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Abstract  

The purpose of this paper is to examine the impact of religious values on the customers’ intention 

to forward online company generated contents within the Islamic banks that operating in Palestine. 

Data were collected via an online self-administered questionnaire. A total of 280 valid respondents 

were obtained from the banks customers, who are members of at least in one Online Brand 

Community on Facebook. Reliability test, Person correlation, and simple linear regression were 

used to conduct the research findings. The results of the online survey reveal that religious values 

have a positive influence on the intention to forward through Facebook. Religious values play a 

crucial role in encouraging Islamic banks’ customers to share and forward posts, advertisements, 

and/or contents. Furthermore, religious values induce and motivate the customers to forward 

contents that comply with their religious values and beliefs and are compatible with Islamic rules 

of Shariah. The research findings suggest that religious values can have a significant impact on 

consumers’ intention and their choices when forwarding the online contents generated by Islamic 

banks. This result provides knowledge that Islamic religious values are universal and persistent, 

there is a potential for long-term benefits for Islamic banks that are able to identify the profitable 

religious consumer segments within the domestic as well as the global market to promote their 

products and services. 
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1. Introduction:  

Religion is an important aspect of people’s life, especially the people of the Middle East. It is a 

major source of their identity, culture and association. The importance of religion comes from 

managing, guiding, shaping, and constructing the personality of its followers. Numerous studies 

have confirmed the constructive role that religion plays in people’s life. Religion can positively 

promote healthy behaviour [1]; [2], prevent and recuperate illness, where religious people recover 

their mental and physical disorders faster and more easily, [3], and being a devout believer is most 

likely to result in having positive feelings and inspirational attitudes [4].  Other studies related to 

intrinsic religiosity and spirituality concluded that religious devotion tends to empower people and 

positively impact their attitude and confidence [5]. Furthermore, it reduces the propensity of 

having suicidal thoughts and temptation to commit suicide [6].   

For the reasons mentioned above, the credibility and evidences appear from the Bible and the Holly 

Quran about the definitions of the religion as a straight path that religious people follow. On the 

other hand, the Bible and the Holly Quran have summarized the different definitions for religion 

as a “straight path” that is matched with the researcher’s studies related to religion studies.   

The concept of interest free banking is derived from the rules of the Holy Quran and Shari'ah 

(Islamic law), as opposed to the manmade interest based financial system that dominates the 

operation of conventional banks. Consequently, most religious customers1 choose to deal with the 

Islamic banks as financial institutions because these banks operate and offer financial services 

based on selling and buying real goods and services rather than dealing with usury which is strictly 

prohibited in Islam. Therefore, this study seeks to understand how religious customer’s values 

affect their intentions to share and forward the online company generated contents posted by the 

Islamic banks through social media, specifically through Facebook. 

 

 

 

 

 
1 Customers who abide by Islamic teachings and behave accordingly in their daily activities, 

including banking and financial dealings. 
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The study aims to find out whether the intention of Islamic banks’ customers to forward, share, 

and recommend online CGC are aligned with their level of agreement with their beliefs and 

religious values.  Thus, the research question that this paper attempts to answer becomes: do 

customer’s religion-based values play a vital role in enticing their intention to forward online CGC 

within the Palestinian Islamic banking sector? 

The paper is organized in five sections including this introductory section. The second section 

describes theoretical framework and research hypotheses; third section details the adaptive 

research methods and explains the research questionnaire design; fourth section analyses the data 

and discusses the result; and the final section concludes with the findings and recommendations. 

 

2. Theoretical Framework and Literature Reviews 

2.1 Religious values and marketing domain 

Various studies ventured to explore the impact of religious values on attitude and behaviours to 

derive and understand the nature of this relation. Other studies investigated the relationship 

between the religious affiliation (values & commitments) and marketing domain. [7] concludes 

that the consumer religious commitment affects store loyalty and customer’s complaint intentions. 

