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MARKETING | RESEARCH ARTICLE

Adoption of Islamic banking in Pakistan an
empirical investigation
Shahab Aziz1* and Zahra Afaq2

Abstract: The purpose of this paper is to investigate the factors affecting individuals’
intentions to adopt Islamic banking. Most of the previous studies have used theory of
reasoned action and theory of planned behaviour; however, decomposed theory of
planned behaviour, which is proven robust and superior, has been used in very few
studies. The present study gauges this gap and proposes a comprehensive model for
adoption of Islamic banking. The study also incorporated antecedents of attitude,
subjective norms and perceived behavioural control to enhance understanding of
factors relevant to the adoption of Islamic banking. A sample of 186 bank customers
has been selected for data collection. Variance-based partial least-squares structural
equation modelling was employed for data analysis. Results show that attitude and
subjective norms have significant positive relationship with intention to adopt Islamic
banking. The result depicts that attitude is determined by awareness, uncertainty,
relative advantage and compatibility. Subjective norm is determined by normative
beliefs. Perceived behavioural control is determined by self-efficacy and resource
facilitation condition. The findings of the study are important for Islamic banks to
revamp their marketing strategies. Marketing managers should try to develop positive
attitude through creating awareness and benefits of Islamic banking services. Positive
word of mouth is also an important aspect which can be created through enhancing
the service delivery to the existing customers.

Subjects: Economics, Finance, Business & Industry; Business, Management and Accounting;
Marketing

Keywords: Islamic banking adoption; theory of planned behaviour; behavioural beliefs;
control beliefs; normative beliefs

1. Introduction
Conventional banking has been questioned by Islamic scholars as it contradicts Islamic business
principles. Conventional banks deal with interest-based transactions for the generation of assets and
liabilities. On the contrary, Islamic banks are not allowed to deal with interest-based activities (riba),
indulging in speculative business activities (gharar), or specific unlawful investments and financing
(haram) (Masood, Abdullah, Shahimi, & Ismail, 2011; Nawaz & Haniffa, 2017; Wulandari, Putri, Kassim,
& Sulung, 2016). Islam clearly prohibits the use of the tradition of interest, and it is clearly specified in the
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Holy Quran aswell in Surah Nisa and Surah Rehman (Ezeh &Nkamnebe, 2018). For that purpose, Islamic
banking in return provides banking serviceswhich are based on Islamic principles. It is primarily based on
non-interest and trade-based modes (Rashid, Hassan, Umar, & Ahmad, 2009).

Islamic banks have developed Murabaha, Mudarbaha Ijarah and Musharakah agreements (Butt,
Ahmed, Naveed & Ahmed, 2018). Islamic banking is based on Islamic principles and is chosen by
many due to their faith and religious commitments. However, there are other factors which are
also considered by the individuals while choosing Islamic banking. These can be categorized into
individual, social, cultural and religious factors (Asdullah and Yazdifar, 2016) as well as institutional
factors such as facilities (Amin, 2013). Also, the extant literature shows factors such as a bank’s
reputation, convenience, staff quality, availability of ATM, service quality and speed, fees, family
and friends influence, service variety, and so on (Almossawi, 2001; Echchabi & Olaniyi, 2012; Md.
Saleh, Mohamad, & Nani, 2013; Siddique, 2012; Yavas, Babakus, & Ashill, 2006).

Since its inception more than four decades ago, Islamic banking has been growing in different parts
of the world. Assets of Global Islamic Banking reached US$1.00 trillion in 2015 (Young, 2016). It
provides an option for millions of individuals to avail financial services according to their faith.
Islamic banking accounts for major portion of Islamic finance industry with 79% share in overall
Islamic finance industry in the world (IFSB, 2017). This depicts the importance of Islamic banking in
overall Islamic finance architecture.

