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Abstract—Understanding new product features are strategically 

important to create as well as to meet customer demand. It is also can 

act as a competitive advantage for the organization and the 

uniqueness of the product can set it apart from its competitors. The 

market success of a product is solely depend on clearly understanding 

customer needs and wants and providing a product at a competitive 

price. Due to this reasons, this paper is attempt to study on the effect 

of product features of “Solah Kit” in creating religious satisfaction 

and its compatibility to Sunnah practice. Easy-Solah Kit has a great 

potential to be commercialize in the market. The evaluations of 

product features of “Solah Kit” were based on its material, design, 

product complementary and adhere to airline standard. The study 

involved with forty (40) travelers as respondents and the data were 

obtained by using a questionnaire. The respondents were randomly 

chosen in Negeri Sembilan, Selangor and Kuala Lumpur. The result 

has shown that the religious satisfactory has a positive relationship 

with the other independent variables namely material, design, and 

product complementary and adhere to airline standard. 

 

Keywords— Easy Solah Kit, Religious Satisfactory, Affect, 

Compatibility to Sunnah Practices 

I. INTRODUCTION 

HE five daily prayers are compulsory for Muslims. 

However, they are permitted to merge and shorten the 

prayers while traveling according to the length of the journey 

and other Islamic legal rules and requirements. The previous 

research has shown that 46.7% of Muslim travelers especially 

women were facing a bad experience and felt disappointed 

with the condition of praying clothes provided in public 

mussola (Alia et al, 2016). The condition of the said praying 

clothes was prone to bad smell and mold at certain area. 

Responding to this issue, the study is strategically to study on 

the effect of product features of solah kit in creating religious 

satisfaction and its compatibility of Sunnah practice. Thus, 

understanding customer needs and wants toward solah kit are 

critically important in providing competitive advantage and 

unlock the uniqueness of the product as compared to its 

competitors 

Moreover, with the total population of 1.6 billions of 

Muslims around the world and the numbers will be increasing 

to 2.2 billions in year 2030 (PewResearch Center, 2010) and 

Islam is the second largest of religion in the world, we are 

strongly believed that the “Easy-Solah Kit” has a great 

potential to be commercialize in the market. Thus, there is a 

room for promoting tourist destinations to tailor products and 

services that satisfy Muslim travelers that may increase the 

number of inbound travelers and will improve economic 

growth of one countries. 

.  

 

II. LITERATURE REVIEW 

2.1 Tourism and Islam 

Numerous studies have been examined the relationship 

between tourism and destination in marketing research that 

explained why people travel and select on specific destination. 

The literature highlighted that travellers chose their destination 

due to pull and push motivations (Jamrozy and Uysal, 1994; 

Hanqin and Lam, 1999; Jang and Cai, 2002; Bogari et al., 

2004; Yoon and Uysal, 2005; Jang and Wu, 2006; Kim et al., 

2006; Correia et al., 2007). The theory explained that 

travellers are pushed by their intrinsic desires or emotional 

factors to travel as well as pulled by external factors in form of 

the attributes of various destinations. 

One of the important factors in the decision-making 

process in selecting travel destinations is religion (Collins and 

Tisdell, 2002). This is to ensure that the Islamic religious 
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attributes, namely, availability of halal food, religion-

friendliness hotel and prayer room, are available in those 

destinations. As such, Muslim travelers are adhere to follow 

Islamic teachings which will directly as well as indirectly 

influence on their decisions toward travel and leisure plans 

(Zamani-Farahani and Henderson, 2010). 

There are two types of Muslim traveler’s activities. First 

and foremost, the pilgrimage-tourism activities that known as 

performing Hajj.The second type of Muslim tourism activities 

is encouraged the Muslim travelers to get in touch with 

tourism activities, namely, historical, social and cultural 

activities in order to gain knowledge, to associate with others, 

to spread Islam and to enjoy and appreciate of Allah’s 

creations (Timothy & Olsen, 2006). 

2.2 Product Features, Material and design 

A product is actually anything that can be offered to 

customers for attention, use, consumption that might satisfy a 

want or need (Kotler and Armstrong, 2015). It comes with 

core customer value and the core benefit to be offered to an 

actual product such as features, design, a quality level, 

packaging as well as brand name. 

The strength of a product to be successful in the market is 

by getting the ideas from customer perspective. The ideas to 

produce product features or attributes should come from 

customer needs and wants. Each customer has different needs 

and preferences toward product features. The previous 

research mentioned that the designing products were based on 

customer requirement by considering multiple features (Green 

and Kriger, 1985; Kano et al, 1984; Nagamachi; 2002; 

Sullivan, 1986). 

The quality of the product is associated with product 

features, function, specification as well as performance 

(Crosby, 1979). The quality of the product refers to the 

physical description or technical aspect of the product 

(Kambhu, 1982). It also refers to the attributes of a product 

namely the amount of the secondly important attributes of a 

product as per compared to the most important attribute 

(White, 1972). 

Design is one of the elements of a product. Enterprise will 

use product design strategy as guidance in developing new 

product development (Crawford, 1994). The product design 

strategy also act as an innovation resources in accomplish the 

goals of an organization (Olson, 1994). The three basic 

strategies under design strategy goals are cost oriented design, 

image oriented design as well as focus oriented design (Porter, 

1980). 

2.3 Product Complementary, Sunnah and Airline Standard 

Product line comes with wide assortments of brand models, 

colors, styles in order to create an infinite numbers of 

customized choices that give a sense of differentiation toward 

the product (Martin, 1998). The travelers are allowed to bring 

a quart-size bag of liquids, gels, aerosols, pastes and creams in 

carry-on bag through the checkpoint. The items are limited to 

travel-sized containers which are equivalent to 100 ml or 3.4 

ounces or less per item. The maximum measurement on carry-

on bag are 9 inches x 14 inches x 22 inches (22 cm x 35 cm x 

56 cm), including handles and wheels (Transportation Security 

Administration, 2016). 

III. RESEARCH METHODOLOGY 

3.1 Research Design 

A study has been conducted through a distribution of 

questionnaire to a 40 respondents that randomly chosen which 

has been believed as a Muslim travelers. A question on how 

Easy-Solah Kit shall meet their religious satisfactory has been 

asked which looking at the effect of material, airline standard, 

design, complementary as well as compatibility to Sunnah 

practices. An SPSS analysis has been done and looking at 

frequencies as well as descriptive analysis with an objective to 

look at a relationship of variables and which element been the 

most affect requirement adhere by the respondent when 

looking for “Easy-Solah Kit”. This is done due to ensure that 

the product is meeting a market demand so that the product 

can be commercialized in future. 

3.2 Theoretical Framework 

 

 

 

 

 

 

 

 

 

 
 

 

Fig 1: Proposed Framework 

 

Based on the theoretical framework, the study suggested to 

find a relationship of religious satisfactory of using Solah-Kit 

by looking at the independent variables of affect and 

compatibility analysis. Refer to past study, affect has been 

divided to a few variables which are; material, design, 

complementary and airline standard. 

IV. FINDINGS 

Below results explained on the demographic studies of the 

respondent as well as descriptive studies of the variable, the 

reliability of the data and the relationship between variables. 

Thus, the study finds out what is expected by the respondent 

which will be an indicator for a future production of Solah kit 

to meet market demand for a commercialization purpose. 

4.1 Frequencies 

Frequencies analysis from a table 1 (Appendices) on the 
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demographic study shows that most of the respondent is come 

from the age of less than 30 years old and the rest is come 

from the age of 30 to 49 years old. While most of them go 

travel with family with a frequency of at least yearly of 

travelling and all of them are user of public mussollah. 

4.2 Descriptive 

Refer to the table 2 in appendices of descriptive analysis, a 

study shows the mean, mode, median or standard deviation of 

the variables. The study is now looking on the value which 

explain what is the most contributing factor that be considered 

in chosen SOLAH-KIT as their preferences. From the table 

below, the study found out that most of the respondents were 

strongly agreed that the SOLAH-KIT is meeting their religious 

satisfactory with the maximum value of 5. Furthermore, 

looking at the affect of the SOLAH-KIT specification 

considered by the respondent which meet their religious 

satisfaction, the result conclude the element chosen by 

respondent for each of the variable which are:- 

 

[1] Material - Most of the respondent strongly agreed if the 

material of SOLAH-KIT is made for water-proof 

[2] Airline Standard - Most of the respondent strongly agreed 

that SOLAH-KIT should meet airline standard of light-in-

weight 

[3] Design - Most of the respondent strongly agreed that the 

design of SOLAH-KIT should come with a few patterns. 

[4] Complementary - Most of the respondent is looking for a 

complementary of the items in the list which has been 

indicated accordingly from the most to least based on the 

mean value which are: - Torch Light, Telekung, Compass, 

Water for Ablution, Purified Sand for Tayammum, Siwak 

Stick, Manual for Jama’ and Qasar Prayer, Panty Liner, 

Tasbih, Minyak Attar and Floss. 

[5] Compatibility of Sunnah - Most of the respondent strongly 

agreed that SOLAH-KIT should fir their Qiblah 

identification as well as for ablution purposes. 

 

4.3 Reliability 

Reliability analysis is established by testing for both 

consistency and stability. Consistency indicates how well the 

items measuring a concept hang together as a set. Thus the 

study shows a result of Cronbach alpha which indicate how 

well the items in a set are positively correlated to one another. 

Below graph shows the value of Cronbach alpha for each of 

the set variables. 

Because all the variables were measured with multi-item 

scales, the consistency of the respondent’s answers to the scale 

items has to be tested for each measure. The table provides an 

overview of Cronbach’s alpha for the six variables. This table 

shows that the alphas were all well above 0.70 except for the 

material.  

In general, reliabilities on the range of 0.70 is acceptable 

while those over 0.80 (compatibility of Sunnah and religious 

satisfaction) is considered good. Thus the internal consistency 

reliability of the measures used in this study can be considered 

to be acceptable for all the variables except the material which 

indicate below 0.60 value of alpha and need to delete some 

item to increase the alpha value. A summary of the figures can 

be seen on table 3 at appendices. 

4.4 Regression 

In regression study, the coefficient of determination (R 

Square), provides an information about the goodness of fit of 

the regression model as R2 is the % of variance in the 

dependent variable that is explained by the variation in the 

independent variable. The table below shows the study found 

that the R2 is 0.705 which accepted to near to 1 so that it 

explained that the regression model fits the data well. Means, 

almost 71% of the variance in religious satisfaction to the 

affect of SOLAH KIT. 

4.5 Correlations 

In correlation analysis (table 5 in appendices), the study 

found that the religious satisfactory (DV) has a positive 

relationship with the other Independent Variables (Material, 

Airline Standard, Design, Complementary and Sunnah). This 

is explained SOLAH –KIT should consider an independent 

variables identified since the findings shows that in order to 

satisfy the religious issues in SOLAH-KIT, it should consider 

the item of material, airline standard, design, complementary 

and compatibility of Sunnah practices. 

V. CONCLUSION 

Based on the overall finding from the analysis, the study 

found that most of the respondent was agreed that EASY-

SOLAH KIT shall meet their religious satisfactory if it has 

meet the affect requirement (material, design; airline standard 

and complementary. Compatible to Sunnah practices also 

made EASY-SOLAH KIT been a chosen to a respondent in 

meeting their religious satisfactory. The study is plan to further 

investigate this product to an industry so that it can be 

commercialize to the industry eg; airline, travel agency and 

tourism for a benefit to economic and societal developmen
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Abstract— Nowadays Takaful is very important for every people. 

The need to have adequate protection in the future as well as 

supporting the rapid growth of Islamic businesses in Malaysia. 

Takaful services are expected to provide changes in sustaining 

personal and family stability to meet the unpredictable changes of the 

world. The elimination of risk can improve the quality of life and at 

the same time adapt with changes in society’s psychographic needs, 

As such, this paper aims to investigate the awareness level which 

influence customer’s buying decision in choosing Takaful services. 

In addition, it will also explore the relationship between independent 

variables which is level of awareness. Using a questionnaire survey, a 

total of 86 questionnaires were collected back from the respondent in 

Selangor. The finding based on correlation analysis revealed that all 

the independent variables have a moderate relationship with 

dependent variables. 

 

         Keywords— Takaful, Level of Awareness, Willingness to 

pay, Buying decision 

 

I. INTRODUCTION 

HE rapid growing concept and approaches to Islamic 

marketing is gaining fast momentum within the industry. 

In due course, Malaysia is seen to be committed in developing 

takaful marketing initiatives as evidenced by the complete 

range of globally recognized halal services in takaful industry. 

There are currently 1.8 billion of Muslims in the world, 

which makes 24.1% of the global population. In addition, the 

global halal industry is estimated to be worth around USD2.3 

trillion (excluding Islamic finance). This number is believed to 

be growing at an estimated annual rate of 20% and 

furthermore, the industry is valued at about USD560 billion a 

year   (Pew Research Center, 2015).  

This numbers represent the new opportunities and 

enormous potential of global market interest both in Muslim 

and non-Muslim countries. In due course, both academics and 

practitioners of marketing, sees the potential of “Halal” 

marketing concept as a new way to grab the market. 

Subsequently, government of a progressive Islamic country 

could also position “halal” as one of its economic competitive 

advantages to flourish on the global arena. 

The halal marketing has now stretched well beyond the 

food sector as what it is traditionally known for, by moving up 

to other sectors such as service industry. This is the new 

platform recognized by many as the way forward to further 

widening the economic potentials for halal industry. 

Marketing for takaful service deals greatly on the effort to 

match the business in accordance to Shariah law and at the 

same time, fulfilling both the interest of the customer and 

service provider. The idea of synchronizations between these 

aspects requires critical evaluations in understanding the 

perception of the current delivery of Islamic marketing 

approach. 

In this paper, we will discuss the customer’s due weightage 

to which perception of customer in halal service concept that 

will reflects their current acceptance to Takaful service 

holistically. 

Since the Takaful business started in 1984, the percentage 

of the people who live in Malaysia that pay for Takaful 

products is quite low compared with the conventional 

insurance. There were many activities have been done for 

instances the promotion of Takaful products via the sources of 

media but the growth still have slow pacing in achieving to 

growth compared with their conventional insurance competitor 

( Naail & Norsham, 2014). Besides that, Swartz and Coetzer 

(2010) stated the lack of knowledge and awareness among the 

people is among the greatest challenges to development and 

growth of Takaful industry. These obviously seen, most of the 
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people have difficulty to understanding specific terminologies 

of Takaful. For instances, they sometime do not familiar with 

the term of gharar (uncertainty) or maysir (gambling). This 

situation as mentioned by Sarwar, Aamir and Qureshi, Hamza 

Ahmad (2013), role of insurance agent is become an issue and 

can become as a barrier to health insurance enrolment or 

awareness. The people are interested to purchase health 

insurance but are not properly informed about its functions. 

The most common issue among agents was difficulty to 

approach insurance agents, inadequacy of knowledge on the 

part of insurance agents and unsatisfactory behaviour of 

insurance agents. 

Health insurance is one of method to finance healthcare 

and indirectly will reduce the burden among the citizen to pay 

for the healthcare cost. Furthermore, according to Frost and 

Sullivan, (2012) the statistic shown that in Malaysia the total 

expenditure on healthcare sector is expected to grow with an 

increment forecasted from USD 2.25 billion on 2012 to USD 

3.65 billion in 2018. This has shown that Malaysian will incur 

much higher expenses on healthcare later and the citizens will 

be responsible for this burden later. 

In addition, there are a few factors regarding the barriers in 

subscription of health insurance which including formalities 

bottleneck, agent related problem, coverage issues, awareness 

and negative feedback, (Pooja Kansraa & Gaurav Pathania, 

2012). Other than that,  poor people didn’t subscribe due to 

their less income and saving. This group of people not afford 

to pay cost of medical bill and because of that financial risk 

occur influencing them unwilling to pay the health insurance, 

(Maumita Ghosh, 2013). As a result, many barriers influence 

the level of awareness and willingness to pay Takaful health 

insurance. Therefore, this study is mainly to investigate the 

level of Takaful insurance and its level of subscription by 

which integrating the influence of customers willingness and 

affordability. 

This research was conducted at Hospital Sungai Buloh, 

Selangor which is known as public hospital that deliver 

healthcare services. To determine whether the public sector 

staff was acquired their own insurance or not, the researcher 

was conducted an informal interview with the Human 

Resource staff in order to gain an information. The researcher 

was being informed that this organization did not provide their 

staff with the medical cards. Since, they could acquire the 

healthcare services at the staff clinic that has been provided for 

all staff in this Hospital. Hence, the researcher can conclude 

this matter was becoming one of the factors that influencing 

their awareness about the importance of insurance.  

The researcher also has been explained that basically most 

of the staff that subscribes policy will be exposed with 

insurance during an events that related (if the insurance 

provider invited) or CUEPACS day which they usually they 

invited the insurance provider that offering conventional plan 

to open booth together with CUEPACS. Thus, with this 

restriction and shortcoming of information and publicity for 

Takaful Insurance to the staff has becoming factor of 

problems. The staffs were only being exposed more on the 

conventional insurance. So, the researcher we seeing the 

problem and interested to determine whether they are aware 

about the existing of Takaful Insurance in the industry. 

II. LITERATURE REVIEW 

2.1 Awareness on Takaful Product 

Public awareness is important to increase the market size 

for Takaful Insurance in Malaysia (Hidayat S.E., 2014). The 

study of The Ownership of Takaful Insurance in Malaysia 

which has found that 86.2 percent the respondents from the 

three government departments that were selected in Kuala 

Lumpur and Putrajaya area are aware about the Takaful 

Insurance (Hamid M.A., Husni S., Palil M.R., 2013). As cited 

by Ayuba and Mayuki, (2015), it stated that awareness of 

Takaful insurance is needed in Muslim group since they still 

could not differentiate between the Takaful Insurance and 

Conventional Insurance. Therefore this matter has becoming 

the factor that will influence the consumer to buy the Takaful 

insurance which mean the Muslim should have an awareness 

which is knowledge regarding the Takaful Insurance. In 

Malaysian market, Takaful Insurance are having high potential 

market that still not being explore to the fullest by the Muslim 

community, as being stated by National Bank Malaysia the 

penetration rate for Takaful Insurance on September 2010 was 

10.9% only. (Hamid M.A. ,Husni S. ,Palil M.R.,2013). This is 

shown that market condition of Takaful Insurance could give 

an impact towards the Muslim awareness regarding the 

Takaful Insurance. 

 

2.2 Unawareness on the Takaful Insurance  

According to Kamil N.M and Mat Nor N. (2014), the 

factor influence based on independent variables such as 

knowledge of religiosity, perception, product features, 

promotion to customers, product benefits, quality of services 

provided by Takaful operators. Nevertheless, the level of 

awareness of halal, exposure and knowledge regarding Takaful 

insurance among Muslim also the factors influence the 

subscription of Takaful insurance.  

Nowadays, one of the ways to reduce the risk of loss due to 

misfortunes is through insurance. Insurance is an invention 

intended to offer security to people and industries against 

particular eventualities. Conventional insurance policies 

provide protection from catastrophic events that would 

normally bankrupt a business or family. The commercial 

insurance is a contract between two parties, insured and 

insurer, with the policy, the insurer receives the premium; it’s 

one of the regular sum of paid, in cash or credit, from the 

insured and the insurer promises to indemnify all of losses may 

be suffered him (Mittra S., Sahu A.P., and Crane R.A 

(2007).Thus, the main reason for the purchase of insurance is 

to provide financial security. Other than that, the consumers’ 

perception is the factor that most influence customer demand 

on the insurance. Consumer’s perception and knowledge 
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towards insurance is essential in facilitating the success of 

insurance services.  

According to Abduh et.al. (2012), measured the 

performance and efficiency levels of the insurance industry in 

Malaysia between the year 2008 to 2010, highlighting both the 

conventional insurance and Takaful. Employing ratio analysis 

and data envelopment analysis, the authors concluded that the 

insurance industry in Malaysia is more efficient than the 

Takaful industry even though the difference in the efficiency 

levels in both industries is quite small. Besides that, compared 

the conventional system of life insurance and the Takaful 

model, owing to several arguments raised by the scenario of 

life insurance policy practiced under the conventional system, 

it reported that both conventional and Islamic designs tend to 

have different models (Billah, 2002). 

 

2.3 Willingness to Pay 

 Takaful is an insurance system which is based on Shariah 

compliance. Takaful holds a different concept from 

conventional insurance which is rejected by the Shariah due to 

elements of uncertainty (gharar), gambling (maysir) and 

interest (riba). However, subscribe Takaful health insurance is 

the importance decision and very highly recommended among 

Muslim people. It is supported by Ayinde (2012) reported that 

Malaysians are willing to adopt Takaful insurance services 

depending on significant factors including compatibility and 

awareness. Even though Takaful is generally related to 

Islamic, these insurance products have attracted for non-

Muslim communities (Swartz and Coetzer, 2010). However, 

the interest shown by non-Muslims and the support of Muslims 

is insufficient to promote the knowledge and willingness of the 

people to attract them for pay Takaful insurance. The lack of 

knowledge and awareness are the greatest challenges to the 

development and growth of the Takaful insurance industry. 

According to Razak et.al. (2013), have found the factors 

that influence Malaysians pay for Takaful insurance based on 

perception, product, features, promotion, benefit and service 

quality. Other than that, the researcher also states that service 

quality was the most significant factor on why they are willing 

to pay Takaful insurance. A similar study by Rahim and Amin 

(2011) researched on the relationship among attitude, 

subjective norm and amount of Takaful information on the 

Islamic insurance participation. The researchers concluded that 

all three factors of attitude, subjective norm and amount of 

Takaful information on the Islamic insurance participation 

were includes as the influential factor of willingness to pay  

In term of agents also give impact on the people for pay 

Takaful insurance. According to Salleh et al. (2013) the 

understanding of the concept of Takaful insurance among 

Takaful agents must be strengthening in order to become as 

influential factor of willingness to pay Takaful insurance. This 

is because when agents have fully knowledge and understand 

on the concept Takaful insurance, it will help to convince the 

people for attract to pay Takaful insurance. The agents of 

Takaful played important roles in promotion of the benefits of 

Takaful. The people knew the benefits of Takaful through 

consultation given by Takaful agents who influence them to 

buy Takaful products.  

