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Abstract
Purpose – Organizations today strive to differentiate themselves from others with the help of various tools. Aaker’s
brand personality model is one of them. It comprises five components namely, sincerity, excitement, sophistication,
competence and ruggedness. This model has been tested and supported by various scholars in the past. Similarly, it
also attracted a lot of criticism especially in terms of generalizability across countries and cultures. The purpose of this
paper is twofold: first, to study Aaker’s model from an Islamic perspective; second, considering the dearth of brand
personality knowledge in the services sector, to develop Islamic Banks’BrandPersonality (IBBP)model.

Design/methodology/approach – To propose IBBP model, traits in Aaker’s model have been
investigated in the light of selected Quranic verses and sayings of Prophet Muhammad (ahadith). Later on,
content validation was conducted as a pilot study with experts from the relevant fields.

Findings – Findings exhibit that Quran and hadith clearly elaborate and support majority dimensions of
the existing model. Importantly, three new dimensions, namely, trustworthiness, justice and Shariah
compliance, were added to develop a comprehensive IBBP model. Once the dimensions of IBBP model were
finalized, the underlying items were content validated from 12 experts. Most of the items were approved; some
were recommended for amendments and a few itemswere eliminated.

Practical implications – This research contributes to the branding as well as bankmarketing literature as it is
the first Islamic banks’ brand personality framework. With the help of IBBP model, Islamic banks can create a better
brand image, use advertising strategies effectively and ultimately retain existing and attractmore potential customers.
Social implications – This research elaborates the personality traits of Muslim consumer market.
Following IBBPmodel, financial needs of Muslim consumer market can be catered effectively.

Originality/value – The IBBP model being first of its kind is significant for Islamic banking industry as it
reflects dimensions that are supported by the Quran and hadith, and therefore suits Muslim customer market.
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Introduction
Islamic banks are considered one of the most vibrant parts in the banking industry (Amin
et al., 2013). Islamic banks in Malaysia have shown tremendous growth in deposits as well
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as total assets over the years (Bank Negara Malaysia, 2010). With this huge growth and
progress, Malaysia is becoming world’s most attractive international marketplace for
Islamic finance with a population of about 28.3 million (Malaysian Census Report, 2010), out
of which Muslims are in majority with 60 per cent population whereas non-Muslims account
for 40 per cent altogether (Amin et al., 2013).

Although Islamic finance or Islamic banking has been considered predominantly for
Muslims (Wilson and Liu, 2011), yet over the time Islamic banks have attracted large
number of non-Muslim customers (Amin and Isa, 2008). Interestingly, non-Muslims do have
a basic know-how of Islamic banking products. Several Islamic and conventional banks are
operational in Malaysia; therefore, a huge competition exists in attracting new and retaining
existing customers. Resultantly, risk related to switching behaviour from Islamic to
conventional bank is also high (Abduh et al., 2013).

To cope with the above situation, Islamic banks need to differentiate themselves from the
conventional banks. This differentiation in customers’minds can be created through several
important associations with the brands (Islamic banks in this case) such as values, images
and credibility (Barich and Kotler, 1991; Gregory and Wiechmann, 1997). Caprara et al.
(2001) explain that just like personality traits are different between two persons, every brand
contains unique qualities different from others. If the traits of a brand resembles with the
characteristics of its customers (e.g. lifestyle) (Wilson and Grant, 2013), a strong customer–
brand relationship emerges (Sung and Kim, 2010). One among the tools that are used to
develop differentiation is known as brand personality.

Researchers have directly or indirectly focussed on the notion of branding in general,
brands as human like entities and brand personality (Wilson and Liu, 2009, 2011). It is also
evident that brands can be evaluated and defined according to human characteristics
(Wilson and Liu, 2009). Aaker in 1997 came up with both the definition and model of brand
personality. She defined brand personality as “set of human characteristics associated with
the brand” (Aaker, 1997). For the purpose of developing Islamic Banks’ Brand Personality
(IBBP) model in this research, the definition has been changed and re-defined as “set of
Muslim characteristics associated with the Islamic bank”. Based on this definition, Muslim
traits related with the Islamic banks are being explored to develop IBBPmodel.

Another research gap highlights generalizability issue. Aaker’s model reflects only the
US population and an individualistic culture. Aaker herself claims that the model may not
work in other countries or cultures (Aaker, 1997). In addition, there are limited studies on
brand personality framework that reflect Muslim population. Malaysia with a Muslim
majority and collectivist culture is becoming an international hub for Islamic finance which
is why this research has considered Islamic banks (of Malaysia) for developing IBBP
framework. This research also narrows the gap by looking into brand personality from
service-brand perspective i.e. Islamic banks.

This study is among the early attempts to develop IBBP model. Findings of this research
may help Islamic banks in terms of how they should advertise their brands. Islamic banks
can design their products and services keeping in view the characteristics of IBBP model.
Based on IBBP model, policies and practices can be successfully implemented in entire
Islamic banking sector of Malaysia.

Literature review
Brief overview of Aaker’s model and its limitations
Aaker provided the definition of brand personality which is stated as “the set of human
characteristics associated with the brand”. She also came up with the instrument to measure
brand personality. The scale comprises five dimensions, i.e. sincerity, excitement,
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competence, sophistication and ruggedness (Aaker, 1997). Aaker’s model along with the
dimensions is shown in the Figure 1.

Numerous studies have been conducted on the above model in various parts of the world.
Despite its popularity, a few scholars have also done criticism on the model. Aaker herself
tabled few limitations that ultimately became the basis for criticism by other researchers.
First, Aaker’s model was developed in the USA and therefore represented its population
only. Another feature of US population is its individualistic culture based on which scholars
anticipated that the outcomes of this model if applied in other cultures may be different
(Aaker, 1997). Second, the results of studies conducted in various countries were dissimilar.
Countries like Korea, Japan and Spain revealed unique brand personality dimensions which
represented their own cultures (Aaker et al., 2001). The dimension of “ruggedness” did not
appear under as part of brand personality (Rojas-Méndez et al., 2004), hence putting question
marks on the consistency of Aaker’s model if tested in other regions (Aaker et al., 2001;
Ferrandi et al., 2000). Third, scholars have criticized even the definition of brand personality
(Azoulay and Kapferer, 2003; Eisend and Stokburger-Sauer, 2013). Finally, most of the
studies with respect to brand personality have been conduted on the manufacturing side
while limited research was found in the service sector.

Islamic banking in Malaysia
It has been rightly said that a Muslim is highly influenced on religious grounds (Mukhtar
and Butt, 2012). Considering Muslim as a customer, it implies that his/her decision to
purchase any product or service will comply with the Islamic teachings. This may be the
reason Alserhan (2010) renders a Muslim customer being emotionally sensitive thereby
keeping his life and religion parallel and tries his level best to avoid the split.

The sensitivity and consciousness of Muslim customer market crafted a demand for the
establishment of institutions such as Islamic banks. Akacem and Gilliam (2002) state that in
addition to the demand, there were economic and political reasons too that trigger the need
for their establishment of Islamic banks. Today, according to Amin et al. (2013), Islamic
banks are one of the most vibrant parts in the banking industry. For about 30 years, Islamic
banking has been among the fastest growing sectors (Dusuki and Abdullah, 2007). A report
by Ernest and Young indicates that Islamic banks per se facilitate 38 million customers
globally (Ernst and Young, 2014).

A recent report on Islamic finance (Thomson Reuters, IRTI and CIBAFI, 2015) depicts
the historical roadmap of Malaysian Islamic finance starting with the establishment of
Tabung Haji in 1963, an organization to deal with the savings of Hajj pilgrims. Later on in
1970s, numerous financial and non-financial cooperatives were formed. Eventually in 1983,
Bank Islam Malaysia Berhad was founded. Taking into consideration the demand and
success of Bank Islam, Malaysian Government established second Islamic bank named as
Bank Muamalat Malaysia Berhad (Haron and Azmi, 2008). In 2004-2005, Malaysia was
positioned as an International hub for Islamic finance followed by licenses issued to three
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Islamic foreign banks. In the meantime, five conventional banks were given licenses by the
Malaysian authorities to develop their own Islamic subsidiaries (Haron andAzmi, 2008).

According to Economic Report (2013/2014), issued by Ministry of Finance, Islamic
banking sector in Malaysia has grown significantly in the past five years. There has been
100 per cent increase in the assets from RM251bn to RM494bn. The share of Islamic banking
assets has improved from 23.8 per cent in 2012 to 24.4 per cent in 2013. Similarly, total
deposits have also amplified from RM386.2bn in 2012 to RM416bn in 2013. The total Islamic
financing also augmented from RM315bn in 2012 to RM348bn in 2013. Out of total loans in
the banking sector, Islamic finance loans accounted for 26.9 per cent in 2013 as compared to
25.8 per cent in 2012.

Considering the milestones achieved in Malaysian Islamic finance, there is a need to
stimulate as well as strengthen its position while retaining the existing customers and
attracting the new ones. Years agoWilson (1995) stated that:

Islamic banking is no longer regarded as a business entity striving only to fulfil the religious
obligations of the Muslim community, but more significantly, as a business that is ineluctably in
need for winning over customers at the same time as retaining the old ones.

Even today, Islamic banks are facing somewhat similar challenges for instance, stiff
competition with the conventional banks, switching behaviour of the customers and the
alternatives being readily available to them (Abduh et al., 2013). Moreover, there is a low
customer awareness and understanding regarding Islamic banking among its customers
due to which there is a risk of losing trust and credibility (Khan, 2015). At times customers
even think that the products offered by the conventional banks and Islamic banks are
similar (Akbar et al., 2012). Most importantly, scholars argue that there is a lack of effective
marketing strategies (Ahmad and Haron, 2002; Khan, 2015; Warde, 2010). This research
tries to cope up, directly or indirectly, all the issues discussed above. Brand personality is
one of the best positioning strategies that can create differentiation in a brand (Thomas and
Sekar, 2008), in this case, Islamic banks. IBBP model can help indicate strengths and
weaknesses that the existing and potential customers perceive. The results of this study
may help positing rightfully and effectively while retaining the existing customers and
attracting the potential ones.