Religious values and beliefs are important aspects for a highly religious individual. Likewise, such 

values and beliefs are important factors for these customers to be loyal or not based on store 

compliance. In addition, non-compliance with these values and beliefs for a highly religious 

individual, affect their willingness negatively to repeat purchases, visit the store again and store 

recommendations, compared with customers who are less religiously committed, store compliance 

with religious values.  [8]found, in their research, that religion affect consumers’ consumption for 

the green food between Muslin and non-Muslim, the consumers who are Muslim follow a strict 

diet and consume the green food that complies with their religious dietary laws. The consumers 

with higher levels of intrinsic religious orientation (IRO) have a higher intention to buy 

environmentally-friendly products, compared with less-religious consumers [9]. Muslims with 

strong Islamic beliefs have strong intention to consider and purchase the Islamic life insurance, 

while Muslims with low Islamic beliefs have strong purchase intentions to subscribe to 

conventional life insurance [10]. The exogenous religiosity and religious centrism constructs affect 

word-of-mouth positively [11]. For the international companies, the religious beliefs, the increased 

gap and cultural conflict between the western and the Islamic world, and the changes in 
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international environmental, these factors, played an important role in affecting the international 

companies by negative ways such as consumers' boycotts [12]. The strength of religious identity 

affects the consumer-based halal brand equity (CBHBE), and is a strong predictor of consumer 

halal choice behaviour [13].   

The work of [14]; [15]; [16] concludes that functional as well as non-functional factors are 

important for customers’ loyalty. Functional evaluative, criteria encompass store location, 

customer service, price, and so forth. Non-functional factors on the other hand have to do with 

customer’s expectation to affect customer’s loyalty. The relationship of customers with the brand 

may be disrupted because of functional and non-functional [17]. The Islamic values has an 

influence in religious ceremonies, especially in the intension of purchasing plant disposable 

containers. This is a cause to be the religious messages used in the advertisements by the 

advertisers in a way to target Muslims [18]. [19] indicated that the quality of services has a high 

influence in generating positive or negative word of mouth (WOM) toward utilizing and 

recommending of services provided by the Islamic banks to family and friends. Furthermore, they 

argued that the religious motives are not the only important factors that customers consider when 

dealing with Islamic banks.  The evaluation of the provided quality of service in Islamic banks 

undergoes to many factors and values are not purely Islamic. Compliance with Shari ah influence 

the customer’s intention toward using Islamic banking mediated by the customer’s attitudes [20]. 

Awareness and attitude are the most important factors that affect and influence customer’s 

intentions to purchase halal foods among Muslims [21]. The religious values not only influence 

the Muslims intentions to purchase halal foods which are free from alcohol and slaughtering the 

animals according to the Islamic rules but also the Muslims intentions influenced by the 

manufacturing and production processes for the halal foods [22]. Religiosity strongly affect the 

intentions of Muslims consumers to purchase halal foods [23].  Religiosity, ethics, and attitudes 

among Muslims consumers influence their intentions to purchase the counterfeiting products [24]. 

As shown from the previous studies the Religiosity and religious values affect consumer’s 

intentions & behaviours in different marketing situations and fields as shown above in the 

mentioned studies. Therefore, the findings of this study will contribute to finding that the religious 

values will affect the customer’s intention, especially to forward the online CGC through 

Facebook, and forwarding of these contents will be in compliance with their religion legislations 

and compatible with Islamic rules of Shari'ah. 
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2.2 Religious values and Islamic banking 

The most important feature that differentiates Islamic banking and finance is that it provides 

products and services that are compatible with the Islamic rules of Shari'ah and conducting their 

banking activities according to Islamic code of business ethics. The source of Islamic banks wealth 

must be halal for the customer who are looking for Islamic banking services, where this leads to 

feel the customers that they are confident. That means the absence of the Islamic banking services 

in the Islamic banks will be a factor of the loss of the customers and their switch to other banks 

that serve in accordance with the Islamic rules [25].  On other hand, the main driver for choosing 

Islamic banks is religiosity and religious values even when the Islamic bank charge higher prices 

compared with their counterpart’s conventional banks. This will guide and affect my intentions 

and behaviors (sharing or recommendation) on the social media when I have been exposed to any 

advertising materials, for me I will not share or recommend any advertising materials on the social 

or traditional media unless these advertising materials are compatible with Islamic rules of 

Shari'ah. The religious value is the most important factor to shape the attitudes for rural Muslim 

to participate in microfinancing [26]. Muslims show higher level of adoption for the Islamic mobile 

banking than non-Muslims [27].  The customer’s willingness to purchase halal banking products 

and services is influenced by their knowledge, prior experience and familiarity with these services 

