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Abstract 

In Pakistan, the understanding percentage of products offered by Islamic banks is less than 8%, and it is the biggest 

challenge for the Islamic financial system to increase the compassion level of people about their laws offered 

products and services. This study investigates the relationship between attitude, perceived behavioural control, 

perceived ease of use, perceived usefulness, subjective norms, and intention to investigate the low adoption of 

Islamic banking in Pakistan. The study also analyses the mediating role of attitude and willingness to adopt Islamic 

banking. Partial least square structural equation modeling was used to examine the hypotheses. The findings 

revealed that attitude, subjective norms, perceived ease of use, and perceived usefulness significantly impact the 

intention to use Islamic Banking. Similarly, subjective norms, perceived usefulness, and perceived ease of use 

significantly impact attitude. However, perceived behavioural control does not substantially affect attitude and 
intention to use Islamic banking. Moreover, the study also revealed a significant mediating role of attitude between 

subjective norms, perceived usefulness, perceived ease of use, and intention to adopt Islamic Banking. These 

findings indicate that Banks should target the public and start a campaign through electronic and print media. 

Banks should provide information about their rules and regulations, which are genuinely according to Shariah, 

ultimately leading to people's positive attitude toward adopting Islamic banking.  

Keywords: Intention to adopt Islamic Banking, Technology Adoption, Attitude, Perceived Behavioural Control, 

Perceived Ease of Use, Perceived Usefulness, Subjective Norms, Pakistan 

1. Introduction 

The bank plays a vital role in shaping the economy in every country. The banking system has experienced 

substantial transformation due to the global economic downturn and other causes, and it now plays a crucial role 

in developing the economy and the country (Baxi & Swadia, 2023). Islamic banking is growing in importance 
worldwide by entering new markets and the Islamic economies of different countries. A system that supports 

Islamic law and the Shariah, as well as one that puts that law into practice, is known as Islamic banking. Islamic 

banks are different from traditional banks in that they constantly endeavour to eliminate interest from all types of 

transactions; rather, the foundation of Islamic banks is profit-sharing and gift-giving (Shah et al., 2023).  

The primary objective of Islamic banking is to assist its clients in carrying out financial transactions following 

Islamic teachings, Shariah, and clients' preference for Islamic banking (Aslam et al., 2022). Feroz & Siddiqui 

(2019) revealed that Islamic banking is becoming important worldwide by extending into global and Islamic states' 

economies. Islamic banks comprehend marketing campaigns, products, and services influence consumers' 

behavioural intentions toward Islamic banks' products, assisting banks in developing unique marketing strategies 

to attract customers (Ramadan et al., 2023). 

Maryam et al. (2019) revealed that Islamic banking (IB) is a moral banking activity whose success contributes 

significantly to economic growth. Another study discovered that the alternative to traditional banking is Islamic 
banking, which means intermediation as per Islamic values (Aziz et al., 2018). Digital financial services provided 

by the most well-known Shariah-based financial organisations are examples of Islamic Fintech applications 

(Baber & Baki Billah, 2022). The rapid growth of the Islamic Finance Industry since 2010 is a reflection of the 

massive worldwide fintech industry's expansion to produce goods and services based on the Islamic Shariah 

(Baber & Baki Billah, 2022).  

Husseini et al. (2019) commented that Islamic banking is defined as banking concepts backed by Shariah, and 

Shariah laws are backed up by the acceptance of different scholars on one point. Islamic financing refers to 

providing Muslims with financial services following Shariah, the Islamic legal code, and forbidding ambiguity or 

interest to satisfy their particular requirements (Shah et al., 2023). Islamic banks do not support any illegal 

businesses because doing so would be unethical; additionally, Islamic banks spread the risks and advantages of 

each business transaction more equitably and sensibly (Kibria & Siddiqui, 2022). Another benefit stated by 
(Maryam et al., 2019) is that everyone can also become a stakeholder in Islamic banking by utilising Islamic 

financial instruments free from interest, such as Qarz-e-Hasana and Mudarabah.  
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In Pakistan, enterprise owners see Islamic banks as the hub of business handled according to Islamic principles. 

The Shariah board oversees all matters about money, followed by the Shariah-mandated Islamic dress code (Shah 

et al., 2023). Islamic banking has developed tremendously, gaining market share in Pakistan and growing at 114% 

yearly, despite having 13 conventional banks, an Islamic bank window, and six distinct Islamic banks (Kibria & 

Siddiqui, 2022). Bilal et al. (2020) stated that the people's understanding percentage of products offered by Islamic 
banks and laws of Islamic financing is less than 8%; hence, it’s the biggest challenge for the Islamic financial 

system to increase the understanding level of people about their laws offered products and services. Islamic 

banking has rapidly grown in Pakistan due to the sizeable population of people who rigorously follow Islamic 

teachings and think that traditional banking breaches Shariah because it uses fixed interest rates rather than flexible 

profit & loss sharing(Rehman et al., 2023). The customer has a high positive attitude towards Islamic banking, 

and there is a more significant likelihood that Islamic banking in Pakistan will be adopted and accepted at a high 

rate (Aslam et al., 2022).  