Islamic banks’ brand personality model
Many studies have been conducted on brand personality in various parts of the world.
However, still a gap exists with respect to religion as integral component of majority
cultures. The notion of halal branding, religiosity and Islamic branding have been discussed
in the literature (Alserhan, 2010; Borzooei and Asgari, 2013). However, not much has been
reported with respect to the brand personality model for Islamic banks, a famous industry
for Muslims all over the world. Aaker’s considered human personality scales while
developing her framework (Aaker, 1997). This research develops an IBBP model after
investigating the relevant Muslim traits given in Quran and Hadith. Similarly, Aaker (1997)
indicated that brand personality scale is the representative of US population only. Therefore
this research aims to develop IBBPmodel in a Muslimmajority country i.e. Malaysia.

Four out of five dimensions of Aaker’s model resemble with the Islamic teachings. These
dimensions are namely sincerity, excitement, competence and sophistication. Importantly,
these four dimensions also fit into the context of this research, i.e. Islamic banks (service
sector). The fifth dimension i.e. ruggedness can also be looked from the Islamic perspective.
However, it may not apply in the context of present research, i.e. Islamic banking.
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Ruggedness is about being tough andmasculine (Aaker, 1997). This dimension applies more
on products (e.g. Nike shoes) and less on the services sector (e.g. banking).

Second, past studies have indicated that among all the dimensions, ruggedness is less
related to the notion of brand personality. Using EFA and SEM, Rojas-Méndez et al. (2004)
empirically tested and concluded that ruggedness holds certain reliability and validity
issues and therefore may not belong to the construct of brand personality. Similarly, Davies
et al. (2001) studied corporate reputation employing Aaker’s model and found similar
reliability issues in ruggedness whereas the rest of the dimensions showed significant
association with the brand personality construct. Finally, the dimension “ruggedness” along
with the underlying items (Masculine, Tough, Rugged, Outdoorsy, Western) are, at the face
of it, difficult to fit in the context of this research which is banking industry (service sector).
The items such as masculine, tough and rugged look suitable to the manufacturing industry
for instance, Nike shoes. Similarly, the item “western” is more appropriate for the western
countries rather than the eastern countries like Malaysia. Based on the above discussion, the
dimension of ruggedness has been excluded from the IBBPmodel.

Furthermore, three dimensions, namely, trustworthiness, justice and avoidance of riba
have been added into the IBBP model. Trustworthiness and justice have been the most
prominent characteristics of Muslim personality among traditional as well as modern
Muslim scholars (will be discussed in the later sections). The attribute of avoidance of riba
has been added because of the trademark of Malaysian Islamic banks, i.e. riba-free banking.

This research fills the gap by explaining Aaker’s brand personality dimensions from
both conventional as well as Islamic perspective. Moreover, to provide comprehensive
picture, the present study looks into the selected underlying items of brand personality
dimensions from Islamic perspective. Furthermore, the three new Islamic dimensions have
also been discussed in the end.

Sincerity (conventional and Islamic perspective)
The word “sincerity” emerged primarily in French. Later on, in sixteenth century, this word
was entered into English language. The root word for sincerity comes from Latin i.e.
sincerus which means pure or clean (Trilling, 1972, p. 12). According to Erickson (1995,
p. 124), sincerity is concerned with “whether a person represents herself truly to others; it
does not refer to being true to oneself as an end but as a means”. Trilling (1972, p. 2) has
described sincerity in terms of “congruence between avowal and actual feeling”. Aaker
(1997) relates sincerity with the brand that has traits like fairness, promise fulfillment and
helpful. Sincerity, being one of the dimensions of Aaker’s brand personality model is
described as down-to-earth, honest, wholesome and cheerful.

The word “sincerity” means Al-Ikhlas ( صلاخلاا ) which means allegiance, constancy,
devotion (Din, 1418AH; Islamil, 1998; Mukarram, 1405H). Technically and religiously
speaking, sincerity means to worship Allah with sincere intention to attain his pleasure in
this world and the hereafter. Sincerity not only means being sincere to Allah but also to the
people. Islam also gives extreme importance to sincerity. According to Shafi (1998b), the
word “sincere” is similar to the Arabic word “Mukhlis”. Several verses from the Qur’an and
ahadith from Prophet Mohammad (S.A.W) highlighted sincerity as a trait in an ideal Muslim
personality. However, sincerity in Islam demanded in two ways; first, to be sincere with
Allah and second, to be sincere with fellow human being etc. Following are the relevant
verses from Qur’an and ahadith from different sources.

Allah says:
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Save those who repent and amend hold fast to Allah and are sincere in their obedience to Allah –
these are with the believers. And Allah will soon grant the believers a mighty reward (Qur’an,
4:146).

Shafi (1998b) explains that if one wishes that his/her deeds are accepted, there should not be
any element of hypocrisy. Certainly, these would be the sincere people who seek exclusively,
Allah’s pleasure and blessings in this world and hereafter. Hence, it is implied that sincerity
is an important element in a Muslim’s personality that helps in meeting his/her obligations
with purity and without hypocrisy. Few other verses from Qur’an also emphasize on the
importance of sincerity (Qur’an, 19:51, 39:11-14).

Sincerity does not only apply in relationship with Allah (seeking His pleasure) but also
with human beings. Muslim bin Hajaj, Al-Naisha Puri, and Al-Sahih narrate that
Mohammad (S.A.W.) said:

Al-Din is the name of sincerity. We asked to whom (we should be sincere). Prophet (S.A.W)
replied, to Allah, to His Messengers, to His Book, to the leaders of Muslims and to their common
folks.

Hence, it is implied that sincerity is required both in relation to Allah Almighty as well as
other human beings. As sincerity is one of the characteristics of Muslim personality;
therefore, brand personality of an Islamic brand (associated with Muslim characteristics)
may also contain sincerity as an important element which can be manifested in the customer
relationship management.

Excitement (conventional and Islamic perspective)
The word “excitement” means “a feeling of eager enthusiasm or the state of being excited
(Dictionary). Russell (1980) defines excitement as “a positive emotional state that consists of
high levels of pleasure and arousal”. Likewise, Lahey et al. (2010) describe excitement as an
amalgamation of “high pleasure” and “high arousal”. High arousal together with the
stimulation results in an emotion called excitement. Moreover, excitement (a kind of
satisfaction) can be obtained from several sources such as watching a movie, reading a book
etc. (Scitovsky, 1981).

In an educational context, teachers view excitement in their students as “high level of
responsiveness” (Boero et al., 2004). Nowlis (1970) calls it a “level of activation”. In a business
context, the emotional aspect of customers is meaningful for the organizations. Bagozzi et al.
(1999) assert that a customer’s sensation comprises of several important components and
excitement is one of them. Contrary to the positive discussion so far, excitement contains an
extreme aspect as well. Scitovsky (1981) argues that there are two extremes of excitement
and both are not good. One represents high intensity of excitement that leads to unlikable
and intolerable consequences. On the other hand, there is very low excitement which results
being uninteresting and less satisfactory. The middle way is the most suitable and
satisfying way, also called enjoyable excitement. This shows some similarity with the
Islamic concept of moderation discussed in the Islamic perspective at the end.

The word “excitement” in Arabic means Tahammus ( سمحت ) or Aifiyyah aijabiyyah ( ةيفطاع
ةيباجيإ ) (Din, 1418AH; Islamil, 1998; Mukarram, 1405H). Following the argument given by

Scitovsky (1981), the two extremes of excitement are dangerous and somehow middle way i.
e. enjoyable excitement should be taken into consideration. Islam presents somewhat similar
concept that is moderation. Shafi (1998a) has mentioned the Arabic word for moderate
which is Wasat or Mu‘tadil (adjective). Moreover, Arabic noun for the English word
moderate is I‘tial, meaning equal. He further asserts that this equality should be reflected in
one’s moral and religious equilibrium as well as in social and economic context. In a
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religious perspective, Shafi (1998a) reminds how previous nations exceeded their limits for
instance, calling prophets the sons of God. Such false beliefs led them to one extreme rather
being moderate in their beliefs and actions. The above explanation is concerned with one of
the Qur’anic verses on moderation written below.

Allah says:

We have made you (true Muslims) a moderate nation so that you could be an example for all
people and the Prophet an example for you. The direction which you had been facing during your
prayers (the qibla) was only made in order that We would know who would follow the Messenger
and who would turn away. It was a hard test but not for those to whom God has given guidance.
God did not want to make your previous prayers worthless; God is Compassionate and All-
merciful. (Qur’an, 2:143).

There are other Qur’anic verses too that emphasize on the importance of being moderate as
part of Muslim personality (Quran, 25:67, 17:29, 35:31, 31:19).

Mohammad (S.A.W) has also taught the lesson of moderation. He said “He who adopts
moderate way, never faces needfulness” (Ibn Abi Shaiba Abu Bakar Abdullah bin
Muhammad, 1409AH). On another occasion prophet said “The best of dealings are the ones
done in moderation” (Al-Jazri, 1969). The above discussion in the light of Islamic teachings
implies that one should not choose the way that goes to two extremes. Moderate way similar
to enjoyable excitement (mentioned above) is the right choice.

Competence (conventional and Islamic perspective)
The word “competence” means “the ability to do something well: the quality or state of
being competent” (Dictionary). Mårtensson (2000) defines competence as “the ability to
perform a given task and it exists at both the individual and organizational level”. In relation
to the service industry, a customer identifies a service provider as competence if it has the
relevant abilities and knowledge required for a typical service provision (Coulter and
Coulter, 2002). In addition, competence is one of the determinants of trustworthiness
(Sirdeshmukh et al., 2002) that probably applies to both people and brands.

Researchers have discussed different terminologies related to organizational competence.
For example, operational competence (Sirdeshmukh et al., 2002), functional competence
(Sampson and Fytros, 2008) and type of components namely: knowledge competence,
functional competence, behavioural competence and ethical competence (Cheetham and
Chivers, 2005). Brand personality of a competent organization is reflected in several
characteristics such as accountability, safety, intelligence and success (Parker, 2014). Aaker
has found “competence” as one of the major determinants of brand personality (Aaker,
1997).

