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Abstract 

The purpose of this research paper is to examine the adoption of Islamic banking (AIB) in the Bottom of the 

Pyramid (BoP) Market of Pakistan. The study used theory of planned behavior to hypothesize the relationship of 

the attitude (ATT), subjective norms (SN), perceived behavioral control (PBC), and Islamicity of the Product 

(IoP) on adoption of Islamic Banking (IB).  Exploratory research design was used with a total of 400 

questionnaires were distributed using a multi-staged stratified sampling (random sampling within each stratum) 

approach of which 320 usable questionnaires were returned representing 80 percent response rate. Partial Least 

Square Structural Equation Modeling (PLS-SEM) approach was used to analyze the hypothesized relationship of 

the conceptual framework. Results indicated that attitude (ATT), subjective norms (SN), and Islamicity of product 

(IoP) explained notable effect on the adoption of Islamic banking comparatively the perceived behavioral control 

(PBC). The overall effect of ATT, SN, PBC, and IoP explained 39.3 percent on AIB within the context of BoP. 
The adoption of Islamic banking counts the aforementioned variables with their countable effects. The inclusive 

outreach and features explaining the Islamicity of the financial products can enhance the span Islamic banking 

market share. Islamic banking over the past decade has witnessed tremendous growth in Asian countries due to 

innovative financial offerings based on the Sharia Principles of Islam. This study contributed on how the Islamic 

financial products can be penetrated in the low-income markets like Pakistan with its specific focus in Southern 

region of the Punjab province. The theoretical framework of the study has demonstrated how the customer closely 

associated behaviors navigate the adoption of the Islamic banking. 

Keywords: Base of the Pyramid Market, Theory of Planned Behavior, Islamicity of the Products, Islamic Banking 

and Finance, Adoption of Islamic Banking 

1. Introduction 

Islamic finance is the novel market with innovative sharia compliant product reached to $4.5 trillion in 2022 with 

an expected increase to $6.667 trillion in 2027 (Islamic Development Bank, 2023). Net investment and Islamic 

banking assets recorded 46.7% and 35.9% in the Islamic banking industry (Desk, 2023). Islamic banking and 

Takaful are the two major dimensions of the Islamic finance industry. IB in Pakistan over the last 1 ½ decade 

grew at 15 to 20 percent per annum and captured a 10 percent share of the banking industry (Saleemullah, 2011). 

The role of Islamic banking and finance is rapidly increasing in Pakistan. The access and awareness of Islamic 
banking positively navigated the adoption rate (Bananuka, Kasera, et al., 2019). This wider acceptance of Islamic 

banking system is attributed to sharia-based financial offerings, behavioral controls, subjective and normative 

beliefs, sharia information, attitude, innovative financial services, and religious commitment of the users towards 

the benefits of Islamic banking (Bananuka et al., 2020; Ledhem & Mekidiche, 2022; Rating, 2022; Sudarsono et 

al., 2021). Full-fledged Islamic banks are operating in East Asian countries; however, Malaysia is known as the 

hub for the Islamic banking system globally. In most Muslim countries, the Islamic banking system is in the 

emerging phase and struggling to replace the conventional banking system in cooperation with the governance 

(Bananuka et al., 2020; Naseri & Sharofiddin, 2021). The Islamic banking system is one of the aspects of the 

Islamic economic system that believes in equity and justice with investment in permissible financial products and 

or services that are directly or indirectly linked with the livelihood of the people in the Islamic society (Choudhury 

& Hussain, 2005). In Pakistan Islamic banking formally emerged with a formal legal framework and strategic 
plan in 2002 to cater to the demand for Islamic financial products and or services (Saqib et al., 2016). The intent 

was to pave a clear path, support the penetration of Islamic banking, and replace it with the conventional banking 

system in Pakistan. Currently, five full-fledged Islamic banks are operating in Pakistan. The state bank of Pakistan 

implemented the regulation to all the conventional banks with one Islamic banking window parallel to the 

conventional banking operations to promote Islamic banking (Ahmed et al., 2017; Ali et al., 2022; Bukhari et al., 

2013). The nexus between Islamic banking windows strategies parallel to the operationalization of conventional 

banking yielded higher adoption of Islamic banking financial products and or services (Bukhari et al., 2013). This 

performance of the Islamic banking system is based on the principle of financial transactions transparency, trust, 

accountability compliance with sharia, and interest-free free economic activities (Naseri & Sharofiddin, 2021). 

The Islamic banking system is guided by the Sharia laws and offers its financial inclusions to the people with its 

prime focus on the permissible economic well-being of the people. Despite the higher growth rate, share in the 
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banking industry and rapid increase in the total assets of the Islamic banks, the adoption of Islamic banking is still 

a question in developing countries like Pakistan. The previous studies on the adoption of Islamic banking have 

suggested numerous factors that either hinder or positively contribute to its expansion (Aziz et al., 2018; Hassan 

et al., 2020). The studies focused to evaluate the adoption intentions of the users in the generic market while using 

the theory of reasoned action (Ajzen, I., & Fishbein, 1980; Fishbein & Ajzen, 1974) where the attitude was found 
to have a significant positive effect on the adoption of Islamic banking than subjective norms. The adoption of M-

banking, internet banking, and Fintech technology was examined by applying the technology acceptance model 

(Goh et al., 2014; Mathieson, 1991; Raza et al., 2019; Venkatesh et al., 2003). Another research study conducted 

by Amin (2020) suggested that the adoption of Islamic banking should be viewed from numerous perspectives 

rather than it is evaluated on the bases of mixed market structures. According to Sama & Mitch Casselman (2013) 

and Wulandari & Kassim (2015), the adoption intents of the customers in the BoP market can be increased by 

penetrating and designing financial offerings to cater to their needs. In their studies, they have suggested that the 

theory of planned behavior can best predict the adoption intentions of the users of Islamic banking in Pakistan. 

The studies also noted poverty alleviation (Hassan et al., 2020) energizing the low-income market (London et al., 

2014) micro financial products and or services (El Ebrashi et al., 2018) agriculture development (Molina-

Maturano et al., 2020), and Islamic modes of financing (Wulandari, 2019) should be supported to increase the 

adoption of Islamic banking with a specific focus in the markets rather than to evaluate the generic and overall 
adoption rate of Islamic banking. According to Monga et al. (2014), the studies should be very applied and focused 

to identify the specific needs of the customers and provide solutions thereon. BoP markets is the best possible 

markets that can generate higher profits and can lift people from the curse of poverty. 

In this research, an attempt has been taken to examine the direct effect of Islamicity of products on the adoption 

of Islamic banking in the base of the pyramid market of Pakistan as suggested by (H. Amin et al., 2016, 2017; H. 

Amin, Amin, et al., 2014; Charag et al., 2019). The findings of this research are important: 1) contribution to the 

existing body of the literature, 2) application of theory of planned behavior with a unique construct Islamicity of 

products, 3) behavioral preferences of the users towards IB, and 4) to meet-up the gap of the predictive power of 

the unexplored constructs. This paper has been structured into literature review, hypothesis formulation, followed 

by the methods and procedures, findings, suggestions, and conclusion with references at the end. 

