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Abstract. A small number of Muslims who use Syariah banks, indicating that there are
still many Muslim communities in Indonesia who do not understand the nature of Syariah
banks. The purpose of this research is to examine the effect of marketing communication
on the awareness and intention of customers of Syariah banks. This study used a survey
method with college student respondents in Bandar Lampung. The sample was taken using
non-probability sampling. Data analysis was performed using SEM. The results showed
that marketing communications able to provide information to students were advertising
(advertisements, brochures, signboards, and banners) and direct marketing (websites
Syariah bank). Marketing communication affects customer intention to use Syariah bank
products and awareness partially mediating the effect of marketing communication on
customer intention to use Syariah bank products. This research is important for
policymakers at Syariah banks to determine marketing communication strategies,
especially for millennials.

Keywords: Customer awareness, customer intention, marketing communication, Syariah
banks.

1 Introduction

Syariah banks are categorized as banks that have followed Islamic law because their
operational activities and products are developed based on the Qur'an and the hadiths of the
Prophet SAW. The increasing number of people who are aware of the halalness of a product
provides opportunities for Syariah banks to continue to grow a large number of Muslim
communities in Indonesia makes the opportunity for the development of Syariah banks in
Indonesia even greater. In 2015, the number of Syariah banking customers in Indonesia reached
more than 18 million customers [1]. When compared with the total population of Indonesia who
is Muslim, the number of customers of Syariah banks is only 10%. The disproportionate number
of Muslims with the number of users of Syariah banks indicates that there are still many Muslim
communities in Indonesia who do not understand the nature of Syariah banks. The role of the
government also greatly determines the growth of Syariah banks, given that the growth of
Syariah banks in Malaysia and countries in the Middle East cannot be separated from the role
of the government. The existence of an assumption that profit sharing is not different from
interest, banking products, and services that are considered to be still not good, as well as the
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existence of terms that use Arabic in Syariah banks, are some of the factors that cause a lack of
public interest in using Syariah bank products [2]-[4].

Several previous studies have shown the importance of marketing communication to build
awareness of Syariah banks, [5] shows that a lack of understanding of the principles of Islamic
finance makes consumers unwilling to use Syariah banking products if credit facilities are not
available, or if the bank shares the losses as large as the bank's profits. Research [6] shows that
imperfections in communicating bank products and services will lead to a low understanding of
Syariah banks and the uniqueness of Syariah banking products and services. Research
conducted by [7] shows that proper marketing and promotion of Islamic financial products and
services will help to increase the goodwill and reputation of Syariah banks. Research conducted
by [8] on the role of public relations to promote Islamic products globally shows that advertising
and activities are Corporate Social Responsibility important to be used by companies, while
public relations play a role in rectifying incorrect perceptions about Syariah banks products
globally.

Research on marketing communication at Syariah banks is very important considering that
there are still few studies that discuss marketing communication and its impact on consumer
awareness in Syariah banking. This research is useful for stakeholders to find out the most
effective marketing communications to educate the younger generation and increase their
awareness and understanding of Syariah banking products and services so that they are
interested in using Syariah banks. Lack of research on marketing communications can lead to
failure of Syariah banks to obtain additional funds from third parties/customers due to their lack
of understanding of Syariah banks, the slower growth of Syariah banks, low market share, a
poor image of Syariah banks, and unfamiliarity of the Muslim community with Syariah banks
which results in low intention to use Syariah banking services.

2 Literature Review

2.1 Marketing Communication

Marketing communication is a means for companies, directly or indirectly, to inform a
product, remind, and even persuade consumers about the products and brands being sold [9].
There is a debate about the use of advertising in Islam, advertising is generally considered
unethical because it describes something more than what it is [10]. The process of promoting
products in Islam is limited by certain sharia norms and principles. Communication through
advertisements and other promotional must be accurate and truly represent the product or service
being advertised, not coercive, and based on Islamic values [10]-[12].

Syariah banks can use television, radio, magazines, posters, banners, and even social media
to promote their products and services as a communication channel to build consumer
awareness. The responsibility of communicating Syariah banks can be carried out by mosque
imams by educating the public about banks that are following Islamic principles [11]. Syariah
banks can also use a marketing communication mix which consists of eight main models: (1)
advertising, (2) sales promotion, (3) events and experiences, (4) public relations and publicity,
(5) direct marketing, (6) interactive marketing, (7) word-of-mouth marketing, (8) personal
selling [13]. Research conducted by [14] on marketing activities carried out in the Syariah bank
industry in Indonesia shows that the more frequent advertisements that respondents see, the
more they will remember the bank and the more positive their opinion on the bank.