The word “competence” in Arabic language meansAhliyah ( ةيلهأ ) (Din, 1418AH; Islamil,
1998; Mukarram, 1405H). Islam encourages people to seek knowledge to become capable
and perform tasks in the best possible way. As mentioned above that being knowledgeable
and skilful reflect competence. All the prophets who were sent on earth were knowledgeable
due to the fact that Allah gave them wisdom and understanding of the Holy Scriptures.
Allah mentions the knowledge and wisdom, in short the competence of prophet Daud (2019)
and prophet Daud (2019) in the Qur’an. He says:

So We made Solomon to understand it. And to each (of them) We gave wisdom and knowledge.
And We made the mountains, declaring (Our) glory, and the birds, subservient to David. And We
were the Doers. And we taught him the skill of making shields to protect you in war. Are you then
thankful? (Qur’an, 79-80).
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It can be implied from the above-mentioned verse that both were given wisdom, knowledge
and skill fromAllah the Almighty. Hence, they were competent.

Wisdom and knowledge are also reflected in Mohammad’s (S.A.W) personality
throughout his life. One of the wise decisions that prophet took after the battle of badar has
been recorded which also reflects the importance of seeking knowledge in one’s life.
Mohammad (S.A.W) decided to take ransom against prisoners of war in such a way that
each literate prisoner will teach (writing skills) ten kids of Ansaar (Behki, 1994b). One of the
four caliphates, Ali (R.A.) said “Learn knowledge so that you will be recognized and act
upon it so that you will become competent” (Dainori, 1419AH).

From the above discussion, it is implied that knowledge, wisdom and skills are important
elements for competence. Islam realizes the importance of seeking, knowledge and
developing skills. Hence, competence in one’s personality is admired in Islam. Islamic banks
may develop relevant and required competencies that can appeal customers.

Sophistication (conventional and Islamic perspective)
The word “sophistication” means “process or result of becoming cultured and
knowledgeable” (Dictionary). It also refers to the creation of “explicit knowledge from
intermediary knowledge” (Kanbe et al., 2010). Kim (2014) gives the definition of
sophistication as “one’s intellectual or cognitive ability in perceiving, processing, and
comprehending information in forming opinions”. Sophisticated individual looks at the
incidents, problems and the whole world with many angles (Johnson et al., 2000).

Companies are also perceived as sophisticated with respect to their level of education,
market awareness (competition) and future plans (Snyder and Ladouceur, 1999). Cheney and
Dickson (1982) describe “organizational sophistication” as “planning, organizing and
controlling activities associated with managing an organization’s computer source”.
Sophistication level of R&D in an enterprise comprises of twomajor components: awareness
of product in general and technical perspectives (Souder, 1988). With regards to the financial
institutions, Shadab (2007) states that a sophisticated financial investor is one who has
“such knowledge and experience in financial business matters that he is capable of
evaluating themerits and risks of the prospective investment”.

Sophistication of a brand is reflected in its “style and elegance” (Lin, 2010). Aghaei et al.
(2013) explain that consumers associate a sophisticated brand with few characteristics such
as charming, good-looking etc. Moreover, a brand is considered sophisticated if its outlets
have a modern lovely look in the posh areas and its employees are well-dressed. Precisely
sophistication helps in making a product distinct and unique (Lall et al., 2006). Aaker has
found “sophistication” as one of the major determinants of brand personality in her model
(Aaker, 1997).

The word “sophistication” in Arabic language means Al Hazaqah ( ةقاذحلا ) which means
describing a person who has a good understanding of the way people behave in their culture
and fashion (Din, 1418AH; Islamil, 1998; Mukarram, 1405H). As mentioned above,
sophistication is the “result of becoming knowledgeable and cultured” (Dictionary). The
immense importance of seeking knowledge has been discussed earlier. Several verses from
Qur’an reflect how essential it is to be knowledgeable (Qur’an, 39:3, 96:1-5, 2:269, 20:114).
Similarly, Mohammad (S.A.W) always gave emphasis on seeking knowledge. He said
“Seeking knowledge is incumbent upon every Muslim. . .” (Trimidhi).

To become sophisticated, one should be cultured too. The word “cultured” means one
who is “marked by refinement in taste and manners” (Dictionary). As far as manners in
Islam are concerned, many verses from Qur’an depict how a person should speak, behave
and interact with others. Allah says “And when the foolish address them (with bad words)
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they reply back with “Salamaa” (peaceful words of gentleness)” (Qur’an, 25:63). In another
verse Allah commands:

And be moderate in your pace and lower your voice; indeed, the most disagreeable of sounds is
the voice of donkeys. . .But of the people is he who disputes about Allah without knowledge or
guidance or an enlightening Book (Qur’an, 31:19-20).

The manners (sophistication) of Mohammad (S.A.W) are exemplary for all mankind. He was
a man of character even before he was bestowed prophethood. On the occasion, when first
revelation was sent to him, Khadeejah (RA) consoled and said:

Allah will never disgrace you. You take care of the relatives; you speak the truth; you bear the
burden of others, honor the guests and you support those who are on the right (Fakahi, 1414AH).

On another occasion, Mohammad (S.A.W) said “I have been sent to complete the ethics and
morality” (Behki, 1994a). In relation to how one should interact with others, prophet said:

You will not enter paradise until you believe in Allah and you will not be declared believer until
you love each other. Shall I tell you something that if you did, you would love each other, spread
Salam between yourself (Neshapuri).

Mohammad (S.A.W) always paid attention to their companions and had a smile on his face.
Jareed bin Abdullah (RA) said “Ever since I embraced Islam, Holy Prophet (S.A.W) never
avoidedme and I have never seen himwithout a smile on his face” (Neshapuri).

The above discussion related to sophistication as per Islamic teachings implies that one
should be well-mannered and knowledgeable. It reflects a person’s character that is an
important part of his/her personality. Islamic banks may build their image while tuning
their employees’ knowledge and manners based on Islamic teachings. This may have a
positive impact on the stakeholders, retaining existing customers and appealing potential
ones.

New dimensions of Islamic banks’ brand personality
Trust/trustworthiness
The word “trust” is described as a “belief that someone or something is reliable, good,
honest, effective” (Dictionary). McKnight and Chervany (1996) define trust as an “extent to
which one party is willing to depend on somebody, or something, in a given situation with a
feeling of relative security, even though negative consequences are possible”. The notion of
trust has become imperative in several fields such as management, ethics and psychology
(Colquitt et al., 2007).

Trust has a significant influence on the consumer behaviour also. Customers decide,
choose or select products and services based on the level of trust they have on organizations
(Hosmer, 1995). In the online world, the element of trust has an impact on the relationship
between online buyers and sellers. Even customers have concerns about the trustworthiness
of the PC itself that they use for online purchases (Lee and Turban, 2001).

The word “trustworthiness” means “able to be relied on or deserving of trust”
(Dictionary). The concepts of trust and trustworthiness are interrelated (Masrek et al., 2013).
Few scholars consider trust and trustworthiness as substitutes to each other (Butler and
Cantrell, 1984; McKnight et al., 1998). Others highlight the difference between them (Cho and
Ringquist, 2007; Mayer et al., 1995; Schultz, 2006). For instance, Schultz (2006) describes
trustworthiness as an attribute that the trustee possesses. On the other hand, trust reflects
the readiness of the trustor to get involved in a risky conduct (Mayer et al., 1995). Mayer et al.
(1995) further divide trustworthiness into three parts i.e. ability, benevolence and integrity.
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These attributes are associated with the trustee and contribute toward the formation of
trust.

Based on the above discussion, there is a need to choose between trust and
trustworthiness for this study. As this study deals with brand personality which entails
human characteristics; therefore, the term trustworthiness as a characteristic of the trustee
is more suitable to be used. Moreover, importance of trustworthiness has also been
highlighted by scholars in relation to the banking industry (Kamal et al., 1999; Mihai
Yiannaki, 2010).

Arabic word for trustworthiness is Amanah. According to Putra (2014), it means
trustworthy, i.e. “one who is submitted a matter or an affair and people believe that the affair
will be done as well as possible”. Considering a Muslim personality trait, Al-Amar (2008)
defines trust as “giving rights to rightful owners completely without reservation”. Similarly,
trustworthiness of a Muslim is operationally defined as “degree to which a person respects
rights of others even if there is an opportunity to violate these rights without a
condemnation” (Fall, 2009b).

Islam emphasizes the importance of trustworthiness both in the Qur’anic verses and
hadith. Allah says:

Those who are faithfully true to their Amanat (all the duties which Allah has ordained, honesty,
moral responsibility and trusts etc.) and to their covenants [. . .] These are the heirs. We shall
inherit the paradise. They shall dwell therein forever (Qur’an, 23: 8-11).

According to Ibn Kather (1999), the above-mentioned verse reflects the qualities/traits of the
believers who are truly successful. One of the characteristics is Amanah (trustworthiness)
and one who possesses this quality, keeps his word and does not deceive unlike hypocrites.
Similarly, there are several other verses in the Qur’an that highlight the significance of
trustworthiness in a Muslim personality (Quran, 17:34-35, 9:4, 4:58, 27:39, 28:26).

Mohammad (S.A.W) was an example of trust and honesty, so much so that even before
his prophethood, people used to call him Sadiq (one who speaks truth) and Amin (one who
keeps his word). In relation to how one should run his business, Mohammad (S.A.W) said
“One who has no deen, is not honest in the dealings” (Tibrani, 1994). On another note, once
Abu Sufiyan was asked questions by the Roman king, Hercules regarding trustworthiness
and promise-keeping of Mohammad (S.A.W). Abu Sfiyan replied in affirmation (Al-Bukhari,
1987).

Based on the above discussion, it is implied that trustworthiness is one of the most
important traits in a Muslim personality. As brand personality deals with human traits
associated with the brand (Aaker, 1997), therefore, it may be assumed that an Islamic bank
is associated with trustworthiness. Moreover, few studies indicate that trustworthiness
plays an integral role in the bank-customer relationship (Kamal et al., 1999; Mihai Yiannaki,
2010; Rasheed et al., 2012). Here it is important to investigate what Muslim customers (both
existing and potential) perceive about the trustworthiness of Islamic banks.