2. Literature Review 

2.1. Theoretical foundations 

Theory of planned behavior (TPB) is most widely used to predict the adoption intentions of the consumers which 

this study has used focusing in the BoP market of Pakistan. TPB was 1st started as the theory of reasoned action 

(TRA) (Ajzen, I., & Fishbein, 1980) was introduced to predict the individual’s willingness to engage in a behavior 
in question focusing on two exogenous variables attitude and subjective norms. Hassan et al. (2020); and 

Psychology et al. (2015) argued higher intentions are proportionate to the performance of the behavior. TPB uses 

three major factors that account adoption intentions of the users i.e., attitude, subjective norms, and perceived 

behavioral control. Besides, these three constructs, the Islamicity of the products is also an influential factor that 

accounts for the adoption intentions of Islamic banking (Ali et al., 2022; Bukhari et al., 2013). Adoption intentions 

towards the use of Islamic banking can be best explained with the help of the Islamicity of the product (Amin et 

al., 2014; Charag et al., 2019; Hassan et al., 2020). In addition to the TRA and TPB, the technology acceptance 

model (TAM) is also relevant and supports the theory in predicting the adoption intentions of the users of Islamic 

banking specifically towards the use of an information system. According to Amin et al. (2017) attitude, subjective 

norms, and perceived behavioral controls are influential factors in driving the adoption of Islamic banking 

questions in use. Moreover, the factors together with other variables increase the likelihood of the usage of Islamic 
banking. In this research study, we used the theory of planned behavior to predict how TPB navigate the adoption 

of Islamic banking in the BoP market of southern region of Punjab, Pakistan. Empirical evidences of these 

constructs in the light of the existing literature with different settings and contexts are elaborated here under to 

hypothesize the relationship: 

2.2. Attitude and adoption intentions of Islamic banking 

Attitude is the 1st component of TPB that explains the extent of an individual’s favorable or unfavorable 

predisposition to absorb influence on the behavior in question (Ajzen, I., & Fishbein, 1980; Fishbein & Ajzen, 

1974; Gawronski et al., 2018; Maio & Haddock, 2009). Attitude while studying in the settings of Islamic banking 

has been explained in terms of knowledge, understanding, and feelings about the use of Islamic banking (Maria 

John Joseph & Mahalakshmi, 2021; Najmudin et al., 2020). Assessment of the attitude towards adoption intention 

is determined by the customer’s beliefs and the consequences of the behavior multiplied by the analysis of those 

consequences (Ajzen & Madden, 1986; Fishbein & Ajzen, 1974). The studies conducted to examine the effect of 
attitude on the adoption intentions empirically evidenced a significant positive influence on the adoption intention 

of Islamic banking (Mindra et al., 2022; Mutai et al., 2018). The cognitive and affective components of the attitude 

(Mohd Thas Thaker, Amin, et al., 2019), customer awareness (Kaakeh et al., 2019), and perceived usefulness 

(Ayyub et al., 2019) influence the adoption intentions of Islamic home financing products. Raza, Ahmed, et al. 
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(2019) established that the user attitude towards the Takaful insurance products of Islamic banking has a 

significant positive effect on the adoption intentions. (Che-Ha et al., 2016; Utomo et al., 2020) established that 

attitude is one of the important drivers in the Islamic Sukuk investment among investors. Given, the foregoing 

discussion, the attitude is positively associated with the adoption intention of Islamic banking and hence, it is 

hypothesized as under: 
H1: Attitude positively influences the adoption intentions of IB in the BoP market 

2.3. Subjective norms and adoption intentions of Islamic banking 

The individual’s behaviors driven by the important people or group of people are termed as the subjective norms 

generally accepted and shared in social interaction (Ajzen & Madden, 1986; Lutz, 1978). Subjective norms 

influence the adoption intentions by developing social pressure either to perform or restrict a behavior towards an 

innovative or already in use product (Passafaro et al., 2019). This indicates that desired behaviors are controlled 

by the socially connected people. (H. Amin et al., 2013, 2016) argued that subjective norms have control facts, 

whereas (Ajzen, 2015) argued subjective norms as external factors that control the individual desired actions. 

Similarly, (Abdullahi & Othman, 2021; Ayyub et al., 2020) found strong positive effect of the social pressure on 

the adoption of Islamic banking. The results also indicated that the subjective norms have a countable effect in 

evaluating the adoption intentions of Islamic insurance (Aziz et al., 2019; Modan & Hassan, 2018). The 

foundations of the Islamic banking come from the Sharia’ah principles and a society with higher composition 
sharing similar religion has countable effect on its use (Al Balushi et al., 2019; Maulana et al., 2018). Furthermore, 

the normal banking operations of deposits and withdrawals along with the internet funds transfer facilities were 

found to have a positive relationship of subjective norms with the adoption intentions of Islamic banking (I. H. F. 

Mansour et al., 2016; M. Mansour, 2019). Nonetheless, (Han, 2019; Raza et al., 2021) established contrary to the 

results of the previous studies that the subjective norms are negatively associated with the adoption intentions of 

Islamic banking. Given empirical evidences and theoretical discussions of studies, we conclude the relationship 

between subjective norms and adoption of Islamic banking, hence reaffirms the hypothesis as: 

H2: Subjective norms positively influence the adoption intentions of IB in the BoP Market 

2.4. Perceived behavioral control and adoption intentions of Islamic banking 

The term "perceived behavioral control" describes the perceived amount of work that a person might expend when 

engaging in a particular behavior. Depending on experience and anticipated challenges, engaging in such conduct 
may be viewed as easy or challenging (Acikgoz et al., 2023). Perceived behavioral control (PBC) realizes the 

degree to which an individual can control the behavior in terms of ease and difficulty in performing the behavior 

(Ajzen, 1991; Ajzen & Driver, 1992; Beck & Ajzen, 1991). The studies further reiterated that the more favorable 

attitude, support of the subjective norms, and greater perceived behavioral control leading to the higher the 

adoption of the behavior (Ajzen, 2002, 2015). The adoption of Islamic banking is therefore highly linked with the 

right amount of information and money that will allow the consumers to control themselves involved in interest-

based financial activities clubbed with the level of awareness of the Islamic financial products (Bananuka, 

Kaawaase, et al., 2019; Butt et al., 2011). Thus, the user involvement adoption intentions are controlled by the 

relevant skills, competencies, and number of resources held by the consumers. In another research study, the 

adoption of Islamic banking services in Pakistan is highly influenced by the ability, competencies, perceived 

benefits, availability of the resources, ease of access, and the inclusive nature of Islamic banking (Mohd Thas 

Thaker, Allah Pitchay, et al., 2019). Several research studies have investigated the effect of PBC on the adoption 
intentions of Islamic banking and concluded that PBC is one of the powerful and significant influencers that 

enhances user engagement in the adoption of Islamic banking (Ahmed et al., 2019; Alzadjal et al., 2021; Echchabi 

& Aziz, 2012; Francis et al., 2019; Ganesan et al., 2020; Gumel & Othman, 2013; Han, 2019b; Han et al., 2018; 

Johan et al., 2020; Zinser, 2019). PBC has a significant positive effect on the acceptance of Islamic banking (H. 

