of understanding among Muslims on Islamic Credit 

cards in Lembah Pantai, Kuala Lumpur. She concluded in her finding that the level of understanding of Muslims 

on Islamic credit cards is still at moderate level. In her writing, she found that the determining factors that 

prompt a Muslim to have an Islamic Credit Card are their educational level and income status. In term of 
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promotion and marketing strategy done by Credit Card suppliers, researcher found that most of the sources of 

information on Islamic Credit Card are gained from personal reading like from published materials, brochures, 

web sources, related seminars and workshops and also direct information and explanation given by bank 

officers. In a nutshell, her writing basically focused on the level of awareness and understanding of Muslims on 

Islamic Credit Card. 

 

 

 

THEORETICAL FRAMEWORK 

 

The question of awareness is a subjective-based evaluation. An evaluation of a person’s awareness requires 

detailed information guided by specific contexts. In this survey—the awareness of Muslims on the emergence of 

Islamic credit cards—a few questions needed to be clarified beforehand. The first is on the knowledge and 

awareness, or the lack of it, on the existence of Islamic credit cards amongst Muslims. The second focuses on 

Muslims’ knowledge and awareness of the historical background of Islamic credit cards, whilst the third on 

Muslims’ knowledge and awareness of the concepts and contracts involved in the issuance of Islamic credit 

cards. The final question concerns Muslims’ knowledge and awareness on the differences between Islamic 

credit cards to commercial ones. 

 

From these practical questions, the research hypothesis therefore assumes that the academic staff of MCIIUM, 

and particularly that of the Department of Islamic Revealed Knowledge and Human Sciences (IRKHS), is 

already guided with some knowledge of the emergence of Islamic credit cards. It is also hypothesised that these 

staff are equipped with the directive knowledge to decide the mode or type of credit cards to be chosen, that is, 

between Islamic credit cards and commercial ones, considering that the majority of the respondents are staff of 

the Islamic Revealed Knowledge Department, whom are imbued with formal Islamic background academically.  

 

In discussing the emergence of Islamic credit cards in Malaysia, currently there are three main institutions have 

first introduced their Islamic credit cards, but with differing principles. Am Bank Malaysia Berhad was the first 

to introduce alternative credit cards with Islamic principles known as the AmBank Al-Taslif Credit Card, and 

later followed by Bank Islam Malaysia Berhad, with its credit card named the Bank Islam Card. In the year 

2006, Bank Simpanan Nasional announced a new Islamic Credit Card known as Al-Aiman. 

 

The AmBank Al-Taslif Credit Card, which was introduced on 30th September 1996 has been formulated initially 

based on the Syariah principle of   Bai’ bithaman ajil (sale with deferred payment).5 Later, the Ambank changed 

the Syariah principle to Bai' Al-Inah, which governs installment payments over a fixed period.6 According to 

Wahbah al-Zuhayli in his book  al-Fiqh al-Islami wa Adillatuhu,7 Bai’ bithaman ajil is also known as Bai’ al-

Nasiah and Bai’ al-‘Inah as they share a common element – i.e. deferment of payment. 8 On the other hand, 

Bank Islam Card (BIC) also claims to be the first credit card, which is purely based on Shariah contract, to be 

offered to Muslims and non-Muslims. BIC alleges to be completely free from any “riba” or “gharar”. It is also 

the first credit card in Malaysia to use the SMART chip technology that adopts an optimum security level in a 

credit card. In the operations of BIC, there are 3 main Shariah contracts being used, namely Bai’ Inah, 

Wadiah and Qardhul Hassan.9 In other words, to conclude these two arguments, both Arab Malaysia Bank 

Berhad (Ambank) and Bank Islam Malaysia Berhad (BIMB) are two distinguishing financial institutions 

offering Syariah-based credit cards to Muslim users as an alternative for them to fulfil the demand of the their 

business surrounding  in Malaysia today. Similar position goes to Bank Simpanan Nasional. Due to popular 

demands of credit card, Al-Aiman card is again locating the needs by using the contract of Bai’ Inah. 

 

 

 

RESEARCH OBJECTIVES 

1. To determine the level of understanding and awareness of the emergence of Islamic credit cards among 

the academic staff of the IIUM. 