There are different levels at which Islamic banking is currently operating. Firstly, there are full-
fledge Islamic banks which are providing only Islamic banking services. Secondly, there are
conventional banks which only provide conventional banking services. Apart from that, there is
a dual banking system which is also operating where some banks are providing both Islamic and
conventional banking services. Therefore, Islamic banks are not only competing with full-fledged
conventional banks but also with a dual banking system. Islamic banks are offering products and
services, such as saving accounts, current accounts, credit cards, home financing and other
products and services within the same segment (Amin et al., 2017). Increasing competition is
pushing Islamic banks to develop unique marketing strategies to develop and maintain relation-
ships with their customers for long-term corporate sustainability and success.

Islamic banking in Pakistan started operatingmore than three decades ago; however, State Bank of
Pakistan constituted a commission for the transformation of financial system to promote Shariah-
based financing. State Bank of Pakistan also developed a department of Islamic Banking on
15 December 2003. Since then, measures have been taken to increase the development and growth
of Islamic banking in Pakistan. There has been a considerable shift in the Pakistani financial landscape
that enables fresh avenues and prospects in the Islamic banking sector and hence shows that a huge
untapped market still exists. Also, the Pakistani market has a huge market potential for Islamic
banking (Khan, Ahmed, Rehman & Haleem, 2018). Masses in the rural areas are more than 50% of
the Islamic banking’s customers of Pakistan (Akhtar, 2007a). Apart from that, different income-level
groups are being exposed to Islamic banking products and services to make informed purchase
decisions according to their needs (Thambiah, Eze, Santhapparaj, & Arumugam, 2010). In this regard,
Islamic banks exhibit similarity to the conventional banks. However, Islamic banking in Pakistan
currently has a 6.7% market share (Butt et al, 2018) in spite of having 98% Muslim population.

This system has not been diffused among the Pakistani masses due to the maturity of the conven-
tional banking system (Israr, Qureshi, & Butt, 2018; Salman, Nawaz, Bukhari, & Baker, 2018). To fill this
gap and to determine what drives the Pakistani consumers to opt for Islamic banking services and
taking lead from the decomposed theory of planned behaviour (DTPB), the present study is an attempt
to find out the factors that motivate people to adopt Islamic banking. DTPB has been proven superior
compared to other theories as it is based on decomposition of belief structures. Therefore, the present
study uses DTPB to find out the factors driving adoption of Islamic banking in Pakistan. The findings of
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the present study can help Islamic banking to devise effectivemarketing strategies to enhancemarket
share of Islamic banking in Pakistan.

2. Literature review
In the literature there are several theories which are used to study intention behaviour relation-
ship. These theories comprise theory of reasoned action (TRA), theory of planned behaviour (TPB)
and DTPB. These theories are discussed in the following section.

2.1. Theory of reasoned action
Ajzen and Fishbein (1980) have presented TRA, and there are three constructs that constitute this
theory, i.e. behavioural intention (BI), attitude and subjective norms (SN). TRA is concerned with an
individual’s behaviour and motivation to do a certain action. According to Ajzen and Fishbein
(1980, p. 10), TRA helps to explain and predict human behaviour. This theory is based on two
assumptions (Ajzen & Fishbein, 1980, p. 5); first, the human actions are under volitional control,
and second, that human actions are determined by intentions.

Venkatesh, Morris, Davis, and Davis (2003) state that TRA is the basic theory to elucidate human
behaviour. This theory states that it is the intentionwhich leads to a certain behaviour and this intention
is called BI. According to TRA, these BIs are shaped by attitudes and SNs. Attitude is the opinion about
behaviour either positive or negative, whereas SN is the social pressure to perform a certain behaviour or
not. This theory has largely been applied in psychology in order to explain human behaviours.

2.2. Theory of planned behaviour
TPB is an extension of TRA. (Ajzen and Fishbein, 1975; Ajzen & Fishbein, 1980). TPB provides one of the
most dominant conceptual frameworks in order to study human behaviour (Ajzen, 2001). TRA deals with
behaviours which are under volitional control (Ajzen & Fishbein, 1980, p. 5). TPB extends and
incorporates behaviours affected by non-voluntary variables (Ajzen, 1985, p. 30, 36). According to
Ajzen (1991), TPB incorporates attitudes, SNs and perceived behavioural control (PBC) to predict inten-
tions with higher accuracy.