Amin, Rahim Abdul Rahman, et al., 2014), Islamic home finance (H. Amin, 2017), enhancing customer loyalty 

(M. Amin et al., 2011), adoption of M-banking (Mohd Thas Thaker, Allah Pitchay, et al., 2019), and Islamic 

mortgage financing (M. Sayuti & Amin, 2019). The results of recent studies indicated that the PBC is positively 

associated with the adoption of customers toward Takaful insurance (Akhter et al., 2021; Ansari, 2022; Sarfraz & 

Khurshid Mian, 2022). According to (Notani, 1998), individual ability to control the behavior increases with the 

availability of the resources, perceived benefits, and likelihood of better performance. Hence, it is synthesized that 

the PBC is proportionate to the adoption intention sof the users, and we hypothesize this relationship as under: 
H3: Perceived behavioral control positively influences the adoption intentions of IB in the BoP Market 

2.5. Islamicity of the products and adoption intentions 

Islamicity of the product refers to the features of financial offerings that differentiates product from that the 

interest-based financial products of the banks. According to (H. Amin, Amin, et al., 2014) that the essential feature 

of the Islamicity of the product is confidence in the sharia committee, no interest charged on financing, and no 

interest paid on the accounts. The Islamicity of the product requires clear and differentiated awareness of the 

financial product in terms of the Islamic guidelines. The higher the awareness of the product will positively 

contribute to the adoption intentions (Hassan et al., 2020). Charag et al. (2019) added that the added comparative 

user awareness increases the effect size of the user intentions towards Islamic banking. Razak (2014) argued that 
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conventional banking products are Islamized by reconciling to remove the interest factor. Furthermore, the prices 

of the financial products offered by Islamic banks are comparatively higher than the conventional banking. The 

argument for the Islamization of conventional banking remained in question over a longer period since Islamic 

banking was in its very initial stage with a weaker financial background of investments. The adoption intention 

of the users towards Islamic banking is sensitive to the level of the awareness, religious commitment, emotional 
attachment, and the comparative information of interest and non-interest charge (M. Ali et al., 2019; Ansari, 2022; 

Husein & Slama, 2018). Islamicity of product is based to differentiate Islamic financial offerings from 

conventional banks by enhancing the customer level of awareness to finally increase the adoption intentions. 

Religiosity is purely centered on Muslim practicing customers whom irrespective of prices and other elements 

prefer to use Islamic banking. However, it is pertinent to mention that the Islamic banking is for the entire mankind 

irrespective of a specific religion. The Islamicity of the product was operationalized by M. Ali et al. (2019) and 

H. Amin, Rahim Abdul Rahman, et al. (2014) on three main factors and concluded to have a positive effect on 

the adoption of Islamic banking. The three elements are the transparency of financial information, interest-free 

transactions, free from gharar, and confidence in the sharia committee. Thus, the higher adoption of the customers 

towards Islamic banking positively comes from the user information on the products and or services offered by 

the banks. The higher the awareness, the higher will be the adoption of Islamic banking. Hence, we hypothesize 

the Islamicity of the products: 
H4: Islamicity of the products positively influences the adoption intentions of IB in the BoP Market 

 
Source: Theory of planned behavior (Ajzen, 1985, 2015) 

3. Methods and procedures 

3.1. Sample and data 

The researcher collected data from the four divisions of the South Punjab region of Pakistan 1) Bahawalpur, 

Multan, Sahiwal, and Dera Ghazi Khan. Multistage stage sampling approach was used where in the 1st stage the 

stratified sampling method was used to treat every division as a stratum, thereafter within each stratum random 

sampling approach was used to collect from the respondents who are currently using both conventional and 

Islamic banking at least once. A total of 400 questionnaires were distributed among the users of Islamic and 
conventional banking, 320 useful questionnaires with >80 percent response rate were received. Research ethics 

were observed regarding confidentiality, and anonymity since the respondents voluntarily participated in the 

survey. No personal information is obtained and used in this research paper. 

3.2. Measurement of variables 

The measurement instrument of this study has been divided into two sections. In the 1st section, five questions 

were asked related to the demographic profile of the respondents. 5-point Likert-scale (Strongly agree to strongly 

disagree while 3 being the indifferent) was used to collect data on 23 items of the five variables of the conceptual 

framework in this study. Measurements of Attitude (Gopi & Ramayah, 2007; Ramayah et al., 2009), subjective 

norms (Gopi & Ramayah, 2007; Ramayah et al., 2009; Taib et al., 2008), perceived behavioral control (Alam et 

al., 2011; Ramayah et al., 2009), adoption of Islamic banking (Lada et al., 2009; Ramayah et al., 2009) were 

adopted from the studies and modified according to the context of this research, whereas three items on measuring 

the added variable Islamicity of the products were taken from the study on religiosity and banking selection criteria 
among Malays in Lembah Klang by Marhaini Wan Ahmad et al. (2008) 
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3.3. Techniques and analysis 

The analysis of the study was divided into two sections, descriptive analysis of the demographic profile of the 

respondents and partial-least square structural equation modeling (PLS-SEM) approach to test the hypothesized 

relationships of the variables. PLS-SEM was made by establishing the reliability and validity through the 

evaluation of the measurement model and testing of the hypothesized relationship through the structural anlaysis. 

4. Results 

4.1. Subject data analysis  

The demographic profile of the respondents was measured and examined asking five major questions about 

gender, age, user of Islamic banking, qualifications, and the income. Most of the respondents were male (74%), 
users of Islamic banking (69%), graduates (51%), with a monthly income of PKR35K (77%), and aged between 

40 to 50 (79%). The demographic profile sufficiently suggested that the right respondents were selected to hold 

measurement and structural analysis to establish meaningful and generalizable results of the relationship of 

variables in the model of the study. 

4.2. Analysis of research variables 

The descriptive analysis of attitude, subjective norms, perceived behavioral control, Islamicity of the product, and 

adoption of Islamic banking indicated std. deviation 0.91, 0.69, 0.87, 0.50, and 0.47 respectively. 

Table 1: Standard Deviation of Variables 

 
4.3. Analysis of measurement model 

The analysis of the measurement model was carried out by computing reliability (Internal consistency) and 

validity (Discriminant and convergent validity) of the data to support the structural analysis and hypotheses testing 
in the study. 

4.4. Analysis of reliability and validity measures 

The analysis of the reliability was divided into two further measures 1) internal consistency and indicator loading 

reliability. According to (Joe F. Hair et al., 2011a, 2014; Joseph F Hair et al., 2019), the minimum acceptable 

values in internal consistency are α > 0.7, CR > 0.708 (the value of 0.6 is also accepted in the case of social 

sciences), AVE > 0.5, and for indicator reliability, the value should be greater than 0.7. The results of the internal 

consistency in Tables 2 and 3 indicated values greater than the minimum threshold values, hence the reliability of 

the outer model is sufficiently established. 