2. To determine the relationship between ownership of credit cards to the level of understanding.  

 

 

 

METHODOLOGY 

 

A sample of 180 academic staff of MC IIUM was chosen based on cluster sampling technique. 2 major 

academic departments in MCIIUM i.e. the Department of Sciences Programmes and the Department of Arts 
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Programmes were chosen as the cluster sample. The Department of Sciences Programmes consists of the 

Department of Health and Medical Sciences (HMS), the Department of Sciences (Sciences), the Department of 

Engineering (Engineering), the Department of Architecture and Environmental Design (AED), and the 

Department of Information Technology and Communication (ICT). Whereas the Department of Arts 

Programmes consist of the Department of Islamic Revealed Knowledge and Human Sciences (IRKHS), the 

Department of  Economics and Management Sciences (ENMS), and the Department of  Laws (Laws).  

 

Data collection was obtained from questionnaire designed by the researcher based on the review of the 

literature. Analysis of data in this research involved both descriptive and inferential statistics.  

 

 

 

ANALYSIS OF FINDINGS 

 

The number of respondents is shown in Table 1. Comparing the number of respondents and the actual 

population of academic staff of MCIIUM, Table 1 shows a significant involvement and response on their part. 

Out of the 216 survey forms distributed, 180 forms were returned (83.3%).  It means that from the 21610 

academic staff in MCIIUM, only 180 staff were involved in this survey. However there are only 87 respondents 

are having Islamic credit cards.  Therefore, it represents 49% from the total respondents surveyed of academic 

staff in the MCIIUM or 41.20% from the total population.  

 

 

Table 1: 

No. of Respondents vs. Actual Population of the Academic Staff of MCIIUM 

 

DEPARTMENT N 

ACTUAL 

POPULATION 

OF ACADEMIC 

STAFF 

% 

HMS 21 24 87.5 

Sciences 17 20 85.0 

Engineering 33 43 76.7 

Architecture 9 13 69.2 

ICT 12 14 85.7 

IRKHS 56 61 91.8 

Economics 15 20 75.0 

Laws 17 21 81.0 

Total 180 216 83.3 

 

 

In addition, Table 2 represents a brief profiling of the respondents. As the total population of students in every 

department varies, the number of staff also reflects the same. The Department of IRKHS contributes to the 

highest population of staff with its 4 different programmes, thus contributing to the highest number of sampling 

from a department at 42 respondents. The lowest is the Department of Economics with only 5 respondents. The 

same condition applies to the male and female staff composition in MCIIUM. The 29.2% of male academic staff 

and 70.8% of female academic staff closely resemble the real population of academic staff in the MCIIUM. The 

main target age group is the range of ages from 26-30, in which 37.7% of the total respondents yielded. 60.2% 

of the respondents hold a first degree, while 61.9% of the total respondents are those who are married with 

children. Lastly, on the nationality of the respondents, 89.4% are Malaysians, whereas a 10.6% are international 

staff. As observed, these numbers of respondents do represent the actual population of MCIIUM Academic 

Staff. 
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Table 2: 

The Distribution of Respondents According to their Demographic Background 

 

NO PROFILES N % 

1 Gender 

Male 42 48.3 

Female 45 51.7 

Total 87 100.0 

2 Age 

21-25 0 0 

26-30 31 35.6 

31-35 27 31 

36-40 0 0 

40-45 18 20.7 

46-50 0 0 

>55 11 12.6 

Total 87 100.0 

3 
Highest Educational 

Background 

Degree 52 59.8 

Master 26 29.9 

PhD 9 10.3 

Total 87 100.0 

4 Status 

Single 3 3.4 

Married with Children 67 77 

Married without Children 13 19.5 

Divorced 3 1.7 

Total 87 100.0 

5 Nationality 

Malaysian 75 86.2 

Others 12 13.8 

Total 87 100.0 

 

 

 

 

UNDERSTANDING AND AWARENESS OF ISLAMIC CREDIT CARD 

 

In order to obtain the level of understanding and knowledge of the respondents on Islamic Credit Card, the 

researcher observed 3 basic ideas including the history of Islamic Credit Card, the concepts and contracts 

practised in Islamic Credit Card in Malaysia and the differences between Islamic Credit Cards and Conventional 

Cards 

 

 

The awareness on the emergence of Islamic Credit Card 

 

The study found that only 66.7% respondents are totally aware and understand on the emergence of Islamic 

Credit Card in Malaysia. Interestingly, only 39.4% of the respondents aware that AmBank Al-Taslif Credit Card 

is the first credit card in Malaysia. Due to numerous advertisements and publicity, 60.6% of the staff assumes 

that Bank Islam Card is the first credit card in Malaysia instead of the AmBank Al-Taslif Credit Card. This 

figure shows that continuous promotion and introduction are needed to ensure that Islamic credit cards become 

the primary choice of IIUM staff specifically, and all Malaysians generally. 
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Table 3: 