TPB comprises three components which determine BIs: attitude (Att), SN and PBC. Attitude is
determined by behavioural beliefs, SNs are explained by normative beliefs and control belief
determines PBC. Attitude refers to the measurement of evaluation of a performance of certain
behaviour. SNs are the external factor referring to others thought about action or behaviour. PBC is
to what extent an individual believes about his ability to perform behaviour.

PBC was additionally included in the model of TPB. Behaviour of the people is dependent upon
the level of control they possess. The chances of a certain behaviour will be low if the control
element is low in spite of favourable attitude and SNs. The notion was proved by Bundara, Adam,
Hardly and Howells that behaviour is determined by confidence an individual possess regarding
having control of performing a behaviour.

Other studies conducted by many researchers such as Bhattacherjee (2000), Armitage and Conner
(2001), Fukukawa (2002), Yap and Noor (2008), Chun and Chun (2010), Syed and Nazura (2011), Goh Say
Leng, Lada, Muhammad, Ibrahim, and Amboala (2011) and Al- Jabari, Othman, & Nik Mat (2012) also
confirm that PBC is a significant determinant of intention to engage in a certain behaviour.

2.3. Decomposed theory of planned behaviour
Taylor and Todd (1995) presented DTPB which describes three dimensions of human behaviour, i.e.
attitude, SNs and PBC. This theory is a combination of TPB and technology acceptance model. In
the original theory, attitude, SNs and PBC are further supported by multidimensional constructs to
study behavioural intentions towards information technology. Research has confirmed that DTPB
incorporates innovation literature along with normative and control beliefs and measures intention
to adoption more accurately than TPB (Jaruwachirathanakul & Fink, 2005, p. 298).
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In DTPB (Taylor & Todd, 1995), attitude is determined by relative advantage, complexity and
compatibility which is mainly influenced by diffusion theory of Rogers (1995). Depending upon the
context, determinants of PBC can be included. According to DTPB, behavioural control is deter-
mined by self-efficacy, resource and technology facilitation. The concept of self-efficacy was
derived from Bandura (1986) which is self-belief to be able to perform a certain behaviour.
Whereas resource facilitation condition is derived from Triandis (1980).

DTPB has shown better explanatory power in explaining the BIs in comparison to the TPB and is
a proven robust model in explaining behaviour regarding information systems (Beiginia, Besheli,
Soluklu, & Ahmadi, 2011; Bhattacherjee, 2000; Pedersen, 2005; Shih & Fang, 2004). DTPB has been
used in the study of financial services because theory can be modified to incorporate the relevant
variables (Taylor & Todd, 1995). On the basis of this theory, attitude is decomposed further into
awareness, uncertainty, compatibility and relative advantage. SNs is decomposed into normative
belief. PBC is decomposed into self-efficacy and resource facilitation condition.

2.4. Attitude and intention
TRA has presented a very important determinant of TRA called attitude that is used to explain the
consumer’s intention (Amin et al, 2011). According to Fishbein and Ajzen (1975), previous literature
is loaded with the evidence that positive attitude leads to positive consumer behavioural intentions in
different domains such as Hsu, Chang and Yansritakul’s (2017) green skin care products, Khasawne
and Irshaidat’s (2017) mobile banking, and Alavion, Allahyari, Al-Rimawi, and Surujlal’s (2017) agri-
cultural e-marketing. Similarly, in the context of Islamic banking, Abd Rahman, Asrarhaghighi, and Ab
Rahman (2015). Mansour, Eljelly, and Abdullah (2016) and Souiden and Rani (2015) found out that
positive attitudes lead towards positive purchase intentions. However, attitude has been decomposed
into awareness, compatibility, uncertainty and relative advantage. This study aims to further investi-
gate the individual effect of the antecedents of attitude on the consumer intention to adopt Islamic
banking services in Pakistan. For that purpose, we hypothesize as follows.

H1: Attitude has a positive influence on the intention to adopt Islamic banking services in Pakistan.

H2: Awareness has a positive influence on the attitude towards Islamic banking services.