Current studies exploring various aspects of Islamic banking in Pakistan literature showed that fewer types of 

research conducted with a suitable theoretical context focused on consumer actions towards the intention 

behaviour (IB) in Pakistan (Ayyub et al., 2020). However, Maryam et al. (2019) recommended that in-depth 

research on non-users is still needed. Future non-users of IB can select it (Albaity & Rahman, 2019). Similarly, 

the non-user’s behaviour is essential; therefore, this discussion may disclose the salient drivers for investigating 
the explanations for less Islamic banking. 

This study takes the step to address the problem by analysing the individual’s behavioural dimensions of the 

implementation or adoption of Islamic banking. To promote Islamic financial services, including investments, 

savings, financing, zakat, and the usher system, Islamic banks must take this crucial step in educating the general 

public and their consumers (Kibria & Siddiqui, 2022). Aziz & Afaq (2018a) investigated subjective norms and 

attitude as a mediator towards Islamic banking adoption using DTPB (decomposed theory of planned behaviour). 

Furthermore, Charag et al. (2019) studied factors influencing Kashmir's people to opt for IB using TRA. The 

Uganda study was conducted properly to find determinants of the IBA using TRA and diffusion of innovation 

theory (Bananuka et al., 2019).  

Islamic banking confronts additional difficulties because it competes with traditional banking in the financial 

sector but is still advancing the industry by outpacing it (Kibria & Siddiqui, 2022). In light of the observations, 
this study observes non-users' behaviour by applying the theory of planned behaviour (TPB) to compare the effect 

of the factors on people's behaviour to opt for IB. According to TPB, an individual's attitude towards subjective 

norms determines whether they will conduct a particular conduct in response to specific stimuli and circumstances 

(Mindra et al., 2022). Ajzen (1985) declared that TRA extension was TPB incorporating non-voluntary external 

variables. TPB comprised of attitude, behavioural intention, PBC, and SN Ajzen (1991), out of the three constructs 

(attitude, PBC, and subjective norms) govern the intent of people to opt for IB in Pakistan. TPB is crucial for 

understanding how consumers select products and services from competing opportunities (Mindra et al., 2022). 

Future empirical studies should determine how Pakistani individuals feel about and plan to use Islamic banking 

(Shah et al., 2023). 

Charag et al. (2019) stated that according to a literature review, researchers often employ the TRA and TPB to 

investigate consumer attitudes and behaviour toward Islamic banking acceptance. Zinser (2019) reported that 

Muslims in the USA intend to use IB products and services by adopting TPB. The study was conducted in Tunisia 
to know how TPB factors affect the adoption IB services (Echchabi, 2016). Albaity & Rahman (2019) studied 

individuals’ intention to opt for IB using mediator ATT through TRA and TPB. Ayyub et al. (2020) used the 

theory of planned behaviour to determine the determinants of Islamic banking adoption by using attitude as a 

mediator in the case of Pakistan. Hassan et al. (2020) study stated that in the adoption of Islamic banking in 

Pakistan, perceived ease of usefulness is the most influential variable that predicts the behavioural intention of the 

consumer to adopt Islamic banking. 

Allah Pitchay et al. (2020) recommended that researchers test the influence of PU and PEOU on the mediator. 

Kaakeh et al. (2019) also suggested that future studies should use factors other than individualism, shariah 

compliance, individualism/ collectivism, and image that affect the attitude intent of a person. This study also stated 

that PBC and PEOU influenced Islamic banking adoption (IBA). Furthermore, considering theories like TPB may 

support the theoretical frameworks (Shah et al., 2023). Therefore, this research used four independent variables: 
SN, PBC adopted from TPB, PU, PEOU constructs adopted from the TAM model, and attitude is used as a 

mediator towards intention to opt IB. 

To conclude, past research showed that PEOU and PU constructs are less tested with attitude in the framework of 

IBA. In this research, SN, PBC, and attitude with two other variables, PU and PEOU, were added to the model to 

enhance the understanding of researchers with attitude as a mediator. The research results will ease the problem 

and help Islamic banks design successful strategies and raise Islamic banking's market share in Pakistan. 