Respondents’ Understanding and Knowledge of the History of the  

Emergence of Islamic Credit Card in Malaysia 

 

  

The Emergence 

of ICC in the 

World 

The Emergence of 
ICC in Malaysia 

Banks that Issue 
ICC 

1st Bank to 
Introduce ICC 

N % N % N % N % 

Unaware 50 57.5 27 31.0 70 80.5 52 66.7 

A Bit aware 23 26.4 6 6.90 0 0 0 0 

Aware and Understand 14 16.1 54 62.1 17 19.5 26 33.3 

Total 87 100.0 87 100.0 87 100.0 78 100.0 

 

Descriptive Statistics

87 1.00 3.00 1.5862 .7556

87 1.00 3.00 2.3103 .9189

87 1.00 3.00 1.3908 .7976

78 1.00 3.00 1.6667 .9489

78

Emergence of  ICC : late

ICC in Msia: 5 yr ago

Issuers: 2 banks

1st ICC Issuer: Ambank

- Al-Taslif

Valid N (listwise)

N Minimum Maximum Mean Std.  Dev iation

 
 

 

 

 

 

The knowledge on the Operational Aspects of Islamic Credit Card in Malaysia 

 

Table 4 shows the awareness and understanding of the respondents on the legal practices and contracts used in 

Islamic credit card services in Malaysia. The variables in this set of questions focus on a few Islamic-based 

contracts involved in issuing Islamic credit cards in Malaysia like Bai’ al-Inah, Bai’ bi Thaman Ajil, Wadiah, 

and Qard Hassan. Almost 30% of the academic staff of MCIIUM is not really aware and do not fully 

understand the contracts practiced in Malaysia. The respondents from the Department of IRKHS equally have a 

low level of awareness and understanding although they were initially assumed to be more informed of this.  

 

 

Table 4: 

Respondents’ Understanding on the Practices and Contracts Used in  

Islamic Credit Card Services in Malaysia 

 

  

Bai’ Inah in Bank 
Islam Credit Card 

Bai’ bi Thaman 

Ajil in AmBank 
Al-Taslif Credit 

Card 

Combination of 
Bai’ Inah, Wadiah 

and Qard Hassan 

in Bank Islam 
Credit Card 

Without Balance 

ICC is Similar to 

Debit Card  

Bai’ Inah Works 

on      2 ‘Aqad 

Agreement 

ICC is a 100% 

Interest- Free 

Transaction 

N % N % N % N % N % N % 

Not Aware 17 20.5 35 40.2 25 28.7 40 46. 32 36.8 36 41.4 

A Bit Aware 31 37.3 31 35.6 37 42.5 19 21.8 34 39.1 15 17.2 

Aware and  

Understand 
35 42.2 21 24.1 25 28.7 28 32.2 21 24.1 36 41.4 

Total 83 100.0 87 100.0 87 100.0 87 100.0 87 100.0 87 100.0 
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Descriptive Statistics

83 1.00 3.00 2.2169 .7659

87 1.00 3.00 1.8391 .7905

87 1.00 3.00 2.0000 .7625

87 1.00 3.00 1.8736 .7747

87 1.00 3.00 2.0000 .9150

87 1.00 3.00 1.8621 .8783

83

BIC: Bay ' Inah

Al-Taslif : BBA

BIC: Combine B Inah,

Wadiah Qar HAsan

B Inah: 2 'aqad agreemnt

ICC: 100% interest f ree

ICC = Debit Card if  no

outstanding balance

Valid N (listwise)

N Minimum Maximum Mean Std.  Dev iat ion

 
 

 

 

The knowledge on the differences between Islamic Credit Cards and Conventional Cards 

 

Table 5 portrays the respondents’ understanding on the differences between Islamic credit cards and commercial 

credit cards. These variables are projected to know whether or not the respondents realise the differences 

between the two types of credit cards. At the same time, it will act as the yardstick in gauging the respondents’ 

preferences when choosing credit cards. 

 

The issue of riba is a sensitive matter to Muslims especially. As such, 58.3% of the respondents do understand 

and are aware of the fact that conventional cards are based on riba transactions in contrast to contracts in Islamic 

credit cards. A similar result was shown when they were asked whether conventional cards and Islamic credit 

cards are the same or totally different. 44.4% said that the contracts in these two cards are different. However, 

most of them still do not have a clear understanding of the difference between the two credit cards when there is 

no outstanding balance (especially in the case of conventional cards).  