Table 2: Internal consistency 

 
Table 3: Indicator loading 

 

VAR ITEM SD VAR ITEM SD VAR ITEM SD VAR ITEM SD VAR ITEM SD

ATT1 1.19 SN1 0.99 PBC1 1.02 IoP1 0.89 AIB1 0.97

ATT2 1.01 SN2 0.77 PBC2 1.04 IoP2 1.01 AIB2 0.93

ATT3 0.98 SN3 0.67 PBC3 1.08 IoP3 1.11 AIB3 0.91

ATT4 0.81 SN4 0.68 PBC4 1.06 - - - -

ATT5 0.79 SN5 1.02 PBC5 1.02 - - - -

ATT6 0.67 - - PBC6 - - - - -

ATT* SN* PBC* IoP* AIB*

*Attitude (ATT), *Subjective Norms (SN), *Perceived Behavioral Control (PBC),

*Islamicity of the product (IoP), *Adoption of Islamic Banking (AIB)

Constructs Cronbach's Alpha (α) Composite reliability Average variance extracted

AIB 0.788 0.876 0.702

ATT 0.9 0.923 0.667

PBC 0.855 0.912 0.775

IoP 0.893 0.917 0.649

SN 0.888 0.916 0.688

VAR ITEM ATT VAR ITEM SN VAR ITEM PBC VAR ITEM IoP VAR ITEM AIB

ATT1 0.67 SN1 0.892 PBC1 0.772 IoP1 0.872 AIB1 0.931

ATT2 0.78 SN2 0.833 PBC2 0.892 IoP2 0.89 AIB2 0.96

ATT3 0.89 SN3 0.894 PBC3 0.879 IoP3 0.939 AIB3 0.949

ATT4 0.78 SN4 0.811 PBC4 0.882 -        -   -        -   

ATT5 0.84 SN5 0.853 PBC5 0.919 -        -   -        -   

ATT6 0.86 -      -   PBC6 0.898 -        -   -        -   

ATT* SN* PBC* IoP* AIB*
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The next step in the evaluation of the measurement model is to analyze the validity measures of convergent 

(AVE>0.5), discriminant validity (Fornell-Larcker criterion), and indicator loading > all of its cross-loadings (J. 

F. Hair et al., 2011a, 2019; Hair, Jr, 2015). Tables 2, 4, and 5 indicate the convergent validity, Fornell-Larcker 

criterion (AVE>highest squared correlation of each latent construct), and the indicator’s loading is highest than 

all its cross-loadings. Thus, the computed values of the data established sufficient validity measures of the model. 
Table 4: Farnell-Larcker criterion 

 
Table 5: Cross loadings 

 
4.5. Analysis structural model 

4.5.1. Analysis of variance explained (𝑹𝟐) and predictive relevance (𝑸𝟐) 
The structural analysis was performed by computing the value of the coefficient of determination (𝑅2), (𝑄2), and 

the path coefficients. The overall proportion of the variance explained 𝑅2 = 0.393 of the latent constructs on the 

adoption of Islamic banking in the BoP market was computed to be moderate. 𝑅2value of 0.75, 0.5, and 0.25 

tender substantial, moderate, and weak effects as a rule of thumb (J. F. Hair et al., 2011a, 2014, 2019). Thus, the 

overall effect of attitude, subjective norms, perceived behavioral control, and Islamicity of the product explained 

a 39.3% small effect on the adoption of Islamic banking, and the predictive relevance (𝑄2) is 6.23 which is 

between 5 to 10 to determine that sufficient predictive relevance exists as depicted in table 6. According to (Hair 

et al., 2011, 2014, 2019; Leguina, 2015) in behavioral studies the effect of 0.2 is considered substantial given the 

complex and cross-sectional nature of the studies. 

4.6. Hypotheses testing 

The structural hypothesized relationship of latent constructs was assessed by performing bootstrapping with a 

minimum number of samples of 5000 to assess the path coefficient significance. The significance of the path 

coefficient critical t-values for the two-tailed test is 1.65 at 10%, 1.96 at 5%, and 2.58 at 1% (J. Hair et al., 2010; 

Variables AIB ATT IoP PBC SN

AIB 0.838

ATT 0.342 0.817

IoP 0.545 0.253 0.88

PBC 0.317 0.121 0.39 0.806

SN 0.482 0.343 0.499 0.155 0.829

Indicators AIB ATT IoP PBC SN

AIB1 0.803 0.311 0.53 0.18 0.428

AIB2 0.856 0.298 0.363 0.312 0.374

AIB3 0.854 0.25 0.463 0.31 0.404

ATT1 0.316 0.78 0.203 0.104 0.288

ATT2 0.327 0.832 0.288 0.119 0.316

ATT3 0.258 0.831 0.192 0.162 0.249

ATT4 0.248 0.822 0.169 0.044 0.299

ATT5 0.201 0.839 0.203 0.115 0.244

ATT6 0.284 0.796 0.163 0.048 0.264

IOP1 0.43 0.208 0.859 0.405 0.394

IOP2 0.502 0.213 0.907 0.394 0.507

IOP3 0.501 0.245 0.874 0.241 0.412

PBC1 0.188 0.113 0.288 0.8 0.103

PBC2 0.247 0.066 0.331 0.848 0.16

PBC3 0.337 0.1 0.426 0.853 0.179

PBC4 0.262 0.098 0.271 0.763 0.134

PBC5 0.235 0.132 0.226 0.781 0.087

PBC6 0.213 0.08 0.301 0.785 0.051

SN1 0.468 0.312 0.445 0.2 0.916

SN2 0.347 0.232 0.401 0.017 0.791

SN3 0.304 0.278 0.404 0.028 0.776

SN4 0.311 0.265 0.438 0.119 0.794

SN5 0.501 0.323 0.402 0.212 0.86
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J. F. Hair et al., 2011b, 2014, 2019; Hair, Jr, 2015). Table 6 indicates the bootstrapping, coefficient of 

determination, predictive relevance, and path coefficients in SEM the Model. H1 of the study was to examine the 

effect of the attitude on the adoption intentions of Islamic banking is accepted at computed values of β = 0.160, t-

value = 3.201, *p-value = 0.001 is significant at 1%. This indicates that attitude has an ideal and positive effect 

on the adoption intentions of Islamic banking in the BoP market of Pakistan. The 2nd hypothesis is related to 
evaluating the effect of subjective norms on the adoption intentions of Islamic banking. The computed values of 

β = 0.241, t-value = 4.723, *p-value = 0.000 indicated to have a significant positive effect on the adoption of 

intentions of Islamic banking hence, the results concluded to accept the H2. The 3rd hypothesis of the research 

measured the effect of PBC on the adoption of Islamic banking and computed β = 0.130, t-value = 2.623, *p-

value = 0.009 indicating that the PBC has a significant positive effect on the adoption of Islamic banking in the 

BoP market of Pakistan. Thus, the results accepted H3. The 4th hypothesis of the study was to measure the impact 

of the Islamicity of the product on the adoption of Islamic banking in the BoP market of Pakistan. The computed 

values of β = 0.333, t-value = 6.170, *p-value = 0.000 indicated that the BoP has positive and significant effect 

on the adoption intentions. BoP was an addition to the conceptual framework of the study and thus resulted to 

accept H4. The hypothesized relationship of H1, H2, H3, and H4 with adoption of Islamic banking confirmed the 

theoretical formation of the relationship. Hence, the results derived from the statistical analysis in this study 

confirmed that the theoretical foundations of the variables in the model conforms the results with previous studies. 
Table 6 R Square, Q Square, Path coefficients 