H1. Marketing communication affects brand awareness.



2.2 Brand Awareness

Brand awareness refers to the strength of the brand in the minds of consumers, namely the
ability of potential buyers to recognize or remember a brand with certain products used by
consumers [15], [16]. Brand awareness is very important for consumers who buy products for
the first time [15]. Consumer brand awareness will arise when consumers receive information
through effective marketing communication channels because it can reduce the risk of using the
product [17]. Brand awareness consists of brand recognition and brand recall [9], [18]. Brand
recognition is related to the ability of consumers to recognize a brand both visually and verbally
after being exposed to marketing communications by the company [18], [19], brand recall is the
ability of consumers to recall a brand when given a product category [19]. In a buying situation
where the brand is not known, brand recognition will be experienced first by consumers and
then brand recall [18].

2.3 Purchase Intention

Purchase intention is the possibility that a customer will buy a certain product [20]. Theory
Reasoned Action predicts consumer buying behavior by measuring their intention to buy before
they make a purchase (Keller, 2013). Theory of Planned Behavior (TPB) which is a refinement
of Theory Reasoned Action. In this theory, purchasing behavior is related to processes that
indirectly affect behavior, namely attitude, subjective norms, and perceived behavioral control.
Theory of Planned Behavior describes the relationship between attitudes, subjective norms, and
perceived behavioral control that affects a person's intention to behave [21].

2.4 Hierarchy of Effect (HOE)

The hierarchy-of-effects models originally developed for communication and advertising
and can be better understood in the marketing communication decision process [22]. The
hierarchical model that is widely used is the model stated by Lavidge and Steiner which consists
of six stages: awareness, knowledge, liking, preference, conviction, purchase [23]. In
advertising, hierarchies also appear in the form of the acronym AIDA (attention, interest-desire-
action) which is widely used in the marketing and advertising literature[22], [23]. Research
conducted by [7] shows that proper marketing and promotion of Islamic financial products and
services will help to increase the goodwill and reputation of Syariah banks. Based on this, the
research hypothesis is formulated:

H2: Marketing communication affects purchase intention.
H3: Brand awareness mediates the effect of marketing communication on purchase intention

3 Methodology and Data Analysis

This study used quantitative research with a survey method. The research sample was taken
using nonprobability sampling. The number of samples in this study was 300, it is sufficient to
analyze using SEM [24]. Respondents in this study were college students in the city of Bandar
Lampung. Data analysis was performed using Structural Equation Modeling (SEM).

4 Research Result and Discussion

The validity test was carried out using factor analysis, showing that the value factor loading
for all statement items was greater than 0.5 so that all statement items were declared valid. The
results of the reliability test showed that the Cronbach's alpha value was greater than 0.7 so that



all research variables were reliable. Respondents in this study were 300 students from eleven
universities in Bandar Lampung. The respondents’ age is majority around 20-22 years old
(59.7%), in general, they are sitting in four to eight semesters in higher education. The largest
respondent in this study was female (65%). Most of the respondents know about Syariah banks
(91%) and have received information about Syariah banks (71%) from lectures, seminars,
advertisements, family, or from Syariah bank websites. However, most respondents (68%) have
never used the services of a Syariah bank, either for transfers, paying tuition fees, or other
transactions.

4.1 Feasibility Test Research Model

Test the feasibility of the model (goodness-of-fit) shows how well the model is determined
to reproduce the observed covariance matrix between items indicator. Model feasibility tests
can use absolute fit indices, incremental fit indices, and parsimony indices [24].

Tabel 1. Model Conformity Test Results

Criteria Index Size Reference Value Results Criteria
CMIN <3 2.753 Good

GFI >09 0.73 Marginal
RMSEA >0.03-0.08 0.08 Good

TLI >0.90 0.713 Marginal

CFI >0.90 0, 782 Marginal

Based on the results in table 1, it can be seen that several feasibility values (GFI, TLI, CFl,
AGFI) are below the set reference value, but are still within the required range, which is between
the values 0 and 1. Thus it can be stated that the overall value of the feasibility of the model in
this study is good because it meets the predetermined criteria.