 

To understand the reason for this, the researcher looks at the relationship between the banks and the customers. 

In practice, it is undeniable that both the Islamic and conventional credit card issuers appear the same. In fact, it 

is the contract between the banks and the customers in Islamic credit cards that play a very crucial role in 

determining whether any one transaction is halal or haram. If the relationship is like a buyer-seller relationship 

as in the Bai’ Inah concept, the transaction contract is, therefore, halal. However, when the relationship between 

them is like a borrower and a buyer, the contract becomes haram, and it will turn into a ribawi contract. 

Therefore, the initial mutual contract between the banks and customers is very important, with or without an 

outstanding balance to the credit card.  

 

 

Table 5: 

Respondents’ Understanding on the Differences between  

Islamic Credit Card and Commercial Credit Card in Malaysia 

 

  

ICC- Riba Free 

CC- Riba 
Transaction 

ICC Contract and CC 

contracts    are 
Similar 

Without Balance,                          

ICC is similar to 
CC 

N % N % N % 

Disagree 58 66.7 9 10.3 27 31.0 

Agree 9 10.3 39 44.8 3 3.4 

Strongly Agree 20 23.0 39 44.8 57 65.5 

Total 87 100.0 87 100.0 87 100.0 
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Descriptive Statistics

87 1.00 3.00 1.5632 .8450

87 1.00 3.00 2.3448 .6617

87 1.00 3.00 2.3448 .9254

87

ICC: riba f ree, CCC:

w riba

ICC = CCC (contract)

ICC = CC if  no

outstanding balance

Valid N (listwise)

N Minimum Maximum Mean Std.  Dev iation

 
 

 

THE RELATIONSHIP BETWEEN OWNERSHIP OF CREDIT CARDS TO THE LEVEL OF 

UNDERSTANDING. 

 

 

The three factors which are the knowledge on history, knowledge on contracts and knowledge on the differences 

were analyzed in order to see its impacts to the ownership of an Islamic credit card. Regression analysis is used 

in attempting to answer this research objective. 

 

Model Summary

.373a .139 .123 .4675

Model

1

R R Square

Adjusted

R Square

Std.  Error of

the Estimate

Predictors:  (Constant), MNDIFF, MNCONTRA,

MNHISTOR

a. 

 
 

Based on the R Square above, the model is having a low R Square of 0.139.  It shows that the variables could 

only explained 13.9% of the model. 

 

ANOVAb

5.639 3 1.880 8.599 .000a

34.971 160 .219

40.610 163

Regression

Residual

Total

Model

1

Sum of

Squares df Mean Square F Sig.

Predictors:  (Constant), MNDIFF, MNCONTRA, MNHISTORa. 

Dependent Variable: Do you have CC?b. 

 
 

The Anova result shows that the coefficients are not all zero based on the F statistics and significant at 1 percent 

level. 

 

.

Coefficientsa

.678 .248 2.733 .007

-2.94E-02 .063 -.039 -.467 .641

.344 .076 .380 4.547 .000

.118 .064 .148 1.837 .068

(Constant)

MNHISTOR

MNCONTRA

MNDIFF

Model

1

B Std.  Error

Unstandardized

Coeff icients

Beta

Standardi

zed

Coeff icien

ts

t Sig.

Dependent Variable: Do you have CC?a. 
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Based on the result it is noted that the knowledge on history is not significant at 10 percent significant level, 

however the other two variables which are the knowledge on contracts and knowledge on the differences on the 

banking and conventional banking are significant at 10% level and are positive.  It could be concluded that the 

knowledge on contracts and knowledge on the differences on the differences between the Islamic banking and 

conventional banking will have a positive impacts n the ownership of the Islamic credit cards. 

 

 

CONCLUSION 

 

The study found that the public (in this case, the academic staff of the MCIIUM) is generally starving for 

information and understanding on the emergence of Islamic credit card even though they are well-educated. 

These are the group of people that might have heard about an Islamic credit card, but have never taken the 

initiative to find out more about it. The result also shows that they are also not fully equipped with the directive 

knowledge to decide the best mode or the type of credit card to be chosen. This includes the respondents from 

the Department of Islamic Revealed Knowledge and Human Sciences albeit that the majority of the lecturers are 

imbued with formal Islamic educational background. 

 

In matters pertaining to the awareness on the emergence of Islamic Credit Card, the staff are likely to assume 

rather than to investigate and find the actual facts on the historical issues of Islamic Credit Card in Malaysia. In 

addition, historical issues of Islamic Credit Card in Malaysia are not an important factor to make any decision 

for having Islamic Credit Card.  