 

5. Discussion conclusion 

5.1. Discussion 

This research study investigated the effect of attitude, subjective norms, perceived behavioral control, and 

Islamicity of the products on the adoption of Islamic banking in the BoP market of Pakistan. The study employs 

the theory of planned behavior (TPB) to provide the antecedents of adoption of Islamic banking with a unique 
variable Islamicity of the product. The study examined the effect of the Islamicity of the products on the adoption 

of Islamic banking to conclude the adoption intentions in the BoP market of Pakistan. The study hypothesized 

ATT, SN, PBC, and IoP are positively associated with the adoption of Islamic banking. The results of the study 

depicted that the latent variables of the study were found to have a significant positive effect on the adoption 

intentions of Islamic banking, however, SN was found to have comparatively lower explanative power compared 

to the other exogenous variables. The findings of this study agreed with the past literature (Albaity & Rahman, 

2019; Amin et al., 2016, 2017; Aziz et al., 2018; Aziz & Afaq, 2018; Hassan et al., 2020). Apart from the literature 

findings, ATT and PBC were found to have more explanative power on the adoption of Islamic banking (Aziz et 

al., 2019). Findings on the BoP which was a novel addition to the theory of planned behavior complied 

hypothesized relationship towards the adoption of Islamic banking in the past literature (Amin et al., 2014; Bakar 

& Mansoor, 2020; Charag et al., 2019; Hassan et al., 2020; Razak, 2014). Thus, this can be concluded, the higher 

the attitudinal beliefs, perceived controls, subjective norms, and awareness of the Islamicity of the product, the 
higher will be the adoption of Islamic banking. The overall findings revealed that customers’ attitudes, the 

influence of the subjective norms, and perceived behavioral controls together with the awareness about the 

products offered by the Islamic banks are by the Sharia laws and principles, the tendency will be higher to adopt 

and use the financial service of Islamic banks in the BoP market of Pakistan. 

The empirically evidenced exogenous variables of the study provides valuable insights on how the customer 

centered policy should be designed to mature the adoption of Islamic banking. Additionally, it also guides the 

formulation of marketing and business strategies to increase adoption of Islamic banking in Pakistan. The study 

also opens many avenues on how the Islamic banks can work on inclusive reach of the existing products and how 

the new products conforming attitude, subjective norms, perceived behavioral controls, and the Islamicity of the 

product. 

6. Conclusion 

This research concludes that the adoption of Islamic banking in the BoP market of Pakistan, the three antecedents’ 

attitudes, subjective norms, and perceived behavioral controls tend to have a high positive effect on developing 

the adoption intentions of the users. The addition of the Islamicity of the products increased the adoption intentions 

of the users after they are fully aware and trust that the Islamic banking products and or services are developed 
and processed according to the Sharia laws and principles. Until and unless, customers are not aware of the Islamic 

banking products Islamicity which consists of free from hooding (garar), free from interest (riba), and 

Hypotheses Structural relationship Beta T - value p-value Decision

H1 ATT ----> AIB 0.16 3.201 0.001 Supported

H2 SN  ----> AIB 0.241 4.723 0 Supported

H3 PBC----> AIB 0.13 2.623 0.009 Supported

H4 IoP  ----> AIB 0.333 6.17 0 Supported

0.393 6.23

 𝟐 𝑸𝟐
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permissibility of the product (halalness) is present, the adoption of the financial products and or services will 

become difficult. In other words, the use of Islamic banking services, if the consumers are not fully convinced 

about the financial offerings of the Islamic banks, their emotional beliefs, influence from important people, and 

internal control may not result in the adoption of these services. Additionally, the adoption of Islamic banking 

alone on the bases of the exogenous constructs of the theory of planned behavior will not determine the adoption 
because the products of Islamic banking are unique, innovative, and conforms to the Sharia laws and principles 

until and unless awareness about the Islamicity of the products offered by Islamic banks is provided to the 

customers enabling them to buy these products. 

6.1. Future research 

This research study is cross-sectional in nature and investigated the direct effect of the Islamicity of the product 

in the theory of planned behavior. The study can add more variables to analyze the adoption intentions of the users 

in the BoP market with their different roles. The overall variance explained in the study is 39.3%, whereas the 

remaining 60.7% of the variance may be investigated to add more variables. It can also contribute in several ways 

like market expansion, financial inclusion, product innovation, partnerships and collaborations. 

References 

Abdullahi, A., & Othman, A. H. A. (2021). Financial inclusion enhancement through the adoption of Islamic 

microfinance in Nigeria. International Journal of Ethics and Systems, 37(3), 486–505. 

https://doi.org/10.1108/IJOES-02-2021-0040 

Abid, A., & Jie, S. (2023). Understanding farmers’ decision-making to use Islamic finance through the lens of 

theory of planned behavior. Journal of Islamic Marketing, 14(4), 1084–1106. 

https://doi.org/10.1108/JIMA-10-2020-0324 

Acikgoz, F., Elwalda, A., & De Oliveira, M. J. (2023). Curiosity on Cutting-Edge Technology via Theory of 

Planned Behavior and Diffusion of Innovation Theory. International Journal of Information 

Management Data Insights, 3(1). https://doi.org/10.1016/j.jjimei.2022.100152 
Ahmed, R. R., Vveinhardt, J., Streimikiene, D., & Pilinkienė, V. (2019). Application of the Theory of Planned 

Behaviour Model for Examining Customers’ Intentions towards Islamic Hire Purchase Financing. 

Engineering Economics. https://doi.org/10.5755/j01.ee.30.2.21589 

Ajzen, I. (1985). From Intentions to Actions: A Theory of Planned Behavior. In Action Control (pp. 11–39). 

Springer Berlin Heidelberg. https://doi.org/10.1007/978-3-642-69746-3_2 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision Processes. 

https://doi.org/10.1016/0749-5978(91)90020-T 

Ajzen, I. (2002). Perceived behavioral control, self-efficacy, locus of control, and the theory of planned behavior. 

Journal of Applied Social Psychology. https://doi.org/10.1111/j.1559-1816.2002.tb00236.x 

Ajzen, I. (2015). Consumer Attitudes and Behavior. In Handbook of Consumer Psychology. 

https://doi.org/10.4324/9780203809570.ch20 

Ajzen, I., & Fishbein, M. (1980). Understanding attitudes and predicting social behaviour. New Jersey: Prentice-
Hall. Englewood Cliffs. 