4.2 Mediation Test
The mediation effect is created when a third variable or construct affects two other related
constructs. The mediator explains the relationship between the two original constructs [24].

Table 2. Results of Mediation

Variable Beta SE CR P-value Results Conclusion
estimates

Before mediation
Intention (C) <--- Marketing

Communication (A) 0.451 ,084 5,368 falaied Significant

After mediation

Intention_(C)_<--- Marketing 0106.054. 1.963 040 Significant supported
Communication (A) D

Awareness (B) <--- Marketing 0.176,041 4.310 e Significant supported

Communication (A)

The results in Table 2 show that before mediation, the direct effect of marketing communication
on customer intention in Syariah banks is significant (B = 0.451, p-value = 0.000). After
mediation by adding the awareness variable, the beta value decreased (B = 0.106, p-value =
0.040) but the effect of marketing communication on intention was still significant. Thus it can
be stated that the awareness variable mediates partially (partial mediation).



Students are a potential segment to be developed by banks around the world because after
they graduate, they can make choices for banks based on several criteria they believe [25]. The
results also show that marketing communications affect brand awareness. Advertising and other
promotional tools aim to convey messages to customers about the products offered by an
organization. Consumers will not use a product if they are not aware of it, so brand awareness
is a common communication goal for all promotional strategies [26]. Advertising and other
promotional tools are declared effective if they can create customer awareness [27]. Advertising
is a medium that is expected to have the greatest influence on brand awareness, although
publicity, personal selling, and sales promotion can also increase awareness [26], [28].

Most of the marketing communication media for Syariah banks that are often seen and
read by students are advertisements, brochures, banners, bank signboards, advertisements in
print media, and Syariah bank websites. This shows that advertising is a medium that provides
a lot of information to students about Syariah banks. However, other marketing communication
media, such as events, seminars, sales promotions also provide information about Syariah banks
to students. The results of this study are in line with research conducted by [27] which shows
that marketing communications such as direct marketing, seminars, and carnivals conducted by
Islamic financial institutions affect the understanding of Islamic financial institutions. In social
media, consumers who initially participate passively in marketing become active creators and
influencers, transfer the power of the brand directly to consumers because of two-way
communication [29]. The research conducted also shows that brand awareness partially
mediates the purchase intention of Syariah bank customers. The results of this study are in line
with the results of research conducted by [22] which examined the impact of social media on
brand awareness, activity word of mouth, and purchase intention. Only 27.7% of respondents
stated that Syariah banks emerged as the main choice when using Syariah bank products. These
results indicate that most respondents are at the lowest awareness stage, namely the cognitive
stage. At this stage, it is necessary to repeat marketing communication messages so that students
can remember the messages conveyed, understand, and take purchase actions. The results of
this study are similar to research conducted by [30] which examines Syariah banking education
and the strategies that will be carried out by Syariah banks. This result strengthens the statement
put forward by [2], [3] which shows that public knowledge about banks in Muslim countries is
still low.

5 Conclusion

Marketing communication has a positive and significant effect on customer awareness of
Syariah banks. This means that the better the marketing communication carried out by the
Financial Services Authority, the Syariah Banking Association, and the Syariah bank will
improve their understanding of Syariah banks.. Based on the hierarchy-of-effects stage, the
stages of customers who get information about Syariah banks are processing the information,
getting to know Syariah banks and their products, understanding, liking, choosing, and using
Syariah bank products. Most students know about Syariah banks and obtain information about
Syariah banks from lecture materials delivered by lecturers, websites, seminars, advertisements,
and from their families. The research also shows that most students are still at the cognitive
stage.



6 Implications

Marketing communication is needed to build awareness of Indonesian people who are
mostly Muslims to use Syariah banking products. The results showed that advertising is a
medium that provides a lot of information for students to find out about Syariah banking. The
Financial Services Authority, the Syariah Banking Association, and the Syariah bank should be
able to intensify the use of advertisements and design good advertisements so that they are easily
understood by consumers and can build customer awareness. Advertisements also inform
products and services as well as the advantages of using Syariah banks, thereby increasing
customer knowledge and increasing the intention to use Syariah banks in each of their financial
transactions. The introduction of Syariah banking can also be carried out for children starting
from the elementary school level through various activities including socialization, activities
like saving money at school, as well as Corporate Social Responsibility activities carried out in
schools.
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