Justice
The word “justice” means “the quality of being just, impartial, or fair” (Dictionary). Justice
refers to “an evaluative judgment about the appropriateness of a person’s treatment by
others” (Dayan et al., 2008). Similarly, Kamil (2011, p. 117) defined justice as “taking actions
relating to treating others fairly in interactions in respect of rights and responsibilities”.
Mintz (1996) mention that justice is a characteristic of a person who treats others
impartially. Similarly, Wilson (2006) is of the view that no matter one is male or female or
holds any position in the organization, justice should be part of his/her personality. Contrary
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to the notion of justice, people generally dislike injustice and render it devastating
(Christoyannopoulos andMilne, 2007).

As per the literature, the term used in relation to justice at the workplace is known as
“organizational justice”. Elovainio et al. (2011) have defined organizational justice as “the
extent to which employees are treated with justice at their workplace”. Moreover, it includes
perception about how fair the decisions are made and how justly the resources are allocated.
According to several scholars, more the organizational justice perceived, higher will be the
organizational commitment, job involvement and backing for decisions made by the
enterprise (Cohen-Charash and Spector, 2001; Colquitt, 2001; Greenberg and Colquitt, 2013;
Lind and Tyler, 1998; Organ and Paine, 1999). Furthermore, organizational positively affect
job satisfaction of the employees (Schmiesing et al., 2003).

Justice is an important characteristic of any organization due to its significant effect on
the customers, both existing and potential. Scholars have found justice and fairness,
positively influencing customers’ satisfaction (Clemmer and Schneider, 1996; Thompson
and Vivien, 2001), their behavioural intentions (Mccoll-Kennedy and Sparks, 2003) and
intention to buy (Maxham Iii and Netemeyer, 2003). In today’s modern technological world,
justice is an attribute towards creating trust which is essentially important for buying and
selling online (Fang et al., 2011).

In Islam, the Arabic word for justice is “Adl” which means “justice according to the law
where law is defined as God’s law, the Shariah, as revealed to the prophet and to the Muslim
community” (Lewis, 2005). Similarly, Fall (2009a) refers justice to “the characteristics of
fairness that human beings should deserve” and claims that it is one of the required
attributes to be a true Muslim. Justice is also defined in terms of “equity and balance”
(Beekun and Badawi, 2005).

Justice, according to Islamic teachings, holds an important place in every aspect of life.
Beekun and Badawi (2005) claim that social justice is one of those Islamic principles that will
remain lawful forever. Moreover, justice is part of a trueMuslim’s faith. Allah says:

O you who believe! Stand out firmly for Allah and be just witnesses and let not the enmity and
hatred of others make you avoid justice. Be just: that is nearer to piety, and fear Allah. Verily,
Allah is Well-Acquainted with what you do (Qur’an, 5:8).

Ibn Kather (1999) explains the context of the above verse when Mohammad (S.A.W) and his
companions were disallowed by the non-Muslims to perform Umrah. The companions of
prophet disliked their act and wanted to express their hatred by reacting in the similar way
when this verse came. Allah commanded them not to compromise justice due to their hatred
against others. There are several other verses in the Qur’an that reflect the importance of
justice as an important attribute in a Muslim personality and an essential element of
peaceful society (Qur’an, 55:7-9, 49:9, 6:8, 4:3, 2:282).

Mohammad (S.A.W) is an example of justice for every Muslim and for all the human
beings. He always advised others to do justice. He said “Seven people will be under the
shadow of Allah’s throne, when there will be no shadow anywhere else. One of them is the
person who does justice” (Tahawi, 1994). On another occasion prophet said “Do justice
between your progeny and your sons” (Daud). From the above discussion, it is implied that
justice is an important part of Muslim personality and a peaceful society. Therefore, justice
should be an essential element of Islamic brands/organizations. Islamic banks have been
established with a purpose to use Islamic principles and justice is one of them. Therefore,
there is a need to know what customers perceive about Islamic banks as per the criteria of
justice. If Islamic banks can operate while doing justice to their employees and customers,
the perception of Islamic banks will be positive and appealing to all the stakeholders.
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Shariah compliance
Abdullah and Chee (2010) stated that there are three fundamental prohibitions as far as
Islamic finance is concerned. These are riba (interest), Gharar (uncertainty) and Maysir
(gambling). It is important to note here that these three prohibitions, not only apply on the
institution itself but also on every individual Muslim in this world. Hence, for the purpose of
this research, it can be implied that these injunctions can be attributable to both the Muslim
personality as well as the IBBP. Therefore, these characteristics have been included under
the “shariah compliance” dimension. These are explained below.

The concept of Riba has been used for many years as part of the financial dealings
between two or more parties. Riba is an Arabic word which refers to “increase and growth”.
Pertaining to this linguistic meaning Rufai (2014) definesRiba as:

[. . .] an additional sum of money that must be paid by the borrower to the creditor along with the
principal amount as a condition for the loan or for an extension in its maturity.

According to Ahmad and Hassan (2007), Riba is “any pre-determined fixed return for the use
of money”.

The word Riba is used specifically in Islam whereas Christians use the word “Usury” and
in Judaism, it is known as “Ribbit”. Interestingly, Omar et al. (2015) mention that all these
three terminologies have somewhat similar definitions which refer to “illegal action or
practice of lending money at unreasonably high rates of interest”. Despite this, the whole
conventional banking system is based on Riba. This research focuses only on Islamic
teachings in relation to Riba. Islam prohibits Riba and almost all the Muslim scholars agree
with this. For example Rufai (2014) argues that the element of Riba pollutes the socio-
economic environment by making people self-centered, uncooperative, unkind, dislike others
and worship money. Ahmad and Hassan (2007) maintain that Riba is a source of wealth
accumulation in the hands of small number of people acquired from the risk-free financial
dealings while putting zero effort. Due to these moral and socio-economic issues, Islam
strictly prohibits Riba. Allah warns in the Qur’an:

O you who believe! Be afraid of Allah and give up what remains (due to you) from Riba (usury)
(from now onward), if you are (really) believers. And if you do not do it, then take a notice of war
from Allah and His Messenger but if you repent, you shall have your capital sums (Qur’an, 2:278-
279).

The above verse clearly reflects the sensitivity of the issue regarding Riba as Allah Himself
and His prophet has announced the war against those who are involved in it. There are
several other verses in the Qur’an in which Allah has forbidden Riba (Qur’an, 2:75-79, 3:130-
131, 4:160-161, 4:2, 4:29, 5:42).

There are several ahadith too that clearly forbids the involvement of Riba. According to a
hadith Mohammad (S.A.W) “cursed the acceptor of interest and its payer and one who
record it, and the two witnesses; and he said, they are all equal” (Sulaiman). In another
hadith prophet said “Riba has seventy different kinds, the least grave being equivalent to a
manmarrying (i.e. having sexual intercourse with) his ownmother” (Haithemi, 1988).

Prohibition of Riba does not only apply on Muslims but also on any organization that
deals with money. An Islamic bank is one of those financial institutions that are involved in
money on the daily basis in the shape of deposits and loans etc. For the purpose of this
research, brand personality of Malaysian Islamic banks is being studied. As mentioned by
AlKulaib et al. (2013) that Islamic banking has its roots in the Islamic faith. It implies that
the policies, procedures and practices of Islamic banks should be Shariah complaint.
AlKulaib et al. (2013) further emphasize that “avoidance of Riba” is one of the top most
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priorities of Islamic banks. In the Malaysian context, Muhamat et al. (2012) mention that
Shariah Advisory Council came up with few important regulations to differentiate Shariah-
compliant businesses from those that are not. Riba-free financing was one of them, and
majority Malaysian Islamic banks follow these regulations.

The notion of Riba-free banking is among the imperative trademarks that differentiate
Islamic banks from the conventional banks. Moreover, avoidance of Riba in the Islamic
banks make them invest in the halal businesses, support the community and ultimately deal
with their customers impartially (Gilani and Hassan, 2015; Muhamat et al., 2012). Widiyanto
bin Mislan Cokro and Abdul Ghafar (2010) maintain that Islamic micro finance can help
countries grow small businesses and resolve poverty issues while bringing Muslim
community out of the conventional Riba scheme. According to Hardy (2012), “avoidance of
Riba” is one of the significant attributes of Islamic finance, in other words, Islamic banking.

In the context of Islamic insurance, Siddiqui and Athemy (2008) argue that avoidance of
Riba ultimately stipulates social fairness in the community. However, in case of Islamic
banks, elimination of Riba has not been up to the mark so far which somehow make them
very much similar to conventional banks. From the above discussion, it is implied that
Muslims are commanded by Allah and His prophet, not to involve in Riba which means
avoidance of Riba is part of a true Muslim personality. Based on that, an Islamic
organization such as Islamic banks should also make avoidance of Riba as an important
attribute and trademark of their brand. For the purpose of this research, there is a need to
study what customers perceive about Islamic banks when it comes to avoidance of Riba.

Gharar means “risk, uncertainty, and hazard” (Obaidullah, 2008). Khir et al. (2008)
explain that gharar is forbidden because the outcome of it will be speculation. Importantly,
according to (Obaidullah, 2008), literature does not provide a single definition of gharar may
be because it is a comprehensive phenomenon. This research follows the definition given by
Khir et al. (2008), who have defined gharar in both in the muamalat as well as in the business
contexts. For the purpose of this study, gharar in the business context will be undertaken
which means “to undertake a venture blindly without sufficient knowledge or to undertake
an excessively risky transaction”.

Kamali (1999) argues that gharar reflects uncertainties in a contract in which one of the
parties gets cheated, exploited and therefore becomes a victim of fraud. Hence gharar is
identical to fraud. Allah says:

Woe to those who deal in fraud, who when they take their measures from others take it fully, and
when they measure or weigh for them give less than what is due (Qur’an, 83:1-3).

On another occasion, Allah has mentioned Shuayb (A.S.) who said to his people:

And O my people! Give just measure weight, nor withhold from the people the things that are
their due. Commit not evil in the land with intent to do mischief, that which is left for you by Allah
is best for you if you are believers (Qur’an, 11:85-86).

Several ahadith have also been reported in the regard. Mohammad (S.A.W) said after he
talked to a person deceived in a business transaction “When you enter into a transaction,
say: There should be no attempt to deceive” (Hajaj, 2019).