 Furthermore, in a separate study, Abdul-Hamid and 

Othman (2009) also investigate Takaful but from a Takaful 

literacy’s angle amongst 232 bank customers in Kuala Lumpur 

(the capital city of Malaysia). The study found that most of the 

respondents had difficulty in understanding the specific 

terminologies of Takaful. For example, only just 32 percent of 

the respondents are be familiar with the terms gharar (or 

uncertainty) and maysir (or gambling or speculating). The 

findings of this study are important to provide a direction to 

Takaful operators on how to develop their marketing plans 

because reasonably information is the basic element for 

influencing the people are willing to buy Takaful product. 

The study by Kamil and Mat Nor (2014) found that most of 

the respondent had mentioned that Takaful and religion is very 

much close to each other. This is because Islam has this 

Makasid of Shari’ah. So, one of the objective in this Makasid 

is to protect peoples’ wealth. In that sense, the people who 

buying Takaful not only for herself or himself but also for their 

generations. An example is when buying a Takaful product, 

it’s covered whole of families if anything happen to you. In 

case of any emergency, if someone has to be hospitalized, she 

or he will be protected. The most important thing in Takaful is 

helping each other, is a mutual corporation or benefit. 

III. RESEARCH METHODOLOGY 

3.1 Research Design 

A study has been conducted through a distribution of 

questionnaire to a 86 respondents that randomly chosen among 

clinical staff in Hospital Sungai Buluh, Selangor. Sampling 

frame was acquired from the human resource department. 

Total population was 104 muslims that servicing as a support 

clinical department. From Krejie and Morgan, only 86 

respondents were required to fulfill the study. A set of question 

on their level of takaful awareness and willingness to pay has 

been circulated. The SPSS analysis has been done and looking 

at descriptive and correlation analysis with an objective to 

look at their awareness level and the relationship with the 

variables when they are looking for Takaful. 

 

 

 
 

 

 

 

 

 

 

 

Fig. 1: Conceptual Framework 
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reliability of the data and the relationship between variables.  

4.1 Validity and Reliability analysis 

The pilot test was conducted to determine the reliability of 

the items in the questionnaire. The analysis was made by 

distributed 20 questionnaires to the Muslim working people. 

The analysis result was show the value of Cronbach’s Alpha 

are achieved with .753. The dependent variable is reliable with 

the Cronbach’s Alpha value .818 

4.2 Demography 

From the above table 4.0 analysed data for demographic 

section has shown that the higher age for the respondents that 

answering this questionnaire are 18 – 25 years old with N = 29 

, percentage = 33.7%. For the lowest rate of age are from the 

range 46 – 55 years old N = 7, percentage = 8.1%. The 

remaining number of respondent was 50 respondents are 26 – 

45 years old. The gender analysis, there is 35 male respondents 

with 40.7 % and 51 respondents with 59.3 % are female 

respondents. For the marital status analysis 38 respondents are 

with single status, 47 respondents with married status and 1 

respondent with divorced status. All of the respondents are 

working in the public sector. For the annual income analysis, 

the result has shown that most of the respondents are having 

RM 10 001 – RM 20 000 annual income with 55 respondents. 

The lowest income respondents are below than RM 10 000 

annually with 2 respondents.  The result of insurance policy 

holder are 48 respondents with 55.8% acquired an insurance 

policy and 38 respondents with 44.2 % are not acquired 

insurance policy. 

4.3 Descriptive 

Descriptive analysis was used to analyse the data of mean 

and standard deviation for each variables in this research. 

According to Sheridan (2013), the result of data analysis for 

descriptive analysis was helpful to generate overall results for 

the questionnaires. The study was conducted to find the 

relationship between Awareness and Willingness to Pay for 

Takaful Insurance. This study was conducted at Hospital 

Sungai Buloh which is the occupational sector was 

government sector. The result for mean and standard deviation 

for Independent variable was as table 4.2. As being stated in 

chapter 3, the researcher would like to determine the highest 

mean for the variables. From the table the highest mean score 

was (M = 4.12, SD = .676) which has shown most of the 

respondents are agree with the question number 1. However, 

for the lowest mean was (M = 3.44, SD = .876) which indicate 

that most of respondent was uncertain or unsure about the 

question number 3. For the overall mean and standard 

deviation for this dimension of section was (M = 3.7613, SD = 

.33439) that has shown most of respondent was feeling 

indifferent about their answers. 

Table 4.3 show the result of mean and standard deviation 

for the Willingness to Pay for Takaful Insurance. There is 14 

items in this section C. the highest mean score was (M = 4.03, 

SD = .694) which most of the respondents are agree with this 

question number 3. The lowest mean was (M = 3.35, SD = 

.967) which most of respondent was unsure about the 

possibility of answer for this question 12. Overall mean for 

this section was (M = 3.7326, SD = .38068) which indicate 

that most of the respondent was uncertain about their answers. 

4.4Normality Test 

The normality test were fone and there are skewness and 

kurtosis analysis, this analysis are considered as normaly 

distribute if the result are zero (Hair, Hult, Ringle, and 

Sarstedt, 2014).  Skewness are being measure using scale +1 

and -1 by Hair, Hult, Ringle, and Sarstedt, (2014) and +2 and 

– 2 are measure scale from Cameron, (2004). 

4.4 Correlation 

Correlation was being analysed between the Awareness 

and Willingness to Pay for Takaful Insurance among those 

respondents in order to find the relationship between these two 

variables. From the analysis, the result was .317(84) = 26.628, 

p= .003 it has shown that the pearson’s correlation was has 

low positive relationship between both of variables. The range 

between .30 to .50 was considered as low positive correlation 

(Sekaran and Bougie, 2009). The variables also were 

significant value was p = .003 for both variables which mean 

that the variables was have significant correlation and the 

independent variable are influencing the dependent variable. 

As that, the summary of correlational analysis result are .317 

(84) = 26.628, p = .003. From this result, the r value were able 

to answering the hypothesis that has being as in the chapter 1 

which is “There is a significant relationship between Takaful 

awareness towards the willingness of Muslim to buy the 

Takaful insurance.” The hypothesis is accepted with the result 

of r = .317 that was low positively correlates. This result also 

was supported with research of Abdulsater.M., (2014) that has 

hypothesis acceptance with result moderately for the level of 

awareness on the Islamic Insurance. 

V. CONCLUSION 

Through this research, the first objective was achieved and 

the level of awareness regarding the Takaful Insurance was in 

the moderate level which has been analyzed using the 

pearson’s correlation. However, the second objective is not 

achieved in this research since there are no variables that can 

measure the influence of awareness on Takaful Insurance. 

Through this research the researcher has two suggestions to 

increase the awareness of the staff on the Takaful Insurance. 

To increase their awareness on the Takaful Insurance the 

researcher were suggested the strong campaign should be 

made at Hospital Sungai Buloh to make the staff aware about 

the Takaful Insurance. The campaign and suitable strategies 

will influence the consumer awareness on Takaful Insurance 

(Maiyaki and Ayuba, 2015). The staff should being exposed 

with the differences of Takaful and Conventional Insurance. 

Hence they could differentiate and make a better decision in 

buying the policy for their self. 

The staff also should being exposed with the benefits and 

process of the Takaful Insurance. It will help to influence their 

perception and indirectly will enhance their awareness. The 
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takaful insurer itself should cooperate together in order to 

make the people aware about the Takaful Insurance (Hamid, 

Husni and Palil, 2013). By joining together to make awareness 

it could give a positive impact and will able to increase their 

awareness on the Takaful Insurance. 
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Abstract—Favouritism has strong connotation with family-owned 

businesses. This study aims to investigate the relationship between 

components of favouritism and employee job performance in family-

owned business. Data was gathered through questionnaire involving 

350 employees. The findings revealed that the level of employee job 

performance with the existence of favouritism on gender and social 

ties was at moderate level. Findings obtained also indicated that there 

was a negative relationship between favouritism on gender and social 

ties with job performance. 

 

Keywords— Favouritism, Job Performance, Family-owned 

Business, Gender, Social Ties 

I. INTRODUCTION 

s a social interface mechanism, the practise of 

favouritism is broadly current especially in political and 

social world and can be seen as natural phenomenon that 

occurs universally (Ozler & Buyukarslan, 2011). The 

conventional of the scholars concluded that the tendency of the 

favouritism is consider higher in the large companies 

compared to small companies (Araslı and Tümer, 2008). 

According to Ponzo and Scoppa (2011), favouritism claimed 

as a common thing happen in teams, and it helps to minimize 

or remove the cost of an organization on searching for a new 

employee. Besides, favouritism depicts that a candidate is 

given a special treatment based on the several elements or 

factors that indirectly relay to a person’s ability in performing 

a job. It can be based on the family connections, philosophy of 

personal beliefs on gender or even social ties and background 

(Woods, 2011). A study by Brandts and Sola (2010) found out 

that employers favour employees they personally know and 

having relationship with and these employees favour the 

employer in their decisions. Commonly, favouritism promotes 

bias and discrimination to some groups of people especially 

the minority group (Woods, 2011).  

Furthermore there is a high incidence of favouritism in 

family-owned business, according to Ponzo et al., (2010), the 

authors stated that favouritism on social ties can be considered 

as a common practices in the family-owned business. It was 

found that family businesses are typically smaller and that this 

could be the main reason for why nepotism is more frequent 

used in the businesses rather than non-family businesses 

(Gustafsson & Norgen, 2014). Besides, in the Chinese family-

owned business, they also favoured men more than female 

because the male successor will carry on the family name 

(Amran & Ahmad, 2010). 

According to Kapadia (2013), there are about 80% of 

employees have reported that their respect for their supervisor 

are reduced due to favouritism as well as reduce in their work 

performance. More than 70% employees posit that favouritism 

make the relationship between colleagues become strained and 

promote hatred towards the recipients of favouritism. It also 

said that favouritism can harm the overall performance of the 

employees (Kapadia, 2013). Thus, the aim of study is to 

investigate the relationship between favouritism on gender and 

favouritism on social ties and its effect towards the job 

performance of employees working at family-owned business 

in Shah Alam.  

II. LITERATURE REVIEW 

Overview Family-owned Business 

The family-owned business in Malaysia had proven strong 

because more than half of these people recorded growth in the 

business sales (PwC Group, 2016). Although there are many 

challenges faced by the family business including the concerns 

of external factors surrounding like government regulations, 

market conditions, exchange rates and also internal factors 

particularly staff recruitment, family business now more focus 

on strengthening their professionalism by bringing 

professionals in the business to run the business and to prepare 

the next generation to be an effective owners. The PwC Group 

(2016) reported that, there are over 64% of Malaysian family 

businesses recorded growth in their sales and 66% anticipates 

stable growth over the next five years. Respectively, 60% and 

58% staff recruitment seems to be the key challenge  in family 

business and almost 46% which is half of them sees the need 

to maintain professionalise in the business.  
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Favouritism 

Favouritism is a natural incidence that exists universally 

(Ozler & Buyukarslan, 2011). Favouritism can be defined as a 

form of mistreatment but it can be distinguished from other 

practises of corruption such as bribery because it does not 

typically involve a direct give-and-take of favours in material 

manner. Besides, to compare the practice of favouritism to 

bribery, favouritism creates a hidden, deeper, indirect, and 

vague return of obligation by the doers (Loewe et al., 2008). 

Leaders who practice favouritism in the organization have no 

chance to build or create a culture of trust (Whipple, 2012). 

Favouritism also can be defined as those employees who 

compete with a privileged individual but their chances of being 

promoted or rewarded are low. 

 

Favouritism on Gender 

According to Wallen (2015), favouritism on gender can 

lead to gender bias, a form of prejudice and discrimination. 

The positional bias is part of the favouritism on gender 

because most of the organization would prefer women to fit in 

the secretary or receptionist position and this kind of gender 

bias is very rampant in most organization. Favouritism on 

gender occur depend on how strong the similarity it is among 

the gender of the candidates and the label of gender as 

requested of the new job. Therefore, very high concerns have 

raised regarding on women's opportunity to find employments 

by using informal network or social ties (Marsden & Gorman, 

2001). Since 2012, women in Sweden age 15 to 74, 

contributed to 63 % women while 68% men has been 

employed (Naringsliv, 2012).  

 

Favouritism on Social Ties 

Besides, based on several results from various studies has 

revealed that one of the most important unconventional ways 

to find an employment are by using social networks and 

personal relations  as the mechanism to get selected for 

employment (Behtoui 2008; Mouw 2003; Meliciani & 

Radicchia 2010; Pellizzari, 2010). According to Bramoullé 

and Goyal (2016), they came out with one constructed model 

where favouritism plays a role as the factor of trading favours 

such as agreements or employment between the members that 

have the same mutual interest. Those people who practice 

favouritism will benefit the people of their social group but 

eventually suffer burden by hiring less skilful employees that 

produce low productivity.  

 

Job Performance 

The early definition of job performance is by Motowidlo, 

Borman, & Schmidt (1997), they defined job performance as 

the behaviour of employees that produce value which carried 

out at course of set period of time. Besides, according to 

Bullock (2013), job performance can be refer as a property of 

behaviour or what people actually do at work. A study by 

Isaed (2016) found out that the predictor of favouritism 

resulted in negative and significant related to the criterion of 

job performance of employees. The study also shows that job 

performance is influenced by favouritism negatively. Besides, 

another study by Bute (2011) stated that favouritism influences 

job performance negatively whereby the performance 

efficiency reveals growth of dissatisfaction among the 

employees. It is not just affect their performance but also 

reduce their satisfaction.  

III. RESEARCH METHODOLOGY 

The research measures for this study to test its validity were 

adapted from past researchers namely Abdalla (1998) and 

Boman & Motowidlo (1993), and some of the items were 

construct by researcher based on the published literature. 

Besides, this study is a quantitative approach via 

questionnaires in order to address the problem. A total 350 

questionnaires were distributed to several selected family-

owned business in Shah Alam and researcher succeeded in 

getting all 350 returned questionnaires. The collection of 

questionnaires consist of several methods such as self-

managed by sending questionnaires hard copies manually to 

the respondents and through online survey by email and social 

media.   

IV. DATA ANALYSIS 

The early step of data analysis of this study discovered that 

there is no missing value, the total population (N=350) were 

analysed as following: 

 

Respondent Profile 
TABLE 1 

PROFILE OF RESPONDENT 

Profile No. % 

Gender   

    Male 126 36 

    Female 224 64 

Age   

    Below 20 years 47 13.4 

    21 – 30 years old 257 73.4 

    31 – 40 years old 38 10.9 

    41 – 50 years old 5 1.4 

    51 – 60 years old 3 0.9 

Tenure of service in the present 

organization 

  

    Less than 1 year 165 47.1 

    1 – 10 years 167 47.7 

    More than 10 years 18 5.1 

Highest Education Qualification   

    Certificate (SRP/PMR/SPM/STPM) 81 23.1 

    Undergraduate (Diploma/Degree) 242 69.1 

    Postgraduate (Master/PhD 25 7.1 

    Professional Qualification  2 0.6 

 
This study consist of four items in demographic 

background represent gender, age, tenure of service and 

highest education qualification. As shown in the table 1 below, 

the distribution of gender is more from female 224 respondents 
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(64%) rather than men 64 respondents (36%) and mostly of the 

respondents are aged ranges from 21 to 30 years old. Besides, 

majority of the respondents (47.7%) are having up to 1 to 10 

years tenure of service in the present organization and most of 

them are Diploma and Degree holder (69.1%). 

In order to measure the sampling adequacy of the study, 

researcher used the Kaiser-Meyer-Olkin whereby the result 

obtained as shown in table 2 below, the KMO and Bartlett’s 

test present a significant result and it can be considered as a 

valid data because the KMO measure of sampling adequacy is 

>0.6 and the result from Bartlett’s test of Sphericity is 

significant at p<0.05 which represent the correlation matrix is 

different significantly from an identity matrix, where the 

correlations between these variables are all zero. 

 
TABLE 2: 

FACTOR ANALYSIS KMO AND BARTLETT’S TEST 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 
.854 

Bartlett's Test of Sphericity Approx. Chi-Square 3311.211 

df 465 

Sig. .000 

 
The Table 3 below present an analysis of factors that 

consist of three (3) cluster of factors. Firstly, job performance 

(factor 1), favouritism on social ties (factor 2) and favouritism 

on gender (factor 3). 

Table 3: 
TABLE 3: 

ANALYSIS OF FACTORS 

Factor 1 

Job Performance 

Factor 2 

Favouritism on 

Social Ties 

Factor 3 

Favouritism on 

Gender 

F1 (.686)  

F2 (.725) 

F3 (.688) 

F4 (.710) 

F5 (.713) 

F6 (.509) 

F7 (.616) 

F8 (.622) 

F9 (.571) 

F10 (.640) 

F11 (.660) 

C1 (.758) 

C2 (.802) 

C3 (.779) 

C4 (.615) 

C5 (.712) 

B1 (.730) 

B2 (.730) 

B3 (.677) 

 
Besides, the reliability test of this research as shown in 

table 4 below, depict that favouritism on Gender (Good, 0.7), 

Favouritism on Social Ties (Excellent, 0.8) and Job 

Performance (Excellent, 0.87). 

 
TABLE 4: 

RELIABILITY RESULT OF ALL VARIABLES 

Variables Cronbach’s 

Alpha 

Num. of 

items 

Reliability 

Measurement 

Favouritism on Gender 0.704 3 Good 

Favouritism on Social 

Ties 

0.831 5 Excellent 

Job Performance 0.872 11 Excellent 

Based on Table 5 below, all variables are normally 

distributed since the values of Skewness and Kurtosis of this 

study are between the range of -2 and 2 and all values of 

Kurtosis are all range between -3 and 3. The value of 

Skewness and Kurtosis of all variables show that Favouritism 

on Gender (0.102, -0.163), Favouritism on Social Ties (-0.123, 

-0.154) and Job Performance (-0.274, -0.746). Thus, it can be 

claimed that all variables consider to be normally distributed 

(Sekaran, 2006).   

 
TABLE 5: 

NORMALITY TEST (SKEWNESS AND KURTOSIS) 

Variables Skewness 

Value 

Kurtosis 

Value 

Normality 

Assumed 

Favouritism on Gender 0.102 -0.163 Yes 

Favouritism on Social 

Ties 

-0.123 -0.154 Yes 

Job Performance -0.274 -0.746 Yes 

 
In order to examine the relationship between favouritism 

on gender, favouritism on social ties with job performance, 

based on the Table 6 below, the result shows that the 

correlations are having a negative moderate correlation to each 

other. Firstly, the correlation between favouritism on gender 

and job performance is (r = -0.220, p<.05) which resulted in 

negative moderate correlation where it can be assumed that the 

higher favouritism on gender in the workplace, the lower the 

job performance of employees in family-owned business. 

Secondly, the correlation between favouritism on social ties 

and job performance is (r = -0.320, p<.05) which assumed to 

have negative weak correlation meaning that the higher 

favouritism on social ties in workplace lead to slightly 

declining of job performance. 

 
TABLE 6: 

CORRELATION IVS AND DV 

 
Furthermore, in this study, a multiple linear regression 

analysis was used in order to develop a model for predicting 

the effect of favouritism on gender and favouritism on social 

ties with job performance in the family-owned business 

organizations. As suggested by Cohen (1988) the R-squared 

values for variables are assessed according to 0.26 

(substantial), 0.13 (moderate) and 0.02 (weak). The Table 7 

below shows there are correlations between favouritism on 

gender, favouritism on social ties and job performance since 

p<0.05 where it can be assumed that the IVs are negatively 

correlated with DV.  

 

 

 

 Variable Sig (2-tailed) 1 2 

1 Favouritism on Gender 0.000   

2 Favouritism on Social 

Ties 

0.000 0.300**  

3 Job Performance 0.000 -0.220** -0.320** 
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TABLE 7: 

CORRELATIONS REGRESSION 

 
 

The Table 8 below present the result of coefficient of 

determination R-square= 0.119, which means 12% information 

about job performance is captured using this the model. As 

suggested by Cohen (1988), the level of R-squared of this 

model is considered as weak, in which indicate that, this study 

is very sensitive because affecting the respondents’ feelings 

and emotions, showing that people are not being open to share 

their true feelings in response to the study.  

 
TABLE 8: 

MODEL SUMMARY 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate Durbin-Watson 

1 .345a .119 .114 6.46535 1.467 

a. Predictors: (Constant), FavSocial, FavGender 

b. Dependent Variable: JobPerformance  

 
Based on the Table 9 below, both favouritism on gender 

and favouritism on social ties are statistically significant 

predict the job performance as p<0.05. Thus, this regression 

model can be assumed to be fit and significant from the data.  

 
TABLE 9: 

ANOVAa 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 16.236 2 8.118 23.499 .000b 

Residual 119.875 347 .345   

Total 136.111 349    

a. Dependent Variable: JobPerf1 

b. Predictors: (Constant), FavGen1, FavSoc1 

 

TABLE 10: 

RESIDUALS STATISTICS 

 
Based on the above Table 10, it can be assumed there is no 

multivariate outliers as refer to Mahal’s df = 2, Critical Value 

= 13.82 whereby the value of Critical Value is within the 

minimum and maximum value of Mahal Distance. Besides, the 

result also present the Cook’s Distance is not exceed 1 

meaning there is no outliers.  

V. DISCUSSION 

Based on the result obtained, it shows that favouritism on 

gender and job performance are moderately negative 

correlation to each other (r = -0.220, p<.05) which can be 

assumed that the higher favouritism on gender in the 

workplace, the lower the job performance of employees in 

family-owned business. According to Wallen (2015), 

Favouritism on gender can lead to gender bias, a form of 

prejudice and discrimination. It influences job performance 

negatively whereby the performance efficiency reveals growth 

of dissatisfaction among the employees. It is not just affect 

their performance but also reduce their satisfaction (Bute, 

2011; Arasli & Tumer, 2008). 

Secondly, the correlation between favouritism on social 

ties and job performance is (r = -0.320, p<.05) which assumed 

to have weak negative correlation meaning that the higher 

favouritism on social ties in workplace lead to slightly 

declining of job performance. According to Bramoullé and 

Goyal (2016), leaders who practice favouritism will benefit the 

people of their social group but suffer burden by hiring less 

capable people that produce low productivity. This support the 

result obtained due to less productive employees. Furthermore, 

finding of this study also concur with finding obtained in 

Breuer et al. (2010), Brandts & Sola (2010), Johansson 

(2012), Mahmood et. al. (2012), and Ponzo and Scoppa 

(2010).  