Ajzen, I., & Driver, B. L. (1992). Application of the Theory of Planned Behavior to Leisure Choice. Journal of 

Leisure Research. https://doi.org/10.1080/00222216.1992.11969889 

Ajzen, I., & Madden, T. J. (1986). Prediction of goal-directed behavior: Attitudes, intentions, and perceived 

behavioral control. Journal of Experimental Social Psychology. https://doi.org/10.1016/0022-

1031(86)90045-4 

Akhter, W., Jamil, H., & Fam, K. S. (2021). Islamic influence on customer satisfaction: evidence from Takaful 

and conventional insurance industry. Journal of Islamic Accounting and Business Research, 12(4), 

524–543. https://doi.org/10.1108/JIABR-05-2020-0148 

Al Balushi, Y., Locke, S., & Boulanouar, Z. (2019). Determinants of the decision to adopt Islamic finance: 

evidence from Oman. ISRA International Journal of Islamic Finance, 11(1), 6–26. 
https://doi.org/10.1108/IJIF-02-2018-0020 

Alam, S., and, N. S.-I. journal of C., & 2011, undefined. (2011). Applying the Theory of Planned Behavior (TPB) 

in halal food purchasing. Emerald.Com, 21(2), 107–123. https://doi.org/10.1108/10569211111111676 

Albaity, M., & Rahman, M. (2019). The intention to use Islamic banking: an exploratory study to measure Islamic 

financial literacy. International Journal of Emerging Markets, ahead-of-print(ahead-of-print). 

https://doi.org/10.1108/ijoem-05-2018-0218 

Ali, M., Raza, S. A., Puah, C. H., & Amin, H. (2019). Consumer acceptance toward takaful in Pakistan. 

International Journal of Emerging Markets, ahead-of-p(ahead-of-print). https://doi.org/10.1108/ijoem-

08-2017-0275 

Ali, W., Ibrahim Alasan, I., Hussain Khan, M., Ali, S., Cheah, J. H., & Ramayah, T. (2022). Competitive 

strategies-performance nexus and the mediating role of enterprise risk management practices: a multi-

group analysis for fully fledged Islamic banks and conventional banks with Islamic window in Pakistan. 

https://doi.org/10.1108/IJOES-02-2021-0040
https://doi.org/10.1108/JIMA-10-2020-0324


Hassan et al 

368 

 

International Journal of Islamic and Middle Eastern Finance and Management, 15(1), 125–145. 

https://doi.org/10.1108/IMEFM-06-2020-0310 

Alzadjal, M. A. J., Abu-Hussin, M. F., Md Husin, M., & Mohd Hussin, M. Y. (2021). Moderating the role of 

religiosity on potential customer intention to deal with Islamic banks in Oman. Journal of Islamic 

Marketing. https://doi.org/10.1108/JIMA-05-2020-0150 
Amin, H. (2017). Consumer behaviour of Islamic home financing. Humanomics, 33(4), 517–548. 

https://doi.org/10.1108/h-12-2016-0102 

Amin, H., Abdul Rahman, A. R., Abdul Razak, D., & Rizal, H. (2017). Consumer attitude and preference in the 

Islamic mortgage sector: a study of Malaysian consumers. Management Research Review, 40(1), 95–

115. https://doi.org/10.1108/MRR-07-2015-0159 

Amin, H., Abdul-Rahman, A. R., & Abdul-Razak, D. (2013). An integrative approach for understanding Islamic 

home financing adoption in Malaysia. International Journal of Bank Marketing, 31(7), 544–573. 

https://doi.org/10.1108/IJBM-02-2013-0008 

Amin, H., Abdul-Rahman, A. R., & Abdul-Razak, D. (2016). Malaysian consumers’ willingness to choose 

Islamic mortgage products: An extension of the theory of interpersonal behaviour. International 

Journal of Bank Marketing, 34(6), 868–884. https://doi.org/10.1108/IJBM-06-2015-0099 

Amin, H., Amin, H., Rahim, A., Rahman, A., & Abdul Razak, D. (2014). Consumer acceptance of islamic home 
financing. International Journal of Housing Markets and Analysis, 7(3), 307–332. 

https://doi.org/10.1108/IJHMA-12-2012-0063 

Amin, H., Rahim Abdul Rahman, A., & Abdul Razak, D. (2014). Consumer acceptance of Islamic home 

financing. International Journal of Housing Markets and Analysis, 7(3), 307–332. 

https://doi.org/10.1108/IJHMA-12-2012-0063 

Amin, M., Isa, Z., & Fontaine, R. (2011). The role of customer satisfaction in enhancing customer loyalty in 

Malaysian Islamic banks. Service Industries Journal, 31(9), 1519–1532. 

https://doi.org/10.1080/02642060903576076 

Ansari, Z. (2022). A review of 20 years of takaful literature using a systematic method. Asian Journal of 

Economics and Banking, 6(1), 2–25. https://doi.org/10.1108/AJEB-08-2021-0100/FULL/HTML 

Ayyub, S., Xuhui, W., Asif, M., & Ayyub, R. M. (2019). Determinants of intention to use Islamic banking: A 
comparative analysis of users and non-users of Islamic banking: evidence from Pakistan. International 

Journal of Islamic and Middle Eastern Finance and Management, 13(1), 147–163. 

https://doi.org/10.1108/IMEFM-05-2017-0135 

Ayyub, S., Xuhui, W., Asif, M., & Ayyub, R. M. (2020). Determinants of intention to use Islamic banking: A 

comparative analysis of users and non-users of Islamic banking: evidence from Pakistan. International 

Journal of Islamic and Middle Eastern Finance and Management, 13(1), 147–163. 

https://doi.org/10.1108/IMEFM-05-2017-0135 

Aziz, S., & Afaq, Z. (2018). Adoption of Islamic banking in Pakistan an empirical investigation. Cogent Business 

and Management, 5(1), 1–18. https://doi.org/10.1080/23311975.2018.1548050 

Aziz, S., Afaq, Z., & Bashir, U. (2018). Behavioral Intention to Adopt Islamic Banking in Pakistan: A Study 

Based on Theory of Planned Behavior. Journal of Islamic Business and Management, 8(2), 407–422. 

https://doi.org/10.26501/jibm/2018.0802-005 
Aziz, S., Md Husin, M., Hussin, N., & Afaq, Z. (2019). Factors that influence individuals’ intentions to purchase 

family takaful mediating role of perceived trust. Asia Pacific Journal of Marketing and Logistics, 31(1), 

81–104. https://doi.org/10.1108/APJML-12-2017-0311 

Bakar, M. A., & Mansoor, R. (2020). Form and Substance in Islamic Finance: from the Perspective of Islamic 

law of Contract. In Hazaraislamicus. 

Bananuka, J., Kaawaase, T. K., Kasera, M., & Nalukenge, I. (2019). Determinants of the intention to adopt Islamic 

banking in a non-Islamic developing country: The case of Uganda. ISRA International Journal of 

Islamic Finance, 11(2), 166–186. https://doi.org/10.1108/IJIF-04-2018-0040 

Bananuka, J., Kasera, M., Muganga, G. N., Musimenta, D., Ssekiziyivu, B., & Kimuli, S. N. L. (2019). Attitude: 

mediator of subjective norm, religiosity and intention to adopt Islamic banking. Journal of Islamic 

Marketing. https://doi.org/10.1108/JIMA-02-2018-0025 
Bananuka, J., Katamba, D., Nalukenge, I., Kabuye, F., & Sendawula, K. (2020). Adoption of Islamic banking in 

a non-Islamic country: evidence from Uganda. Journal of Islamic Accounting and Business Research. 

https://doi.org/10.1108/JIABR-08-2017-0119 

Beck, L., & Ajzen, I. (1991). Predicting dishonest actions using the theory of planned behavior. Journal of 

Research in Personality, 25(3), 285–301. https://doi.org/10.1016/0092-6566(91)90021-H 