Gharar is of two kinds. One is known as gharar fahish (major gharar) and the other is
gharar yasir (minor gharar) (Abdullah and Chee, 2010; Khir et al., 2008). Any contract/
transaction will be made null and void when major gharar is involved. This unacceptability
is because high ambiguity which shariah law does not permit (Khir et al., 2008). On the other
hand, gharar yasir is a minor gharar which is permissible because the ambiguity level is low
or a public need exists.
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Maysir means money gained from the chance. Salamon et al. (2015) has provided with a
current yet comprehensive definition of maysir which is:

[. . .] the betting of something value with unnecessary risk with the hope of gain based on
elements of chance and uncertain events that may involve, to a certain extent, economic
manipulation and, on occasion, loss of contextual elements of economic reality.

Maysir or in other words, the pure “game of chance” is not allowed in Islam. Allah says “Ye
who believe! Intoxicants and gambling, sacrificing to stones, and divination by arrows, are
an abomination, – of Satan’s handiwork; eschew such (abomination), that ye may prosper”
(Qur’an, 5:90). In the next verse Allah says:

Satan’s plan is (but) to excite enmity and hatred between you, with intoxicants and gambling, and
hinder you from the remembrance of Allah, and from prayer: will ye not then abstain?(Qur’an,
5:91).

Obaidullah (2008) explains that two words i.e. uncertainty and gambling have been used in
the above verses. These two words are related in a way that uncertainty is identical to
gharar and any transaction occurring within such parameters will lead towards gambling.
Abdullah and Chee (2010) emphasize that gambling results in disputes, ferocity and other
evils.

Salamon et al. (2015) argue that Islam does allow few economic components that are used
in the stock market practices. However, the forbidden elements are “pure luck, blind hope,
betting and taking advantage of those who remain ignorant of realistic economic
fundamentals”. As far as hope and luck are concerned, they must be attached with
determined efforts before the choice is made. It is implied that one should put all his/her
efforts and then trust on Allah as He does let a sincere effort backed by rightful intention go
astray. In case of betting, Islam does not permit any transaction or business activity
associated with gambling. The Qur’anic verses related to gambling have already mentioned
above. Finally, taking advantage of other person in any transaction is forbidden in Islam
because it reflects deception. In Qur’an Allah clearly says “O ye who believe, eat not up your
property amongst yourself in vanities but let there be amongst you traffic and trade by
mutual good-will [. . .]” (Qur’an, 4:29) (Figure 2).

Methodology
To develop IBBP model, extensive research was done on Quran and Hadith. These two
resources are considered fundamental sources of knowledge and guidance among Muslims
(Wadud, 1995). The research was conducted in two phases. First, existing dimensions of
Aaker’s model were studied in the light of Quran and Hadith. Relevant verses and ahadith
were gathered for this purpose. Second, new dimensions (e.g. Trustworthiness, Justice,) were
added to the IBBP model based on the fact that these traits are integral part of Muslim
personality (Al-Hashimi, 1990; Al-Isawi, 1990; Al-Shanawi, 1989; Bakar, 1978; Fall, 2009a;
Ibn Hazm al-Andalusiyy, 1970; Ibn Taymiyyah, 1980; Osman et al., 2010; Maskawayh,
1398H.; Najati, 1982). Once the dimensions of IBBP were finalized in the light of Quran and
Hadith, their underlying items adapted from various past studies were processed through
content validation sheet. A total of 12 experts were approached for face and content validity.
It served the purpose of a pilot study as well. Among the experts were professors from two
relevant departments of International Islamic University, Malaysia – Kulliyyah of Islamic
Revealed Knowledge and Human Science and Kulliyyah of Economics and Management
Sciences. A few of them have also been the practitioners in the banking industry. The first
department has the expertise with reference to Quranic verses and Ahadith, while the later
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was beneficial in providing branding related feedback. As per the instructions of above
experts, most of the items were approved to be added while some were advised to be
modified and a fewwere eliminated as well.

Conclusion and future research
Brand personality is one of the most important tools that marketers use to create
differentiation. It is also the source of strong customer–brand relationship. Since 1997,
Aaker’s brand personality model has been used in various parts of the world. Similarly,
it attracted a lot of criticism too which relates to limited generalizability when it comes
to different cultures and lack of brand personality research in service sector. Moreover,
religion (Islam) being integral part of Islamic culture has been understudied. To fill the
above gaps, this research provided definition of Islamic brand personality and with the
help of Quran, Hadith and relevant experts, devised IBBP model. Existing dimensions
have been studied from the lense of Quran and Hadith while three new dimensions
(trustworthiness, justice and shariah compliance) have been added in to the model. This
is study is beneficial for both Academia and the Islamic banking industry. IBBP model
being first of its kind adds literature on the marketing aspect of Islamic banks in a
collectivist country, i.e. Malaysia. IBBP model can help Islamic banks improve the
advertising effectiveness through relevant messages, slogans and statements loaded
with distinct Muslim characteristics devised in the model. Policymakers and regulators
of Islamic banking industry can also benefit from this research. Future research can be
conducted seeking the empirical evidence of IBBP model. In this regard, customers’
perception of the underlying dimensions and items can be statistically tested using
exploratory factor analysis (EFA). In addition, confirmatory factor analysis can be
applied using structural equation modelling approach.

Figure 2.
Islamic banks’ brand

personality model

Islamic banks’
brand

personality

635



References
Aaker, J.L. (1997), “Dimensions of brand personality”, Journal of Marketing Research (JMR), Vol. 34

No. 3, pp. 347-356.
Aaker, J.L., Benet-Martínez, V. and Garolera, J. (2001), “Consumption symbols as carriers of culture: a

study of Japanese and Spanish brand personality constucts”, Journal of Personality and Social
Psychology, Vol. 81 No. 3, pp. 492-508, doi: 10.1037/0022-3514.81.3.492.

Abduh, M., Kassim, S. and Dahari, Z. (2013), “Factors influence switching behavior of Islamic bank
customers inMalaysia”, Journal of Islamic Finance, Vol. 2 No. 1.

Abdullah, D.V. and Chee, K. (2010), Islamic Finance: Why It Makes Sense: Understanding Its Principles
and Practices, Marshall Cavendish Business, Singapore.

Aghaei, M., Motalebi, A., Vahedi, E. and Asadollahi, A. (2013), “Design of productive services
marketing mix to improve brand personality in Tehran’s chain stores”, Journalf of Basic and
Applied Scientific Research, Vol. 3 No. 7, pp. 424-432.

Ahmad, N. and Haron, S. (2002), “Perceptions of Malaysian corporate customers towards islamic
banking products and services”, International Journal of Islamic Financial Services, Vol. 3 No. 4,
pp. 13-29.

Ahmad, A.U.F. and Hassan, M.K. (2007), “Riba and Islamic banking”, Journal of Islamic Economics,
Banking and Finance, Vol. 3 No. 1, pp. 1-33.

Akacem, M. and Gilliam, L. (2002), “Principles of Islamic banking: debt versus equity financing”,
Middle East Policy, Vol. 9 No. 1, pp. 124-139.

Akbar, S., Shah, S.Z.A. and Kalmadi, S. (2012), “An investigation of user perceptions of Islamic banking
practices in the United Kingdom”, International Journal of Islamic and Middle Eastern Finance
andManagement, Vol. 5 No. 4, pp. 353-370, doi: 10.1108/17538391211282845.

Al-Amar, F.K. (2008), “Intellectual characteristics of Muslim personality and job characteristics as
determinenants for organizational citizenship behavior among Yemeni secondary school
teachers in Sanaa”, PhD Thesis, International Islamic University, Malaysia.

Al-Bukhari (1987), Jamay Al Sahih, Vol. 1:7, Dar Ibn e Kathir, Bayrut.
Al-Hashimi (1990), Shakhsiyat al-Muslim Kama Yasughuha al-Islam fi- al-Kitab wa al-Sunnah [Musllim

Personality: As Islam Describes It in al-Qur’an and as-Sunnah], Dar-Al-Bashair Al-islamiyyah,
Bayrut.

Al-Isawi (1990), Dirasar fi All-Shakhsiyyah al-Islaiyyah wa al-Arabiyyah as Asalib Tanmiyatiha [Studies
on Islamic and Arab Personality and Methods of Its Improvement], Dar al-Nahdah al-Arabiyyah,
Bayrut.

Al-Jazri, I.A.-A.A.M.B.M. (1969), Jamay Al Asool fi Ahadith al Rasool, Vol. 1:101, Maktabah Dar ul
Bayan, Bayrut.

AlKulaib, Y.A., Almudhaf, F.W. and Al-Jassar, S.A. (2013), “The banking industry during an extended
financial crisis: an empirical assessment of Kuwait banks”,Academy of Banking Studies Journal,
Vol. 12 Nos 1/2, pp. 61-73.

Alserhan, B.A. (2010), “Islamic branding: a conceptualization of related terms”, Journal of Brand
Management, Vol. 18 No. 1, pp. 34-49, doi: 10.1057/bm.2010.18.

Al-Shanawi (1989), “Al-irshad al-nafsi min manzr islami [counseling from an Islamic perspective]”, in
IIIT (Ed.),Abhath Nadwah Ilm al-Nafs, IIIT Press, Al-Qahirah, pp. 377-399.

Amin, M. and Isa, Z. (2008), “An examination of the relationship between service quality perception and
customer satisfaction: a SEM approach towards Malaysian ”, International Journal of Islamic
and Middle Eastern Finance and Management, Vol. 1 No. 3, pp. 191-209, doi: 10.1108/
17538390810901131.

Amin, M., Isa, Z. and Fontaine, R. (2013), “Islamic banks: contrasting the drivers of customer
satisfaction on image, trust, and loyalty of Muslim and non-Muslim customers in Malaysia”,

JIMA
11,3

636

http://dx.doi.org/10.1037/0022-3514.81.3.492
http://dx.doi.org/10.1108/17538391211282845
http://dx.doi.org/10.1057/bm.2010.18
http://dx.doi.org/10.1108/17538390810901131
http://dx.doi.org/10.1108/17538390810901131


International Journal of Bank Marketing, Vol. 31 No. 2, pp. 79-97, doi: 10.1108/
02652321311298627.

Azoulay, A. and Kapferer, J.-N. (2003), “Do brand personality scales really measure brand personality?”,
Journal of BrandManagement, Vol. 11 No. 2, pp. 143-155, doi: 10.1057/palgrave.bm.2540162.

