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Abstract:

This research investigates customer perceptions of Islamic and conventional banks
in Algeria to assist banks in the region in prioritizing essential factors for their customers.
The objective is to enhance customer relations and incorporate these insights into
promotional strategies to effectively target specific customer segments. To achieve this
goal, the researcher surveyed a random sample of 203 customers from both Islamic and
conventional banks in Algeria. The questionnaire, designed to meet standards of honesty
and reliability, served as the primary data collection tool. The researcher employed a
descriptive-analysis approach to address the research question. The findings revealed that
the majority of customers exhibit a comprehensive understanding of the principles
governing Islamic and conventional banking in Algeria. This heightened awareness
positively correlates with effective customer perception, emphasizing the significance of
customer education for both types of banks. In essence, this study contributes valuable
insights for banks to tailor their approaches in alignment with customer awareness.
Keywords: Islamic banking, Islamic banking products, Perception, Banking, Conventional
banks, Algeria.
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No | Items Disagree | Neutral | Agree | Means | Standard
Dev.
(%)
1 choosing Islamic banking | 68 18 117 291 1.385
means choosing Islam (33.5) (8.9) (57.6)
2 Islamic banks are 132 29 42 1.91 1.273

exclusively for Muslims (65.0) (14.3) | (20.7)

not non-Muslim

3 Islamic banking treats 34 34 135 3.33 1.110
Muslim and non-Muslim in | (16.7) (16.7) | (66.5)

the same way

4 | Islamic banking can be a| 30 24 149 3.44 1.067
good alternative source of | (14.8) (11.8) | (73.4)
financing  besides  the

conventional banking

5 Islamic banking contributes | 31 45 127 3.32 1.067
in  removing  society’s | (15.3) (22.2) | (62.6)
inequalities and improving
their standard of living
which contribute to social

welfare.

6 Islamic banking is free from | 42 43 118 3.17 1.178
exploitations of rich to poor | (20.7) (21.2) | (58.1)
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1 Only Muslim knows that 98 70 35 2.21 1.217
Algeria has dual banki
geria has dual banking (48.3) 345) | (172)
system
2 Conventional and Islamic 139 37 27 1.76 1.162
ki t th,
banking systems are the (68.5) (182) | (133)
same
3 Islamic banking products 56 49 98 2.93 1.261
are more diverse (27.6) 41 | 483)
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4 The services provided in 43 48 112 3.13 1.179
Islamic banking are better (212) 23.6) | (552)
than the services offered by

conventional banks
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No Items Disagree | Neutra | Agre | Mean | Standar
1 e s d Dev.
(%)
1 Factor encouraging use of 42 35 126 3.21 1.188

slamic banking is the bank’s (20.7) (17.2) (62.1)

reputation and image

2 Compliance with Islamic 33 26 144 3.38 1.104

Shari“ah principl
ari‘ah principles (16.3) (12.8) | (70.9)

3 A wide range of products and | 31 41 131 3.34 1.071

services is provided. (15.3) (20.2) | (64.5)

4 Better modes of financing. 21 39 143 3.50 935

(10.3) (19.2) |(70.4)

5 No interest charge in the loan | 37 31 135 3.30 1.145

and deposits (18.2) (15.3) | (66.5)

6 Low service charge 46 54 103 3.05 1.191

(22.7) | (26.5) |(50.7)

el JAdYl Jld

Caadidly 2dla) Saudl ol Seall Dljgas Jo o) S5 o

"Calidly 2oVl doll ol Sleall g Jo ol S5 " G o Jils U
eS il 2SN Dl old el a5 1 gdy Witems [pize Sladll (29 (S5emn OIS A2
P <0.05 F=63.610 coor  foonl j525 by o5l 0 855 B0 gild) gl 3y (0



106 |Page A G Al Saudt Jule Gl gt eShasl o) BLaSan!

Sl old Sadll jpaa5 0gb o GlaL b O egd OF oMol Z3said) B &gl

el i mng - feasl) j5a5 vgh (3 ool 8pSTARLs JEY) Al Sl ot Rladly 1LY

Aotk Josdl el wgd Ssimey gl (S e 057 egll OF il el Jadyl

F) @ MY e By By ST Ll &l 2l 55 3=.490,, p<05 .0 (12,658

Of gx ag @t P<0.0512.658 20U t 2a e .0.490 jltis Jooa)l j5a5 vgh L s

7 5l LS o) s ol (gt 1 LS (6T Jemal) 3] ngd ot Bgn B3 dey o)
A didly a1 Sodl ol Seall il jsaa5 1gd

DYl Sodl old Saal) wlgat wgd Jo b osl saadll SV LIE 4 Jgud

e
Unstandardized Standardized T Sig.
Model Coefficients Coefficients
B Std. Error | Beta
(Constant) 12.694 1.003 12.658 | .000
awareness .675 .085 490 7.976 .000
a. Dependent Variable: Understanding of customers perception, R2 =.240 F = 63.610
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