[28].  In this case, the awareness influences the attitude toward behaviour. In addition to this study, 

the awareness alone is not enough to purchase halal banking product and services unless these 

products and services were compatible with Islamic rules of Shari'ah. As shown from the previous 

studies, the Religiosity and religious values are the most important factor and the main drives that 

affect consumer’s attitude, intentions and behaviours to adopt and purchase the Islamic products 

and services even if they are rewarding money. The religious value presents itself in the all 

situations as the main influencer.  Therefore, the findings of this study will contribute to proving 

that religious values will affect the customer’s intention on the Facebook as a social media to share 

and recommend the advertising materials that are compatible with Islamic rules of Shari'ah. 
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2.3 Religious values, brand community and customer intentions on the social media: 

As shown from previous studies, Muslims purchase financial services, conduct financial 

transactions, or purchase any other consumable products which must be compatible with Islamic 

rules of Shari'ah. Because the Islamic rules of Shari'ah and religious values are the main important 

factors to use and purchase any financial services & products or engage in any activities and 

behaviours, reasons for the situations are not different related to Muslims intentions and 

behaviours on the social media. On the other hand, the religious value and religiosity will be the 

main factor, and cannot be changed between the offline, online through social media. Any attitude, 

intentions or behaviours are not compatible with Islamic rules of Shari'ah offline or online will be 

prohibited for Muslims or for those who have religious values. Sharing and recommending any 

advertising materials which contain financial services that encourage Usury (interest) for Muslims 

will be ignored because that is not compatible with Islamic rules of Shari'ah. Therefore, this study 

will investigate the impact of the religious values for Islamic banks customers operated in Palestine 

region on sharing, forwarding and recommending the advertising materials generated on the social 

media. 

From competitive perspective, the conventional banks operating in Palestine started to offer 

financial services, such as online banking services and financial loans, compatible with Muslim 

consumers’ religious needs and Islamic rules of Shari'ah. However, most of the customers are 

reluctant to deal with these conventional banks because they feel unconfident about the source of 

the conventional banks wealth and may consider this wealth not entirely halal. [29] suggests to use 

trusted and creditable third-party certificate and use it as logo with halal product packaging and 

bands to reduce the trust dilemma and asymmetric information between sellers and Muslim buyers.  

The religious people are more likely to be more offensive for the advertising of controversial 

products such as (cigarettes, alcohol, contraceptives, underwear, and political advertising) 

compared with the less devout followers [30]. Therefore, the intentions and behaviours of more 

religious people on the social media would be offensive for the advertising that are not compatible 

with Islamic rules of Shari'ah especially that which encourages usury. Despite the evidence that 

religion has an effect on the customer’s intentions and behaviour in many marketing fields, there 

is little literature on the effects of religious values on the customer’s intentions to share through 

social media in general. 
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For Islamic banks to be competitive and gain the trust of their customers, they must develop and 

maintain a community on the social media and provide their targeted customers with products and 

services that comply with the rules of Shari'ah while conducting their banking activities. 

Otherwise, they risk is being labeled un-Islamic and losing their customers. Because in the case of 

Islamic banking sectors the only and main drivers for success from their client’s perspective are 

the credibility and compatibility of the all bank activities with the rules of Shari'ah, and the 

religious values are the main non-functional factor for customer satisfaction and loyalty, otherwise 

intention may switch and the result is customer lost [14]; [15]; [16]; [17]. Therefore, the social 

media play the important role in shaping the dynamic relationship and engagement between 

Islamic financial institutions and their customers. In an emerging and expanding market such as 

Islamic banking and finance, the exchange of information between the brand and customers is 

particularly invaluable, in addition to connecting and building permanent relationships. In this 

case, the Islamic banks take the advantages of online interactions, that would enable the Islamic 

banks to better judge  and understand the customers preferences according to  Shariah compliance, 

and alter perceptions about certain product or service [31].  An Islamic bank, therefore is obliged 

to produce worthy and credible brand community page to gain the trust of customers and to 

motivate them to engage and forward page content.   

Thus, based on the above theoretical arguments, we infer that customers with the higher level of 

religious values will influence their intention to forward online CGC.   

 

3. Research methodology. 

3.1 Data collection and sample design. 

The data were collected by different means, and the researchers contacted the potential respondents 

by online questionnaire-based survey (Google Docs), e-mail, and personal interviews to participate 

in the survey. This study is targeted to Muslim and Christian consumers living in Palestinian 

territories who are dealing with Islamic financial institutions operating in Palestine during July and 

September 2018, resulting in 251 valid responses and an 89.6% response rate. The respondents 

were selected based on specific criteria for this study. These criteria suggest that respondents 

should have at least one registered Islamic bank account, then the questionnaire was distributed 

randomly on them, but first we had to ask them if they had a Facebook account. However, they 
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did not have to be members in the bank community page on the Facebook. Table 1 below 

summarizes the descriptive statistics for participant’s characteristics. 