2. Evolution of Islamic Banking Adoption in Pakistan 

Islamic banking adoption in Pakistan is classified into three phases that are following: 
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2.1. First Phase of IB (1947-1957) 

The political movement before Pakistan's formation considered Pakistan's Islamic economic structure. The 

ideology is that people could spend their lives according to the Shariah teachings. State Bank of Pakistan was 

established in 1948 by Quaid-e-Azam (president and Governor-general of Pakistan). In 1957, the Islamic 

Commission was inaugurated. Now, it is named “Council of Islamic Ideology” under the umbrella of the 1956 
constitution. Islamic commission's purpose was to help the state expertly in matters of Islamic Shariah. 

2.2. Second Phase of Islamic Banking (1960-2000) 

In 1963, a meeting was held regarding the opinion of interest in the country. In 1969, a decision was announced 

by a council that in Shariah, all kinds of interest-based transactions were prohibited. In the 1980s, the president 

of Pakistan, General Zia ul Haq, firmly wanted to change the traditional financial system into an Islamic economic 

system within three years. In 1981, the conventional banks started the ways of financing, which was according to 

profit & loss sharing. In 1985, investment banks were instructed to operate in traditional forms of banking without 

interest other than foreign currency deposits. Rafay & Sadiq (2015) concluded that the processes to free the 

economy from pull were choosy and not so fast. Many questions arose regarding the proposed system, summed 

up that the central idea of the council was an interest-free economy under Shariah and permission to deal with 

interest-based modes of financing (multiple counter-loans)  (Zafar & Aziz, 2013; Iqbal & Molyneux, 2005; Khan 

& Bhatti, 2008). M. B. Zafar & Sulaiman (2020) revealed that the Supreme Court supported the Federal Shariah 
Court ruling regarding the interest-free economy and ordered the court to make significant changes to various 

interest-related legislations. Furthermore, the committee demanded that interest-based economy legislation be 

eliminated in June 2001 and then changed the deadline to June 2002. In reviewing the appeal on 24 June 2002, 

the Supreme Court of Pakistan put aside its prior interest decision, and the lawsuit was filed back to the FSC for 

a new trial, which is still unresolved. 

2.3. Third Phase of Islamic Banking (Post 2002) 

In 2002, the government of Pakistan introduced both conventional and Islamic banking systems (Dual system). 

Shariah said the previous plan was to change the economic system by considering major destructions (Saba, 2017). 

In the same year, Islamic banking was officially started in Pakistan when SBP issued the license to Al-Meezan 

Bank. Meanwhile, the three-point strategy was adopted by the State Bank of Pakistan (SBP) for the expansion of 

Islamic banking. The three-point system comprises private institutes allowed to open Islamic banks, traditional 
banks can open holdings of Islamic banking, and existing traditional banks can set up Islamic banking windows. 

3. Theoretical Framework and Hypothesis Development 

3.1. Subjective Norms (SN)  

In Theory Reasoned Action (TRA), Ajzen & Fishbein (1977) measured subjective norms as a social influence 

(SI). Therefore, in the theory of planned behaviour (TPB) and the decomposed theory of planned behaviour 

(DTPB), subjective norms (SN) were measured through normative beliefs. A person's perception that a particular 

referent group compels them to behave is a normative belief, and the weight assigned to them combines to form 

subjective norms (Kibria & Siddiqui, 2022).  

Han et al. (2018) stated that the influence of peer family (SN) on individual adoption of Islamic banking (IB), 

which means a relation exists between SN and adoption of IB. Subjective norms are also used in some research 

fields as a significant factor affecting people's willingness to perform activities (Charag et al., 2019). Subjective 

norms are reinforced by normative belief, which refers to what the person believes others should do for them in a 
particular situation and the person's desire to live up to expectations from others (Mindra et al., 2022). 

Aziz & Afaq (2018a) stated that the perceived societal obligation to perform in a particular way and the inspiration 

added to it through influential individuals around the respondents is known as subjective norms. There is mixed 

literature about the relation between SN (subjective norms) and Islamic banking adoption; many studies have 

failed to directly impact subjective norms on behavioural intention (BI) to opt for IB. Baber & Baki Billah (2022) 

found a positive & significant effect of Subjective norms on the intention to adopt Islamic banking. The study 

concludes a positive and significant relationship between the use of Islamic banking and subjective norms (Kibria 

& Siddiqui, 2022). In contrast, Husin & Rahman (2016);Kumar (2012) found that subjective norms have not 

significant relation towards intention. Therefore, there is a need to study more about subjective norms due to their 

conflicting roles. The following hypotheses were developed from the above discussion: 

H1: There is a significant relationship between subjective norms and attitude to adopt 
       Islamic banking in Pakistan. 

H2: There is a significant relationship between subjective norms and behavioural intention to adopt Islamic 

banking in Pakistan.   

3.2. Perceived Behavioural Control (PBC)  

This section shows the relationship between the perception of the person and the intent to opt for IB. Han et al. 