Bakar, A. R. A. (1978),Al-Tibb al-ruhani, MaktabahAl Nahdhah Al Asariyyah, Cairo

Bagozzi, R.P., Gopinath, M. and Nyer, P.U. (1999), “The role of emotions in marketing”, Journal of the
Academy ofMarketing Science, Vol. 27 No. 2, pp. 184-206, doi: 10.1177/0092070399272005.

Bank Negara Malaysia (2010), Monthly Statistical Bulletin, April, Bank Negara Malaysia, Monthly
Statistical Bulletin, Malaysia.

Barich, H. and Kotler, P. (1991), “A framework for marketing image management”, Sloan Management
Review, Vol. 32 No. 2, pp. 94-104.

Beekun, R. and Badawi, J. (2005), “Balancing ethical responsibility among multiple organizational
stakeholders: the islamic perspective”, Journal of Business Ethics, Vol. 60 No. 2, pp. 131-145, doi:
10.1007/s10551-004-8204-5.

Behki, A. (1994a),Al Sunan, Vol. 10:20571, Dar Al Baz, Makkah.
Behki, A. (1994b),Al Sunan, Vol. 6:11460, Dar Al Baz, Makkah.

Boero, F., Belmonte, G., Bussotti, S., Fanelli, G., Fraschetti, S., Giangrande, A., Gravili, C., Guidetti, P.,
Pati, A., Piraino, S. and Rubino, F. (2004), “From biodiversity and ecosystem functioning to the
roots of ecological complexity”, Ecological Complexity, Vol. 1 No. 2, pp. 101-109, available at:
http://dx.doi.org/10.1016/j.ecocom.2004.01.003.

Borzooei, M. and Asgari, M. (2013), “The halal brand personality and its effect on purchase intention”,
Interdisciplinary Journal of Contemporary Research in Business, Vol. 5 No. 3.

Butler, J.K. and Cantrell, R.S. (1984), “A behavioral decision theory approach to modeling dyadic trust
in superiors and subordinates”, Psychological Reports, Vol. 55 No. 1, pp. 19-28, doi: 10.2466/
pr0.1984.55.1.19.

Caprara, G.V., Barbaranelli, C. and Guido, G. (2001), “Brand personality: how to make the metaphor
fit?”, Journal of Economic Psychology, Vol. 22 No. 3, pp. 377-395.

Cheetham, G. and Chivers, G.E. (2005), Professions, Competence and Informal Learning, Edward Elgar
Publishing, Cheltenham.

Cheney, P.H. and Dickson, G.W. (1982), “Organizational characteristics and information systems: an
exploratory investigation”, Academy of Management Journal, Vol. 25 No. 1, pp. 170-184, doi:
10.2307/256032.

Cho, Y.J. and Ringquist, E. (2007), “Trustworthiness, leadership, and organizational performance: a
longitudinal analysis”, Paper presented at the Prepared for the 9th National Public Management
Research Conference of Public Management Research Association, Tucson, AZ.

Christoyannopoulos, A.J.M.E. andMilne, J. (2007), “Love, justice, and social eschatology”, The Heythrop
Journal, Vol. 48 No. 6, pp. 972-991, doi: 10.1111/j.1468-2265.2007.00352.x.

Clemmer, E.C. and Schneider, B. (1996), “Fair service”, Advances in Services Marketing and
Management, Vol. 5, pp. 109-126.

Cohen-Charash, Y. and Spector, P.E. (2001), “The role of justice in organizations: a meta-analysis”,
Organizational Behavior and Human Decision Processes, Vol. 86 No. 2, pp. 278-321, available at:
http://dx.doi.org/10.1006/obhd.2001.2958.

Colquitt, J.A. (2001), “On the dimensionality of organizational justice: a construct validation of a
measure”, Journal of Applied Psychology, Vol. 86 No. 3, pp. 386-400, doi: 10.1037/0021-
9010.86.3.386.

Colquitt, J.A., Scott, B.A. and LePine, J.A. (2007), “Trust, trustworthiness, and trust propensity: a meta-
analytic test of their unique relationships with risk taking and job performance”, Journal of
Applied Psychology, Vol. 92 No. 4, pp. 909-927, doi: 10.1037/0021-9010.92.4.909.

Islamic banks’
brand

personality

637

http://dx.doi.org/10.1108/02652321311298627
http://dx.doi.org/10.1108/02652321311298627
http://dx.doi.org/10.1057/palgrave.bm.2540162
http://dx.doi.org/10.1177/0092070399272005
http://dx.doi.org/10.1007/s10551-004-8204-5
http://dx.doi.org/10.1016/j.ecocom.2004.01.003
http://dx.doi.org/10.2466/pr0.1984.55.1.19
http://dx.doi.org/10.2466/pr0.1984.55.1.19
http://dx.doi.org/10.2307/256032
http://dx.doi.org/10.1111/j.1468-2265.2007.00352.x
http://dx.doi.org/10.1006/obhd.2001.2958
http://dx.doi.org/10.1037/0021-9010.86.3.386
http://dx.doi.org/10.1037/0021-9010.86.3.386
http://dx.doi.org/10.1037/0021-9010.92.4.909


Coulter, K.S. and Coulter, R.A. (2002), “Determinants of trust in a service provider: the moderating role
of length of relationship”, Journal of Services Marketing, Vol. 16 No. 1, pp. 35-50, doi: 10.1108/
08876040210419406.

Dainori, A. (1419AH),AlMajalisa wa Jawahir al Ilm, Vol. 2:277, Bayrut.

Daud, A. (2019), Sunan, Vol. 3:3544, Al Maktaba Al Asariyyah, Bayrut.
Davies, G., Chun, R., da Silva, R.V. and Roper, S. (2001), “The personification metaphor as a

measurement approach for corporate reputation”, Corporate Reputation Review, Vol. 4 No. 2,
pp. 113-127, doi: 10.1057/palgrave.crr.1540137.

Dayan, M., Al-Tamimi, H.A.H. and Elhadji, A.L. (2008), “Perceived justice and customer loyalty in the
retail banking sector in the UAE”, Journal of Financial Services Marketing, Vol. 12 No. 4,
pp. 320-330, doi: 10.1057/palgrave.fsm.4760085.

Din, J.A. (1418AH),Al-Muzhar fi al-Luguah, Dar al Kutub al Ilmiyah, Bayrut.

Dusuki, A.W. and Abdullah, N.I. (2007), “Why do Malaysian customers patronise Islamic banks?”,
International Journal of Bank Marketing, Vol. 25 No. 3, pp. 142-160, doi: 10.1108/
02652320710739850.

Economic Report (2013/2014), “Monetary and financial developments”, Ministry of Finance, Malaysia,
available at: www.treasury.gov.my/index.php?option=com_content&view=article&id=2735:
economic-report-2013-2014&catid=262&lang=en&Itemid=2478

Eisend, M. and Stokburger-Sauer, N.E. (2013), “Measurement characteristics of Aaker’s brand
personality dimensions: lessons to be learned from human personality research”, Psychology and
Marketing, Vol. 30 No. 11, pp. 950-958, doi: 10.1002/mar.20658.

Elovainio, M., Pietikäinen, M., Luopa, P., Kivimäki, M., Ferrie, J.E., Jokela, J., Suominen, S., Vahtera, J.
and Virtanen, M. (2011), “Organizational justice at school and its associations with pupils’
psychosocial school environment, health, and wellbeing”, Social Science and Medicine, Vol. 73
No. 12, pp. 1675-1682, available at: http://dx.doi.org/10.1016/j.socscimed.2011.09.025.

Erickson, R.J. (1995), “The importance of authenticity for self and society”, Symbolic Interaction, Vol. 18
No. 2, pp. 121-144, doi: 10.1525/si.1995.18.2.121.

Ernst and Young (2014), “World Islamic banking competitiveness report”, available at: www.ey.com/
Publication/vwLUAssets/EY_-_World_Islamic_Banking_Competitiveness_Report_2013%E2%80%
9314/$FILE/EY-World-Islamic-Banking-Competitiveness-Report-2013-14.pdf

Fakahi, A. (1414AH),AkhbarMakkah, Vol. 3:2430, Dar Khizar, Bayrut.
Fall, A.A. (2009a), “Development and validation of a Muslim personality scale”, PhD Thesis,

International Islamic University, Kuala Lumpur.

Fall, A.A. (2009b), “Development and validation of a Muslim personality scale”, PhD, International
Islamic University Malaysia, IIUMGombak, Kuala Lumpur, tBP175F194D.

Fang, Y.H., Chiu, C.M. and Wang, E.T.G. (2011), “Understanding customers’ satisfaction and repurchase
intentions”, Internet Research, Vol. 21 No. 4, pp. 479-503, doi: 10.1108/10662241111158335

Ferrandi, J.M., Valette-Florence, P. and Fine-Falcy, S. (2000), “Aaker’s brand personality scale in a
French context: a replication and a preliminary test of its validity”, Developments in Marketing
Science, Vol. 23, pp. 7-13.

Gilani, H. and Hassan, M.K. (2015), “Exploring the ethical aspects of Islamic banking”, International
Journal of Islamic andMiddle Eastern Finance andManagement, Vol. 8 No. 1.

Greenberg, J. and Colquitt, J.A. (2013), Handbook of Organizational Justice, Taylor and Francis, Milton
Park, Didcot.

Gregory, J.R. and Wiechmann, J.G. (1997), Leveraging the Corporate Brand, NTC Business Books,
Lincolnwood, IL.

Haithemi (1988),Al Zawaid waMambaAl Fawaid, Vol. 4:6575, Dar ul Kutub al Ilmiyah, Bayrut.
Hajaj, M. b. (2019),Al Jamay Al Sahih, Vol. 3:1533, Dar ihya Al Turath Al Arabi, Bayrut.