H3: Uncertainty has a negative influence on the attitude towards Islamic banking services.

H4: Compatibility has a positive influence on the attitude towards Islamic banking services.

H5: Relative advantage has a positive influence on the attitude towards Islamic banking services.

2.5. Subjective norms and intention
SNs are a belief that a person’s immediate social circle with support or disapprove a certain
behaviour. As human beings are social animals, therefore, they remain under a social pressure
to behave in a definite manner. Previous literature shows mixed views about the relation of
SNs with intentions. Armitage and Conner (2001) showed a weak conceptualization of the SNs to
predict intentions. The influence of SNs on forming intention proved to be generally weaker in
previous studies than the influence of attitude. However other studies have found a significant
relation of SNs with the positive intentions (Chang, 1998; Tarkiainen & Sundqvist, 2005). In the
context of Islamic banking Lujja Mohammad, and Hassan (2016) found that SNs have an indirect
influence on the purchase intention through the mediated mechanism of attitude. Amin, Isa, and
Fontaine (2011) incorporated TRA in Islamic personal financing and found subject norms to
positively predict purchase intention in the consumer. The conflicting role of SNs to predict
purchase intention has encouraged to further investigate the role of normative beliefs to predict
the behavioural intention of the prospective consumers. Hence, it could be hypothesized as follows.

H6: Subjective norm has a positive influence on the intention to adopt Islamic banking services.
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H7: Normative belief has a positive influence on subjective norm.

2.6. PBC and intention
PBC refers to the perception whether a certain behaviour is controllable. It also ascertains the concept of
the difficulty level of the initiation of that behaviour (Rauch & Hulsink, 2015). It reflects a certain
behaviour with respect to a person’s capability and conditions (Cestac, Paran, & Delhomme, 2011).
Thus, people having a higher personal control have strong intentions to behave in a certain manner
(Ajzen, 1991). Shih and Fang (2004) added that PBC has been decomposed into facilitation and efficacy.
The importance of PBC has been highlighted in different contexts such as the use of different technol-
ogies likeonline systems (Khalifa&NingShen, 2008; Lin&Chang, 2011). Apart fromthat, PBC significantly
and positively influences the intention to undertake Islamic home financing (Alam, Janor, Zanariah
&Ahsan, 2012). Same result was found true for Islamic banking products in Nigeria (Ringim, 2014).
Likewise, the literature is full of research that presents a unanimous consensus that if a person has
adequate financial resources and is capable of investing for Islamic banking services, then it is very likely
that he will develop a positive intention to Islamic banking services. Since the current research aims to
examine the individual effect of the antecedents of PBC, therefore, it is hypothesized as follows (Figure 1).

H8: Perceived behavioural control has a positive influence on the intention to adopt Islamic

banking services in Pakistan.

H9: Self -efficacy has a positive influence on the perceived behavioural control.

H10: Facilitating conditions have a positive influence on the perceived behavioural control.

Intention 

Attitude  

Subjective 
Norms 

Perceived 
Behavioral 

Control 

Normative 
belief 

Awareness  
Relative 

Advantage 

Compatibility Uncertainty

Self-
efficacy  

Facilitation 
condition  

H5

H3H4

H2

H1

H7 H6

H10
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H8

Figure 1. Research model.
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3. Research method
The people who were considered for getting the survey questionnaires filled were the individuals that
were availing the facilities of both the conventional and Islamic banks. The objective of the study was to
find out to what extent behavioural beliefs, normative beliefs and control beliefs shaped an individual’s
intention to adopt Islamic banking. Two cities in Pakistan, i.e. Rawalpindi and Islamabad, were selected
for data collection predominantly due to three reasons. Firstly, Islamabad is the federal capital and
Rawalpindi is the adjacent city andboth are often termedas twin cities andpeople fromalmost all ethnic
backgrounds and provinces are residing here. Secondly, being urban areas, the literacy rate is high in
these cities. Thirdly, most of the banking facilities are available in urban areas.