(2018) demonstrated that PBC affects a person's intention to adopt Islamic banking. In the decomposed theory of 

planned behaviour (DTPB), Taylor & Todd (1995) stated that through’ technology and self-efficacy behavioural 
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control was determined; however, technology facilitation and self-efficacy to do a particular action was defined 

by Triandis (1980); Bandura (1986) respectively.  

Ajzen (1991) stated that it is not appropriate to ignore the role of perceived behavioural regulation in deciding a 

person's intent, which shows that PBC is the best predictor of intention. TPB stated that subjective norms, attitude, 

and PBC define intentions; however, with stronger PBC, the more positive attitude and subjective norms can 
result in a strong intention by performing a particular behaviour (Aziz & Afaq, 2018b). Schifter & Ajzen (1985) 

stated that a person's resources and ability identify a person's intention to do a specific task. Ajzen et al. (1992) 

revealed that despite showing subjective norms and an encouraging attitude, people lacking adequate resources 

or data to perform a particular action would show lower intentions to perform that task.  

Previous literature showed that PBC has a positive and significant relation towards intention in different studies 

like the adoption of resource planning (Echchabi & Abd. Aziz, 2012), the adoption of Islamic insurance (A. Y. S. 

Ali & Jama, 2016); In opting IB (Echchabi, 2016); and in the adoption of online banking services (Al-Ajam & 

Md. Nor, 2013). According to TPB, people's intentions are significantly influenced when their perceived 

behavioural control (PBC) is high (Aslam et al., 2022). Perceived behavioural control (PBC) is the corresponding 

predictor of behavioural intention (Ayyub et al., 2020). Ali & Puah (2017) found that perceived behavioural 

control has a significant relationship with adopting Islamic banking. Chauhan et al. (2019) demonstrated that 

selecting Internet banking PBC strongly affects the consumer’s BI. Few studies, like Taylor & Todd (1995), have 
not identified any critical or significant relation between perceived behavioural control and technology adoption 

intentions.  

To conclude, studies showed a mixed result of PBC towards Islamic banking adoption, so there is a need to study 

PBC more. The following Hypotheses were developed from the above: 

H3: There is a significant relationship between perceived behavioural control and attitude 

      to adopt Islamic banking in Pakistan. 

H4: There is a significant relationship between perceived behavioural control and 

        behavioural intention to adopt Islamic banking in Pakistan.   

3.3. Perceived Usefulness (PU)  

Malokani et al. (2023) examined the impact of individual adoption behaviour of fintech on perceived usefulness 

and found a significant & positive influence on the uptake of fintech services in Karachi, Pakistan's Islamic 
banking sector. Hassan et al. (2020) study commented that perceived usefulness is more practical in Islamic 

banking products and services than conventional banking services, which shows a good relation between 

perceived usefulness and intention to adopt Islamic banking(Khan et al., 2020). Apart from the TPB constructs, 

the element integrated with the conceptual context for the analysis is perceived usefulness. Therefore, this study 

intends to assess how much a customer believes embracing Islamic banking would boost individual performance. 

PU is a key component of Davis's (1989) TAM model, and in previous studies, this antecedent is one of the critical 

variables in the Islamic system (Husin & Rahman, 2016; Devi Juwaheer et al., 2013). 

The evidence from (Hassan et al., 2020) verified a positive effect of perceived usefulness on Islamic banking 

adoption in Islamic banking settings. Customers' expectations of using Islamic banking (IB) products are primarily 

related to the profitability and welfare of using Islamic banking services (Suhartanto et al., 2020). Shariah-

compliant Islamic banking goods and services concentrate on protecting the social and financial success of a 

contractual team(Mahmood et al., 2023). Customers evaluate and compare the products' perceived profitability of 
Islamic banking before using them(Khan et al., 2019). Finally, as a result, the perceived advantages and 

profitability of the product play a positive role in the acceptance of Islamic banking (Hassan et al., 2020). 

Literature on new technology adoption revealed a positive relationship between perceived usefulness and intention 

to adopt new technology, while by using attitude as a mediator, there is a positive indirect influence towards 

intention to adopt new technology (Davis, 1989; Chandio et al., 2013). Baber & Baki Billah (2022) found a 

positive & significant effect of Perceived usefulness on attitude. From the above discussion developed the 

following hypotheses: 

H5: There is a significant relationship between perceived usefulness and attitude to adopt 

      Islamic banking in Pakistan. 

H6: There is a significant relationship between perceived usefulness and behavioural 

        intention to adopt Islamic banking in Pakistan.   
3.4. Perceived Ease of Use (PEOU)  

The relationship exists between PEOU and acceptance of new technology (Adams et al., 1992). Setiawan et al. 