The result of result coefficient of determination R-squared 

= 0.119, indicates that the finding captured only 12% 

information about job performance using this model. As 

suggested by Cohen (1988), the level of R-squared considered 

as weak, meaning that this study is very sensitive  because 

affecting the respondents’ feelings and emotions, showing that 

people are not being open to share their true feelings to 

respond to the study.  

Besides, based on the result attained, the IVs and DV are 

added statistically significant to the prediction of model as 

p<0.05 which assumed that these variables are significant to 

predict job performance. Based on the Beta values, 

favouritism on social ties (B= -0.279) having higher influence 

rather than favouritism on gender (B= -0.041) towards job 

performance. The negative correlation indicate that the 

increasing of favouritism on social ties and favouritism on 

gender lead to declining of job performance.   

VI. LIMITATIONS OF STUDY 

As this study used a quantitative research design, the lack of 

probability sampling is an obvious limitation. This is because 

it prevents researcher to make generalisations about the overall 

population which means the result gained was not reliable to 

represent other area. Based on the data collected, a survey of 

350 respondents has been conducted at central of Selangor 

state, in Shah Alam. The survey target group was employees 

working at family-owned business organizations. It 

Residuals Statisticsa 

 Minimum Maximum Mean 

Std. 

Deviation N 

Mahal. Distance .007 18.825 1.994 2.093 350 

Cook's Distance .000 .095 .003 .008 350 
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particularly focus on the middle and lower management 

employees as the respondents to investigate their experienced 

of favouritism in their current organization.  

Another limitation during data collection process was an 

additional time required by the organization to complete the 

questionnaire. Some of the organizations required almost two 

weeks to complete the questionnaire, but with limited of time, 

researcher have to distribute more than as planned to fulfil the 

numbers of sample for the data analyzation.  Not just that, 

researcher also faced challenge whenever the organization 

took longer time to complete the questionnaire but return the 

questionnaire unanswered. 

VII. CONCLUSION AND SUGGESTION FOR FUTURE 

RESEARCH 

As conclusion, the findings of study indicates that the level 

of favouritism on gender and favouritism on social ties 

respectively low and moderately influence the job performance 

of employees working at family-owned business organizations. 

The level of job performance of employees considered to be 

moderate which means even though favouritism on gender and 

social ties exist in the organization, they still can manage their 

work through continuously improvement and learning from 

their mistakes. As mentioned by Chen (2013), leader can gain 

benefit from playing favouritism through the competition 

among the employees, indicates that employee tend to be 

motivated to improve their work quality and productivity to 

stands out and be favoured by the leaders.  

Regardless of the level of favouritism on gender and social 

ties influence the job performance, there is a negative 

correlation between favouritism on gender and social ties 

towards job performance. The negative relations show that one 

variable increase lead to declining of another variable. In this 

study, the increasing of favouritism on gender and social ties 

lead to declining of job performance of employees in family-

owned business.  As mentioned before by Wallen (2015), 

favouritism on gender lead to bias, a form of prejudice and 

discrimination. It influences job performance negatively and 

leaders who practice favouritism will benefit the people of 

their social group but suffer burden by hiring less capable 

people that produce low productivity (Bramoullé and Goyal, 

2016).  

As to response to the limitations of the study, suggestions 

for future scope is to expand the sample size and the area of 

study which is not only focus on Shah Alam area, but also 

should be conducted to other areas including the southern and 

northern regions of Selangor in order to gain more reliable and 

better result. Besides, the target group should be enlarge, the 

study should involve the employees working at Small-Medium 

Enterprises (SMEs) companies and invite other sectors to be 

part of the study. Item used in this study can also be apply to 

public sector, private sector, GLCs and multi-sectional 

organizations in order to gained high reliability and better 

result. 
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   Abstract— This article mainly focuses on words and meanings 

used in traditional folk Songs of Isan (the northeastern part of 

Thailand) and cultural communication across the regions in the Thai 

context. Through YouTube, opinions and attitudes of listeners from 

other regions were investigated to compare with those of people from 

Isan region. It was found that listeners in the Isan region and from 

other regions regularly exchange their opinions in terms of words and 

meanings based on the context of Isan culture and cultures of other 

regions, leading to the comparison in relation to similarities and 

differences of words in each different region. 

 

   Keywords— Words and Meanings, Isan Traditional Folk 

Songs, Cultural Communication 

 

 

I. INTRODUCTION 

HE Isan region in Thailand has the highest population of 

the county when compared with other regions in Thailand. 

As a result, traditional folk songs are so popular among 

people in the region as well as people from other regions. This 

leads to cross-cultural communication in the Thai context. 

Hence, it is recommended that attitudes and opinions of the 

listeners through YouTube in terms of words used in the song 

and meanings are meaningful to investigate. Apart from this, 

exchanging the ideas and comparing the similarities and 

differences of people with different background are also 

crucial aspects in this study. 

 

II. REVIEW OF THE LITERATURE 

 

A. Cross-cultural Communication 

Dignen (2011) explains the ways to understand other 

cultures as follows: 

 

1. You need to have an understanding of your own culture 

and the target culture you are dealing with. This means 

researching and analysing the national, regional and 

corporate cultures of the people you are dealing with;  

2.   You need to be flexible in the way you communicate 

with people from other cultures. This means adapting 

your style of communication to fit the situation;  

3.  You need to develop an international style of 

communication that will enable you to get your message 

across effectively in all business and social situations                                                

(Dignen, 2011, p. 4) 

. 

B. Thai culture and Cross-Cultural Communication 

According to Sriussadaporn-Charoenngam & Jablin, 1999, 

cross-cultural communication in the Thai Context is discussed 

as the following: 

 

The Thai society today consists of people sharing a 

rich ethnic diversity. More than 90% of Thais believe in 

Buddhism, the national religion. Spoken and written 

Thai is used as the national language. Thailand has often 

been described as the land of smile. Not only are the 

Thai people frequently depicted with smiling faces, but 

they are also characterized by their optimism, ambition, 

pursuit of knowledge, and pride of being Thai.  

As noted by Sriussadaporn-Charoenngam & Jablin 

(1999), Thais believe that inner freedom is best 

preserved by maintaining an emotionally and physically 

stable environment. Therefore, they believe that social 

harmony is very important and in general, people will do 

their utmost to avoid any personal conflict in their 

contacts with others. They state,  

Outward expressions of anger are also regarded as 

dangerous to social harmony and are obvious signs of 

ignorance, crudity, and immaturity. The person who is 

T 
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serenely indifferent will be respected for what is 

considered as important virtue (Sriussadaporn-

Charoenngam & Jablin, 1999, p. 384, cited in 

Watcharakaweesilp, 2008). 

 

These citations lead to the conclusion that we need to 

understand the culture of other people from other regions. 

We also need to develop our communication strategies to 

communicate with people with different backgrounds which 

will lead us to gain an insight of the similarities and 

differences. 

 

C. Studies of Words and Meanings (Semantics) 

In terms of words and meanings, Bovee, Thill, & 

Schatzman (2003) place an emphasis on the aspect of 

Denotation and Connotationis placed as the following: The 

Denotation is literal of which meaning is explicit and specific. 

The connotative meaning is the implicit and associative 

meaning which includes all the associations and feelings 

evoked by the words (Bovee, Thill, & Schatzman, 2003, p. 

124). 

Additionally, Bovee, Thill & Schatzman (2003) carry out 

an analysis of Functional Words and Content Words. Words 

can be divided into two main categories; Functional Words 

express relationships and have only one unchanging meaning 

in any given context. They include conjunctions, prepositions, 

articles, and pronouns. Content Words are multidimensional 

and therefore subject to various interpretations. They include 

nouns, verbs, adjectives, and adverbs. These words carry the 

meaning of a sentence. Both functional words and content 

words are necessary, but your effectiveness as a communicator 

depends largely on your ability to choose the right content 

words for your message.     

                      (Bovee, Thill, & Schatzman, 2003, p. 124) 

Aitchison (1999) studies the semantic field as the 

following: 

 

Cleary, the question of meaning is to a large extent 

connected with the meaning of individual words, or 

(more accurately) lexical. 

Three preliminary points need to be clarified in 

connection with word meaning. First of all, we shall be 

concerned primarily with content words, such as   zoo, 

apple, jump, red,   rather than with function words such 

as   of, that, by, which,   whose role is mainly to show 

the relationship between syntactic units (through the 

distinction between the two is not always clear-cut). 

Second, we shall be dealing only with straightforward 

descriptive meaning, and ignoring what is sometimes 

called ‘emotive’ meaning or connotation’. For example, 

the word adolescent will be taken to mean someone who 

is between childhood and adulthood. We shall be 

ignoring the fact that some people use the word to imply 

that the person concerned is also likely to be awkward, 

immature, obstinate and moody. Third, we must be 

aware that meaning is double-faced.  The meaning of a 

lexical item such as tree must be considered in two 

ways; first of all, as one element in a language system, 

whose meaning is dependent on relationships with the 

other words in the system. Second, its meaning is linked 

up with a certain class of recognizable objects in the 

external world. 

 (Aitchison, 1999pp. 83-84) 

 

D. Studies on Words and Meanings in the Thai Context 

According to Plawong (2015), we study semantics to know 

the meanings of words. We use language to convey meanings. 

In this regard, we need to study the human mind and the 

process of creating pictures in human mind based on the 

experience of humans.  

 

ท ำไมนักภำษำศำสตรจ์งึตอ้งศกึษำอรรถศำสตร ์ หรอื 

ควำมหมำยซึง่เกดิจำกกำรใชภ้ำษำในกำรสือ่สำร 
กำรศกึษำอรรถศำสตรจ์ ำเป็นตอ้งศกึษำปัจจัยหลกั ๆ 

ในกำรสือ่ควำมหมำย อำท ิ

แนวคดิในเรือ่งวธิกีำรใชภ้ำษำเพือ่สือ่ควำมหมำย 

จงึตอ้งศกึษำบรบิทของจติใจของมนุษย ์ (human mind) 

กระบวนกำรของควำมคดิ 

กระบวนกำรเรยีนรูแ้ละรับรูจ้นกลำยเป็นมโนทศัน์ 
และกำรสรำ้งมโนทศัน ์

จนกลำยเป็นควำมหมำยเชงิมโนทศัน ์ กระบวนตำ่ง ๆ 

เหลำ่นีจ้ะร่วมกนักบัประสบกำรณ์ตำ่ง ๆ 

ทีม่นุษยม์ตีอ่โลกโดยใชภ้ำษำสือ่เป็นควำมหมำย  

(Plawong, 2015, p. 1) 

 

 

III. PURPOSES OF THE STUDY 

 

1) To investigate the opinions of people from various 

regions in Thailand in terms of meaning of words used in 

the traditional folk songs. 

2) To study the cross-cultural communication in the Thai 

context 

 

IV. METHODOLOGY 

 

1) Data Collection: Five Months: October 2016 February 

2017  

2) Instrument: Social Media YouTube 

3) Theoretical Framework: Semantic field: Words and 

Meanings  

4) Data Analysis: Based on the social media Youtube, the 

researcher selected only songs which Thai people made 

their comments on in terms of cross-cultural 

communication, and analyzed their opinions as well as 

attitudes specifically. 

  

V. RESULTS 

 

Only some relevant comments were specifically selected 

and analyzed in this part.   

 

1.  A case study of learning words and meanings  
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Song 1: ผูส้ำวขำเลำะ Phu Sao Kha Lo (A girl who likes to 

travel around.) Status 1: ค ำวำ่ เลำะ แปลวำ่อะไรครับ (What 

does the word   lo  mean?). Based on this status, several 

groups of people expressed their opinions as the following: 

 

Group 1: Learning words and meaning 

Comment 1A:  สำยเทีย่ว วนัๆไมท่ ำงำน ชอบเทีย่วเตร่ 
(travel around, no work) 

Comment 1B:  เลำะแปลวำ่เทีย่ว (travel around) 

Comment 1C: 

แปลวำ่ผูห้ญงิชอบเทืย่วไมใ้ชผู้ห้ญงิทชีอบเรยีน (She 

likes to travel, doesn’t like studying.) 

 

Group 2: Exchange the culture in terms of dialects  

Comment 2A: เมอืงน่ำน ก็วำ่เลำะแปลวำ่ เทีย่ว หรอื แอว่ 

เหมอืนกนัครับ I am from the North, it means the same. 

Comment 2B:   เลำะกอ้แป๋ลวำ่แอว่น่ะคบั ผมคนเจยีงฮำย 

ควำมหมำยเหมอืนกัน๋ (I am from the North too, in my 

town it means the same) 

Comment 2C:  ใช่ๆ ๆ เคำ้กอ้เปนคนเหนอืนะ แตไ่มรู่ว้ำ่ 

ขำเลำะ คอือะไร แตถ่ำ้ ชอบเทีย่ว ภำษำเหนอื จะพูดวำ่ 

โละ๊แอว่ ออิ ิ(I’m the North, the word means the same in 

my hometown, just the pronunciation is different.) 

Comment 2D:  ผม กอ่กนึวำ่ภำษำอสีำน 

บเ่หมอืนคนเจยีงใหม ่ (At first, I thought that it’s has a 

specific meaning of the Northeast, but now I know that 

it means the same.) 

  

Regarding attitudes of Thai people toward this song, it can 

be concluded that group 1 is the group of people from the 

Northeast who share their knowledge regarding the daily life, 

experience, and their own culture. Group 2 indicates the 

people from the North who wish to exchange their knowledge 

of the dialect they speak to compare the similarities. 

 

2) Situation 1: Attitudes toward cross-cultural 

communication 

The song  Ku Kong  (คูค่อง), of which its original language 

is the dialect of the Northeast, is presented in various dialects 

of Thailand. This examples illustrate opinions of people from 

the South. 

 

Comment 1: เพรำะหนัดพีต่อ๋ง เหอ้ 

นอ้งฟังภำษำอสีำนไมรู่เ้รือ่ง 

พีเ่อำมำแตง่เป็นภำษำใตถ้งึฮำยมันถกูใจ (This song is 

beautiful, I can’t understand the original song, thanks so 

much for this version.) 

Comment 2: มันกอ้ซึง้งง ในแบบฉบบั ใต ้

นะเรำวำ่ยิง่ผมคนใตเ้ขำ้ถงึเนือ้เรยย (So touching for 

people in the South.) 

Comment 3:ถงึจะไมเ่พรำะเหมอืนอสีำนก็ไมเ่ป็นไร 

เพรำะๆมำกครับ ใครไมช่อบชำ่งมันแตผ่มชอบ (Even 

though it doesn’t’ sound as good as the original one, but 

I like it.) 

Comment 4:ไมว่ำ่จะภำคไหนถำ้รอ้งเพลงเพรำะไดอ้ำรมณ์ 

มันก็เพรำะหมดแหละครับ ผมคนอสีำน 

ผมยังชอบเลยเวอรช์ัน่ใต ้(I am from the Northeast but I 

can understand this song. Wherever we are, we can 

understand each other.) 

 

To sum up, from these two situations, culture is a shared 

system of symbols, beliefs, attitudes, values, expectations and 

norms for behavior. The most obvious is the culture we share 

with all the people who live in our own country. In addition, 

we belong to other cultural groups, including an ethnic group, 

probably a religious group, and perhaps a professional that has 

its own special language and customs. All members of a 

culture have similar assumptions about how people should 

think, behave and communicate, and they all tend to act on 

those assumptions in much the same way.  

As illustrated in the examples, words and meaning differ 

according to the regions. Cross-cultural communication occurs 

when people from different parts of the country communicate 

with each other. To enhance the cultural sensitivity among 

people from various parts of the country, you may learn their 

own language or dialect to understand each other better. 

Besides, through several kinds of the social media, we as 

researchers can gather some grounded data and valuable 

information from these resources for our further studies. This 

is because the information we gain is based on communication 

in the real world.  
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Abstract- Family-owned business has been criticized for having 

lack of leadership effectiveness and yield unfavourable influence on 

employee job performance. This study aims to investigate the 

mediating effect of leadership styles namely democratic and 

autocratic styles between favouritism and job performance. Data was 

collected from 350 respondents via questionnaire. The findings of 

this study revealed interesting yet contradicting mediation effect of 

both democratic and autocratic leadership styles between favouritism 

and job performance among employees.  

 

Keyword: Favouritism, Leadership Style, Job Performance, 

Democratic, Autocratic 

I. INTRODUCTION 

Favouritism in the organization can be destructive and 

counterproductive. Arnold (2013) defines favouritism as the 

action of show bias toward a privileged individual or group. 

Besides, Ramachander (2013) views favouritism arising when 

the employer displays preferential treatment towards 

employees who they are frequent socially connected with and 

lead to detriment of other employees and affected their overall 

performance in the organization. Favouritism also can be 

either intentional or unintentional. However, whether it is 

intentional or unintentional, favouritism can be considered as 

unlawful, lowers the trust among employees toward the 

employer, de-motivating, discriminating and it also can lead to 

deviant of employees behaviour such as employees disliking 

their work, suppression of information, hatred, distrust, 

bitterness, jealousy, rumours, and conflicts, unjustified 

promotions and backbiting to the favoured employees (Byars 

& Rue, 2000; Arnold, 2013). 

Besides, employees who are employed under an unskilled 

leader will have to endure a stressful work environment. The 

inequality between contributions and efforts of the employees 

compare with the benefit offered make the employees think 

that they are working in biased environment eventually 

demotivate them to work harder (Johansson, 2012). The 

leadership style is one of the factors that effect on the 

employees’ job performance (Egorov & Sonin, 2015) and the 

problems in family business are mostly due to lack of 

leadership and governance (Davis, 2014). Leaders who 

practice favouritism in the organization have no chance to 

build or create a culture of trust (Whipple, 2012). 

Thus, this study aims to investigate the mediating effect of 

democratic and autocratic leadership styles on the relationship 

between favouritism on social ties and favouritism on gender 

and job performance.  

 

II. LITERATURE REVIEW 

 

Overview Family-owned Business 

According to Azrain (2010), family business in Malaysia 

comprises of many forms including large, medium and small 

form of businesses. Most of the family-owned business are 

very active involved and participated in manufacturing, 

construction and retail industries. The family-owned business 

is an institution that has a different set of principles and values 

where as a result, the family view these principles and values 

differently and their central goal is to preserve their 

relationship as the tactic for financial outcome and for the 

profit of the business. Besides, Besharov and Smith (2014), 

they defined family-owned business based on three critical 

assumptions in order to understand the logic of institutional 

logics which based on assumptions, values and beliefs under 

social construct sets of material practices.  

 

Favouritism 

Favouritism can be defined as a practice of mistreatment 

but can be distinguished from other practises of corruption 

such as bribery. This is because it does not typically involve a 

direct give-and-take of favours in material manner. 

Favouritism occur frequently and sometimes it reduces the cost 

of hiring in the organization (Ponzo & Scoppa, 2010). 

Favouritism also does not considered as illegal practices or 

activity because the employer who favour their employees do 

it without hesitation and there are no any legal regulations for 

favouritism (Ozler & Buyukarslan, 2011). One of the classical 
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explanations for favouritism occurrence is because it is not 

criminal activity or charge that have not been executed on 

despite it is kind of corruption by employers (Ozler & 

Buyukarslan, 2011; Lee, 2008). According to Keleş, Bezirci 

and Ozkan (2011), this kind of unfair treatment practice by 

employer to favour some people in the organization will 

interrupt the condition of employees negatively and may affect 

their job satisfaction and performance.   

 

Favouritism on Gender 

According to Wallen (2015), Favouritism on gender can lead 

to gender bias, a form of prejudice and discrimination. 

Besides, a study conducted by Johansson (2012), In order to 

inspect how many applicants having the same gender has been 

selected present N population= 156, Mean= 4.17, Std 

Deviation= 1.1. The results of this study depict that the 

selected candidate with the same gender category is higher. As 

stated before, favouritism affect job performance negatively 

which according to Keleş, Bezirci and Ozkan (2011), this kind 

of unfair treatment to favour some employees in the 

organization will interrupt the condition of employees and 

negatively affect their job satisfaction and performance. 

 

Favouritism on Social Ties 

A data from a call centre has been analysed in which 

arguing that social ties generated by repeated interaction that 

lead to biased in the performance evaluation by the supervisors 

(Breuer et al., 2010). Besides that, employees may see their 

positions, their status earnings or their job security levels are 

below than what they do actually deserve to compare with 

those who are in favour (Brandts & Sola, 2010). A study 

conducted by Madera (2012) regarding the perception of 

fairness by using a practice of social network. The participants 

who has experienced higher fairness reported that when the 

organization did not use social networking as a selection tool 

their level of confident increase due to the fairness by 

organization.  

 

Leadership 

Leadership is defined as a ‘magic concept’ which is 

inspiring for scholars and practitioners, but it also can be 

vague, meaning everything and nothing at the same time 

(Pollitt & Hupe, 2011). Leadership is an influencing process 

whereby the intentional influence exercised by someone to 

other people in which to structure, guide and facilitate the 

activities in the groups or organization as whole ( Yulk, 2013; 

Northouse, 2015). Besides, leadership also can be defined as 

the process influencing employees’ commitment towards 

understanding their full potential in accomplishing a shared 

vision, value added with passion and integrity (Ngambi, 2010). 

 

Democratic Leadership Style 

Democratic leadership usually considered as a benefit for 

an organization. This type of leadership focuses on the 

management that provide the employees guidance and 

accepting their inputs (ideas, creativity and opinions) as well 

as treating them as team members. Democratic leader does not 

reserve their authority or activities but they will ask the 

employees for a consultation (Milgron & Holmstrom, 1991; 

Ittner, 2002; Iqbal, Anwar, & Haider, 2015).  Even though a 

democratic leader will make the final decision, they invite all 

members of the team to participate and contribute in the 

decision making process. It helps to increases job satisfaction 

by involving the employees in current situation and directly 

help them to develop their skills in making decision.  