We retrieved 251 questionnaires out of 280 questionnaires, and we checked 251 collected 

responses for missing values (incomplete questionnaires). Out of 251 responses, 29 responses were 

found unusable for data analysis based on incomplete information. The questionnaire was prepared 

in English, and was translated from English into Arabic by a professional translator to ensure the 

quality and consistency of survey items by conducting a pilot test with 40 university students using 

the same data collection instruments and procedures. Furthermore, experts in the area of Islamic 

banking sector, specialist and experts in religion affairs and marketing experts were also asked to 

review the items of the questionnaire. The questionnaire was developed to cover all the variables 

in the study (independent variables, and dependent variables), which were measured using 7-point 

Likert scales.  

The survey questionnaire is divided and organized in two sections. The first section includes 

various assessment questions to measure the religious values as an independent variable, and the 

intention to forward online company generated contents (CGC) as a dependent variable. The 

second section contains the users’ sociodemographic information and other information in order 

to analyze the participants’ profiles, classification and the relevant variables. 

 

3.2 Measurements  

The survey used for data collection includes the adaptation of some of the most recognized scales 

in the scientific literature, listed in Appendix A. In order to check understanding and absence of 

error in these scales, a first qualitative personal interview and quantitative test was carried out 

among professional bankers, marketer’s experts, and expert in religious field so as to guarantee 

the validity of the terms used, and a second pilot test with a sample of 40 questionnaire tested the 

university students who were contacted through Facebook as a social network to validate 

measuring elements.  Specifically, we adapted the religious value scales used by [32]; [33].  The 

religious values scale consists of 6 items and we added 4 more items to the religious values scale 

to be compatible with Islamic rules of Shari'ah. The scale to measure the customers Intention to 

forward online CGC was adapted from [34] and consists 4 items to be measured. The questions 

were answered using a 7-point Likert scale anchored by strongly disagree and strongly agree for 

both scales mentioned above. Furthermore, the questionnaire contained a series of questions 
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regarding the demographic characteristics or behavior of users (e.g. religion, gender, income, 

educational qualifications, family status, age, employment status, etc.) as shown in Appendix B.   

 

4. Data analysis and results. 

Cronbach’s α indicator was first used to measure the reliability of the scales, with 0.7 as the 

reference value [35]; [36]. All the variables obtained very good values in the two groups or 

subsamples (α> 0.8). To test the convergent and divergent validity of the scales, a confirmatory 

factor analysis was performed. In this analysis, the items that contributed least to the explanatory 

power of the model was eliminated (R²> 0.5). Convergent validity was evaluated by means of the 

factor loadings of the indicators. The coefficients were significantly different from zero, and the 

loadings between latent and observed variables were high in all cases (β > 0.7). Consequently, we 

can say that the latent variables adequately explain the observed variables [37]; [36]. 

With regard to discriminant validity, the variances were found to be significantly different from 

zero. Moreover, the correlation between each pair of scales did not exceed 0.8. Given the weak 

relationship among the constructs, we can therefore confirm that there are five constructs in each 

of the three models proposed. 

The reliability of the scales can again be evaluated from a series of indicators drawn from the 

confirmatory analysis. The standard compound reliability (CR) and the average variance explained 

(AVE) exceed the threshold used as a reference at 0.7 and 0.5, respectively, as well as other 

indicators of overall fit for the measurement model [37]; [36] (Table 1). 

 

Table 1: Cronbach alpha 

  Cronbach’s α rho_A CR AVE 
Religious values .896 .904 .916 .537 
CGC .961 .962 .971 .894 

 

The data were analyzed by using the statistical package for Social Sciences (SPSS). Pearson 

correlation was used to analyze the relationship between variables, the simple linear regression in 

order to test the relationship between the religious values and CGC, also to investigate the 

significant impact of religious values on CGC. 

Table 2 shows the Person correlation coefficient between religious values and CGC. Findings in 

above table indicate a significant strong positive relationship between religious values and CGC, 



10 
 

(R = .601, p<0.01). Also, Table 2 indicate that religious values have a moderate impact on CGC 

(R2=.361, p<0.01), which means that religious values are responsible for 36.1% of the variation in 

CGC. Based on the table 2, the researchers can conclude that: religious values play a significant 

role in CGC in the Islamic banking system in Palestine. 