(2018) found PEOU vital for technology adoption. Similarly, Lederer et al. (2000) also concluded that the relation 

exists between PEOU and PU towards technology adoption. (Chauhan et al., 2019) declared that perceived ease 

of use is a key factor of IU's productive technological innovation. Products are produced utilising digital 

technology used by numerous electronic channels at a similar period in this modern period of development and 

banking laws (Zinser, 2019). Jamshidi et al. (2015) stated that more Islamic banking will be adopted when 

customers are more aware of ease of use. Hassan et al. (2020) found a positive and significant relationship between 

PEOU and the adoption of IB.  
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The study revealed that PEOU indirectly impacts acceptance of technology usage via attitude (Lederer et al., 

2000). However, Venkatesh (2000) also supported that there is an indirect significant influence of PEOU towards 

intention to opt via attitude technology. 

Some past research concluded no relationship between PEOU and intention to opt for IB (Daud et al., 2011; 

Chandra et al., 2010; Wang et al., 2008). To conclude, due to mixed literature, there is a need to research more on 
this variable. The following hypotheses were developed from the above discussion: 

H7: There is a significant relationship between perceived ease of use and attitude to adopt 

      Islamic banking in Pakistan. 

H8: There is a significant relationship between perceived ease of use and behavioural 

       intention to adopt Islamic banking in Pakistan.   

3.5. Attitude towards Islamic Banking (ATT)  

In theories like TRA, TPB, TAM, and DOI, the construct attitude was used with the name of attitude. While in 

TRA and TPB, attitude construct was measured through behavioural beliefs (Ajzen & Fishbein, 1975; Ajzen, 

1991). In the decomposed theory of planned behaviour, attitude is decayed into compatibility, relative advantage, 

and complexity (Taylor & Todd, 1995). According to Chau & Lai (2003), attitude plays a vital role in usage and 

directly impacts the system's use. Amin et al. (2011) stated that attitude is an essential factor of TRA and key to 

explaining consumer intention.   
In previous literature, there are different domains like green products of skincare, e-marketing, and mobile banking 

where positive attitude leads to strong behavioural intention (Ajzen & Fishbein, 1977; Alavion et al., 2017; Hsu 

et al., 2017; Al Khasawneh & Irshaidat, 2017). However, Attitude is being used not only in Islamic financial 

services in literature but also in consumer behaviour and technology context. Taib et al. (2008) study revealed that 

the customers' intention and expectations to adopt products and services of Islamic home financing construct 

attitude has a positive and significant impact. Amin et al. (2014) showed that consumer attitude plays a vital role 

in adopting Islamic home financing. Many previous studies (Cheng et al., 2006; Chiou & Shen, 2012; Bashir & 

Madhavaiah, 2015) discovered the impact of consumers' attitudes on banking behaviour and that attitude 

substantially impacts intention. In Malaysia, researchers looked into home financing and found a significant 

connection between attitude and adoption of Islamic banking products, musarkah & mutanaqisah (Taib et al., 

2008). 
Alam & Sayuti's (2011) study stated that attitude and consumers of Malaysia's intention to buy halal products 

through Islamic banks significantly and positively associated with each other, while another study noted that a 

positive relation exists between attitude and Islamic financing (Amin et al., 2011). Positive and significant 

correlations exist between attitude and intention to adopt Islamic banking (Mindra et al., 2022). An individual's 

attitude is recognised to substantially affect their behavioural intentions to use Islamic banking (Aslam et al., 

2022). The following hypotheses were developed from the above discussion: 

H9: There is a significant relationship between attitude and behavioural intention to adopt Islamic banking in 

Pakistan.   
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3.6. Hypothesis of Mediating Relationships 

H10a: Attitude mediates the relationship between subjective norms and behavioural   intention to adopt Islamic 

banking in Pakistan. 

H10b: Attitude mediates the relationship between perceived behavioural control and    behavioural intention to 

adopt Islamic banking in Pakistan. 
H10c: Attitude mediates the relationship between perceived usefulness and behavioural intention to adopt 

Islamic banking in Pakistan. 

H10d: Attitude mediates the relationship between perceived ease of use and behavioural intention to adopt 

Islamic banking in Pakistan. 

4. Research Methodology 

This study used deductive approaches, quantitative techniques, and a cross-sectional data collection procedure. 

The hypotheses were construed based on theory.  

4.1. Research Instrument 

The study used well-established survey scales developed by previous studies. All the items were measured on a 

five-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). This study adopted the four-item 

scale of Amin et al. (2011), which was similarly used by Ramayah & Suki (2006). A sample item includes “People 

who are important to me would think that I should use Islamic banking.” Ajzen (2015) and Francis et al. (2008) 
adopted a four-item scale of variable PBC. A sample item includes “I am confident that I could use Islamic 

Banking if I wanted to.” The perceived usefulness construct of the four-item scale was adopted by Cheng et al. 