Leadership style at the early stage of change in family-

owned business was described to be democratic (80%) and 

only 20% stated autocratic leadership style. This study found 

that when the respondents were asked about their current 

leadership style, 49 successors reported democratic style, 3 for 

autocratic and another 3 for full-autonomy given to them 

without any kind of interference (Ghee, Ibrahim, & Sheau Fen, 

2012). 

 

Autocratic Leadership Style 

According to Cherry (2016), autocratic leadership also 

known as authoritarian leadership which characterized as a 

leadership style by a person who control all over the decision 

and inputs from the group members. This type of leadership 

typically make choices and decision based on their judgements 

and ideas and rarely accept the advice from their followers. A 

study by Joo and Park (2010) in the study of over 217 

employees at 105 organizations found that the leader 

authoritative behaviour has significant negative connection 

with affective commitment that affect performance of 

employees. 

Literature has discovered that authoritarian leadership 

negatively affects employees. Accordingly, the employees 

experience the feeling of oppressed, uneasy, and often break 

out in negative relationship between employer and employees 

for the social exchanges (Wu et al., 2012). This is because 

authoritarian leader provides less socio-emotional benefits, 

this lead the employees to restrain their behaviours to explicit 

in the role of requirements to be ‘good’ employees due to de-

motivated to work beyond their duties (Chen et al., 2014).  

 

Job Performance 

Besides, performance of employee can be defined as the 

completion of specific task designed against the set standards 

such as accuracy, cost, promptness and how precisely 

employees perform their task determines the decent 

performance and organizations have some expectations and 

prospects regarding on performance of the employees, when 

level of expectations and prospects are meet by employees 

they will be named as good performers (Sultana et al., 2012). 

The quality of performance and the relationships between 

leader and employees or team members are significantly 

motivated by the type of leadership style adopted by the 

leader. Moreover, it is believed that leadership style plays 

important role in an organization either for enhancement or 

retarding the commitment and interest of the employees in the 

organization to improve their job performance (Obiwuru, 

2011). 
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III. RESEARCH METHODOLOGY 

This study employs quantitative approach via questionnaire 

for data collection. Data was collected from 350 respondents 

who work in family owned businesses. The measures used in 

this study were adapted from past researchers namely Abdalla 

(1998), Boman & Motowidlo (1993) and Fernandez (2015). 

However, there are several self-constructed items by the 

researcher based on the published literature. This study focus 

on selected family-owned businesses in Shah Alam. 

 

IV. DATA ANALYSIS 

The following section discusses on the respondents profile 

as well as the analysis conducted. 

 

Respondent Profile 

As shown in the table 1 below, majority of the respondents 

were females (224 respondents, (64%), while men were 64 

respondents (36%). Large number of the respondents aged 

between 21 to 30 years old. About 47.7% of them possesses 

between 1 to 10 years of working experience with the present 

organization and most of them are Diploma and Degree holder 

(69.1%). 

 
TABLE 1: 

PROFILE OF RESPONDENT 

Profile N % 

Gender   

    Male 126 36 

    Female 224 64 

Age   

    Below 20 years 47 13.4 

    21 – 30 years old 257 73.4 

    31 – 40 years old 38 10.9 

    41 – 50 years old 5 1.4 

    51 – 60 years old 3 0.9 

Tenure of service in the present 

organization 

  

    Less than 1 year 165 47.1 

    1 – 10 years 167 47.7 

    More than 10 years 18 5.1 

Highest Education Qualification   

    Certificate (SRP/PMR/SPM/STPM) 81 23.1 

    Undergraduate (Diploma/Degree) 242 69.1 

    Postgraduate (Master/PhD 25 7.1 

    Professional Qualification  2 0.6 

 

Hayes Process was used to analyse the mediating effect of 

leadership styles. In this study, two leadership styles were 

tested namely autocratic leadership style and democratic 

leadership style. Both leadership styles were set as mediator 

variable (IIV). The independent variables (IV) are favouritism 

on social ties and favouritism on gender, while job 

performance is the dependent variable (DV).  

 

The Effect of Autocratic Leadership Style Between 

Favouritism on Social Ties and Job Performance 

The result from Table 2 and Table 3, point out that 

favouritism on social ties was a significant predictor of 

autocratic leadership style, b = 0.1023, p<0.05, however, 

autocratic leadership style was not a significant predictor of 

job performance, b = -0.1997, p>0.05. 

TABLE 2: 

MODEL SUMMARY & MODEL 

 Model Summary Model 

 R2 P df 1 df 2 Coef. P 

Outcome: 

Autocratic  

0.033 0.000 1.0 348.0   

 Constant   8.41 0.0000 

 Favouritism on 

Social Ties 

  0.10 0.0006 

      

Outcome:  

Job 

Performance 

0.114 0.000    

 Constant   41.9135 0.0000 

 Autocratic   -0.1997 0.1290 

 Favouritism on 

Social Ties 

  -0.4513 0.0000 

 

 

TABLE 3: 

TOTAL, DIRECT AND INDIRECT EFFECTS 

 Effect P Boot LCCI Boot 

ULCI 

 

Total effect X on Y 

 

-0.4718 

 

0.0000 

  

Indirect effect of X on Y -0.0204  -0.0679 0.0051 

 

Besides, the indirect effect of X on Y display no significant 

value so it is necessary to determine the p-value by referring to 

Lower Level Confident Interval (LLCI) and Upper Level 

Confident Interval (ULCI), the b-value= -0.0204 within the 

range of -0.0679 to 0.0051. The result show that, the range 

between LLCI and ULCI include 0 so it can be concluded that 

there is no mediation effect. 

 

The Effect of Democratic Leadership Style Between 

Favouritism on Gender and Job Performance 

As seen in Table 4 and Table 5 below, it was found that 

favouritism on gender was not a significant predictor of 

democratic leadership style, b = 0.0564, p>0.05, However, 

democratic leadership style was a significant predictor of job 

performance, b = 0.5944, p<0.05. 

 
TABLE 4 

MODEL SUMMARY & MODEL 

 Model Summary Model 

 R2 P df 1 df 2 Coef. P 

Outcome: 

Democratic  

0.0035 0.2683 1.0 348.0   

 Constant   14.7506 0.0000 

 Favouritism on 

Gender 

  0.0564 0.2683 

      

Outcome:  

Job 

Performance 

0.1073 0.0000    

 Constant   28.2703 0.0000 

 Democratic   0.5944 0.0000 

 Favouritism on 

Gender 

  -0.5681 0.0000 

 
 

 

 

 



 

  P 

 

 

21 

 

 

 

Proceeding: International Social Sciences Academic Conference (ISSAC 2017)                                           23-24 August 2017 

Jakarta, Indonesia 

TABLE 5: 

TOTAL, DIRECT AND INDIRECT EFFECTS 

 Effect P Boot 

LCCI 

Boot 

ULCI 

 

Total effect X on Y 

 

-0.5681 

 

0.0000 

  

Indirect effect of X on Y 0.0335  -0.8053 0.3309 

 

Besides, the indirect effect of X on Y display no significant 

value so it is necessary to determine the p-value by referring to 

Lower Level Confident Interval (LLCI) and Upper Level 

Confident Interval (ULCI), the b-value= 0.0335 within the 

range of -0.8053 to 0.3309. The result show that, the range 

between LLCI and ULCI include 0 so it can be concluded that 

there is no mediation effect. 

 

The Effect of Democratic Leadership Style Between 

Favouritism on Social Ties and Job Performance 

Based on the result indicates in Table 6 and Table 7 below, 

favouritism on social ties was found to be a significant 

predictor of democratic leadership style, b = 0.0610, p<0.05, 

and that democratic leadership style was a significant predictor 

of job performance, b = 0.47776, p<0.05.  

 
TABLE 6: 

MODEL SUMMARY & MODEL 

 Model Summary Model 

 R2 P df 1 df 2 Coef. P 

Outcome: 

Democratic  

0.0112 0.478 1.0 348.0   

 Constant   16.1513 0.0000 

 Favouritism on 

Social Ties 

  -0.0610 0.0478 

      

Outcome:  

Job 

Performance 

0.1438 0.0000    

 Constant   32.5182 0.0000 

 Democratic   0.4776 0.0002 

 Favouritism on 

Social Ties 

  -0.4426 0.0000 

 

 

The result from the Table 17 above show that the model is 

fit and good as p<0.05 

 
TABLE 7: 

TOTAL, DIRECT AND INDIRECT EFFECTS 

 Effect P Boot 

LCCI 

Boot 

ULCI 

 

Total effect X on Y 

 

-0.4718 

 

0.0000 

  

Indirect effect of X on Y -0.0291  -

0.0806 

-

0.0031 

 

Besides, the indirect effect of X on Y display no significant 

value so it is necessary to determine the p-value by referring to 

Lower Level Confident Interval (LLCI) and Upper Level 

Confident Interval (ULCI), the b-value= -0.0291 within the 

range of -0.0806 to -0.0031. The result show that, the range 

between LLCI and ULCI does not include 0 so it can be 

concluded that there is mediation effect. 

 

V. DISCUSSION 

 

The purpose of this study is to investigate the mediating 

effect of autocratic and democratic leadership style between 

the relationships of favouritism on social ties, favouritism on 

gender and job performance. Firstly, this study found out that 

there is negative correlation of favouritism on social ties 

towards job performance indicate that the increasing of 

favouritism on social ties lead to declining of job performance.  

Besides, this study only captured 12% information about job 

performance using the model whereby can be considered as 

very sensitive study because affecting the respondents’ 

feelings and emotions, showing that people are not being open 

to share their true feelings to respond to the study. 

Secondly, there is no mediating effect of democratic 

leadership style between favouritism on gender but there is a 

mediating effect of democratic leadership style between 

favouritism on social ties and job performance which describes 

that favouritism on social ties was a significant predictor of 

democratic leadership style, b = 0.0610, p<0.05, the result 

indicates that democratic leadership style was a significant 

predictor of job performance, b = 0.47776, p<0.05. As to 

support the result, Khan et al. (2015), stated that democratic 

leadership style call for the leader to become a coach who can 

make the final say, but effectively gathers information from 

groups’ members before making any decisions.  

A democratic leadership able to produce high quality and 

quantity of work for such long periods of time. Most of the 

employees like and appreciate the trust they get and respond 

with team spirit, cooperation, and high morale as well as 

increasing job performance (Khan, et al., 2015).  It can be 

concluded that there is likely to be a genuine indirect effect of 

democratic leadership style as mediator of the relationship 

between favouritism on social ties and job performance. As 

supported by Nazarian (2013) and Hur, Van Den Berg, and 

Wilderom (2011), leadership styles do mediate the relationship 

of IVs and DV. 

On the other hand, this study also found out that 

favouritism on social ties was a significant predictor of 

autocratic leadership style, b = 0.1023, p<0.05, as supported 

by Smith (2016), the autocratic leadership also lead to favours 

employees in the context of the social ties, whereby the 

autocratic leadership on Leader-Member Exchange (LMX) 

would increase the negative impact of the autocratic leader on 

employees’ performance. However, based on the LLCI and 

ULCI, there is no mediating effect of autocratic leadership 

style towards the relationship between favouritism on social 

ties and favouritism on gender with job performance.  

 

VI. LIMITATIONS OF STUDY 

The limitation is due to the foundation of this study, which 

is a cross-sectional study, the time available to investigate the 

research problem and to measure the stability or change is very 

limited, constrained by the due date of submission. In cross-

sectional study data was collected within period of time, which 

means there is not pre and post-test for better result. Unlike 
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longitudinal study, researcher can literally devote years by 

years even to a lifetime spending time to studying a single 

topic. The result of study might produce different result if used 

longitude. Thus, Researcher need to be sure to select a 

research problem that suitable with the period of time given to 

complete the review of literature, apply methodology, gather 

data and interpret the results. 

 

VII CONCLUSION AND SUGGESTION FOR FUTURE 

RESEARCH 

As for conclusion, this study shows that there is a negative 

correlation between favouritism on social ties towards job 

performance. The negative relations show that the increasing 

of favouritism on social ties lead to declining of job 

performance of employees in family-owned business.  As 

mentioned before by Wallen (2015), favouritism on gender 

lead to bias, a form of prejudice and discrimination. It 

influences job performance negatively and leaders who 

practice favouritism will benefit the people of their social 

group but suffer burden by hiring less capable people that 

produce low productivity (Bramoullé and Goyal, 2016). 

Furthermore, the major contributing factor that best predict job 

performance is favouritism on social ties. It shows the level of 

favouritism on social ties practice by the owner of Family-

owned Business, the lower the performance of their employees 

in accomplish their tasks.  

In addition, this study also found that democratic 

leadership style has mediating effect on the relationship 

between favouritism on gender and social ties with job 

performance. As mentioned before, there are very limited 

studies conducted regarding leadership style as mediator, 

hence this study contributes its findings to the existence field 

of study. The key conclusion of this study is that the practice 

of favouritism with respect of social ties contribute to the 

lower job performance of the employees. Thus, it is necessary 

that owners of the business create open communication, 

establish special body for encounter favouritism and 

promoting transparency and fairness in the organization.  

As to response to the limitation of this study, it is suggested 

to conduct a qualitative study for this topic via interview to 

investigate the owners’ perspective and allow researcher to 

explore further on how and why favouritism still being 

practised until today. A qualitative study enable researcher to 

gain more genuine and specific information for the data 

collection. It is more appropriate if this topic be conducted in 

qualitative because the result from quantitative study only 

captured 12% information from the constructed model and 

proved that it is a very sensitive study and not everyone be 

able to open up their true feelings through a survey, hence, via 

interview, respondents able to be open and share their 

experiences regard to favouritism.  

As mentioned before, this study only captured 12% 

information from the constructed model, hence, in future 

study, next researcher can identify other variables that have 

88% yet to be discover and the possibility for a better 

favouritism model. Therefore, a comprehensive framework or 

model can be developed, through adding new variables into 

the study. Moreover, this topic of study can gain more reliable 

data if it is done through longitude study.  
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Abstract— Credit policy implemented by Bank Indonesia is 

included in the published information (public information) that affect 

the prices of securities of all companies listed on the stock market. 

Bank Indonesia policy is said to contain information in case of 

changes in stock prices. The purpose of this research was to analyzing 

the market reaction to Bank Indonesia policy, which is seen from 

Abnormal stock Return, include CAR, AAR and CAAR. Analysis 

tools used in this research include descriptive analysis, normality 

testing and hypothesis testing. The results of this research show there 

are 10 companies which have positively significant to Bank 

Indonesia’s credit policy. While the other 3 companies have 

negatively significant to Bank Indonesia’s credit policy. 

 

Keywords— Abnormal Return, BI Policy, Credit  

I. INTRODUCTION 

ANKING intermediation function has changed as a result 

of changes in the economic environment and financial 

market developments, mainly in developed countries, such 

as countries in the European Union (Bikker & Wesseling, 

2003). The development of information technology, 

deregulation, liberalization, internationalization of a factor 

theories of financial intermediation becomes irrelevant to the 

business practices going on right now (Scholtens & Wensveen, 

2003). 

Koch (2000) states that the function of a bank as 

intermediary specializing in lending plays an important role for 

the movement of the overall economy and facilitate economic 

growth. Where the macroeconomic level banks were 

instrumental in setting monetary policy, while at the micro 

level of the economy banks are the main source of financing 

for entrepreneurs and individuals. Renniwaty (2012) explains 

that the credit quality is still dominating share of consumer 

credit. As for the credit growth for productive activities 

working capital and long-term nature of investment growth is 

lower than consumer credit. Besides, he also mentioned that 

bank intermediation is not optimal, both from the ability to 

raise funds and the quality of loans. 

Finance Minister Agus Martowardojo confirmed that 

Indonesia's economy grew above the average of other 

countries, even though the government had to revise the growth 

target. When other countries difficult, the average economic 

growth was above 6 percent. It's a good achievement amid 

tough global situation. Besides relying on consumption, 

economic growth next year will be supported by investments in 

larger quantities. The high investment has reflected this year. 

From January to September 2012, investment grew 27 percent 

over the previous year. 

The existence of the banking industry that are less healthy, 

not strong and inefficient is a need for a change, especially in 

managing credit. According to the Credit Bureau, the banking 

industry development policy in the future aimed at achieving a 

sound banking system, strong and efficient financial system in 

order to create stability which in turn will help drive the 

national economy sustainable. Starting from this, in order to 

boost economic growth through lending, Bank Indonesia since 

2006, felt the need to support the banking intermediation 

function. 

Bank Indonesia Regulation (2012) mentions that it can 

keep the economy productive and able to face the challenges of 

the financial sector in the future, the need for policies to 

strengthen the resilience of the financial sector to minimize the 

sources of vulnerabilities that may arise, including the growth 

of mortgage and KKB excessive. This policy is carried out by 

setting the amount of the Loan to Value (LTV) for mortgages 

and Down Payment (DP) for the motor vehicle credit. 

The effect of Bank Indonesia policy imposed on banks 

abnormal stock return is one factor that makes the interest as a 

basis for this research. In the area of credit, Bank Indonesia 

made a policy to create a more robust banking sector, financial 

stability becomes healthier, and the work program of effective 

and efficient in interacting with customers. Increasing credit in 

the property (house) and motor vehicles as one reason for Bank 

Indonesia policy implementation in terms of credit. 

The purpose of this research was to analyze the 

development of credit sector, the market reaction to Bank 

Indonesia policy, LQ-45 stock index and to analyze abnormal 

return as proof that it contains information that seen from the 

difference in price (return) shares. 
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Credit 

The definition of credit was diverse. The meaning of the 

word "credit" comes from the Greek "credere" which means 

"trust" (to believe/to trust) or in Latin "creditum" which means 

belief in the truth. Based on Law No.10 of 1988 concerning 

amendments to the Act 7 of 1992 on Banking, which is a credit 

is "the provision of cash or the equivalent claims that, based on 

agreements between bank lending and other parties that 

requires the borrowers to repay their debts after a certain 

period of time with interest". 

While credit terms have been defined in the Banking Act 

No. Principal. 10 of 1998 page 10, "the supply of money or 

credit is equivalent claims to it, based on an agreement 

between bank lending and other parties that requires the 

borrower to pay off debts after a certain period of time with 

interest". From the description above understanding, it can be 

deduced as follows: 

a. There is a transfer of money (goods) that accrue to other 

parties, in the hope of making loans, banks will gain an 

additional principal value of the loan in the form of interest 

income for the bank. 

b. Of the loan process that was based on a mutual agreement 

that both parties believe will comply with their respective 

obligations. 

Contained in this credit agreement debt repayment and 

interest will be completed within a period of time mutually 

agreed. Types of Credit on Basic Purposes, consisting of: 

a. Working Capital Loan (WCL) 

 Credit was used to finance working capital clients. WCL is 

usually short-term and long turnaround time adjusted with 

clients working capital. 

1.  WCL-Revolving 
If the customer's business activities can take place in a 

sustainable manner over the long term and the bank just 

trust the ability and willingness of the customer, then 

the customer may be extended working capital facilities 

each period without having to apply for new credit. 
2.  WCL-Einmaleg 

If the volume of business debtors extremely fluctuates 

from time to time and the bank's ability and willingness 

to trust less the debtor, then the bank provides only a 

one-time working capital turnover period. 
b. Credit Investment (KI) 

Credit is used for long-term procurement of capital goods 

for business customers. 
c. Consumer Loan 

Credit is used in the context of the procurement of goods or 

services for consumption purposes, and not as capital goods 

in the customer's business activities. 

Bank Indonesia Policy 

Bank regulation and supervision aimed at optimizing the 

Indonesian banking functions as: 

1. Institutions of public trust in relation to a body collector and 

distributor of funds; 

2. Implementing monetary policy; 

3.   Institutions that played a role in assisting economic growth 

and equity in order to create a sound banking system, both 

the banking system as a whole or individually, and be able 

to maintain the interest of the community well, develop 

naturally and benefit the national economy. 

 

To achieve these objectives by applying the approach 

taken: 

1.  Policy provides flexibility tried (deregulation); 

2.  Prudential policy bank (prudential banking), and 

3.  Bank supervision that encourages banks to implement 

internal regulations consistently made themselves (self-

regulatory banking) in carrying out its operations with 

reference to the precautionary principle. 

 

The regulation and supervision by the Bank include the 

following powers: 

1.  Authority to give permission (right to license) 

The authority to establish licensing procedures and the 

establishment of a bank. Coverage includes BI licensing by 

licensing and revocation bank, granting the opening, 

closing and transfer of bank offices, granting approval of 

the ownership and stewardship of the bank, giving the bank 

permission to carry out certain business activities. 

2.  The authority to regulate (right to regulate) 

The authority to establish regulations concerning aspects of 

the business and banking activities in order to create a 

healthy bank that is able to meet the public wants banking 

services. 

3.  Authority to supervise (right to control) 

The authority to supervise banks through direct supervision 

(on-site supervision) and indirect supervision (off-site 

supervision). Direct supervision can be a general inspection 

and special inspection, which aims to get a picture of the 

financial condition of the bank and to monitor the bank's 

compliance with applicable regulations and to determine 

whether there are practices that do not harm the healthy 

survival of a bank. Indirect supervision is oversight through 

monitoring tool such as periodical reports submitted bank 

examination report and other information. In practice, when 

necessary BI to conduct examination of banks, including 

other parties include the parent company, subsidiaries, 

related parties, and the debtor bank affiliated parties. BI 

may assign another party on behalf of BI carry out 

inspection tasks. 
 

The authority to impose sanctions (right to impose 

sanction) Authority to impose sanctions in accordance with the 

statutory provisions of the bank if the bank is less or not 

comply. This action contains elements of coaching that banks 

operate in accordance with sound banking principles. Risk 

management applied to Bank Indonesia as the Central Bank of 

the Republic of Indonesia is a step that must be done to save 

the financial system stability in Indonesia. Banking is a 
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container and the proper tools to keep the economy and state 

finances in order to stay healthy. 

According Sawir (2005) LDR to determine the ability of 

the bank to repay its liabilities to its customers who had 

invested their funds by pulling back credits given to the debtor. 

Analysis of liquidity is intended to measure how much the 

bank's ability to pay its debts and pay back the depositors and 

to fulfill the demand of the proposed loan without any delay. 

Market Reaction 

Event study is an observation of the movement of stock 

prices in the stock market to see if there are abnormal returns 

obtained shareholder result of a particular event (Peterson, 

1989 in Suryawijaya and families & Setiawan, 1998). 