 

Table 2. Simple regression and correlation for religious values and CGC   

 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .601a .361 .358 1.23078 

a. Predictors: (Constant), RV 

 

 

5. Conclusions 

5.1 Theoretical implications. 

The main objective of this study was to examine the type of relationship that exists between the 

religious values and the customer’s intentions to forward online company generated contents 

(CGC), in the online Islamic banking context.  Results of the study indicate that the religious values 

influence the customer’s intention to forward the online contents generated by the Islamic banks 

through Facebook according to investigated sample in this study. This means that the customers 

are dealing with the Islamic banks because the Islamic banks provides products and services that 

are compatible with the Islamic rules of Shari'ah and conducting their banking activates according 

to Islamic code of business ethics. So, the outcomes (intentions to share and forward) are 

influenced by their religious values. These results consistent with [25] who concluded that the 

customers feel confident because the source of the Islamic banks wealth is entirely halal. The 

religious value is the most important factor in shaping the attitudes for rural Muslim to participate 

in microfinancing [26]. Moreover, Muslims show higher level of adoption for the Islamic mobile 

banking than non-Muslims [27]; [20]. The religious message in advertising affect the Muslim 

purchase intention [18]. Religious values influence he Muslims' intention to purchase the 

counterfeiting products [24]. And Muslims' intention to purchase halal foods [23].  The results of 

this study would contribute to the existing body of literature by providing a clear understanding of 
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religious values and their influence on the customer’s intention to forward company generated 

contents through Facebook. From a theoretical viewpoint, this study extends the existing 

explanations of religious values and their influence on the customer’s intention to forward 

company generated contents through Facebook.  Theories are related to religion and religious 

values effects, and the combined effects of linking religious values to customer’s intentions and 

behavioural outcomes have received lesser attention in banking sectors especially Islamic banking 

sectors operating in Palestinian territories. The proposed relationship suggests that the religious 

values provide and play a positive role on customer’s intentions. On the other hand, most of the 

studies on religious values have played important and effective roles in marketing domains and 

marketing fields. The impacts of Religious Characteristics Are Related to Attitudes toward [38]; 

the consumer religious commitment affects store loyalty and customer’s complaint intentions [7]; 

the religion influence on consumers’ consumption for the green food between Muslim and Non-

Muslim [8]; Muslims with strong Islamic beliefs have a strong intention to consider and purchase 

the Islamic life insurance [10]. Importantly, this framework will serve as a platform for academics 

who are interested in studying the relationships between the concepts of the “religious values” and 

“intentions”. The empirical investigation about the influence of the religious values on customer 

intentions to forward online company generated contents (CGC) is also an important contribution 

to the marketing literature. 

 

5.2 Practical implications 

The findings of this study suggest that religious values can have a significant impact on consumers’ 

intentions and their choices when forwarding the online contents generated by the Islamic banks. 

Given the fact that religious values are persistent over time, there are some potential long-term 

benefits for Islamic banks that can identify the profitable religious consumer segments that are 

present in the local and global markets to promote the products and services. The results of the 

data analysis indicate that customers with the high in the religious values can induce their intention 

to forward the online company generated contents (CGC), that complied with their religion 

legislations and compatible with Islamic rules of Shari’ah. This implies that the Islamic banks 

design and customize their marketing and viral, and promotional campaign through social media 

such as Facebook   that comply with the needs of religious consumers could end up benefiting 

from free “viral” marketing to induce the customer’s intentions to forward the online generated 
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contents. The results of this research would offer the implications for managers in the Islamic 

banking industry and other competing industries operating in Palestine to cater for the religious 

target and design and customize their products, services, and marketing campaigns based on 

religious elements, and attributes, and Halal brand certification, since the majority of Palestinian 

population market are Muslims. For marketing and promotional managers, they have to take in 

their consideration when they design the marketing campaigns, especially through the social media 

such as Facebook, to use religious personalities and engage them into these marketing and viral 

campaigns in order to reduce the doubt and increase trust for Muslin consumers and this may play 

an important role on the customer’s intentions when they purchase and share online contents 

thought social media. [11] indicates the important of engaging the prominent religious 

personalities in the marketing when tailoring the religiously approved service in order to reduce 

doubt and result into reinforcing the sales of the services. 