(2006). Its sample item includes, “I think that using Islamic banking would enable me to accomplish my task more 

quickly.” 

This study adopted a four-item perceived ease of use scale through previous studies (Cheng et al., 2006). A sample 

item includes “I think using Islamic banking is easy for me.” This study adopted a four-item scale of Amin et al. 

(2011). to assess the attitude of people; similarly, Taib et al. (2008) also used these items in the theory of reasoned 

action-based model on intention to adopt shariah-compliance products(Rehman et al., 2023). A sample item 

includes “I think that using IB is a good idea.” This study adopted a five-item scale of Lai et al. (2016) to measure 

people's intentions. A sample item includes “I am interested in using Islamic Banking.” 

4.2. Data Collection Procedure 

In this study, the unit of analysis is individuals who are users of traditional banking because people who use it can 

somewhat help find out the factors that predict their behavioural intention towards adopting Islamic banking. The 

convenience sampling method was used to collect data. The target population of this research is banking customers 

of Pakistan. A total of 615 questionnaires were distributed to the individuals, out of which 300 were responded to 

by customers, which shows a 48.7% response rate. Table 1 shows the demographics of the respondents.  

Table 1: Demographical Characteristics of Respondents 

 Demographics  N % 

 Gender Male 115 40% 

  Female 169 60% 

 Age 18-24 154 54% 

  25-33 105 37% 

  34-44 16 6% 

  45-52 6 2% 

  53 and above 3 1% 

 Education Under Matric 0 0 

  Matric 3 1% 

  Intermediate 5 2% 

  Bachelor 158 55% 

  Master 108 38% 

  Other 10 4% 

 Occupation Businessman 19 7% 

  Government Employee 30 11% 

  Private Employee 106 37% 

  Autonomous Body 34 12% 

  Other 95 33% 
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4.3. Data Analysis & Measurement Model 

4.3.1. Measurement Model 

This study used internal consistency, reliability, and discriminant and convergent validity to assess the 

measurement model. 

Table 2: Validity and Reliability of Constructs 

Constructs Items Loadings AVE CR 

Subjective Norms SN1 0.785 0.642 0.843 
 SN2 0.789   

 SN4 0.829   

Perceived Behavioural Control PBC1 0.734 0.596 0.815 

 PBC2 0.761   

 PBC4 0.818   

Perceived Usefulness PU1 0.771 0.612 0.863 

 PU2 0.759   

 PU3 0.791   

 PU4 0.807   

Perceived Ease of Usefulness PEOU1 0.761 0.635 0.874 

 PEOU2 0.791   

 PEOU3 0.819   
 PEOU4 0.817   

Attitude ATT1 0.780 0.652 0.882 

 ATT2 0.819   

 ATT3 0.811   

 ATT4 0.820   

Intention to Use Islamic Banking IBA1 0.857 0.716 0.883 

 IBA2 0.851   

 IBA3 0.830   

Composite reliability was used to assess the internal consistency reliability. Table 2 shows that the values of all 

constructs are ≥ 0.8, which is considered satisfactory (Hair et al., 2018). Indicator reliability and convergent 

validity were measured using the values of factor loadings and Average Variance Extracted (AVE). Table 2 shows 

that all the loading values are higher than the threshold value of 0.708 (Hair et al., 2 018). Similarly, AVE values 

of all the constructs are higher than the threshold value of 0.5. Due to low factor loadings, SN3 and PBC3 were 

deleted, causing AVE vale < 0.5. so removing these indicators caused AVE to be above the threshold value.  

Discriminant validity was analysed to ensure that all the constructs were unrelated and not reflected by each other. 

This study used the Fornell-Larker and Heterotrait-Monotrait (HTMT) ratio to analyse discriminant validity. Table 

3 shows that AVE’s square root on the diagonal values are greater than the corresponding correlations’ values. 

So, the discriminant validity through the Fornell-Larker criterion met the criteria. 

Table 3: Fornell-Larker Criterion 

 ATT IBA PBC PEOU PU SN 

ATT 0.808      

IBA 0.717 0.846     

PBC 0.557 0.536 0.772    

PEOU 0.685 0.682 0.615 0.797   

PU 0.656 0.668 0.628 0.68 0.782  

SN 0.585 0.644 0.504 0.577 0.624 0.801 

Henseler et al. (2016) recommended that HTMT is the better approach to measure the discriminant validity. Table 

4 shows that all the values are lower than the threshold value of 0.90. so, the constructs are discriminant valid.  