Observation is usually done by looking at the behavior of stock 

returns around the events observed. While Jogiyanto (2003) 

states that an event study study study the market reaction to an 

event (event) whose information is published as an 

announcement. 

The purpose event study mentioned by Kritzman (1994) 

was to measure the relationship between an event that affects 

securities and the return of the securities. Besides event study 

can also be used to measure the economic impact of an event 

on firm value (Mackinlay, 1997). Lamasigi (2002) concluded 

that the event study was developed to analyze the market 

reaction to an event that the information published. These 

events include economic events and noneconomic events to 

determine if there is abnormal return obtained shareholders. In 

addition, the event study can also be used to test the 

information content of an event or announcement. If an event 

or announcement contains information on the market will react 

when the announcement was received by the market. The 

market reaction is indicated by a change in price of the 

securities concerned. The reaction is usually measured by using 

the concept of abnormal return. 

In determining the market reaction, necessary to have a 

variable that can help measure the information content derived 

from a company's stock price changes. From the data in each 

event period abnormal return can be calculated Cummulative 

Abnormal Return (CAR), Average Abnormal Return (AAR), 

and Cummulative Average Abnormal Return (CAAR). 

According to R. Andi Sularso (2003), Cummulative Abnormal 

Return (CAR) is the accumulation value of the abnormal 

return, while the Average Abnormal Return (AAR) is the 

average value of the abnormal return. Meanwhile, 

Cummulative Average Abnormal Return (CAAR) is 

accumulated the average value of the abnormal return. 

LQ-45 Index 

Stock price index is an indicator of the stock price 

movement or reflection. Index is one of the guidelines for 

investors to invest in the stock market, especially the stock. 

The research highlights the companies whose shares are 

actively traded, with stock index LQ-45 may be the basis 

benchmark stock index (Silvano, 2004). LQ-45 Index is an 

index that saw the company's liquidity where there are 45 

companies selected were seen routinely every 2 times a year. 

LQ-45 index liquid containing 45 companies that trade volume 

seen from www.kontan.co.id. 

LQ-45 index consists of 45 companies with liquidity high, 

selected through several selection criteria. In addition to an 

assessment of liquidity, the selection of these issuers also 

considers market capitalization. Since its launch in February 

1997 the primary measure of liquidity is the transaction value 

of transactions in the regular market (www.bi.go.id). In 

accordance with market developments and to further refine the 

criteria of liquidity, since the review in January 2005, the 

number of trading days and the frequency of transactions 

included as a measure of liquidity. So the criteria of an issuer 

to be included in the calculation of LQ-45 is considering the 

following factors: 

1. It has been listed on the Stock Exchange at least 3 months 

2. Transaction activity in the regular market value, volume 

and frequency of transactions 

3. The number of trading days in the regular market 

4. Market capitalization at the specified time period 

Besides considering the criteria of liquidity and market 

capitalization above, will be seen also the financial condition 

and growth prospects of the company. Indonesia Stock 

Exchange regularly monitor the performance of issuers 

included in the index calculation LQ-45. Every three months to 

evaluate the movement of the shares sequence. Replacement 

stocks will be conducted every six months, at the beginning of 

February and August. 

 

II. METHODOLOGY 

To investigate the influence of Bank Indonesia policy 

towards banks abnormal stock returns, then testing the 

individual return policy before and after BI is applied, with the 

following steps: 

 

1. Determining Abnormal Return (AR) 

Abnormal return is the difference between the actual return 

and the return expectations. To determine the abnormal return 

of each stock during the period of observation by using the 

following formula: (Manurung, 1997). 

 

AR = Rit – E(Rit) 

Description: 

ARit  = Abnormal Return stock i in period t 

Rit   = Return on an individual stock i in period t 

E(Rit) = Expected rate return on the stock i in period t 

 

As for determining the rate of return of each stock using the 

following formula: (Manurung, 1997). 

 

Rit = Ln   Pt 

       Pt-1 

Description: 

Rit  = Return on stock i in period t 

Pt    = Stock price i in period t 

Pt-1 = Stock price i in period t-1 

 

http://www.kontan.co.id/
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For determining the expected rate of return on stocks 

(expected return) used market adjusted model. Return 

expectations represented by the return of LQ45 market indices, 

obtained through the following steps (Jogiyanto, 2000: 428): 

E(Rit) = Rmt 

Description: 

E (Rit)  = Expected stock return of firm i period t 

Rmt      =   Market return at time t 

 

2. Determine Cummulative Abnormal Return (CAR) 

Cummulative Abnormal Return (CAR) is the accumulation 

of the abnormal stock return all periods. To determine the daily 

CAR each stock during the event period can use the 

formulation: 

CAR =  

Description: 

CAR = Cummulative Abnormal Return 

AR =  Abnormal Return 

 

3. Determine Average Abnormal Return (AAR) 

Average Abnormal Return (AAR) is the average abnormal 

stock returns. To determine AAR shares daily during the event 

period can use the formulation: 

 

AAR = 1/n  

 

Description: 

AAR = Average Abnormal Return 

AR (it) = Return the stock i in period t 

 

4. Determine Cummulative Average Abnormal Return   

(CAAR) 

Cummulative Average Abnormal Return (CAAR) is an 

accumulation of the average abnormal stock returns. To 

determine CAAR portfolio during the event period can use the 

formulation: 

CAAR =  

Description: 

CAAR    = Cummulative Average Abnormal Return 

AAR (it) = Average Abnormal Return stock i in period t. 

Data analysis tools used in this research include descriptive 

analysis, normality testing, and hypothesis testing. 

III. RESULT AND DISCUSSION 

In descriptive statistics will be explained about the data 

examined in this research. The data examined in this research 

in the form of data abnormal return. Abnormal return is 

obtained from the difference between actual returns with return 

expectations. 

The statistics show the minimum, maximum, mean, and 

standard deviation of the company's shares on the LQ-45 were 

sampled. Table 1 shows that the statistical minimum amount of 

shares owned -0.175727 BMRI, while the maximum statistic of 

0.0854961 shares owned BDMN. The lowest standard 

deviation value of shares owned 0.0097856273 BMRI, while 

the standard deviation of the highest-value 0.370399171 shares 

owned ELTY. 

Abnormal stock returns vary each period. This causes 

movement of CAR, AAR and CAAR also changing. that the 

movement takes place CAR fluctuate in each period. It had 

declined drastically in the H-6, but moved up to H+9. 

While AAR stable movement takes place around the 

number 0. On the other hand CAAR movement declined, 

especially after the H-6 where the peak is at a period where the 

value of H+8 CAAR touched the lowest score of less than -

0.05. Shares incorporated in the sample are shares of 

companies with mortgage-related sectors and motor vehicle 

credit, namely: 

 

1. Property and real estate 

The property is a residential building which over time 

increased credit demand from the community, so it can be 

rated that could be the effect of the application of credit policy 

of Bank Indonesia. The company's shares are included in 

property and real estate sector are as follows: 

a. ASRI (Alam Sutera, Tbk) 

b. ELTY (PT Bakrieland Development, Tbk) 

c. KIJA (Jababeka Industrial Estate, Tbk) 

d. LPKR (PT Lippo Karawaci) 

The Abnormal Return sector property and real estate tends 

to fluctuate, but when Bank Indonesia policy came into effect 

(H+1 to H+10) AR graph tends to increase with the effect 

arising from the implementation of the policy of Bank 

Indonesia. 

 

2.  Banking 

Banking may be the assessment/variables and to be an 

influence of the credit policy of Bank Indonesia as a place to 

serve customers in and out and give credit, especially 

mortgages and motor vehicle credit. The shares of companies 

included in the banking sector are as follows: 

a. BBCA (PT Bank Central Asia, Tbk) 

b. BDMN (PT Bank Danamon Tbk) 
c. BMRI (PT Bank Mandiri, PT) 

d. BBNI (PT Bank Negara Indonesia, Tbk) 

e. BBRI (PT Bank Rakyat Indonesia Tbk) 

The Abnormal Return banking sector stocks tend to 

fluctuate, but when Bank Indonesia policy came into effect 

(H+1 to H+10) stable AR chart. 

 

3. Transportation, Toll Roads, Automotive & Components 

Transport, toll roads, the automotive and components 

sector is also a stock that may be the effect of the credit policy 

of Bank Indonesia, particularly the Motor Vehicle Credit, as it 

relates directly to the transport, roads and vehicles. 
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The company's shares are included in the transport sector, 

highways, autos and parts are as follows: 

a. TRAM (PT Trada Maritime Tbk) 

b. JSMR (PT Jasa Marga Tbk) 

c. ASII (PT Astra International, Tbk) 

d. GJTL (PT Gajah Tunggal Tbk) 

 
TABLE 1: 

HYPOTHESIS TESTING 

 Std t-count Hypothesis 

ASRI ,02329988 -1,321 Accepted 

ASII ,01809955 ,233 Rejected 

BBCA ,01283733 -,033 Accepted 

BDMN ,02619432 ,668 Rejected 

BMRI ,00978563 -,030 Accepted 

BBNI ,01291205 -,181 Accepted 

BBRI ,02018902 ,788 Rejected 

ELTY ,03703992 -2,181 Accepted 

KIJA ,01723916 -1,855 Accepted 

LPKR ,01579920 -,433 Accepted 

GJTL ,01656219 -1,555 Accepted 

JSMR ,02014850 ,038 Accepted 

TRAM ,01713089 ,040 Accepted 

 Source: Processing of SPSS (2013) 

The Abnormal Return sector transportation, toll roads, the 

automotive and components tend to fluctuate, but when Bank 

Indonesia policy came into effect (H+1 to H+10) AR graphs 

tend to slightly increase, despite the negative sentiment due to 

the influence of the arising from the application of Bank 

Indonesia policy. 

Hypothesis testing performed in this research is the t test. 

To determine the value of t table specified significant level of 

5% (95% confidence interval) with degrees of freedom df = 

(nk) where n is the number of observations and k is the number 

of variables including the constant. Basic test decision is as 

follows: 

If t count < 0.05, H0 is accepted 

If t count > 0.05, H0 is rejected 

 In the t test, t value table can be seen in the table 

coefficients column sig or significance in the processing of the 

SPSS program. The value of the standard deviation, t-count 

and the results of hypothesis testing of each of the sampled 

stocks, can be seen in Table 1. 

Table 1 above shows the results of testing the hypothesis of 

13 stocks of companies that were sampled where most 

significant (hypothesis accepted) to Bank Indonesia. Only 3 

shares of companies that had no significant effect (hypothesis 

is rejected), namely ASII, BDMN and BBRI. 

 

IV.  CONCLUSION 
 

Credit policy implemented by Bank Indonesia is included in 

the published information that affect the prices of securities of 

all companies listed on the stock market. Bank Indonesia 

policy is said to contain information in case of changes in stock 

prices. Changes in stock prices as a result of investor reaction 

was measured using the abnormal return. Investor reaction that 

caused the stock price change is what meant by the market 

reaction. 

 Through the abnormal return calculation, the results 

showed a significant effect of the adoption of the policy of 

Bank Indonesia, where the stokes of 13 companies associated 

with the Mortgages and Motor Vehicle Credit, 10 of stocks had 

positive effect on BI policy, which means that there is 

significant information content of Bank Indonesia policy. 

While the three other stocks that ASII, BDMN and BBRI lack 

of positive influence, which means that it doesn’t contains 

significant information on that 3 stocks. 

 LQ-45 Index as well as the basis for determining a 

benchmark in setting and see the reaction of the market price 

changes (returns) shares through the information content is 

seen abnormal return. LQ-45 stock index is an index that 

measures 45 stocks actively traded companies and are regularly 

assessed periodically every 6 months. 
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Abstract—Risk is an uncertain future event that could influence 

the achievement of objectives, and uncertainty includes events caused 

by ambiguity or a lack of information. Several risk factors have been 

identified as critical to ensure banks to remain in intact and amid the 

intense competition in industry such as credit, liquidity, operational 

and market risks This paper examines the relationship between credit 

risk and bank’s financial performance of CIMB Islamic bank for the 

period between 2008 and 2016 quarterly. The measures of bank’s 

performance that have been used in the study is return on assets 

(ROA) while the credit risk risks is measured through non performing 

financing, financing loss coverage ratio and debt ratio. This study 

employs data regression analysis of Ordinary Least Squares (OLS). It 

was found that credit risk has a significant impact on ROA where 

each variable represent credit risk is statistically significant with the 

bank’s performance. There is significantly negative effect of non-

performing financing. Besides that, financing loss coverage ratio 

(FLCR) has a significant negative effect on the bank’s financial 

performance. On the other hand, there is significantly positive effect 

of the debt ratio on the bank’s financial performance at 10% 

significance level which tells that an increase of debt will increase the 

return on assets by 0.24%. 

 

Keywords—Credit risk, financial performance, ordinary least 

squares, Islamic banking. 

I. INTRODUCTION 

Banking is a risky business. The rapid and dynamic 

changes in the global financial landscape pose various risks to 

banking institutions. In banking institutions, risk management 

is important discipline since banks have long played role of 

intermediaries between borrowers and fund savers. 

Nevertheless conventional banks or Islamic banks, risk 

management is essential for both institutions. The survival and 

success of financial organization depends critically on the 

efficiency of managing the risks (Khan and Ahmed,2001). 

Risk is an uncertain future event that could influence the 

achievement of objectives, and uncertainty includes events 

caused by ambiguity or a lack of information. Several risk 

factors have been identified as critical to ensure banks to 

remain in intact and amid the intense competition in industry 

such as credit, liquidity, operational and market risks 

A good risk management practice is very essential to in 

order to increase the value of firm to maintain the financial 

health of the banks. According Fatemi and Fooladi (2006), the 

adoption of risk management in banks directs them to a better 

trade-off between risk and return. Therefore, risk management 

is a useful technique in order to minimize the unfavourable 

effects of various risks and optimize the returns in uncertain 

situations In a later study, Drzik (2005) supports this assertion 

and argues that the expenditure by banks in improving the risk 

management capabilities of credit, market and interest rate 

risks after the 1991 recession; made it possible to minimize the 

volatility of earnings and losses in the recession period of 

2001. Besides that, the banks which have adopted more 

advanced techniques in risk management have greater 

availability of credit (Cebenoyan and Strahan, 2004). This 

opportunity allows them to amplify their productive assets as 

well as profits. 

Several studies have been conducted in order to evaluate 

the relationship between risk management and bank’s financial 

performance. For example, Fernando and Nimal (2014) 

identify that the adoption of risk management is favorable to 

improve the efficiency of Sri Lankan banks. Moreover, Ariffin 

and Kassim (2011) highlight a strong positive relationship 

between performance and risk management practices of 

selected banks in Malaysia. Similarly, Oluwafemi et al. (2013) 

find a significant relationship between performance and risk 

management in Nigerian banks. Kao et al. (2011) have 

explored the performance of Taiwan financial holding 

companies from the perspective of risk management and found 

a significant direct relationship between study variables. 

However, this study only focus on effect of credit risk on 

Islamic bank’s financial performance since credit risk is the 

most dominant risk for Islamic banks as mentioned by 

Sundararajan (2007). It is usually argued that IBs faces higher 

credit risk than their conventional counterparts. Since Islamic 

banks do not have sufficient Shari’ah compliant tools for 

dealing with debt-based contracts, in comparison with 

conventional banks so it face higher credit risk (Elgari, 2003). 
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  Credit risk is the possibility the borrower or counter party 

will fail to meet its obligations in accordance with agreed 

terms whereby arises from the bank’s dealing with or lending 

to the their possible clients, corporate and other banks or 

financial institutions (Gontarek, 1999).  

 More specifically, the aim of this study are to identify 

whether credit risk (i.e.: non-performing financing ratio, 

financing loss coverage ratio and debt ratio) have a significant 

effect to the bank’s performance. 

Based on the study problem and its objectives, the 

hypotheses can be formulated as follows: 

 

Ho: The credit risk management effects on financial 

performance (expressed by ROA) of the CIMB Islamic Bank. 

 

Subset hypothesis: 

Ho1: The non-performing financing significantly effects on 

bank’s financial performance. 

Ho2: The financing loss coverage effects on bank’s financial 

performance. 

Ho3:  The debt ratio significantly effects on bank’s financial 

performance 

 

On the whole, the study is divided into five sections. 

Section one deals with the introduction of the study; section 2 

contains the review of relevant literature; section 3, focuses on 

variables, model and estimation technique. Section 4 provides 

the findings and major results and section 5 concludes the 

research work with useful policy recommendations. 

 

II. LITERATURE REVIEW 

The rapid and dynamic changes in the global financial 

landscape pose various risks to banking institutions such as 

credit, liquidity, operational and market risks. The survival and 

success of financial organization depends critically on the 

efficiency of managing these risks (Khan and Ahmed,2001). 

Risk is inherent in all aspects of commercial operation and 

financial especially for banks and financial institutions. 

Credit risk is an essential factor that needs to be managed 

by banks or financial institutions since the performance of a 

bank is depends on how well it manages the risks. This is 

because the weak credit risk management practiced and poor 

credit quality continue to be a dominant cause of bank failures 

and banking crises worldwide (Mohd Ariffin et al, 2007). 

Normally, a bank fails when its cash inflows from repayments 

of credits, sale of assets in place and mobilization of additional 

funds fall short of its mandatory cash outflows, deposit 

withdrawals, operating expenses and meeting its debt 

obligations (Khan and Ahmad, 2001). 

 According to Elgari (2003), conventional banks face 

credit risk in almost all of their operations, because the 

relationship between the banks and those who transact with 

them is that of a debtor with a creditor in all cases. Islamic 

banks also face this form of risk in most of the modes of 

financing that they use such as murabahah, where the 

fundamental form of risk in all these contracts is credit risk 

(Elgari, 2003). 

There are various ways to measure the bank performance. 

Financial ratios are found to be the most generally used 

methods. Financial ratios allow us to analyze and interpret the 

banks financial data and accounting information which provide 

us a deeper understanding on a bank financial situation and 

help us to evaluate the bank performance. There are many 

financial ratios that can be used to assess bank profitability 

performance. The previous studies suggested financial ratios 

such as returns on assets (ROA), returns on equity (ROE), and 

net interest margins (NIM) are the common used indicator. 

The process of assessing the quality of bank credit and its 

impact on the bank’s financial condition is critical since most 

banking assets are loans and advances. In fact, extensive 

empirical research has been carried out to analyze the 

relationship between credit risk and bank’s performance. 

Athanasoglou et al. (2008) found that credit risk negatively 

affects the performance of conventional banks for a panel of 

Greek banks covering the period from 1985 to 2001. Similarly, 

Tafri et al. (2009), in their examination of the impact of 

financial risks on the profitability of Malaysian commercial 

banks for the period of 1996-2005, using panel data regression 

analysis of generalized least squares, showed that credit risk 

has a negative and significant impact on ROA and ROE for 

both conventional banks and Islamic banks. 

In addition, Felix and Claudine (2008) also suggested that 

bank profitability is inversely related to the ratio of non-

performing loan to total loan on their study on the influence of 

credit risk management on bank performance. According to 

Said and Tumin (2011) credit risk and operating expenses 

have respectively a negative impact on Malaysian and Chinese 

banks performance. They analyzed the relationship between 

performance and financial ratios of commercial banks in 

Malaysia and China by using some internal factors, their 

results suggest that credit risk and operating expenses affect 

negatively the performance of banks in both countries in the 

case of ROA however, this is different in the case of return on 

equity ROE. 

A study by T. Fauziah Hanim (2009) aimed to analyse the 

relationship between financial risks and profitability of 

conventional and Islamic banks in Malaysia. They used panel 

data from 1996 to 2005. Meanwhile, the proxies for bank 

profitability in the study are return on equity (ROE), return on 

assets (ROA), and net interest/income margin (NIM). Whereas 

the independent variables are liquidity risk, credit risk, interest 

rate risk, interaction between credit risk and interest rate risk, 

off balance sheet activities, bank size, bank capital, lagged of 

ROA or ROE, and GDP growth. The study concluded that 

credit risk has significantly effect on return on asset and return 

on equity of the banks. They believed the outcome might be 

due to the more that banks are exposed to high risk loan, the 

higher the non performing loan and this eventually results in 

the decrease of conventional banks’ earnings 

Alper and Anbar (2011) examined the determinants of 

banks profitability in Turkey over the time period from 2002 

to 2010 where the bank profitability is measured by return on 

assets (ROA) and return on equity ROE), while credit risk is 

measured by loans to total assets and loans under follow-up to 
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total loans. They found that the ratios of loans/assets and loans 

under follow-up/total loans are found to have negative and 

significant impact on profitability. 

Meanwhile, Imad Z. R. (2011) investigated the bank-

specific determinants of Jordanian Islamic banks’ profitability 

by employing unbalanced panel data linear regression model. 

The study used profit margin and return on assets (ROA) to 

express the profitability of banks. The result from this study is 

credit risk has positive impact on Islamic banks’ profitability. 

In other words, if Islamic banks increase its exposure to credit 

risk, the higher is its profit.  

Kayode, O. F et. all (2015) investigates the impact of credit 

risk on bank’s performance in Nigeria through a panel 

estimation of six banks from 2000 to 2016 by using the 

random effect model framework. They found that credit risk is 

negatively and significantly related to bank performance that 

measured by return on assets. 

III. MODEL AND DATA 

a. Data and Variables 

This research aims at investigating the effect of bank’s risk 

management on financial performance of the CIMB Islamic 

bank. Secondary data were collected from Fitch-connect. 

Additionally, for which data that are not available in Fitch-

connect, the quarterly and annual reports of the CIMB Islamic 

bank were used to analyze for the study period of Q12008 -

Q22016. The ordinary least square regression model was 

employed to estimate the effect of credit risk. on the bank’s 

financial performance. 

The dependent variable used in this study is ROA. 

Theoretically, ROA is used to represent the bank’s financial 

performance since ROA is the most comprehensive accounting 

measure of a banks’ overall performance. ROA is defined as 

the net income over total asset whereby ROA measures the 

bank profits earned per dollar of assets. Therefore, in order to 

determine the impact of the CIMB Islamic Bank’s risk 

management practices on the bank’s performance, a simple 

linear regression is used and will be discussed in the next 

section 

Credit risk refers to the probability of loss due to a 

borrower’s failure to make payments on any type of debt. 