Bukhari, K. S., Awan, H. M., & Ahmed, F. (2013). An evaluation of corporate governance practices of Islamic 

banks versus Islamic bank windows of conventional banks: A case of Pakistan. Management Research 

Review, 36(4), 400–416. https://doi.org/10.1108/01409171311315003 



Hassan et al 

369 

 

Butt, I., Saleem, N., Ahmed, H., Altaf, M., Jaffer, K., & Mahmood, J. (2011). Barriers to adoption of Islamic 

banking in Pakistan. Journal of Islamic Marketing, 2(3), 259–273. 

https://doi.org/10.1108/17590831111164787 

Charag, A. H., Fazili, A. I., & Bashir, I. (2019). Determinants of consumer’s readiness to adopt Islamic banking 

in Kashmir. Journal of Islamic Marketing. https://doi.org/10.1108/JIMA-10-2018-0182 
Che-Ha, N., Hamzah, Z. L., Abd Sukor, M. E., Mohd Said, S., & Veeriah, K. (2016). Profiling Islamic Banking 

Customers: Does Product Awareness Matter? In Advances in Islamic Finance, Marketing, and 

Management (pp. 223–243). Emerald Group Publishing Limited. https://doi.org/10.1108/978-1-78635-

899-820161012 

Echchabi, A., & Aziz, H. A. (2012). Modelling the patronisation behaviour of islamic banks’ customers in 

morocco. International Journal of Management and Strategy. 

Fishbein, M., & Ajzen, I. (1974). Attitudes towards objects as predictors of single and multiple behavioral criteria. 

Psychological Review. https://doi.org/10.1037/h0035872 

Francis, R. I., Jasin, D., & Mohan, A. A. P. (2019). A study on the relationship of attitude subjective norm and 

perceived behavioral control towards customer intention to use Islamic product in banking services. 

International Journal of Innovation, Creativity and Change. 

Ganesan, Y., Allah Pitchay, A. Bin, & Mohd Nasser, M. A. (2020). Does intention influence the financial literacy 
of depositors of Islamic banking? A case of Malaysia. International Journal of Social Economics. 

https://doi.org/10.1108/IJSE-01-2019-0011 

Gawronski, B., Rydell, R. J., De Houwer, J., Brannon, S. M., Ye, Y., Vervliet, B., & Hu, X. (2018). 

Contextualized Attitude Change. In Advances in Experimental Social Psychology (Vol. 57, pp. 1–52). 

Academic Press Inc. https://doi.org/10.1016/bs.aesp.2017.06.001 

Gopi, M., & Ramayah, T. (2007). Applicability of theory of planned behavior in predicting intention to trade 

online: Some evidence from a developing country. International Journal of Emerging Markets, 2(4), 

348–360. https://doi.org/10.1108/17468800710824509 

Gumel, A. M., & Othman, M. A. (2013). Reflecting customers’ innovativeness and intention to adopt Islamic 

banking in Nigeria. Business and Management Quarterly Review. 

Hair, J., Black, W., Babin, B., & Anderson, R. (2010). Multivariate Data Analysis: A Global Perspective (Vol. 
7th). 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011a). PLS-SEM: Indeed a silver bullet. Journal of Marketing Theory 

and Practice, 19(2), 139–152. https://doi.org/10.2753/MTP1069-6679190202 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011b). PLS-SEM: Indeed a silver bullet. Journal of Marketing Theory 

and Practice. https://doi.org/10.2753/MTP1069-6679190202 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the results of PLS-

SEM. In European Business Review (Vol. 31, Issue 1, pp. 2–24). https://doi.org/10.1108/EBR-11-2018-

0203 

Hair, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least squares structural equation 

modeling (PLS-SEM): An emerging tool in business research. European Business Review, 26(2), 106–

121. https://doi.org/10.1108/EBR-10-2013-0128 

Hair, Jr, J. F. (2015). Essentials of Business Research Methods. In Essentials of Business Research Methods. 
https://doi.org/10.4324/9781315704562 

Han, Z. (2019a). Adoption of islamic banking services: Evidence from Western China. International Journal of 

China Studies. 

Han, Z. (2019b). Adoption of islamic banking services: Evidence from Western China. International Journal of 

China Studies. 

Han, Z., Yeoh, E. K. K., & Wan Ahmad, W. M. B. (2018). Does religious obligation of muslims inwestern China 

influence their intention to adopt islamic banking? Contemporary Chinese Political Economy and 

Strategic Relations. 

Hassan, M. T., Nosheen, S., & Alam, T. (2020). Adoption of Islamic Banking: A Comparative Analysis of the 

Moderating Effect of Religiosity and Islamicity of Product in the Base of Pyramid Markets of Pakistan. 

AJSS, 4(3), 612–631. 
Husein, F., & Slama, M. (2018). Online piety and its discontent: revisiting Islamic anxieties on Indonesian social 

media. Indonesia and the Malay World, 46(134), 80–93. 

https://doi.org/10.1080/13639811.2018.1415056 

Desk, N. (2023). Islamic banking assets surge 22pc in Q3, deposits exceed Rs6tn - Profit by Pakistan Today. 

Profit Urdu. https://profit.pakistantoday.com.pk/2024/01/05/islamic-banking-assets-surge-22pc-in-q3-

deposits-exceed-rs6tn/ 

Islamic Development Bank. (2023). Innovations in Islamic Finance. 



Hassan et al 

370 

 

Johan, Z. J., Hussain, M. Z., Mohd, R., & Kamaruddin, B. H. (2020). Muslims and non-Muslims intention to hold 

Shariah-compliant credit cards: a SmartPLS approach. Journal of Islamic Marketing. 

https://doi.org/10.1108/JIMA-12-2019-0270 

Kaakeh, A., Hassan, M. K., & Van Hemmen Almazor, S. F. (2019). Factors affecting customers’ attitude towards 

Islamic banking in UAE. International Journal of Emerging Markets, 14(4), 668–688. 
https://doi.org/10.1108/IJOEM-11-2017-0502 

Lada, S., Harvey Tanakinjal, G., & Amin, H. (2009). Predicting intention to choose halal products using theory 

of reasoned action. International Journal of Islamic and Middle Eastern Finance and Management, 

2(1), 66–76. https://doi.org/10.1108/17538390910946276/FULL/HTML 

Ledhem, M. A., & Mekidiche, M. (2022). Islamic finance and economic growth: the Turkish experiment. ISRA 

International Journal of Islamic Finance. https://doi.org/10.1108/IJIF-12-2020-0255 

Lutz, R. J. (1978). Attitude Change or Attitude Formation? An Unanswered Question: Rejoinder. Journal of 

Consumer Research, 4(4), 276. https://doi.org/10.1086/208708 

M. Sayuti, K., & Amin, H. (2019). Integrating the effects of price fairness and Islamic altruism with the TPB 

model: The case of Islamic mortgage adoption. International Journal of Housing Markets and Analysis. 

https://doi.org/10.1108/IJHMA-07-2019-0077 

Maio, G. R., & Haddock, G. (2009). The psychology of attitudes and attitude change. In The Psychology of 
Attitudes and Attitude Change. https://doi.org/10.4135/9781446214299 

Mansour, I. H. F., Eljelly, A. M. A., & Abdullah, A. M. A. (2016). Consumers’ attitude towards e-banking 

services in Islamic banks: the case of Sudan. Review of International Business and Strategy. 

https://doi.org/10.1108/RIBS-02-2014-0024 

Mansour, M. (2019). Acceptance of Mobile Banking in Islamic Banks: Integration of DeLone & McLean IS 

model and Unified Theory of Acceptance and Use of Technology. International Journal of Business 

Excellence. https://doi.org/10.1504/ijbex.2019.10021858 

Marhaini Wan Ahmad, W., Ab Rahman, A., Aini Ali, N., & Che Seman, A. (2008). RELIGIOSITY AND 

BANKING SELECTION CRITERIA AMONG MALAYS IN LEMBAH KLANG 1. Jurnal Syariah, 

Jil, 16(2), 279–304. 