 

Table 4: Heterotrait-Monotrait (HTMT) Ratio 

 ATT IBA PBC PEOU PU SN 

ATT       
IBA 0.881      

PBC 0.743 0.726     

PEOU 0.838 0.842 0.83    

PU 0.808 0.836 0.856 0.853   

SN 0.752 0.839 0.725 0.749 0.824  
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4.3.2. Structural Model 

After assessing the measurement model, the study analysed the structural model. Considering multicollinearity is 

necessary before going for a structural model. Multicollinearity was evaluated through VIF value. Table 5 shows 

no multicollinearity issue as all the values were < 5, or more suitable < 3.3 (Hair Jr. et al., 2017). 

Table 5: Collinearity statistics VIF 

 ATT IBA 

ATT  2.282 
IBA   

PBC 1.873 1.893 

PEOU 2.197 2.494 

PU 2.41 2.541 

SN 1.783 1.857 

This study first examined the direct relationships to analyse the cause-and-effect relationship between independent 

and dependent variables. Table 6 shows that the t-value of all the relationships was > 1.645, at the significance 

level <0.05, except for the relationship of PBC with attitude and intention.  

Table 6. Structural estimates (Direct Relation Hypothesis Testing) 

Hypotheses Beta value Std. Error t-value P-value Decision 

ATT -> IBA 0.331 0.06 5.547 0.000 Supported 

PBC -> ATT 0.094 0.066 1.414 0.157 Not Supported 

PBC -> IBA 0.005 0.048 0.11 0.912 Not Supported 

PEOU -> ATT 0.361 0.072 5.043 0.000 Supported 
PEOU -> IBA 0.21 0.067 3.155 0.002 Supported 

PU -> ATT 0.239 0.079 3.01 0.003 Supported 

PU -> IBA 0.166 0.069 2.404 0.016 Supported 

SN -> ATT 0.18 0.059 3.035 0.002 Supported 

SN -> IBA 0.223 0.054 4.129 0.000 Supported 

The values in Table 6 show that the relationship between attitude and intention was significant with the (β-value 

= 0.331; p < 0.005, t-value > 1.645). The results showed a significant relationship between perceived ease of use 

and attitude with the (β-value = 0.361; p < 0.005, t-value > 1.645). Similarly, perceived ease of use and intention 

were also significant (β-value = 0.210; p < 0.005, t-value > 1.645). The relationship between perceived usefulness 
and attitude was significant (β-value = 0.239; p < 0.005, t-value > 1.645). Similarly, Perceived usefulness and 

intention were also significantly related to each other with the (β-value = 0.166; p < 0.005, t-value > 1.645). The 

relationship between subjective norms and attitude was significant (β-value = 0.180; p < 0.005, t-value > 1.645). 

The relationship between subjective norms and intention is also significant (β-value = 0.223; p < 0.005, t-value > 

1.645). So, with these results, it was identified that H1, H2, H5, H6, H7, H8, and H9 were approved. However, 

the relationship of perceived behaviour control with attitude and intention was insignificant, with a t-value < 1.645 

and p-value > 0.05. So, the hypotheses H3, and H4 were rejected.  

Furthermore, the study analysed the mediating role of attitude between independent variables and intention to 

adopt Islamic banking. Table 7 shows the value of all the mediating relationships.  

Table 7. Structural estimates (Mediation Hypothesis Testing) 

Hypotheses Beta value Std. Error t-value P-value    Confidence     

Interval 

Decision 

     2.50% 97.50%  

PEOU -> ATT -

> IBA 0.119 0.033 3.591 0 0.059 0.188 

Supported 

SN -> ATT -> 

IBA 0.06 0.023 2.569 0.01 0.017 0.109 

Supported 

PU -> ATT -> 

IBA 0.079 0.029 2.681 0.007 0.025 0.142 

Supported 

PBC -> ATT -> 

IBA 0.031 0.022 1.409 0.159 -0.01 0.078 

Not 

Supported 

Table 7 shows that the mediating role of attitude in the relationship between perceived ease of use and intention 

was significant with (β-value = 0.119; p < 0.005, t-value > 1.645). Similarly, the mediating role of attitude among 

the relationship of subjective norms and intention was also significant with (β-value = 0.06; p < 0.005, t-value > 

1.645). The results showed that perceived usefulness relationship with intention to adopt Islamic banking was 

significantly mediated by attitude with the (β-value = 0.079; p < 0.005, t-value > 1.645). These values show that 

H10a, H10c, and H10d were significant. However, the mediating role of attitude in the relationship between 

perceived behavioural control and intention was insignificant, with the t-vale < 1.645 and p-value > 0.005.  
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5. Discussion and Conclusion 

To study the effect of SN, PBC, PU, and PEOU on an individual's behavioural intention towards adopting IB. 