Based on previous researches, three independent variables 

were selected as the credit risk indicators. One of the main 

indicators that can measure a bank’s credit risk has always 

been the NPF ratio as the loan ceases to generate income for 

the bank (Choudhury & Adhikary, 2002 and Woo, 2000). And 

thus, the expected sign for the NPF to bank’s performance is 

negative, since the lower the NPF the better the performance 

for bank as the lower the NPF ratio, the more income the bank 

will generate from giving financing. Secondly, as NPF 

measures the financing portfolio quality, FLCR is used as a 

signal of the bank’s financial strength (Ahmed et al., 1999; 

Kanagaretnam et al., 2005) which means, the higher FLCR 

ratio, the better will be the bank’s performance. Hence, 

positive sign is expected from this variable. Thirdly, the DEBT 

ratio measures the total loans as percentage of total assets. The 

higher the DEBT ratio indicates the bank is loaned up and its 

liquidity is low where the higher the ratio, the more risky a 

bank to be higher defaults (Chakraborty, 2010). Therefore, 

negative sign is expected from this variable. 

 

b. Model and Estimation 

To empirically estimate the relationship between the 

impacts of risk management practices on the financial 

performance of CIMB Islamic Bank, an ordinary least square 

(OLS) regression is opted. The banking performance function 

can be expressed as: Bank Performance = f (credit risk) which 

can be modelled into:  

 

 ROA = β1 + β2NPF + β3FLCR+ β4DEBT + Dummy+ ε ….                                                                      

 

where 

ROA = Return on asset 

NPF = Non performing financing 

FLCR = Financing loss coverage ratio 

DEBT = Debt ratio 

Dummy = Present of outliers 

βi ( i =1,…,4) = Coefficients of the variables 

ε = Error term 

 

IV. ESTIMATION RESULTS 

a. Model Evaluation 

This research applies the econometrics analysis approaches 

in determining the effect of credit risk management on the 

bank’s financial performance during the time period Q1 2008 

– Q3 2016. The statistical program E-Views is applied in order 

for the results to be computed. Table I below show the 

Ordinary Least Square (OLS) Result for the effect of CIMB 

Islamic bank’s credit risk on its return on asset (ROA). 

 
TABLE I: 

OLS ESTIMATION RESULT ON CIMB ISLAMIC BANK’S CREDIT RISK 

ON ITS ROA 

 Variable  Model  1 

Constant  -6.908920 

  (0.0000) 

LNPF  -0.418461 

  (0.0068)** 

LFLCR  -0.125358 

  (0.0007)** 

LDEBT  0.236387 

  (0.0657)* 

Dummy  0.41198 

  (0.0000)** 

Number of observations  34 

F statistics  17.19295 

Prob (F statistic)  0.000000 

R squared  0.703391 

Note: *, ** indicates 10% and 5% significant levels 
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Various diagnostic tests were done to ascertain the 

proposed model does not violate the assumptions of the OLS 

regression as discussed innext section. 

V. DIANOGSTIC TESTING 

a. Error Term Normality 

Jarque Bera test is conducted to inspect the normality of 

error term of residuals. This test examines the potential 

existence of non-normality of error term of the regression. The 

null hypothesis is that the error term is normally distributed. 

Therefore, if the result indicates that the null hypothesis is 

rejected, it means that there is a problem of normality with 

error term. Results of Jarque-Bera test for proposed model 

indicate the value of Jarque Bera is 2.370649 and its 

associated p-value is 0.305647. This implies that the null 

hypothesis cannot be rejected at any significance level. 

Therefore, one may not infer that the error term has normality 

problem. Hence, assume results of regression analysis for 

Model 1 are free from normality error 

 

b. Model Mis-Specification 

Ramsey RESET test was run in order to determine any of 

mis-specification in Model Table IIindicates the result of the 

Ramsey RESET test. 

 
TABLE II: 

RESULT OF THE RAMSEY RESET TEST FOR MODEL  

 Value     Probability 

t-staistic 0.065478 0.9483 

F-statistic 0.004287 0.9483 

 

c. Auto Correlation 

The error term at one date can be correlated with the error 

terms in the previous periods that can cause autocorrelation 

that will violates the OLS assumptions. Therefore, Breusch-

Godfrey Test for Serial Correlation is conducted. 

 
TABLE III: 

 RESULT OF THE BREUSCH-GODFREY TEST FOR SERIAL 

CORRELATION 

Variable    Obs R2     Prob. Chi-Square 

Model 1 (ROAA) 4.730137 0.0939 

 

Table III indicates the result from the test for serial 

correlation. The null hypothesis which states that there is no 

evidence of the presence of serial correlation cannot be 

rejected due to the fact that the probability value of the chi-

square calculated is not significant at 5% level. 

 

d. Heteroskedasticity 

Heteroskedasticity occurs when the variance of error term 

is not constant. Presence of heteroskedasticity violates the 

assumptions of OLS. Therefore, Breusch Pagan Test is 

conducted to investigate the potential of heteroskedacity in 

estimation model. The null hypothesis is the error term is 

homoscedastic and the alternative hypothesis is the error term 

is heteroskedastic. The empirical result indicates that there is 

no heteroscedasticity within the model since the probability 

value of the Chi-square statistic is not statistically significant at 

any level as in Table IV. 

 
TABLE IV 

RESULT OF THE BREUSCH-PAGAN TEST FOR 

HETEROSCEDASTICITY 

Variable     Scaled Explained     Prob. Chi-

Square 

Model 1 (ROA)  1.727447  0.7857 

 

e. Structural Stability 
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Fig. 1: Structural Stability of Proposed Model  

 

Based on Figure 1, graphically the blue line is in between 

the confidence interval. Thus, the hypothesis null is the model 

is stable cannot be rejected. Hence, it can be concluded that 

the parameters in proposed model are stable. 

 

VI. RESULTS AND DISCUSSION 

In this section, the regression result of Model where ROA 

as dependent will be discussed thoroughly in reference to 

Table I. Based on the coefficients values in the Table IV, the 

regression equation of the financial performance measured by 

return on assets will be written as follows: 

 

 
When the financial performance measured by ROA, the 

hypotheses test shows the following results: 

1.   There is significantly negative effect of non-

performing financing/Gross financing ratio on the 

bank’s financial performance as expected since p-

value is less than 1%. This means, if the non 

performing financing increased by 1%, it will 

decrease ROA by 0.42% 

2.   Besides that, financing loss coverage ratio, (LFCR) 

has a significant negative effect on the bank’s 

financial performance. This means, if the financing 

ROA = -6.908920 - 0.4182NPF -0.1253 LFCR + 

0.2364DEBT+ 0.4111DUMMY 
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loss coverage ratio increased by 1%, it will decrease 

ROA by 0.13% since p-value is less than 1%. 

 

On the other hand, there is significantly positive effect of 

the debt ratio on the bank’s financial performance at 10% 

significance level which tells that an increase of debt will 

increase the return on assets by 0.24%. 

VII. CONCLUSIONS 

This study investigates the effect of credit risk that was 

measured through non performing financing, financing loss 

coverage ratio and debt ratio on CIMB Islamic Bank return on 

asset. It is hypothesized that these variables have influential 

relationship. Using the statistical method of multiple 

regression analysis, these hypothetical relations were 

examined. Results indicate that the model is statistically fit. In 

other words, change in these variables can cause change in the 

return on asset of the bank. Results support statistically 

significant relationship between credit risk indicators and 

return on asset of CIMB Islamic Bank. Dummy variable is 

added to omit the presence of outliers in the proposed model. 

Based on the empirical result, Based on the results of the 

empirical analysis, financial risk and performance have a 

significant influence on each other. 

 

REFERENCES   

Ahmed, A., Takeda, C., & Thomas, S. (1999). Bank loan loss provisions: a 

reexamination of capital management, earnings management and 

signaling effects. Journal of Accounting and Economics, 1-25. 

Athanasoglou, P.P., Brissimis, S.N. & Delis, M.D. (2008). Bank-Specific, 

Industry-Specific and Macroeconomic Determinants of Bank 

Profitability, Journal of International Financial Markets, Institutions and 

Money, 18 (2), pp. 121-136. 

Cebenoyan, A. and Strahan, P.E., 2004. Risk management, capital structure 

and lending at banks. Journal of Banking and Finance, 28(1), pp.19-43. 

Choudhury, T., & Adhikary, B. (2002). Loan Classification, Provisioning 

Requirement and Recovery Strategies: A comparative Study on 

Bangladesh and India. Seminar Paper, Bangladesh Institute of Bank 

Management. 

Chakraborty, I. (2010). Capital structure in an emerging stock market: The 

case of India.Research in International Business and Finance, 24(3), 

295–314. 

Drzik, J., 2005. New directions in risk management. Journal of Financial 

Econometrics, 3(1), pp.26-38. 

Elgari, M.A., (2003). Credit Risk in Islamic Banking and Finance. Islamic 

Economic Studies 10 (2), 1-25 

Errico, L., & Sundararajan, V. (2002). Islamic financial institutions and 

products in the global financial system: key issues in risk management 

and challenges ahead (Vol. 2): International Monetary Fund. 

Fatemi, A. and Fooladi, I., 2006. Credit risk management: a survey of 

practices. Managerial Finance, 32(3), pp.227-233. 

 

 

 

 

 

Felix, A.T. and Claudine, T.N. (2008). Bank Performance and Credit Risk 

Management, Unpublished Masters Dissertation in Finance, University 

of Skovde.  

How, J. C. Y., Karim, M. A. & Verhoeven,P. (2005). Islamic Financing and 

Bank Risks: The Case of Malaysia. Thunderbird International Business 

Review, 47(1), 75-94. 

Kaaya, I., & Pastory, D. (2013). Credit Risk and Commercial Banks 

Performance in Tanzania: a Panel Data Analysis. Research Journal of 

Finance and Accounting, 4(16), 2222–2847. 

Kayode, O. F., Obamuyi, T. M., Ayodeleowoputi, J., & Ademolaadeyefa, F. 

(2015). Credit Risk and Bank Performance in Nigeria. IOSR Journal of 

Economics and Finance Ver. II, 6(2), 2321–5933. 

https://doi.org/10.9790/5933-06222128 

Khan, T. and Ahmed, H. (2001), “Risk management: an analysis of issues in 

Islamic financial industry”, Occasioanal Paper No. 5, Islamic Research 

and Training Institute, Islamic Development Bank, Jeddah. 

Oluwafemi, A.S., Adebisi, A.N.I., Simeon, O. and Olawale, O., 2013. Risk 

management and financial performance of banks in Nigeria. IOSR 

Journal of Business and Management, 14(6), pp.52-56. 

Tafri, F.H., Hamid, Z., Meera, A.K., Omar, M.A. (2009). The Impact of 

Financial Risks on Profitability of Malaysia Commercial Banks: 1996-

2005, International Journal of Social, Human Science and Engineering, 

Vol. 3 (6), pp. 268-282. 

T. FauziahHanim, H. Zarinah, M. M. Ahamed Kameel, and O. MohdAzmi. 

(2009). “The impact of financial risks on profitability of Malaysian 

commercial banks: 1996-2005,” International Journal of Social and 

Human Sciences 3, pp. 807-821. 

Said and Tumin. (2011) Performance and Finance Ratios of Commercial 

Banks in Malaysia and China. International Review of Business Research 

Papers. Vol. 7. 2. March 2011. Pp. 157-169 

Z. R. Imad. (2011). “Bank-specific determinants of Islamic banks 

profitability: an emperical study of the Jordanian market,” International 

Journal of Academic Research, vol. 3, no. 6, pp. 73-80, 2011.

 

 

 

 

https://doi.org/10.9790/5933-06222128


 

  P 

 

 

34 

 

 

 

Proceeding: International Social Sciences Academic Conference (ISSAC 2017)                                           23-24 August 2017 

Jakarta, Indonesia 

 

 “Kalam Suruhan Surah Al-Baqarah (KALAM)” 

Android Application: 21st Century M-Learning 

Medium in Islamic Sciences 
 

Nuril Ham Al Hafizah Zaharia*, Sharifah Norshah Bani Syed Bidina,  Syadiah Nor Wan 

Syamsuddinb 

 

a Faculty of Islamic Contemporary Studies, Sultan Zainal Abidin University (UniSZA), Gong Badak Campus, 

21300 Kuala Terengganu, Terengganu, Malaysia 
b Faculty of Informatics and Computing, Sultan Zainal Abidin University (UniSZA), Tembila Campus, 22200 

Besut, Terengganu, Malaysia 

 

 

 

Abstract— The rapid development of information and 

communication technology (ICT) today has led to changes in the 

teaching and learning patterns  in the education sector. Mobile 

learning (m-learning) which is self-learning education that is based 

on mobile technology as an educational tool is gaining momentum 

among teachers and students. An app that is accessible through 

mobile technology are booming with the advent of a variety of apps 

including Islamic science apps. This study is to introduce an android 

app named Kalam Suruhan Surah Al-Baqarah (KALAM). This app is 

about Al-Qur’an interpretation of commandment verses in Chapter 

Al-Baqarah related to six chapters, namely Faith (Akidah), Worship 

(Ibadah), Property (Harta), Honor (Munakahat), Manners and Food 

(Adab dan Makanan) and Jihad and Crime (Jihad dan Jenayah). It 

aims to provide exposure on its function and usefulness as the 21st 

century m-learning medium in Islamic sciences, especially in the field 

of Al-Qur’an interpretation. The study of this app is also expected to 

give benefit and ideas to the other researchers in developing more 

Islamic science apps in order to ensure the Islamic knowledge is on 

the rise as well as the other field. 

 

Keywords—ICT, education, m-learning, app.  

I. INTRODUCTION 

HE development of information and communication 

technology (ICT) has give an impact to the educational 

sector (Norliza, 2013). The impact of ICT development 

can be seen in three stages, namely the replacement phase, 

transition phase and phase of change. The replacement phase 

is the phase where teacher used ICT as the teaching aids 

without changing the teaching method. ICT is used as a tool 

that can stimulate changes to new teaching methods in a 

transition phase. While, in the phase of change, the use of ICT 

involves a fundamental change in the role of students and 

teachers in teaching and learning (Willems, Stakenborg, & 

Veugelers, 2000). 

Today's technological advancement makes knowledge 

accessible and every information can be achieved easily 

without time and place constraints. Then, a new teaching and 

learning method,  namely  e-learning (Electronic Learning) 

was established. E-learning is an online learning process 

through internet such as forums, blogs and websites (Aliff & 

Mohd, 2013). Then, the education system has undergone 

another evolution in educational technology when m-learning 

(Mobile Learning) was introduced to improve the level of 

teaching and learning (Norliza, 2013). M-Learning is a self-

learning tool that uses mobile technology such as smartphones, 

personal digital assistants (PDA), Palm Talk, tablets and 

others (Wagner, 2005). Thus, the learning process is no longer 

in the classroom setting, but it is more just-in-time, just-in-

case, on-move and on-demand (Traxler, 2007). 

An app that is accessible through mobile technology is 

increases hand in hand with the advent of mobile app designers 

in creating diverse forms of apps like entertainment, games 

and social networking app. This progress has also contributed 

to the change in the way Islamic knowledge is delivered. Surat 

Yusuf with Tafsir (2015), Juz Amma + Translation (2016), and 

The Holy Quran Full 60 Hizb MP3 (2016) became a platform 

for Islamic knowledge development in the field of the Al-

Qur’an. 

The android app Kalam Suruhan Surah Al-Baqarah 

(KALAM) is an Al-Qur’an interpretation app in Malay 

language that can be accessed  through a smartphone that uses 

the Android platform. This app contains selected 

commandment verses in Chapter Al-Baqarah and it is 

categorized into six chapters, namely faith (Akidah), worship 

(Ibadah), property (Harta), honor (Munakahat), manners and 

food (Adab dan Makanan) and jihad and crime (Jihad dan 

Jenayah). There are related topics in each chapter and it 

contains audio reading from Misyary Rashid Al-Afasy and 

T 
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Abdul Rahman Al-Sudais, verse translation from Tafsir 

Pimpinan Ar-Rahman kepada  Pengertian Al-Qur’an, and the 

interpretation of verses from two categories of Al-Qur’an 

interpretation which is Tafsir Ibnu Kathir and Tafsir Al-

Thabari from Tafsir Bi Al-Ma'thur category, and Tafsir Al-

Maraghi from Tafsir Bi Al-Ra'yi category (Yuni, 2014). 

Besides, Tafsir Al-Maraghi was is also used in the 

Vocabulary Section. In order to meet the attractive and 

interactive concepts in this app, vocabulary-related quizzes are 

created to refresh the user’s understanding of the Arabic 

vocabulary. This app is an offline mode, which does not 

require an internet connection. This type of feature helps users 

to access it at any time without any hassle. 

II. OBJECTIVE 

This article aims to explain the function of Kalam Suruhan 

Al-Baqarah (KALAM) app as an alternative medium of m-

learning of the Islamic sciences in the 21st century. 

 

III. LITERATURE REVIEW 

The presentation of the Al-Qur’an knowledge is evolving 

according to time. With the rapid development of  ICT, 

information can be received more quickly by using computers 

with internet access (Chuah, 2013). Now, information can also 

be obtained quickly only by using mobile technology such as 

smartphones (Nurkaliza, Hailruddin, & Rafiza, 2015). 

Various smartphone apps are specially designed to make it 

is easy for users to connect with their friends, surf the internet, 

create file management, organize schedules, create simple 

documents and entertainment programs (Aliff, Mohd, & 

Surina, 2014). There are more than 500 types of Al-Qur’an 

android apps comprising multiple languages, types, functions 

and designs. The apps that available in the market in the year 

2013 are Quran Bahasa Melayu, Quran-English Translation, 

and Khatm Quran. In year 2014, the Al-Qur’an apps is  

Terjemahan Quran Melayu, Al-Qur’an with English 

Translation and FeZilal Al-Qur’an. Then, on  year 2015 the 

Al-Qur’an apps that were uploaded to the market is MP3 

Bahasa Melayu, Holy Quran - 100+ Reciters and Surat Yusuf 

with Tafsir. Juz Amma + Translation, The Holy Quran Full 60 

Hizb MP3 and Colored Mushaf Tajweed with Reading Style 

Warsh are the apps that was  uploaded in the year 2016. These 

Al Quran apps are the interpretation app that uses Malay, 

English and Arabic language (Nuril, Sharifah, & Syadiah, 

2017). 

IV. DESCRIPTION OF “KALAM SURUHAN SURAH AL-

BAQARAH (KALAM)” APP 

Kalam Suruhan Surah Al-Baqarah (KALAM) is Al-Qur’an 

interpretation app of commandment verses in Chapter Al-

Baqarah. This app is an easy and quick reference to users to 

learn selected commandment verses in an interactive and 

attractive way. It is invented in Malay language aimed for 

users who understand Malay language.  

In addition, this app is an offline app (offline mode) for an 

easy access to all the users even without having the internet 

connection. The use of this app is not only limited to students 

only, but to individuals who want to explore the Al-Qur’an 

interpretation in the form of commandment verses. 

a. Design of Main Page 

Fig. 1 is the front page for the Kalam Suruhan Surah Al-

Baqarah (KALAM) app.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Fig. 1: Main Page 

 

The color used for background is a combination of dark 

green and light green to give a cool view when the user uses it. 

A line is added to the background make it not too blank. The 

"KALAM SURUHAN" is in Jawi script using FS Diwany font 

type. While, "KALAM SURAH AL-BAQARAH" text use 

Times New Romans font type.  The button used is the default 

fixed button provided in Intel XDK. Text “MASUK” is using 

Arial font type with size of 12 and bolded. 

 

b. Design of Chapter and Topic 

Fig. 2 shows the color used for background is a 

combination of dark green and light green and it is added with 

a lens flare graphic effect to make the background color bright 

and shine. Islamic art is also added at the bottom of the 

background. The logo is placed on the top of the background 

and is minimized. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Fig. 2: Chapter and Topic 
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The button used is the default fixed button provided in 

Intel XDK. All text in the button is use Arial font type with the 

size of 12 and bolded. Button in the Topic Section is added to 

“well” which default wall is provided by the Intel XDK 

software to align the button position because of its long text. 

“UTAMA” icons are also added to allow this Topic Section to 

return to Main Page. 

 

c. Contents and Quiz 

The logo used in Fig. 3 are the same as in the Fig. 2. 

Background color is green and was added mosaic graphic 

effect .All text are using a font type Arial with the size of 16 

and bolded for the title. The text is inserted into the “well” to 

provide neat and compelling impacts. All images are in .jpeg 

format.  

This app is included with .mp3 audio format. The designed 

audio allow users to play, pause or stop, jump and mute 

according to their needs. To play, pause and stop, the user just 

needs to press the triangle icon. Whereas for jump, the user 

can draw a round  icon on the audio timeline and then press the 

triangle icon. To mute, users only need to press the speaker 

icon. Back button “KEMBALI” is also provided to make it 

easier for the user to return back to the Topic menu from the 

Content menu. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Fig. 3: Contents 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Fig. 4  Quiz 

 

For design in Fig. 4, it is same with the Fig. 3. The quiz 

questions are placed on the center of “well” while the answer 

options are set to justify. The send button “HANTAR” is red 

in color as a sign for users to press the button when all the 

questions have been answered. In this section, the answer will 

be calculated and score. If there are wrong answers, the actual 

answer will be shown. 

V. THE IMPORTANT  OF APP “KALAM SURUHAN SURAH 

AL-BAQARAH (KALAM)” TO EDUCATION 

Kalam Suruhan Surah Al-Baqarah (KALAM) is an app of 

Al-Qur’an interpretation developed through research and 

reasoning from four interpretation books  namely Tafsir 

Pimpinan Ar-Rahman Kepada Pengertian Al-Qur’an, Tafsir 

Ibnu Kathir, Tafsir Al-Thabari, and Tafsir Al-Maraghi. The 

translation of the Quran is referred to Tafsir Pimpinan Ar-

Rahman Kepada Pengertian Al-Qur’an because the 

interpretation is light and easy to understand and it is suitable 

as a translation. In the interpretation section, three 

interpretation books were used, namely Tafsir Ibnu Kathir, 

Tafsir Al-Thabari and Tafsir Al-Maraghi. Tafsir Ibn Kathir 

and Tafsir Al-Thabari are the interpretation that has been 

categorized as tafsir bi al-ma'thur, while Tafsir Al-Maraghi is 

under  the category of tafsir bi al-ra'yi. 