JIMA
11,3

638

http://dx.doi.org/10.1108/08876040210419406
http://dx.doi.org/10.1108/08876040210419406
http://dx.doi.org/10.1057/palgrave.crr.1540137
http://dx.doi.org/10.1057/palgrave.fsm.4760085
http://dx.doi.org/10.1108/02652320710739850
http://dx.doi.org/10.1108/02652320710739850
http://www.treasury.gov.my/index.php?option=com_content&view=article&id=2735:economic-report-2013-2014&catid=262&lang=en&Itemid=2478
http://www.treasury.gov.my/index.php?option=com_content&view=article&id=2735:economic-report-2013-2014&catid=262&lang=en&Itemid=2478
http://dx.doi.org/10.1002/mar.20658
http://dx.doi.org/10.1016/j.socscimed.2011.09.025
http://dx.doi.org/10.1525/si.1995.18.2.121
http://www.ey.com/Publication/vwLUAssets/EY_-_World_Islamic_Banking_Competitiveness_Report_2013&hx0025;E2&hx0025;80&hx0025;9314/&hx0024;FILE/EY-World-Islamic-Banking-Competitiveness-Report-2013-14.pdf
http://www.ey.com/Publication/vwLUAssets/EY_-_World_Islamic_Banking_Competitiveness_Report_2013&hx0025;E2&hx0025;80&hx0025;9314/&hx0024;FILE/EY-World-Islamic-Banking-Competitiveness-Report-2013-14.pdf
http://www.ey.com/Publication/vwLUAssets/EY_-_World_Islamic_Banking_Competitiveness_Report_2013&hx0025;E2&hx0025;80&hx0025;9314/&hx0024;FILE/EY-World-Islamic-Banking-Competitiveness-Report-2013-14.pdf
http://dx.doi.org/10.1108/10662241111158335


Hardy, L. (2012), “The evolution of participation banking in Turkey”, Al Nakhlah Online Journal of
Soutwest Asia and Islamic Civilization (Winter issue).

Haron, S. and Azmi, W.N.W. (2008), “Determinants of Islamic and conventional deposits in the
Malaysian banking system”, Managerial Finance, Vol. 34 No. 9, pp. 618-643, doi: 10.1108/
03074350810890976.

Hosmer, L.T. (1995), “Trust: the connecting link between organizational theory and philosophical ethics”,
Academy ofManagement Review, Vol. 20 No. 2, pp. 379-403, doi: 10.5465/amr.1995.9507312923.

IbnAbi Shaiba, A.B. (1409AH), Vol. 5: 26604, MaktabahAl-Rushd, Al-Riyath.
Ibn Hazm al-Andalusiyy (1970),Tawq al-Hamamah, Dar maktabah al-Hayah, Bayrut.

Ibn Kather (1999),Tafsir Al-Qur’an Al-Kareem, Darul Taibati Printing Press, Madina.
Ibn Taymiyyah (1980), Al-Siyasah al-Shariyah fi Islah al-Raa wa al-Raiyyah, Dar al-Kitab al-Arabiyy,

Al-Qahirah.
Islamil, A.N. (1998),Al-ShahalMusammaTaj al-Lughah wa Shahal-Arabiyyah, Dar al Fikr, Bayrut.
Johnson, D.W., Johnson, R.T. and Smith, K.A. (2000), “Constructive controversy: the educative power of

intellectual conflict”, Change: The Magazine of Higher Learning, Vol. 32 No. 1, pp. 28-37, doi:
10.1080/00091380009602706.

Kamal, N., Ahmad, J. and Khalid, A.K. (1999), “Islamic banking: a study of customer satisfaction and
preferences in Jordan”, International Journal of Bank Marketing, Vol. 17 No. 3, pp. 135-151, doi:
10.1108/02652329910269275.

Kamali, M.H. (1999), “Uncertainty and risk-taking (gharar) in Islamic law”, IIUM Law Journal, Vol. 7
No. 2, pp. 199-216.

Kamil, N. (2011), “Organizational citizenship behavior from Islamic perspective and the role of taqwa:
Empirical analysis of business organizations in Malaysia”, PhD Unpublished Thesis,
International Islamic University, Malaysia.

Kanbe, M., Yamamoto, S. and Ohta, T. (2010), “A proposal of TIE model for communication in software
development process”, in Nakakoji, K., Murakami, Y. and McCready, E. (Eds), New Frontiers in
Artificial Intelligence, Vol. 6284, Springer, Berlin Heidelberg, pp. 104-115.

Khan, T.N. (2015), “Webmarketing of Islamic banks in Malaysia: can website help in reducing negative
perception about Islamic banks?”, International Journal of Marketing Studies, Vol. 7 No. 1, p. 146.

Khir, K., Gupta, L. and Shanmugam, B. (2008), Islamic Banking: A Practical Perspective, Pearson
Malaysia, Kuala Lumpur.

Kim, D. (2014), “The effect of partisanship, sophistication, and political contexts on belief in democracy
promotion”, Politics and Policy, Vol. 42 No. 5, pp. 658-692, doi: 10.1111/polp.12095.

Lahey, B.B., Rathouz, P.J., Applegate, B., Tackett, J.L. and Waldman, I.D. (2010), “Psychometrics of a
self-report version of the child and adolescent dispositions scale”, Journal of Clinical Child and
Adolescent Psychology, Vol. 39 No. 3, pp. 351-361.

Lall, S., Weiss, J. and Zhang, J. (2006), “The ‘sophistication’ of exports: a new trade measure”, World
Development, Vol. 34 No. 2, pp. 222-237, available at: http://dx.doi.org/10.1016/j.worlddev.2005.09.002

Lee, M.K.O. and Turban, E. (2001), “A trust model for consumer internet shopping”, International
Journal of Electronic Commerce, Vol. 6 No. 1, pp. 75-91, doi: 10.1080/10864415.2001.11044227

Lewis, B. (2005), “Freedom and justice in the modern Middle East”, Foreign Affairs, Vol. 84 No. 3,
pp. 36-51.

Lin, L.Y. (2010), “The relationship of consumer personality trait, brand personality and brand loyalty:
an empirical study of toys and video games buyers”, Journal of Product and Brand
Management, Vol. 19 No. 1, pp. 4-17, doi: 10.1108/10610421011018347.

Lind, E.A. and Tyler, T.R. (1998),The Social Psychology of Procedural Justice, Plenum, NewYork, NY.

Islamic banks’
brand

personality

639

http://dx.doi.org/10.1108/03074350810890976
http://dx.doi.org/10.1108/03074350810890976
http://dx.doi.org/10.5465/amr.1995.9507312923
http://dx.doi.org/10.1080/00091380009602706
http://dx.doi.org/10.1108/02652329910269275
http://dx.doi.org/10.1111/polp.12095
http://dx.doi.org/10.1016/j.worlddev.2005.09.002
http://dx.doi.org/10.1080/10864415.2001.11044227
http://dx.doi.org/10.1108/10610421011018347


McKnight, D.H., Cummings, L.L. and Chervany, N.L. (1998), “Initial trust formation in new
organizational relationships”, Academy of Management Review, Vol. 23 No. 3, pp. 473-490, doi:
10.5465/amr.1998.926622.

McKnight, D.H. and Chervany, N.L. (1996), “The meanings of trust technical report MISRC working
paper series 96-04”, University of Minnesota, Maanagement Information Systems Research
Centre.

Malaysian Census Report (2010), Population Distribution and Basic Demographic Characteristic Report,
Department of Statistics, Malaysia, Putrajaya.

Mårtensson, M. (2000), “A critical review of knowledge management as a management tool”, Journal of
KnowledgeManagement, Vol. 4 No. 3, pp. 204-216, doi: 10.1108/13673270010350002.

Maskawayh, I. (1398H), Tahdib al-Akhlaq wa Tathir al-a-Raq, Al-Matba’ah al-Masriyyat wa
Maktabatuha, Al-Qadhirah.

Masrek, M.N., Razali, M.H. and Omar, N. (2013), “Trustworthiness and mobile banking utilizations”,
Wulfenia Journal, Vol. 20 No. 1, pp. 139-150.

Maxham Iii, J.G. and Netemeyer, R.G. (2003), “Firms reap what they sow: the effects of shared values
and perceived organizational justice on customers’ evaluations of complaint handling”, Journal
of Marketing, Vol. 67 No. 1, pp. 46-62.

Mayer, R.C., Davis, J.H. and Schoorman, F.D. (1995), “An integrative model of organizational trust”,
Academy ofManagement Review, Vol. 20 No. 3, pp. 709-734, doi: 10.5465/amr.1995.9508080335.

Mccoll-Kennedy, J.R. and Sparks, B.A. (2003), “Application of fairness theory to service failures and service
recovery”, Journal of Service Research, Vol. 5 No. 3, pp. 251-266, doi: 10.1177/1094670502238918.

Mihai Yiannaki, S. (2010), “CSR’s role within banking in the post financial crisis”,Adaptive Options: A Global
Network of Change andDevelopment Professionals and Practitioners, Vol. 4 No. 2, pp. 22-24.

Mintz, S.M. (1996), “Aristotelian virtue and business ethics education”, Journal of Business Ethics,
Vol. 15 No. 8, pp. 827-838.

Muhamat, A.A., Nizam bin Jaafar, M. and Binti Ali Azizan, N. (2012), “The development of ethical
banking concept amongst theMalaysian Islamic banks”, Jurnal Pengurusan Awam, pp. 24-25.

Mukarram, M.b. (1405H), Lisan Al-Arab, Nashr Adab Al-Hawazah.
Mukhtar, A. and Butt, M.M. (2012), “Intention to choose Halal products: the role of religiosity”, Journal

of IslamicMarketing, Vol. 3 No. 2, pp. 108-120, doi: 10.1108/17590831211232519.
Najati (1982),Al-Qur’an wa Ilm al-Nafs [the Quran and Psychology], Dar Al-Shurq, Bayrut.
Nowlis, V. (1970), “Mood: behavior and experience”, in Arnold, M.B. (Ed.), Feelings and Emotions: The

Loyola Symposium, Academic Press, Oxford, pp. 16-339.
Obaidullah, M. (2008), Introduction to Islamic Finance, The Islamic Business and Finance Network,

New Delhi.
Omar, R.F., Jones, E. and Hassan, M.K. (2015), “Critical evaluation of the compliance of online Islamic

forex trading with Islamic principles”, International Journal of Islamic and Middle Eastern
Finance andManagement, Vol. 8 No. 1.

Organ, D.W. and Paine, J.B. (1999), “A new kind of performance for industrial and organizational
psychology: recent contributions to the study of organizational citizenship behavior”, in
Robertson, C.L.C.I.T. (Ed.), International Review of Industrial and Organizational Psychology,
Vol. 14, JohnWiley and Sons, New York, NY, pp. 337-368.

