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ABSTRACT

The main purpose of this paper is to explore the relationship or the connection between
religiosity and the adoption of new product and services .This paper sheds some light on
measured the effects of religiosity and the perceived ideologies of Bank Rakyat Bahau customer
about new products and services. At the same time, the study attempts to investigate the
willingness of customer of Bank Rakyat Bahau to adopt of new product or services. A total of 80

questionnaires were randomly distributed among Bank Rakyat Bahau customers.
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CHAPTER 1:
INTRODUCTION

1.1 INTRODUCTION

Consumer responses have been demonstrated to vary between cultures (Davis et. al.,
2008).The theory of Reasoned Action (Ajzen and Fishbein, 1980; Fishbein and Ajzen, 1975)
family of theories, postulates that the people’s behaviour is governed by their belief, attitudes,
and intentions towards performing that behaviour. The belief of an individual is formed and
governed by the religion which he follows and belongs to. Though religion in business i»
lightly researched, the findings of the few researches on the topic show that the religion has
significant relation and impact on consumer behaviour. Research in religious attribution
theory suggests that religion may affect how one understands the meaning of many problems
(Delener, 1994). This is because people will interpret what that get and make a decision
based on their knowledge of their religion itself. Stark and Finke (2002) maintain that
religious economies provide niches that satisfy consumer for religious products. To date, few
studies have investigated religion as a predictor of consumption patterns even though there
have been calls for such research in the literature.

In this chapter, a brief explanation on the background of the study will be discussed
where it will explain about religiosity and how it relates with new product adoption. This
chapter also will identify the factor that will effect customer new ~oduct adoption.

Next this study will list all the research objectives and lastly the parties who will benefit from

this study.