Tafsir bi al-ma'thur is the method of interpreting the verses 

of the Al-Qur’an with Al-Qur’an, the Al-Qur’an verses with 

the hadith of the Prophet Muhammad S.A.W, and the Al-

Qur’an verses with the opinion of the companions (sahabah) 

and even tabi'in opinion according to some of the scholars 

(ulama’) (Anwar, 2001). While tafsir bi al-ra'yi is the method 

of interpreting the Al-Qur’an verses based on reasoning and 

human thought. According to Muhammad Quraish Shihab, 

there are six famous tafsir bi al-ra'yi patterns today, which are 

literary pattern, philosophical and theological patterns, 

scientific patterns, fiqh patterns, tasawuf patterns, and social-

cultural patterns (Zaini, 2012). 

The purpose of using the two types of Al-Qur’an 

interpretation method in this app is to give a user an exposure 

to the patterns and diversity of the Al-Qur’an interpretation 

methodology that is available today. The commandment verses 

in this app are based on verbal expressions of fi’il amr, fi'il 

mudhari’  with preceded lam al-amr, isim fi'il amr, masdar 

substitute of fi'il, the news word bearing the meaning of 

command or request, and the word containing the words amar, 

fardhu, kutiba, 'ala which means command. This verses also 

includes the category of verses which indicates obligatory 

(wajib), circumcision (sunat), must (harus), educate (taadib), 

and threat (tahdid). 

Visual in education is an approach that can train the ability 

of a student to understand a new concept of learning with ease 

or even increase their level of understanding. The visuals in 

multimedia elements that has been applied in teaching aids are 

believed to be able to retain student’s memory longer than 

teaching aids which only has a static element (Seri, 2015). 

Therefore, this app comes with reciters audio, quiz, and 

multiple designs so users are keen to use iyt as self-directed 



 

  P 

 

 

37 

 

 

 

Proceeding: International Social Sciences Academic Conference (ISSAC 2017)                                           23-24 August 2017 

Jakarta, Indonesia 

learning that can be accessed anytime and anywhere. The 

Audio included will enable user to learn how to read the Al-

Qur’an texts, thus add a knowledge about how the difference 

in reading style of Al-Qur’an by that two reciters. 

VI. THE ADVANTAGE OF “KALAM SURUHAN SURAH AL-

BAQARAH (KALAM)” APP TOWARDS EDUCATION AND 

COMMUNITY 

This part is based on a survey conducted to test apps  

usability levels in the education field and community. The 

result shows that the majority of the users agreed that this app 

gives an advantages to them as shown in the  table below: 
 

TABLE I: 

THE APP ADVANTAGE TOWARDS EDUCATION AND 

COMMUNITY 

 

The Table I shows the mean of the app advantage towards 

education and community. The item measurement is based on  

Likert Scale 7, which have totally not agree, very not agree, 

not agree, not really agree, agree, very agree and totally very 

agree.  The mean range is between 6.25 and 5.96. It is shown 

that this app can be used in teaching and learning process, 

organized according to user-friendly index, suitable for users 

who understand Malay language and easier for users to find 

the desired interpretation. Users also agreed that this app 

meets the current demands of education by offering 

independent teaching and learning access. In a nutshell, based 

on the survey conducted, this app is accepted as a self-learning 

tool by the community.  

 

VII. CONCLUSION 

In conclusion, there are various apps of Islamic knowledge 

in the market that can be used as a m-learning. The Kalam 

Suruhan Surah Al-Baqarah (KALAM) app is one of the Al-

Qur’an interpretation app that can be used as the 21st century 

m-learning for users who understand Malay language. Its 

existence as an alternative m-learning enables users to 

understand the Islamic knowledge easily and quickly. 
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Abstract— Patient satisfaction is one of the key performance 

indicators of health care quality. It is increasingly being used to 

monitor the performance of health care organizations. Patient 

satisfaction is a highly desirable as outcome of medical care and may 

even be an element of health status itself. The patient’s expression of 

satisfaction or dissatisfaction is a judgment on the quality of doctor’s 

care in all of its aspect. Patient satisfaction can be achieved via many 

elements include patient-doctor’s communication. Patients may 

express their dissatisfaction with the doctor’s communication skills 

by complaining about the doctor or even by initiating litigation. As 

such, this paper aims to investigate the patient-doctor communication 

dimension which influence the patient’s satisfaction level in 

healthcare services. Using a questionnaire survey, a total of 50 

questionnaires were collected from the outpatient respondents in 

private clinics situated in Ampang, Selangor. The finding revealed 

that exchanging information and socio-emotional behavior have the 

significant positive relationship with patient satisfaction level. It 

shows that when patient understanding of information given to them 

it will significantly increase their satisfactions towards the overall 

services. Besides that, good socio emotional behavior of healthcare 

provider also significantly influences patient satisfaction towards the 

healthcare delivery given. However, the communication style of 

information being delivered is no significant relationship with patient 

satisfaction. It is believe that the physical non-verbal activity 

performed by the doctors doesn’t influence the patient’s satisfaction. 

 

         Keywords— Patient-doctor’s communication, patient 

satisfaction, healthcare service, communication 

I. INTRODUCTION 

ATIENT satisfaction is associated with compliance and 

willingness to continue receiving care from a particular 

physician (Rubin et al., 1993). Thus, evidence that patient 

satisfaction actually predicts provider choice suggests a 

pathway through which individuals naturally gravitate toward 

higher-quality care, despite the difficulties inherent in 

evaluating service quality (Finkelstein et al., 1999). Satisfied 

patients are also more likely to adhere the recommended 

treatment (Finkelstein et al., 1999) and less likely to sue for 

malpractice case (Stelfox et al., 2005). Yet, even though 

patients say they would consider charging hospitals in 

response to satisfaction information, nil of such intent 

translates into actual decisions (Boshoff and Gray, 2004; 

Sofaer et al., 2005). 

Many factors may influence patient satisfaction such as, 

waiting time to receive the medical care services (Camacho et 

al., 2006) , availability of convenience facilities in hospitals 

(Andaleeb, 1998)  and  doctor-patient communication or 

interaction(Gross et al.,1998; Mendoza et al., 2001; Anderson 

et al., 2007; Andaleeb et al., 2007). Waiting time to access 

health care may be associated with the patient’s socioeconomic 

background, as rich and influential patients may not tolerate 

even minor waiting time and apply pressure to receive early 

treatment (Okotie et al., 2008). On the other hand, poor 

patients may have to wait much longer to receive a treatment. 

Waiting time may also be associated with the time the patient 

arrives to register. It can be argued that if the treatment process 

is undertaken in a timely manner as perceived by the patients, 

it may result in increased satisfaction. However, if the process 

is delayed patients may become frustrated, thus reducing their 

satisfaction rating (Mendoza et al., 2001). Expectations of the 

patients, (Cho et al., 2004) service quality and patient 

satisfaction may also vary across different levels of the health 

care institutions. 

Patient satisfaction is crucial since it is the encounter part 

of the relationship between the customer which is patient with 

the clinic or physician. Delivering good services in term of 

communication during the clinical consultation indirectly will 

increase the loyalty of the patient to receive the same treatment 

at the same clinic again. Patients who value the relationships 

are more likely to stay loyal to their hospital (Kessler and 

Mylod, 2011). However, healthcare provider that fail to 

understand the importance of delivering service quality and 

customer satisfaction may be inviting a possible loss of 

patients (Andaleeb, 1998). In addition, quality is the main 

criteria every patient needs when receiving the treatment. 

However, quality is a broad thing that can be in term of 

services delivery, communication effectiveness, environment 

of the clinic and as well as many other factors that can affect 
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the overall perception of the patient towards the clinic.  

From these issues, the common problem encountered is 

communication and interaction happened during the clinical 

consultation in primary care setting. Patients experience during 

this session was important since this will be the benchmark to 

meet with the patient expectation and determine the patient 

satisfaction. These confirm that the patient and doctor 

relationship is greatly influenced by the interaction behavior of 

service providers (doctors) and boost patients’ confidence in 

their doctors (Gaur et al., 2011). Thus, the healthcare provider 

should focus on the exchanging information, socio emotional 

behavior and communication style used during the clinical 

consultation. Hence, this will be useful to determine whether 

the primary care in Malaysia is competent in establishing and 

maintaining effective health provider-patient communication 

in their practice. 

This paper discussed the patient’s weightage to any 

communication dimension that reflects their patient 

satisfaction to healthcare service holistically. This research 

was conducted at private clinics located in Ampang Jaya, 

Selangor.  

 

II.LITERATURE REVIEW 

2.1  Patient Satisfaction 

Patient satisfaction is important and crucial since it 

determines the loyalty and intention behavior of the patient. 

When customer feel satisfies with the service they receive, 

they started to become loyal towards the clinic. Patients who 

are satisfied with the service that they experience are likely to 

exhibit behaviors potentially beneficial to the long-term 

success of the healthcare provider (Ramsaran-Fowdar, 2005). 

As a result, it can generate profit for the clinic itself since they 

are able to attract many other possible customers to receive the 

treatment. The spread through 'words of mouth' from their 

current customer is more valuable. Satisfied patients are also 

more likely to adhere to recommended treatment and less 

likely to sue for malpractice (Stelfox et al., 2005). The 

relationship between patient satisfaction and clinic profitability 

is directly proportional to each other’s. Meaning that, the 

clinic able to generate more profit when they able to give a 

high degree of satisfaction towards their patient who is finally 

will come back to them for a high quality services.  

Generally, patient satisfaction is defined as the fulfillment 

of need and desire or expected by the patients who come visit 

the clinics or hospital to seek treatment and consultation from 

the physicians. Additionally, patient satisfaction is defined as 

an evaluation of distinct healthcare dimensions (Linder-Pelz, 

1982). It also may be considered as one of the desired 

outcomes of care and so patient satisfaction information 

should be indispensable to quality assessments for designing 

and managing healthcare (Turner and Pol, 1995). According to 

Andaleeb(1988), patient satisfaction enhances hospital image, 

which in turn translates into increased service use and market 

share. In addition, satisfied customers are most likely to 

exhibit favourable behavioural intentions, which are beneficial 

to the healthcare provider’s long-term success. Customers tend 

to express intentions in positive ways such as praising and 

preferring the company over others, increasing their purchase 

volumes or paying a premium (Zeithaml and Bitner, 2000, pp. 

176-181). 

 

2.2 Communication Dimension 

The aspect of communication that are information 

exchange, socio-emotional behaviour and the communication 

style during transferring the information through channels of 

communication.  

2.2.1 Exchange of Information 

The exchanging infomation are defined as the act of 

people, companies, and organizations passing information 

from one to another, especially electronically, or a system that 

allows them to do this. Additionally, according to Collins 

dictionary it defined as discussion that involves exchanging 

ideas and knowledge. In this study, information exchange is 

when communication occurs between patients and attending 

doctors who treat the patients at first place. 

According to Cambridge Business English Dictionary, 

exchanging info are defined as the act of people, companies, 

and organizations passing information from one to another, 

especially electronically, or a system that allows them to do 

this. Additionally, according to Collins dictionary it defined as 

discussion that involves exchanging ideas and knowledge. In 

this study, information exchange is when communication 

occurs between patients and attending doctors who treat the 

patients at first place. Patient satisfaction is really crucial in 

healthcare delivery because it will result either in term of  

tangible return or intangible return to the healthcare provider 

itself. Every person demand a good quality services from a 

healthcare provider in meeting their healthcare needs. Oliver, 

1997 ; Zeithaml and Bitner, 2000 stated, customer satisfaction 

is meeting the customer expectations of products and services 

by comparing with the perceived performance. If the perceived 

performance matches customer expectations of services, they 

are satisfied. If it does not, they are dissatisfied. Satisfaction 

occurs when the physician able to describe the current health 

condition of the patient and the patient itself understand with 

the consultation given when receiving the service deliver by 

the physician. When both of them are always exchanging 

information, they able to guarantee the healthcare delivery is 

being fully delivered to a higher extent. By means, when there 

are nothing confidential between patient towards a physician, 

the physician able to make a judgment about the current health 

status of the patient based on their experience and deliver what 

they capable of based on their expertise. 

Existing academic research has identified various factors 

that determine customer satisfaction in the healthcare industry. 

Urden (2002) highlighted that patients’ satisfaction are a 

cognitive approach, emotionally affected, and a patient's 
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subjective perception. Meanwhile, Crowe et al. (2002) pointed 

out that the interpersonal relationship between patients and 

healthcare provider is the most important determinant of 

customer satisfaction (Gill and White, 2009). The previous 

research has also been stated, with a good interpersonal 

relationship between patient and physician, it will develop a 

satisfaction which are very crucial in services delivery. A good 

interpersonal is achieved when the physician and patient able 

to share an information without having any difficulties. By 

means, both of them are understand one another and the 

patient have put a trust towards the physician. If this things 

happen, the patients surely has achieved their own satisfaction 

towards the service delivery. These results confirm that the 

patient and doctor relationship is greatly influenced by the 

interaction behaviour of service providers (doctors) and boost 

patients confidence in their doctors (Gaur et al., 2011). 

2.2.2 Socio-Emotional Behavior 

 Socio-emotional are defined as a process that consists of 

variations that occur in an individuals personality, emotions, 

and relationships with others during ones lifetime (Santrock, 

2007).  It is defined as of or pertaining to one’s personality 

which reflects through the feelings she or he expressed and 

through nonverbal movements and actions she or he showing. 

In the context of delivering services to patients, sometimes 

physicians are also dealing with their emotions. 

Socio-Emotional are defined as a process that consists of 

variations that occur in an individual personality, emotions, 

and relationships with others during one lifetime (Santrock, 

2007).  It is defined as of or pertaining to one’s personality 

which reflects through the feelings she or he expressed and 

through nonverbal movements and actions she or he is 

showing. In the context of delivering services to patients, 

sometimes physicians are also dealing with their emotions. 

Individuals feel unable to make choices about their 

treatments, with many feeling comfortable in being passive 

and leaving all potential decisions to the nurse or physician in 

charge (Gandjour, 2007; Puro, 1996; Shortell et al., 2007). 

service. This has a major influence on the behavior of the 

patient. The patient usually cannot understand the medical 

details of his or her treatment and he or she perceives that the 

technical competence of the medical provider is high (Cone, 

2007; Deming, 1986; Jones et al., 2007). Therefore, it is 

important to understand the importance of the entire health 

care delivery system, rather than simply the core medical 

service that the patient has been treated for, when correlating 

strategy with advances in technology.  The perception sharing 

behaviour of healthcare consumers is important for the 

hospital or clinic to recognize as it allows the achievements of 

the health care delivery system to be compared against the 

advancement of the technological core. 

Research has shown that, the time of admission a patient 

might express on his or her critical need to get rid of the pain. 

However, this same research has shown that, when discharged, 

this same patient will evaluate the service according to 

different other hospital factors like food, safety, noise, 

response time of the nurse, and competence of physicians 

(Leonardi et al., 2007; Juran, 1988). As explained, in technical 

surroundings patient will not complain when dissatisfied and 

will tolerate the problems that might occur in the complicated 

medical delivery system, if they receive a polite treatment from 

the staff. As a result, a review of patient feedback, when they 

are gathered, as well as what they mean is needed to more 

closely correlate hospital or clinics strategies with patient 

needs during a period of increased profit incentives. 

2.2.3 Communication Style 

Communication style is defined as is the way to share 

information with others. Although we all like to think that 

we're saying exactly what we mean, that's not always the case 

because we may be speaking with someone who uses a totally 

different communication style than our own. The differences 

might bring different meaning and perception. According to 

Norton(1996), there are nine communication style that are 

dominant, dramatic, contentious, animated, impression 

leaving, relaxed, attentive, open, and friendly. 

Patients’ perceptions on the quality of the healthcare they 

received are highly dependent on the quality of their 

interactions with their healthcare provider. Effective 

communication has four key ingredients which is all 

communication must be clear, concise and easily understood 

by the receiver, credible communication is also honest and 

complete. The connection that a patient feels with his or her 

physician can ultimately improve their health mediated 

through participation in their care, adherence to treatment, and 

patient self-management. A good communication was 

delivered with both non-verbal and verbal cues which are 

understand by the receiver. 

 In order to increase a high degree of interaction, both side 

need to use a same medium of communication which they can 

understand between one another. Moreover, the physician 

must also show an interest while describing towards the patient 

about their current conditions so that the patient able to 

translate the information wisely and follow what the physician 

suggested to them (Wolf.W.B, 1964)'. Communication is a 

process in which a message in the form of ideas, facts, ideas, 

values, attitudes and so on, or transferred from one vessel to 

individual, group and others like nurses with patients. These 

will result in patient satisfaction which the patient is satisfied 

by the concern shown by the doctor even they are not fully 

recovered. 

Specifically, a good communication with patients is 

important because it’s hard to communicate effectively in that 

situation. This is because they are sick and required more 

attention from the doctor. Merican,I et al (2006) view that an 

effective interaction will affect treatment by providing an 

accurate diagnosis and patient commitment treatment. 

Effective interaction is also the interaction that involves less 

conversation. So, it is crucial for the physician to use his/her 

ability and skills to describe towards the patient in a simple 

and easy way for them to understand for every treatment done. 
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By using a good communication style, both doctor and the 

patient will demonstrates a high degree of internal relationship 

where both of them understand one another. 

III.RESEARCH METHODOLOGY 

3.1 Research Design 

A study has been conducted through a distribution of 

questionnaire to a 50 respondents that randomly chosen among 

patient  in  private clinics located at Ampang Jaya, Selangor. 

Quota sampling technique was used since the number of total 

population of patients coming to clinics was not available. The 

inclusion criteria include, 18 years old above, Ampang Jaya 

citizenship and agree to participate. The exclusion criteria 

include patient that too ill to participate, patient who did not 

give consent and respondents who are not from Ampang Jaya.. 

A set of question was circulated to the patient after they 

receive treatment. The respondent fills in the questionnaire 

while being assist by the enumerator. The SPSS analysis has 

been done and looking at descriptive and correlation analysis. 

 

 

 
 

 

 

 

 

 

 

 

Fig. 1: Conceptual Framework 

IV. FINDINGS 

Below results explained on the demographic studies of the 

respondent as well as descriptive studies of the variable, the 

reliability of the data and the relationship between variables.  

4.1 Validity and Reliability analysis 

The pilot test was conducted to determine the reliability of 

the items in the questionnaire. The analysis was made by 

distributed 20 questionnaires to the outpatient from clinic in 

Puncak Alam area. The analysis result was show the value of 

Cronbach’s Alpha are achieved with .753. The dependent 

variable is reliable with the Cronbach’s Alpha value .718. 

4.2 Demography 

From the data for demographic section has shown that the 

higher age for the respondents that answering this 

questionnaire are between age 18 – 30 years old with N = 27 , 

percentage = 54%. For the lowest rate of age are from the 

range 31 – 40 years old N = 15, percentage = 30%. The 

remaining number of respondent was 8 respondents are 41 – 

50 years old. The gender analysis shows there is 24 male 

respondents with 48 % and 26 respondents with 52 % are 

female respondents. For the educational level, 20 respondents 

are with STPM/matrix/diploma, 16 respondents were 

degree/master graduated and 1 respondent with PhD status. 

62% of the respondents are working whilst 13% of them were 

on-going student. The balance 6% were retiree and not 

working each.. 

4.3 Descriptive 

Descriptive analysis was used to analyse the data of mean 

and standard deviation for each variables in this research. 

According to Sheridan (2013), the result of data analysis for 

descriptive analysis was helpful to generate overall results for 

the questionnaires. The study was conducted to find the 

relationship between patient-doctor communication and patient 

satisfaction.  

The Exchange of Information element contains ten 

questions which relates with the criteria. Based on the finding 

below, the statement of “Healthcare provider explained 

everything about name and cause of my illness” shows the 

highest mean (M=2.12, SD=.773). Meanwhile, the statement 

of “I will follow the healthcare provider’s advice because I 

think he/she is absolutely right” shows the lowest mean 

(M=1.72, SD=.757). The Socio-emotional Behavior element 

contains ten questions which relates with the criteria 

demonstrates by the doctor while delivering services. Based on 

the finding below, the statement of “Healthcare provider’s 

manner made me feel completely at ease” shows the highest 

mean (M=2.32, SD=.869). Meanwhile, the statement of 

“Healthcare provider treat me in a friendly manner and 

respect” shows the lowest mean (M=1.86, SD=.808). The 

Communication Style element contains ten questions which 

relates with the criteria of used by the doctor while delivering 

services. Based on the finding below, the statement of 

“Healthcare provider did not use body gesture or dull when 

talking to me” shows the highest mean (M=2.26, SD=0.777). 

Meanwhile, the statement of “Healthcare provider give me 

advice to stay healthy" shows the lowest mean (M=1.90, 

SD=0.909). 

4.4 Normality Test 

The normality test was done and there are skewness and 

kurtosis analysis, this analysis are considered as normal 

distribute if the result are zero (Hair, Hult, Ringle, and 

Sarstedt, 2014).  Skewness are being measure using scale +1 

and -1 by Hair, Hult, Ringle, and Sarstedt, (2014) and +2 and 

– 2 are measure scale from Cameron, (2004). 

4.5 Correlation 

Correlation was being analyzed between the 

communication dimension and patient satisfaction towards 

outpatient clinic service. A chi square test for interdependent 

or relatedness was analyze the relationship of the categorical 

variable between dependent variable, exchanging information 

between doctor and patient, socio emotional behavioral of the 

physician, and communication style of the healthcare provider 

and the independent variable that is patient satisfaction(during 
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Patient 

Satisfaction 

Exchange of Information 
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consultation with the provider).  

Based on the result, there is a relationship between patient 

exchange of information given to them and their satisfaction 

towards the overall services with the Pearson value is 63.294 

with significance value of 0.037 and hence this is significant. 