Osman, I., Nurdianawati Irwani Abdullah, K.A. and Haque, A. (2010), “Corporate image of Islamic
banks in Malaysia: an institutional theory approach”, Paper presented at the International
Conference on Marketing: Global Issues and Challenges, Kuala Lumpur, available at: http://irep.
iium.edu.my/id/eprint/5319

Parker, B.T. (2014), “Branding online news providers: brand personality and the image congruence
effect”, Studies inMedia and Communication, Vol. 2 No. 2, pp. 60-70.

JIMA
11,3

640

http://dx.doi.org/10.5465/amr.1998.926622
http://dx.doi.org/10.1108/13673270010350002
http://dx.doi.org/10.5465/amr.1995.9508080335
http://dx.doi.org/10.1177/1094670502238918
http://dx.doi.org/10.1108/17590831211232519
http://irep.iium.edu.my/id/eprint/5319
http://irep.iium.edu.my/id/eprint/5319


Putra, Y.H.S. (2014), “Detecting internal control problems based on COSO and Islamic perspective: case
on SMEs”,Tazkia Islamic Finance and Business Review, Vol. 8 No. 1, pp. 25-44.

Rasheed, H., Aimin, W. and Ahmed, A. (2012), “An evaluation of bank customer satisfaction in
Pakistan, comparing foreign and Islamic banks”, International Journal of Academic Research in
Business and Social Sciences, Vol. 2 No. 7, pp. 177-184.

Rojas-Méndez, J.I., Erenchun-Podlech, I. and Silva-Olave, E. (2004), “The ford brand personality in
Chile”, Corporate Reputation Review, Vol. 7 No. 3, pp. 232-251, doi: 10.1057/palgrave.crr.1540223.

Rufai, A. (2014), “The adverse impact of Riba on individual and society: a concise and comprehensive
study”, Journal of Social Sciences and Humanities, Vol. 9 No. 1, pp. 131-143.

Russell, J.A. (1980), “A circumplex model of affect”, Journal of Personality and Social Psychology, Vol. 39
No. 6, pp. 1161-1178, doi: 10.1037/h0077714.

Salamon, H.B., Ebrahimi, M. and Yusoff, K. (2015), “Speculation: the Islamic perspective: a study on Al-
Maisir (gambling)”,Mediterranean Journal of Social Sciences, Vol. 6 No. 1, pp. 371.

Sampson, D. and Fytros, D. (2008), “Competence models in technology-enhanced competence-based
learning”, in Adelsberger, H., Kinshuk, J.P. and Sampson, D. (Eds), Handbook on Information
Technologies for Education and Training, pp. 155-177, Springer, Berlin Heidelberg.

Schmiesing, R.J., Safrit, R.D. and Gliem, J.A. (2003), “Factors affecting OSU extension agents’
perceptions of organizational justice and job satisfaction”, Journal of International Agricultural
and Extension Education, Vol. 10 No. 2, pp. 25-35.

Schultz, C.D. (2006), “A trust framework model for situational contexts”, Paper presented at the
Proceedings of the 2006 International Conference on Privacy, Security and Trust: Bridge the Gap
Between PST Technologies and Business Services, Markham, Ontario.

Scitovsky, T. (1981), “The desire for excitement in modern society”, Kyklos, Vol. 34 No. 1, pp. 3-13, doi:
10.1111/j.1467-6435.1981.tb02650.x.

Shadab, H.B. (2007), “Fending for themselves: creating a US hedge fund market for retail investors”,
NYUJ Legis. and Pub. Pol’y, 11, p. 251.

Shafi, M. (1998a),Ma’rariful-Qur’an, Shamim,M. (Trans.), Vol. 1. Pakistan.

Shafi, M. (1998b),Ma’rariful-Qur’an, Shamim,M. (Trans.), Vol. 2, Pakistan.
Siddiqui, S.A. and Athemy, A. (2008), “Resolving controversial issues and setting goals for Islamic

insurance: an evaluation of Takaful companies of Brunei”, Journal of Islamic Economics,
Banking and Finance, Vol. 3 No. 2, pp. 129-158.

Sirdeshmukh, D., Singh, J. and Sabol, B. (2002), “Consumer trust, value, and loyalty in relational
exchanges”, Journal of Marketing, Vol. 66 No. 1, pp. 15-37, doi: 10.1509/jmkg.66.1.15.18449.

Snyder, A.W. and Ladouceur, F. (1999), “Light guiding light: letting light be the master of its own
destiny”,Optics and Photonics News, Vol. 10 No. 2, p. 35, doi: 10.1364/opn.10.2.000035.

Souder, W.E. (1988), “Managing relations between R&D and marketing in new product development
projects”, Journal of Product Innovation Management, Vol. 5 No. 1, pp. 6-19, available at: http://
dx.doi.org/10.1016/0737-6782(88)90029-X

Sung, Y. and Kim, J. (2010), “Effects of brand personality on brand trust and brand affect”, Psychology
andMarketing, Vol. 27 No. 7, pp. 639-661, doi: 10.1002/mar.20349.

Tahawi, A. (1994), SharahMushil al Athar, Vol. 15:5847, Muassassah Al Risalah, Bairut.
Thomas, B.J. and Sekar, P. (2008), “Measurement and validity of Jennifer Aaker’s brand personality

scale for Colgate brand”,Vikalpa: The Journal for DecisionMakers, Vol. 33 No. 3.
Thompson, S.H.T. and Vivien, K.G.L. (2001), “The effects of perceived justice on satisfaction and

behavioral intentions: the case of computer purchase”, International Journal of Retail and
DistributionManagement, Vol. 29 No. 2, pp. 109-125, doi: 10.1108/09590550110382039.

Thomson Reuters, IRTI, and CIBAFI (2015), “Malaysia Islamic finance report”, available at: www.irti.
org/English/News/Pages/Launch-of-the-Malaysia-Islamic-Finance-Report-2015.aspx

Islamic banks’
brand

personality

641

http://dx.doi.org/10.1057/palgrave.crr.1540223
http://dx.doi.org/10.1037/h0077714
http://dx.doi.org/10.1111/j.1467-6435.1981.tb02650.x
http://dx.doi.org/10.1509/jmkg.66.1.15.18449
http://dx.doi.org/10.1364/opn.10.2.000035
http://dx.doi.org/10.1016/0737-6782(88)90029-X
http://dx.doi.org/10.1016/0737-6782(88)90029-X
http://dx.doi.org/10.1002/mar.20349
http://dx.doi.org/10.1108/09590550110382039
http://www.irti.org/English/News/Pages/Launch-of-the-Malaysia-Islamic-Finance-Report-2015.aspx
http://www.irti.org/English/News/Pages/Launch-of-the-Malaysia-Islamic-Finance-Report-2015.aspx


Tibrani (1994),AlMojamAl Kabeer, Vol. 8:7972, Maktabah Ibn Taymiyah, Cairo.
Trilling, L. (1972), Sincerity and Authenticity, Harvard University Press, Cambridge, MA.

Wadud, A. (1995), “Towards a Qur’anic hermeneutics of social justice: race, class and gender”, The
Journal of Law and Religion, Vol. 12 No. 1, pp. 37-50.

Warde, I. (2010), Islamic Finance in the Global Economy, Edinburgh University Press, Edinburgh.
Widiyanto bin Mislan Cokro, H. and Abdul Ghafar, B.I. (2010), “Improving the effectiveness of islamic

micro-financing”,Humanomics, Vol. 26 No. 1, pp. 65-75, doi: 10.1108/08288661011025002.
Wilson, R. (1995), “Marketing strategies for Islamic financial products”,NewHorizon, Vol. 39, pp. 7-9.
Wilson, R. (2006), “Islam and business”, Thunderbird International Business Review, Vol. 48 No. 1,

pp. 109-123, doi: 10.1002/tie.20088.
Wilson, J.A.J. and Grant, J. (2013), “Islamic marketing – a challenger to the classical marketing canon?”,

Journal of Islamic Marketing, Vol. 4 No. 1, pp. 7-21, doi: 10.1108/17590831311306327.
Wilson, J.A.J. and Liu, J. (2009), “The polytheism of branding: evaluating brands through their

worship”, in Nafees, L., Krishnan, O. and Gore, T. (Eds),Brand Research, Macmillan, New Delihi.
Wilson, J.A.J. and Liu, J. (2011), “The challenges of islamic branding: navigating emotions and halal”,

Journal of Islamic Marketing, Vol. 2 No. 1, pp. 28-42, doi: 10.1108/17590831111115222.

Further reading
Daud, A. (2019), Vol. 3:3546, Darul Kitab al Arabi, Bayrut.

Hajaj, Mb Puri, A.-N. andAl-Sahih, A.-J. (2019), Vol. 1:95, Dar Ihya Al-Turath Al-Arabi, Bayrut.
Neshapuri, A. (2019a),Al Jamay Al Sahih, Vol. 4:2475: Dar Ihya Al Turas Al Arabi, Bayrut.
Neshapuri, A. (2019b),Al Jamy Al Sahih, Vol. 1:54: Ihya JamayAl Turas Al Arabi, Bayrut.
Sulaiman, A.D. (2019), Vol. 3:3335, Dar al Kitab al Arabi, Bayrut.

Corresponding author
Muhammad Ahmed can be contacted at: mahmed.bulc@bahria.edu.pk

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

JIMA
11,3

642

http://dx.doi.org/10.1108/08288661011025002
http://dx.doi.org/10.1002/tie.20088
http://dx.doi.org/10.1108/17590831311306327
http://dx.doi.org/10.1108/17590831111115222
mailto:mahmed.bulc@bahria.edu.pk

	Development of Islamic banks’ brand personality (IBBP) model: a conceptual study in Malaysia
	Introduction
	Literature review
	Brief overview of Aaker’s model and its limitations
	Islamic banking in Malaysia
	Islamic banks’ brand personality model

	Sincerity (conventional and Islamic perspective)
	Excitement (conventional and Islamic perspective)
	Competence (conventional and Islamic perspective)
	Sophistication (conventional and Islamic perspective)
	New dimensions of Islamic banks’ brand personality
	Trust/trustworthiness
	Justice
	Shariah compliance

	Methodology
	Conclusion and future research
	References