 

Otherwise, the knowledge on the Operational Aspects of Islamic Credit Card in Malaysia and the knowledge on 

the differences between Islamic Credit Cards and Conventional Cards are main consideration when the staff are 

making their decision. Some issues like riba and syariah compliance of the cards are very sensitive to them. 

Therefore these two variables can be among targeted issues or subject matters for Islamic Credit Card issuers in 

order to actively promote their cards.  

 

It is hoped that this research will expose the academic staff of MCIIUM to the need to be properly informed and 

the need to search for correct information on Islamic credit cards as well as other Islamic banking products. 
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****** Method 1 (space saver) will be used for this analysis ****** 

 

 

 

 

 

  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A) 

 

                             Mean        Std Dev       Cases 

 

  1.     EMERGEN           1.7183          .7780        71.0 

  2.     ICC               2.4085          .8714        71.0 

  3.     BANKS             1.4789          .8596        71.0 

  4.     AMMB              1.7324          .9704        71.0 

  5.     BIC               2.1268          .7733        71.0 

  6.     TASLIF            1.6761          .7517        71.0 

  7.     BICBB             1.8732          .7546        71.0 

  8.     ICCDEBIT          1.6901          .8034        71.0 

  9.     BINAH             1.9155          .7511        71.0 

 10.     INTFREE           1.9155          .9219        71.0 

 11.     RIBAFREE          1.5775          .8394        71.0 

 12.     CONTRACT          2.3662          .7018        71.0 

 13.     OTDGBLCE          2.4507          .8749        71.0 

 14.     SERVICE           2.4930          .7723        71.0 

 15.     PROMOTIO          2.4507          .7707        71.0 

 16.     AGRSVE            1.2958          .6844        71.0 

 17.     COMPETET          2.2535          .8899        71.0 

 18.     USER              2.2958          .8518        71.0 

 19.     BENEFITS          2.2254          .8815        71.0 

 20.     VAR00030          1.3944          .7460        71.0 

 21.     VAR00031          1.0704          .2577        71.0 

 22.     VAR00032          1.6479          .8635        71.0 

 23.     VAR00033          2.4507          .5804        71.0 

 

                                                   N of 

Statistics for       Mean   Variance    Std Dev  Variables 

      SCALE       44.5070    50.9392     7.1372         23 

 

 

 

 

 

  R E L I A B I L I T Y   A N A L Y S I S   -   S C A L E   (A L P H A) 

 

 

Item-total Statistics 

 

               Scale          Scale      Corrected 

               Mean         Variance       Item-            Alpha 

              if Item        if Item       Total           if Item 

              Deleted        Deleted    Correlation        Deleted 

 

EMERGEN       42.7887        48.2547        .1924           .7469 

ICC           42.0986        45.7759        .3735           .7341 

BANKS         43.0282        46.5706        .3094           .7390 

AMMB          42.7746        43.7771        .4844           .7242 

BIC           42.3803        54.6390       -.3759           .7819 

http://en.wikipedia.org/wiki/Bank_Islam_Malaysia#Bank_Islam_Card
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TASLIF        42.8310        46.1710        .4115           .7324 

BICBB         42.6338        49.8068        .0529           .7555 

ICCDEBIT      42.8169        46.4089        .3549           .7358 

BINAH         42.5915        49.6736        .0662           .7546 

INTFREE       42.5915        45.7879        .3448           .7363 

RIBAFREE      42.9296        51.9521       -.1419           .7703 

CONTRACT      42.1408        45.5513        .5167           .7264 

OTDGBLCE      42.0563        48.2254        .1604           .7502 

SERVICE       42.0141        43.2141        .7021           .7116 

PROMOTIO      42.0563        42.5682        .7733           .7064 

AGRSVE        43.2113        47.1690        .3512           .7369 

COMPETET      42.2535        42.1634        .6908           .7081 

USER          42.2113        42.5976        .6850           .7099 

BENEFITS      42.2817        47.5195        .2174           .7460 

VAR00030      43.1127        47.8443        .2460           .7432 

VAR00031      43.4366        50.9352       -.0170           .7516 

VAR00032      42.8592        49.8085        .0316           .7592 

VAR00033      42.0563        47.7682        .3533           .7379 

 

 

 

Reliability Coefficients 

 

N of Cases =     71.0                    N of Items = 23 

 

Alpha =    .7487 

 

 

 