There is significant relationship between patient exchange of 

information given to them and their satisfaction towards the 

overall services. Based on the findings of the study, the results 

revealed that there is a significant between exchanging 

information with the influence of patient satisfaction. This may 

be due to the desire of the patient with their personal needs and 

they satisfied with the consultation they receive from the 

doctor. The effort of doctor to make patients understand about 

the disease also may contribute to this.  

The Pearson value for relationship between socio 

emotional behavior of healthcare provider and patient 

satisfaction towards healthcare delivery given is 43.876 with 

significance value of 0.049 and hence this is significant. There 

is significant relationship between good socio emotional 

behavior of healthcare provider and patient satisfaction 

towards the healthcare delivery given. Based on the findings of 

the study, the results revealed that there is a significant 

between socio-emotional behavior with the influence of patient 

satisfaction. Physically, doctor actions could improve patient 

trusted toward the consultation their receive and resulting 

patient satisfaction.  

However, the result shows for communication style is the 

Pearson value is 72.115 with a significance value of 0.072. 

Thus, there is no significant relationship between physician 

communication style with the patient and the effectiveness of 

information delivered about the treatment and services given 

to the patient. Based on the findings of the study, the results 

revealed that there is no significant relationship between 

communication styles with the influence of patient satisfaction. 

This may be cause by patient does not really aware on 

physician nonverbal action during the consultation.  

Most patients will recommend the clinic to others when 

they feel satisfied with the services at clinic. Patients trust the 

doctor through understanding during consultation. If doctor 

can make the patients trust them and could explain the disease 

to the patients, they will feel their desire toward information 

has been fulfilled. Furthermore, the patients will visit the clinic 

again in future as they feel satisfied with the services. 

V. CONCLUSION 

Through this research, it was found that the communication 

style is not important for the clinic’s service. The patient only 

emphasizes on the information exchange and socio-emotional 

behavior. This may be caused by the severity of the illness and 

the time duration spend with the doctor. Patient is always in 

sick condition when seeking service in clinics. Therefore, they 

need fast service and at the same time full loaded with illness 

information.  Patient might be taking the communication style 

as the important variable if they spend longer time together.  

Through this research the researcher has a few  suggestions 

to increase the patient satisfaction. At first, the patient must 

know their real health situation and must dare to ask question 

till they understand the health status. Physician must aware that 

not all patients could understand certain jargon words such 

used in medical terms. Therefore, physician must be able to 

translate the jargon words into simpler and easy to understand 

words. Physician must treat the patients with good verbal and 

nonverbal communication as patient is the one who pay for the 

treatment. Physician should treat the patients the best they 

could. Patient must alert on every details the physician spoken 

and action as that will enhance the quality of treatment given.  
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Abstract—When a hotel firm loses their existing customers, the 

organization needs to draw new customers. This is to maintain their 

market share in the industries. However, in order to attract and 

capture new customers, it may need higher cost on advertising and 

promotional activities. Brand preference is generally used to quantify 

the effect of brand equity that will lead to brand awareness and 

customers brand loyalty. Therefore, this research is conducted to 

investigate how corporate social responsibility (CSR) influence brand 

preference in the hospitality industry. The study involved three main 

variables to distinguish the effect of environment, society and 

stakeholders (CSR) base program on consumer brand preferences. 

This research is conducted at one of the hotel in Kuala Lumpur City. 

The scope of the research focusing on the impact of (CSR) programs 

towards consumer brand preference. The respondents are among the 

walk-in consumer the hotel. Result of the study found that there is 

significant impact of the three base (CSR) programs on consumer 

brand preference in the hotel industries. This study also built up a 

useful insight to the industry players and (CSR) research to gain 

knowledge on the importance of CSR programs in improves brands 

strength. 

 

         Keywords— Brand loyalty; brand preferences; corporate 

social responsibility 

I. INTRODUCTION 

OSPITALITY industry face difficulties in maintaining 

and increasing market share due to the rise of market 

competition. The escalating number of firms is attributed to 

extensive prospects in the industry. On top of that, it causes a 

lost to hotel firms owing to the decrease of sales, hence 

influences the revenue. Therefore, hotel firms need to 

implement new strategies to overcome these weaknesses. 

Strategy implementation method helps firms to achieve 

company’s goals and solve existing problems. An applicable 

strategy helps prepare firms in facing potential outcomes. 

When the hotel firm loses their existing customers, they 

need to draw new customers. This is to maintain their market 

share in the hotel industries. However, in order to attract and 

capture new customers, it may need higher cost on advertising 

and promotional activities. Besides that, the hotel firms may 

implement strategies to increase sales and their market share 

by decreasing the room rates and launch promotional 

campaigns, improve the facilities, the quality of the rooms and 

their customer services. 

Corporate social responsibility is one of the promotional 

campaigns that can help hotel firms increase their market 

share. According to David (2006), CSR is actions on the part 

of the firm that appear to advance, or acquiesce in the 

promotion of some social good, beyond the immediate 

interests of the firm and its stakeholders, which is required by 

the law. This CSR programs will make the firm be more 

responsible towards their products line and services. Most 

companies have practiced some forms of corporate social 

responsibility with the wide objective that contribute to the 

well-being of the communities and society. Corporate social 

responsibility (CSR) also is a concept whereby companies 

integrate social and environmental concerns in their business 

operations and in their interaction with their stakeholders on a 

voluntary basis (Commission, 2006). 

There are opinions discussed that corporate social 

responsibility (CSR) programs can generate profit to 

companies. Most of the companies believe that CSR can help 

them generate high sales and also improve profits.  According 

to Drucker (1984), business turns a social problem into 

economic opportunity and economic benefit, into productive 

capacity, into human competence, into well-paid jobs and into 

wealth. Some studies have been done to show there are no 

negative effects on firm profitability when they implement the 

CSR programs. There was a study has been done using the 

‘meta-analysis’ method by Marc Orlitzky, Frank L. Schmidt, & 
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Rynes (2003), it shows positive relationship between CSR 

programs and profits. This means CSR programs do not bring 

negative consequences to the firms, instead helps firms 

increase long term profits. 

 

II.  LITERATURE REVIEW 

 

2.1  Corporate Social Responsibility 

Corporate social responsibility (CSR) is a regular term in 

the corporate and social sector nowadays. It involves achieving 

commercial success in ways that honour ethical values and 

respect people, communities, and the natural environment 

(Clark, 2006). Besides that, corporate social responsibility 

(CSR) requires the company to expose their business operation 

that does not harm the natural environment, people and 

workplace. It also concerns the relationship between society, 

stakeholders and environment. Society and firms are reliant on 

each other. 

Businesses provide occupancies, products and taxes to 

society while society provides specialists or workers, 

purchasers and policies to the businesses. Business decision 

and social policies must be aligned for this to happen (Porter 

& Kramer, 2006). On the other hand, doing business with 

companies with good CSR reputations encourages ‘first 

choice’ decision by customers. 

Hotel firms need to strategize their CSR programs in order 

to gain benefits from the program. Most of the top ten hotel 

firms as stated by the Hotels Magazine (Official Publication of 

the International Hotel and Restaurant Association), 80% of 

the hotel firms give charitable donations to the society and 

40% have mentioned social responsibility as a part of their 

firm’s mission statement. 

A good CSR programs also will help hotel firms to reach 

their goals and objectives. Providing care and attention to the 

society through CSR programs can increase the customer‘s 

purchase intentions towards the brand of the hotel and is also 

capable in attracting more customers. Morale also may 

increase if employees become involved in meaningful 

corporate volunteer programs, which can increase job 

satisfaction, which, in turn, can decrease turnover (Lantos, 

2002). 

 

2.2  Environment Base (CSR) 

Companies need to focus on being more environmental 

friendly without giving negative impact on the natural 

environment such as water and air pollution, consumption of 

natural resources, accidents, ground damage, haze and 

generation of hazardous waste. 

In a survey by the International Hotels Environment 

Initiative, it was found that 90% of British, 70% of 

Australians, and only 30% of Americans believe the tourism 

industry is bad for the environment (Clark, 2006). However, 

most of the hotel firms nowadays take action by implementing 

strategies to avoid the rise of environmental issues. For 

example, some of the hotel firms purchase various green 

products from supplier as decoration for their hotel to exhibit a 

greener environment. This is to address the issues of tourists 

and local people in securing greener environment. By doing 

CSR activities that is related to the environment, it reduces 

expenditure, attract new clients and preserve natural habitat 

which is a significant part of the tourism industry. 

Lessening the utilization of vitality and raw materials and 

limiting the emissions of waste from the production process 

are key contributions that firms can make in order to handle 

ecological difficulties confronting the world. Firms who 

undertook an environmental CSR initiative experienced a 

significantly positive effect on consumer’s purchase preference 

(Mohr & Webb, 2005). It is because customers prefer to 

purchase a product or service from firms who practice eco-

friendly programs in their production. 

 

2.3  Society Base (CSR) 

Most of the firms have their own strategy to attract 

customer’s purchase preference. One of the strategies is to be 

involved with the local communities by implementing CSR 

programs through ethical and society friendly business. 

According to Forbes (2010), corporate social responsibility 

works in two ways. The firms give back to society and in 

return people are aware of the company who contributes the 

most, hence cater to their products and services. It benefits 

both societies and firms. CSR programs include a range of 

activities, for example, working in association with the local 

communities and creating good relationships with employees, 

customers and locals. 

Society will gain jobs opportunities and the firms will have 

a source of its workforce thus benefits the consumer through 

products and services. Besides that, CSR activities that address 

social issues could predispose people to a more positive 

impression of the business (Murray & Vogel, 1997). To 

support this statement, an experiment was conducted using 293 

undergraduate students. It concluded that corporate 

philanthropy activities increase corporate brand association 

(Ricks, 2005).  

By using word-of-mouth, they are able to spread positive 

news and information about a firms’ product and services 

which leads to brand awareness among consumers. CSR 

programs need to be done sincerely as it strengthens the firms’ 

brand image towards society. For example, during tsunami in 

Phuket, Thailand. There were many firms and NGO’s who 

donated funds and sponsoring local public in term of food, 

water and clothes. This provides support to rebuild homes and 

schools. An effective CSR program with the society will give 

positive impact on the customers brand preference. 
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2.4  Stakeholders Base (CSR) 

Nowadays, there are many firms with complicated 

environment due to multiple stakeholders. Stakeholders are 

individuals or groups that have interests, ownership and rights 

towards an organization such as customers, suppliers, 

employees, shareholders, governments, non-governmental 

organizations (NGO) and the media. These groups can give 

benefits to the company towards achieving company mission 

and vision.  

Firms implement corporate social responsibility as they 

want to serve their stakeholders in ethical ways such as 

fairness and sincerely. The objective of implementing this 

strategy is to meet and exceed the expectation of all 

stakeholders.  In fact, CSR programs have potential to 

strengthen the relationship between firms and all stakeholders 

(Peloza & Shang, 2011). This is because CSR not only creates 

awareness among customers, but also establishes a strong 

relationship between company and its stakeholders. In fact, a 

successful firm is a firm that lays concerns and courtesy in 

maintaining good relationship between top management, 

workers, supplier and customers. Firms need to assign their 

corporate team to be in charge of CSR programs that includes 

investors, employees, public, community and their 

stakeholders. This is to solve all the potential legal issues 

regarding the firms’ brand.  

According to Creyer & Ross (1997), corporate ethical 

behaviours (mainly related to stakeholders) were favoured by 

customers and considered as an important factor when making 

a purchase decision.  This shows that corporate social 

responsibility and stakeholder’s engagement requires each 

other in order to gain the customers interest towards firm’s 

brand. 

2.5  Consumer Brand Preference 

Brand preference symbolizes as a significant or essential 

factor in understanding consumer selections. A firm needs to 

have better understanding on the consumers brand preference 

in order to build long term relationship with them. It is also 

easier for marketers to create better strategies to attract the 

existing and potential consumer. Consumers or purchasers 

seem to have high eagerness to pay for specific brands, even at 

the point when the choices are equally comparative. They are 

willing to pay for the brands that they are satisfied with, 

mainly on quality and performance of the product or services.  

The willingness to pay is also based on their experiences in 

the past. It refers to the behavioural tendencies reflecting the 

extent to which consumers favour one brand over another 

(Hellier, Geursen, Carr, & Rickard, 2003). Consumer will 

evaluate or identify the strength and weakness of the products 

from many brands before they decide to purchase it.  

Preferences play a role to ease customer’s choice by 

boosting their aims towards their favoured brand. According to 

Tomer (1996), he divided consumer preferences based on four 

types that is actual preference, meta-preferences, true 

preferences and unrestrained preferences.  

Firstly, actual preferences are the degree to which the 

consumer appreciates and develops the capacity to use certain 

goods. Secondly, meta-preference5.0s are one’s preferences 

about actual preferences that reflect the normative judgments 

of the higher-order self (meta-self). Thirdly, true preferences 

are a unique set representing what is really and truly the best 

for the person. Finally, unrestrained preferences are those that 

satisfy the lower or physical needs. For example, customers 

choose Ramada Plaza Kuala Lumpur rather than Boulevard 

Hotel and Pacific Regency Kuala Lumpur because of their 

great service and facilities, clean and beautiful rooms and 

friendly staff in the hotel. 

 

III.RESEARCH METHODOLOGY 

. 

3.1 Sampling Process 

 Non probability sampling is a sampling technique where 

the samples are gathered in a process that does not give all the 

individuals in the population equal chances of being selected. 

This study applies to use non-probability sampling design and 

convenience sampling will be using in this study as it is 

convenient and inexpensive to conduct. 

The targeted population are people in the hotel consist of 

100 respondents. A total sample size of 100 respondents will 

be chosen in order to complete the survey. According to Uma 

Sekaran (2003), sample size that larger than 30 and less than 

500 are appropriate for most of the research. Thus, the 

researcher will distribute the questionnaire to 100 respondents. 

The respondents selected will be required to answer the 

questionnaire given. 

 

 
 

 

 

 

 

 

 

 

Fig. 1: Conceptual Framework 

 

        

3.2 Questionnaire Design 

A questionnaire is used for survey purpose. The questions 

will be fixed alternative questions that are specific and straight 

to make it easier for respondents to answer. The questionnaire 

survey method makes it easier for the researcher to gather all 

the feedback and response from the respondents. Thus, the 

researcher will get the information accurately. 
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IV.RESULT 

 

4.1  Reliability Statistics 

CSR to Environment 

The result shows that the Cronbach’s Alpha for CSR to 

Environment (Independent Variable) is 0.776. The result also 

indicates this independent variable as a good. It is means the 

questionnaire about CSR to Environment is acceptable and 

reliable. 

 
CSR   to Society 

The result shows that the Cronbach’s Alpha for CSR to 

Society (Independent Variable) is 0.953. The result also 

indicates this independent variable as excellent. It is means the 

questionnaire about CSR to Stakeholders is acceptable and 

reliable. 

 

CSR to Stakeholders 

The result shows that the Cronbach’s Alpha for CSR to 

Stakeholders (Independent Variable) is 0.849. The result also 

indicates this independent variable as a good. It is means the 

questionnaire about CSR to Environment is acceptable and 

reliable. 

 

Brand Preference 

The result shows that the Cronbach’s Alpha for Brand 

Preference (Dependent Variable) is 0.841. The result also 

indicates this dependent variable as a good. It is means the 

questionnaire about Brand Preference is acceptable and 

reliable. 

Fig. 2: Reliability Statistic 

4.2 Hypothesis Testing 

CSR to Environment 

As a result in the Figure 3, it shows that significant value 

between CSR to Environment and Brand Preference is 0.000. 

Therefore, null hypothesis for CSR to Environment was 

being rejected. This is because CSR to Environment have a 

significant relationship with the Brand Preference in hotel 

industries.  

 

CSR to Society 

The figure below shows that significant value between 

CSR to Society and Brand Preference is 0.000. Thus, null 

hypothesis for CSR to Society was being rejected. This is 

because CSR to Society have a significant relationship with the 

Brand Preference in hotel industries. 

 

CSR to Stakeholders 

A result above shows that significant value between CSR 

to Stakeholders and Brand Preference is 0.008. This shows a 

null hypothesis for CSR to Stakeholders was rejected. The 

reason is because CSR to Stakeholders have a significant 

relationship with the Brand Preference in hotel industries.  

Fig. 3: Multiple Linear Regression Model Coefficients Analysis 

 

V.CONCLUSION 

5.1 CSR to Environment toward Brand Preference 

According to the result from SPSS, the hypothesis 

between CSR to Environment towards Brand Preference in 

hotel industries is accepted.  This is because the significant 

value is 0.000.  Therefore, the H0 is rejected.  On top of that, 

there is also a positive and significant relationship between 

CSR to Environment and Brand Preference.  

       Corporate Social Responsibility can be defined as a 

company’s sense of responsibility towards the community 

and environment (both ecological and social) in which it 

operates.  It involves achieving commercial success in ways 

that honour ethical values and respect people, communities 

and the natural environment (Clark, Corporate Social 

Responsibility: A Marketing Tool For Major Hotel Brands, 

2006).  

       According to Cheung (2009), implementing 

environmental CSR could benefit not only manufacturers but 

service providers with internal drivers (e.g. to meet corporate 

environmental policy or the parent company’s environmental 

guidelines) or external drivers (e.g. to communicate a 

“green” corporate image and thus enhance reputation).  

       There are some survey stated tourism industry is bad for 

environment. However, most of hotel firms implemented 

some strategies such as decorate their hotel surroundings 

with the green product to make the greenish environment.  

This is to avoid any issues arise regarding the environmental 

problems.  By doing that, it can help the hotel to attract new 

customers who love to stay in the hotel who apply the green 

environment. 

Variable Cronbach’s Alpha N of Item 

CSR to Environment 0.776 4 

CSR to Society 0.953 4 

CSR to Stakeholders 0.849 4 

Brand Preference 0.841 4 

Coefficients 

 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

  

B Std. Error Beta t Sig 

1 (Cons) -.041 1.911  -.022 .983 

 IV1 .333 .086 .319 3.896 .000 

 IV2 .403 .087 .386 4.640 .000 

 IV3 .224 .082 .214 2.726 .008 

Dependent Variable: DV 
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In support of the relation between CSR to environment 

and brand preference, firms who undertook an environmental 

CSR initiative experienced a significantly positive effect on 

consumer’s purchase preference (Mohr & Webb, 2005).  In 

order to gain customer brand preference, the hotel firms need 

to focus on their customer’s satisfaction.  When existing 

customer satisfied with the services of the hotel, they will 

prefer to maintain choosing or repeat purchase from the same 

hotel.  A company’s green (environmentally friendly) brand 

image was found to be positively associated with customer’s 

satisfaction (Chen, 2010). In conclusion, respondents agreed 

that good CSR programs related to environment will give  

positive impacts on the customers’ brand preference. 

 

5.2 CSR to Society toward Brand Preference 

According to the result from SPSS, the hypothesis 

between CSR to Society towards Brand Preference in hotel 

industries is accepted. This is because the significant value is 

0.000. Therefore, the H0 is rejected. On top of that, there is 

also a positive and significant relationship between CSR to 

Society and Brand Preference.   

Social Responsibility can be defined as those 

management philosophies policies, procedure and actions 

that have the advancement of society welfare as one of their 

primary objectives (Boones, 1984). In other words, CSR with 

respect to society refers to activity that contributes to 

society’s well being (Peloza & Shang, How can corporate 

social responsibility activities create value for stakeholders? 

A systematic review, 2011; Peloza & Shang, How can 

corporate social responsibility activities create value for 

stakeholders? A systematic review, 2011).   

The hotel firms need to have a close relationship with the 

society in order to gain their intention towards the hotel 

services. Corporate social responsibility to society will bring 

benefits to both, society and firms itself. The hotel will offer 

job opportunities to the society. Thus, the hotel firms 

received a source of workforce and also customers for their 

products and services. While for the society, there will be a 

decreasing of unemployment rate. According to Murray & 

Vogel (1997), corporate CSR activities that address social 

issues could predipose people to a more positive impression 

of the business.  

Word of mouth is one of the marketing tools that been 

used by the society to spread the good news about any 

products or services that can satisfy them. This is because 

society have a strong relationship among them. So this give 

an advantage to hotel firm who have positive relationship 

with the society in order to increase customer brand 

preference towards the hotel firms. Furthermore, it can help 

the hotel be well known among society or customer. In 

example, after the tsunami happen in Phuket, Thailand. Many 

firms engaged in CSR activities to help the local society in 

order to support them rebuilding any place such as house, 

hospital, schools and others that been damaged around the 

villages.  Those sincere and generous outreach activities 

significantly enhanced firm’s brand image and consumer’s 

evaluation (Henderson, 2007).  In conclusion, respondents 

agree a good CSR programs with the society will give a 

positive impacts on the customer brand preference.  

 

5.3 CSR to Stakeholders towards Brand Preference 

According to the result from SPSS, the hypothesis 

between CSR to Stakeholders towards Brand Preference in 

hotel industries is accepted. This is because the significant 

value is 0.008.  Therefore, the H0 is rejected.  On top of that, 

there is also a positive and significant relationship between 

CSR to Stakeholders and Brand Preference.   

Corporate social responsibility includes a company’s 

responsibility to act in ways that affect stakeholders 

positively and that go beyond its economic interest (Turker, 

2009). CSR activities have potential to strengthen the 

relationship between firm and all stakeholders (Peloza & 

Shang, 2011). In other words, CSR can be described as an 

action that hotel firms need to take in order to maintaining 

the good relationships with the stakeholders.   

Stakeholders can be in term of customers, suppliers, 

employees, shareholders and others who have rights towards 

an organization. All the programs that the hotel has done are 

to meet the expectation of their stakeholders.  

According to Creyer & Ross (1997), they found that 

corporate ethical behaviors (mainly related to stakeholders) 

were favored by customers and considered an important 

factor when making a purchase decision. This can be show 

from the hotel itself provide all the information about their 

products and services to the guests that come to the hotel. 

This can bring a satisfaction to the guests in the hotel.  

Besides that, the hotel also provides a healthy and safe 

working environment for their employees. All employees 

who satisfied with their working environment will do their 

task more efficient and effectiveness. Hence, they can help 

the hotel to attract new customers and remain existing 

customers to purchase the hotel products and services. In 

conclusion, respondents agree a good CSR programs that 

related to stakeholders will give a positive impacts 

on the customer brand preference. 
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