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ABSTRAK  

  

Dalam bidang perbankan dan industri kewangan dunia, perbankan Islam telah muncul 

sebagai sistem kewangan alternatif. Namun, falsafah dan prinsipnya yang 

berlandaskan al-Quran dan alSunnah telah wujud lebih kurang 1400 tahun. Walaupun 

sistem Perbankan Islam telah menyediakan pelbagai pilihan produk kepada 

masyarakat Indonesia yang majoritinya beragama Islam, tahap penggunaan sistem ini 

didapati masihlah tetap rendah. Dengan menggunakan teori gelagat terancang (TPB), 

penyelidikan ini mengkaji kesan kesediaan pelanggan PKS untuk menerima sistem 

perbankan Islam di Bank Negara Indonesia Syariah ke atas sikap mereka terhadap 

tingkah laku, yang berdasarkan pemahaman dan penghayatan keagamaan Islam 

mereka, dan norma subjektif yang dianggap sebagai nilai pelanggan. Seterusnya, 

kajian ini menyiasat fungsi penyederhanaan sokongan kerajaan dalam hubungan 

antara pandangan agama Islam (religiousity) dan nilai melanggan barangan perbankan 

dengan kesediaan untuk menganut sistem perbankan Islam. 210 soal selidik berjaya 

dikutip daripada pelanggan Bank Negara Indonesia Syariah di Jakarta menggunakan 

reka bentuk kajian keratan rentas dan pendekatan persampelan yang sistematik. 

Analisis data regresi berganda menggunakan SPSS versi 25, menghasilkan penemuan 

yang menyokong tanggapan pengaruh langsung ke atas gelagat pengguna untuk 

menerima sistem perbankan Islam. Dapatan pengaruh signifikans sikap tingkah laku 

berdasarkan kefahaman dan penghayatan agama, serta sokongan dasar kerajaan yang 

tinggi, mendedahkan kesan yang cukup mendalam terhadap kesediaan untuk 

menerima sistem perbankan Islam. Memandangkan norma subjektif nilai pelanggan 

yang tidak signifikans, bermakna penunjuk penerimaan sistem perbankan yang tinggi 

tersebut berdasarkan sokongan kerajaan dan agama. Dapatan kajian secara teorinya 

telah menambah literatur sedia ada dengan menggabungkan tingkah laku norma 

agama, sikap nilai pengguna sebagai pembolehubah langsung, dan dasar kerajaan 

sebagai pembolehubah penyederhana dalam model TPB. Tambahan pula, semua 

pembolehubah yang digunakan dalam kajian telah terbukti penting dalam menentukan 

jangkaan gelagat pengguna dalam sistem perbankan Islam. Hasil kajian mewar-

warkan pengamal sistem perbankan Islam di Indonesia seharusnya lebih 

mempertimbangkan akhlak beragama dalam semua operasi kewangan bagi 

meningkatkan kesediaan mereka untuk menggunakan sistem perbankan Islam 

mengikut perubahan teknikal.  

Kata Kunci: perbankan syariah, sikap norma Islam, nilai melanggan, teori gelagat 

terancang, Indonesia.  
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ABSTRACT 
 
 
 

In the realm of banking and the worldwide financial industry, Islamic banking has 

arisen as an alternative financial system. However, its philosophy and principles 

based on the Qur'an and Sunnah have existed for about 1400 years. Despite the fact 

that the Islamic Banking system has provided many sorts of product options to the 

Indonesian people, the majority of whom are Muslims, the degree of utilization of this 

system is low. Using the  theory of  planned  behavior  (TPB),  this  study examines  

the  impact  of  SMEs customers' willingness to accept the Islamic banking system at 

Bank Negara Indonesia Syariah on their attitude toward behavior, which is based on 

their understanding and appreciation of Islamic religion, and subjective norms 

perceived as customer value. Furthermore, this study investigates the government's 

moderating function in the link between Islamic religious views (religiousity) and the 

value of subscribing to banking goods on the readiness to embrace the Islamic 

banking system. 210 questionnaires were successfully collected from clients of Bank 

Negara Indonesia Syariah in Jakarta using a cross-sectional study design and a 

systematic sampling approach. Multiple regression data analysis, including 

algorithmic analysis, using SPSS (Statistical Package for Social Sciences) version 25, 

produced findings that supported the notion of a direct influence on consumer 

behavior to embrace the Islamic banking system. The findings of the significant 

influence of behavioral attitudes based on religious comprehension and appreciation, 

as well as high government policy support, reveal a considerable impact on the 

readiness to embrace the Islamic banking system. But we found low significance of 

subjective norms of customer value, it means a high indicator of acceptance of the 

Islamic banking system is based on government and religious support. The findings 

of this study have theoretically added to the existing literature by merging the 

behavior of religious norms, consumer value attitudes as a direct variable, and 

government policies as a moderating variable in the TPB model. Furthermore, all of 

the variables utilized in this study have been shown to be essential in determining 

consumer behavior expectations in the Islamic banking system. As a result of this 

study, practitioners of the Islamic banking system in Indonesia should consider 

religious morality more in all financial operations in order to boost their readiness to 

utilize the Islamic banking system in accordance with technical changes. 
 

Keywords: Islamic banking, Islamic norms, customer values, designed behavior 

theory, Indonesia. 
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