These predictors are being tested to know the impact on intention towards IBA. However, to fulfil the study's 

objectives, hypotheses were developed, and analysis results show that all the study variables have a positive and 

significant influence on IBA, except PBC. Baber & Baki Billah (2022) concluded that 69% of the variance in 
attitude towards FinTech services is explained by the TAM constructs and Shairah compliance construct in the 

case of Islamic banks, and the two models explain the 74% variance in the intention- TAM and TPB integrated 

into this study. (Baber & Baki Billah, 2022).  

Subjective norms have a positive and significant impact on attitude, which supports the results of previous studies 

of Taib et al. (2008); Ramayah & Suki (2006), which confirmed that SN positively influences attitude. It was 

noticed that the surroundings of the consumer also have an impact on their attitude. A study by Lada et al. (2009) 

stated that in adopting halal products, SN positively affects attitude. PBC has a positive and insignificant impact 

on attitude, which matches the results of Ajzen (1991), who concluded that if an individual has more control 

perception, they have a positive decision towards adoption(Ahmed et al., 2022; Khan et al., 2022). 

This study result shows that PU and PEOU both have a significant impact on attitude, which matches with the 

study of Wangxia et al. (2003); Arif et al. (2016); Suh & Han (2002). Perceived usefulness and perceived ease of 

use both have positive and significant effects on the attitude of consumer behaviour, Wangxia et al. (2003); Arif 
et al. (2016); Suh & Han (2002). 

The result shows an impact of SN on Islamic banking adoption, and this finding of the study is related to previous 

literature of Noversyah et al. (2022);Amin et al.  (2011). Mamman et al. (2016) concluded that in Malaysia, the 

ability of a person to adopt IB is significantly affected by subjective norms. It shows that community influence 

and the opinions of parents and friends play a vital role in shaping a positive attitude in customers for IBA. PBC 

has a positive and insignificant effect on the intention to adopt Islamic banking. These results match the findings 

of (Lin, 2007). This significant result shows that potential consumers of traditional banking have the authority to 

opt for Islamic banking but are facing some obstacles in adopting Islamic banking.  

This study shows positive and significant results of PU on Islamic banking adoption, which match the findings of  

Alalwan et al. (2017) and Lee (2009). This significant result means that Islamic banking features allow people to 

adopt Islamic banking. Secondly, conventional banking users found IB useful but still use traditional banking 
because they are loyal to their organisation or because their partners are adopting that banking system. PEOU also 

has a positive and significant effect on Islamic banking adoption. These results match with the Echchabi & Abd. 

Aziz (2012) and M. Ali et al. (2017) found PBC significantly influences IB. This positive effect shows that if 

individuals are aware of the easiness of Islamic banking. Islamic banks should add value to their products and 

services to attract traditional banking customers. Attitude has a positive influence on Islamic banking adoption 

and is the most important determinant of this study than other variables, which are matched with the previous 

study results (Mbawuni & Nimako, 2017; Han et al., 2018; Echchabi & Olaniyi, 2012). 

The result of the study revealed that attitude has a positive and significant influence on IB. This result is related 

to the previous literature of Mamman et al. (2016), which stated a positive relation between attitude and adoption 

of IB. It is the primary factor in the behavioural intention of the individual to adopt IB. These results are consistent 

with the study of Bodibe et al. (2016), which showed that attitude is the central construct and has a significant 

relation with adopting IB. If customers have a more positive attitude, the chances to opt for Islamic banking will 
also increase (Aziz et al., 2018). 

In the mediation analysis, it is observed that the relationship of attitude as a mediator has an influence on SN and 

IBA which are according to the results of Taib et al. (2008); Amin & Ramayah (2010) which confirmed that 

Attitude mediates between subjective norms and adoption of Islamic banking. This study describes that attitude 

strongly mediates between PBC and Islamic banking adoption, which matches the results of Ajzen (1991), who 

concluded that attitude strongly influences PBC and Islamic banking adoption. According to some past studies, 

the attitude has a mediation effect on both PU and PEOU towards IBA (King & He, 2006; Lai et al., 2016; 

Barhoumi, 2016) matches our results of mediation of attitude exists between PU towards IB and PEOU towards 

IB.  

5.1. Limitations and Future Research 

This study's results are generalised to the Islamic banking domain. Five individual variables, SN, PU, ATT, PEOU, 
and PBC, were used in this study to predict people's behavioural intentions. These studied variables were used 

due to limited time; future studies can add more antecedents to increase the level of understanding with a 

moderator. Secondly, data were collected from conventional banking customers in Pakistan. Generalizability can 

be increased by collecting data from other areas and users and non-users of Islamic banking. Future researchers 

can use theories other than TPB. Researchers should adopt a method other than time series to collect data, like 

using a mixed approach to confirm its strength. Another suggestion is that researchers should use other qualitative 

methods that might increase the understanding of Islamic banking adoption. There is a chance for future 

researchers to use different sampling techniques and collect larger data that might show changed results. 
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