Maria John Joseph, K. A., & Mahalakshmi, D. (2021). A Study on Awareness and Attitude Towards Islamic 
Banking in Tirupattur District. ComFin Research. https://doi.org/10.34293/commerce.v9i4.4148 

Maulana, H., Razak, D. A., & Adeyemi, A. A. (2018). Factors influencing behaviour to participate in Islamic 

microfinance. International Journal of Islamic and Middle Eastern Finance and Management, 11(1), 

109–130. https://doi.org/10.1108/IMEFM-05-2017-0134 

Mindra, R., Bananuka, J., Kaawaase, T., Namaganda, R., & Teko, J. (2022). Attitude and Islamic banking 

adoption: moderating effects of pricing of conventional bank products and social influence. Journal of 

Islamic Accounting and Business Research. https://doi.org/10.1108/JIABR-02-2021-0068 

Modan, C., & Hassan, R. (2018). The possible inclusion of legal provisions in Islamic banking and finance: The 

case study of the Mozambican regulatory framework. International Journal of Law and Management, 

60(2), 662–680. https://doi.org/10.1108/IJLMA-10-2016-0097 

Mohd Thas Thaker, M. A. Bin, Allah Pitchay, A. Bin, Mohd Thas Thaker, H. Bin, & Amin, M. F. Bin. (2019). 

Factors influencing consumers’ adoption of Islamic mobile banking services in Malaysia: An approach 
of partial least squares (PLS). Journal of Islamic Marketing. https://doi.org/10.1108/JIMA-04-2018-

0065 

Mohd Thas Thaker, M. A. Bin, Amin, M. F. Bin, Mohd Thas Thaker, H. Bin, & Allah Pitchay, A. Bin. (2019). 

What keeps Islamic mobile banking customers loyal? Journal of Islamic Marketing, 10(2), 525–542. 

https://doi.org/10.1108/JIMA-08-2017-0090 

Mutai, P. C., Namusonge, G., & Sakwa, M. (2018). Factors Affecting Adoption of Islamic Banking Consumers 

in Kenya. International Journal of Social Sciences and Information Technology ISSN. 

Najmudin, M., Kuswantoro, F., & Dwiwinarno, T. (2020). Incorporating Attitude towards Islamic Banking in a 

Customer Loyalty Model. https://doi.org/10.5220/0009879801490154 

Notani, A. S. (1998). Moderators of perceived behavioral control’s predictiveness in the theory of planned 

behavior: A meta-analysis. Journal of Consumer Psychology, 7(3), 247–271. 
https://doi.org/10.1207/s15327663jcp0703_02 

Passafaro, P., Livi, S., & Kosic, A. (2019). Local norms and the theory of planned behavior: Understanding the 

effects of spatial proximity on recycling intentions and self-reported behavior. Frontiers in Psychology, 

10(MAR). https://doi.org/10.3389/FPSYG.2019.00744/FULL 

Psychology, C., Brunswick, N. E. W., & Carolina, N. (2015). Social Influence an the Theory of Planned Behavior: 

Evidence for a direct relationship between Prototype and Yound People’s Exercise Behavior. Taylor & 

Francis, 22(December), 218–233. https://doi.org/10.1080/0887044032000069883 



Hassan et al 

371 

 

Ramayah, T., Rouibah, K., Gopi, M., & Rangel, G. J. (2009). A decomposed theory of reasoned action to explain 

intention to use Internet stock trading among Malaysian investors. Computers in Human Behavior, 

25(6), 1222–1230. https://doi.org/10.1016/j.chb.2009.06.007 

Rating, F. (2022). Government Push to Aid Pakistan Islamic Finance Growth. In Fitch Ratings Ltd. 

Raza, S. A., Ahmed, R., Ali, M., & Qureshi, M. A. (2019). Influential factors of Islamic insurance adoption: an 
extension of theory of planned behavior. Journal of Islamic Marketing. https://doi.org/10.1108/JIMA-

03-2019-0047 

Raza, S. A., Umer, B., Ali, M., & Ashfaq, M. (2021). DO CUSTOMERS ADOPT AUTO IJARAH FINANCING? 

THE CASE OF PAKISTAN. Asian Academy of Management Journal. 

https://doi.org/10.21315/aamj2021.26.2.4 

Razak, S. A. A. (2014). “Islamic” or “Islamizing” Banking Product? Reconsidering Product Development’s 

Approaches in the Malaysian Islamic Banking Industry. In Fordham Int’l LJ. 

Saleemullah. (2011). Islamic Banking Bulletin. 6(2), 1–27. 

Sarfraz, A., & Khurshid Mian, A. (2022). The impact of values on consumer adoption of takāful with mediating 

role of religiosity and moderating role of confusion. Journal of Islamic Marketing, 13(10), 2126–2143. 

https://doi.org/10.1108/JIMA-01-2021-0006 

Sudarsono, H., Tumewang, Y. K., & Kholid, M. N. (2021). Customer Adoption of Islamic Banking Services: 
Empirical Evidence from Indonesia. Journal of Asian Finance, Economics and Business. 

https://doi.org/10.13106/jafeb.2021.vol8.no3.1193 

Taib, F. M., Ramayah, T., & Abdul Razak, D. (2008). Factors influencing intention to use diminishing partnership 

home financing. International Journal of Islamic and Middle Eastern Finance and Management, 1(3), 

235–248. https://doi.org/10.1108/17538390810901168/FULL/HTML 

Utomo, S. B., Sekaryuni, R., Widarjono, A., Tohirin, A., & Sudarsono, H. (2020). Promoting Islamic financial 

ecosystem to improve halal industry performance in Indonesia: a demand and supply analysis. Journal 

of Islamic Marketing, 12(5), 992–1011. https://doi.org/10.1108/JIMA-12-2019-0259/FULL/HTML 

Xu, Z., Xu, J., Li, S., & Wang, C. (2024). The influencing factors of residents’ willingness to pay in marine 

ecological restoration: The integration of the theory of planned behavior and social capital theory. 

Marine Policy, 161(January), 106031. https://doi.org/10.1016/j.marpol.2024.106031 
Zinser, B. A. (2019). Retail Islamic banking and financial services. Journal of Islamic Marketing. 

https://doi.org/10.1108/jima-07-2017-0074 

  

 

https://doi.org/10.1108/JIMA-12-2019-0259/FULL/HTML