 

6. Limitations and future research 

The first limitation related to this research is the ability to generalize the research findings for the 

following reasons: testing the specific relationship between religious values on intentions to 

forward online company generated contents (CGC). Future research should replicate this study 

using different scenarios, for example testing the relationship between the religious values and 

user generated contents (UGC). In addition, they can test and replicate this research on behavior 

rather than intentions, since the previous researchers suggested in their research that people act in 

accordance with their intentions [39]; [40]. The second limitation is related to the characteristics 

of the sample, since data were gathered from customers of financial entities operating specifically 

in the Middle East geographical area. Also, the data were collected from specific social media 

(Facebook). Thus, the future research is needed to test this relationship in other geographical areas. 

In addition to this, more research is needed to replicate this research by testing the same 

relationships in banking services through a cross-cultural study comparing Islamic and non-Islamic 

customers, for example Jewish and Christian samples, and comparing by using different social 

media such as (Twitter)for implementing the study and collecting data. The third limitation is that 

the researchers have been using the financial sector to implement this study, therefore the 

researchers are encouraged to conduct research across other industries, such as non-Islamic banks, 

manufacturing, and servicing sectors.to expand this relationship in this study across many different 
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industries to get further investigation related to the influence of some of the variables included in 

this study. Finally, the researcher encourages future studies in testing the same relationships in 

banking services through using demographic characteristics such as (gender, age, etc.) as a 

moderating variable in this relationship between religious values and intentions to forward online 

company generated contents (CGC). 
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Appendix A 

 

Construct Item reference 

Religious 

values  

My religion is one of the most important parts of my 

philosophy of life when I am dealing with Islamic or 

usury banks.  

Religion is a subject in which I am particularly interested 

when I am dealing with Islamic or usury banks.  

My ideas on religion have a big influence on my views in 

other areas. 

My religion forms an important basis for the kind of 

person I want to be. 

Were I to think about religion differently, my whole life 

would be very different. 

Putney and Middleton, 

(1961); Burroughs and 

Rindfleisch, (2002) 
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I often think about religious matters when I am dealing 

with Islamic or usury banks.   

My religion forbids usury so it is better to deal with the 

Islamic banks rather than the (usury) riba-based banks. 

I do not deal with riba-based banks for fear of God's 

punishment from going to Hell. 

The best for me to deal with the Islamic Bank because it 

applies the principles of Islamic rules of Shari'ah even if 

they charge me higher cost.  

I deal with the Islamic Banks for other reasons that are 

not religious. 

Intention to 

forward 

online 

company 

generated 

content 

(CGC) 

It is probable that I will continue to forward the online 

content generated by the Islamic banks, because it 

applies the principles of Islamic rules of Shari'ah.  

I intend to begin or continue to forward the online 

content generated by the Islamic banks because it applies 

the principles of Islamic rules of Shari'ah. 

I will frequently to forward the online content generated 

by the Islamic Banks in the future because it applies the 

principles of Islamic rules of Shari'ah. 

I will recommend others to forward the online content 

generated by Islamic banks because it applies the 

principles of Islamic rules of Shari'ah 

Davis (1989) 
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Appendix B 

Descriptive Statistics of Participant Characteristics 

Item Frequency Percentage (%) 
Gender   
Male 136 54.2 
Female 115 45.8 
Marital Status   
Married 120 47.8 
Unmarried 131 52.2 
Education level   
High school 3 1.2 
Professional training 16 6.4 
Diploma (2 years) 4 1.6 
1st university degree (4 years) 154 61.4 
Post-graduate studies 74 29.5 
Age   
Under 18 1 0.4 
18–25 70 27.9 
26–30 56 22.3 
31–35 40 15.9 
36–40 26 10.4 
41–45 16 6.4 
46–50 24 9.6 
51–55 7 2.8 
56–60 4 1.6 
61–65 2 0.8 
Over 65 5 2.0 
Activity   
Unemployed 30 12.0 
Student 33 13.1 
Retired 10 4.0 
Employed  178 70.9 
Monthly income (US$)   
Less than 500 35 13.9 
500–899 94 37.5 
900–1,299 68 27.1 
1,300 and above 54 21.5 
Facebook profile   
Yes 248 98.8 
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No 3 1.2 
Comment on FB   
Yes 218 86.9 
No 33 13.1 
Comments for the bank page on the social media     
Yes 218 86.9 
No 33 13.1 
Experience in FB   
Same or Less than 1 years 7 2.8 
Between 2 and 3 years. 7 2.8 
Between 3 and 5 years, 38 15.1 
More than 5 years 199 79.3 
Share information for the bank page on the social 
media     

Yes 126 50.2 
No  122 48.6 

 

 