For choosing appropriate sample size, statistical power criterion was used. “G*Power” table was being
used for calculation of minimum sample size as recommended by Hair, Sarstedt, Hopkins, and
Kuppelwieser (2014). The model four predictors, the effect size was chosen as 0.15 and power 0.95. The
minimum sample size obtained as per this criterion was 129. However, the sample size selected for the
present study was above the minimum sample size, i.e. 186. The choice of sample size according to the
method was proven advantageous and adopted in previous literature (Hair et al., 2014). The population
base is very wide, and the data of such individuals does not exist hence there was no sampling frame
available for the population. Therefore, the present study used non-probability sampling technique, i.e.
judgemental sampling. Judgemental sampling is often employed when a limited figure of people are
eligible for the data collection according to the objectives of the study. In such circumstances, a very
specific group of people can be considered as a subject of interest. This method is appropriate as the
required sample should have some characteristics, and presently availing banking facilities. For the present
study the sample selected are working individuals who are potential customers of conventional banking
services. The data was collected through a questionnaire which comprises two parts. The first part was
related to the items which were adopted from the existing literature with Likert scale 1–7. The second part
of the questionnaire included the demographic profiles of the respondents. In total, 250 questionnaires
were distributed and 200 were received back. Due to suspicious responses, 14 questionnaires were
discarded. Suspicious responses are found due to straight lining and inconsistent responses. Straight lining,
middle or extreme response styles need to be removed from the data. Therefore, few of the responses with
identical and inconsistent responses were removed from the final data as such responses could adversely
affect the reliability of the dat. The final 186 useable questionnaires were selected.

3.1. Respondent profile
The data was analysed considering 186 respondents. There were around 120 male respondents and 66
female respondents who filled the questionnaires. Analysis showed that around 74 respondents were
single and 112 respondents were married. Apart from that, majority of the respondents held a master’s
degree, i.e. 104 respondents. The employment status of most of the respondents was private sector,
54.8%. In terms of age, almost 85.5% respondents were below the age of 40 years. In terms of availing
banking, 38.7% were in Islamic banking and 34.9% used conventional banking (Table 1).

4. Structural equation modelling
The analysis was carried out by using partial least-squares structural equation modelling (PLS-SEM)
technique by using SmartPLS software version 3.2.7 (Ringle, Wende, & Becker, 2015). The advan-
tage of using this technique is that it can handle non-normal data and is used when the objective
of the study is to explain the variance among the target construct. PLS-SEM is a two-step process
where first measurement model is analysed to check the reliability and validity of the data.
Secondly, structural model assessment is carried out for path analysis and hypothesis testing.
Once the data is built into SmartPLS, a path model is constructed as shown below.

4.1. Measurement model
The first step in PLS-SEM is the measurement model assessment. Measurement model shows the
relationship between construct and items. For measurement model assessment, three
criteria need to be followed: indicator reliability (factor loadings), internal consistency reliability
(composite reliability [CR]), construct validity (average variance extracted [AVE]) and discriminant

Aziz & Afaq, Cogent Business & Management (2018), 5: 1548050
https://doi.org/10.1080/23311975.2018.1548050

Page 6 of 18



validity (Fornell and Lacker (F & L) hetrotrait monotrait ratio [HTMT]). The measurement results were
obtained after running algorithm is SmartPLS and are shown in Table 2.

The result of the measurement model is shown in Table 2: all factor loadings were above a cut of
point of 0.7, CR is above 0.7 and AVE values are above 0.5, hence establishing an indicator
reliability, internal consistency and CR.

Further, to assess the discriminant validity, Fornell and Larcker (1981) criterion was used (Hair et al.,
2014). According to this criterion, the square root of AVE of each construct was paralleled with its
correlation of other construct. As exhibited in Table 3, square root of AVE of every construct had a greater
value than its correlations with other constructs. HTMT is improved criteria to establish discriminant
validity and cut-off shall be less than 0.90. F&L and HTMT criteria both have been fulfilled, hence
establishing discriminant validity. Therefore, the measurement model had acceptable discriminant
validity. Moreover, since the measurement model of this research showed a satisfactory level of
reliability and validity, the analysis could be furthered to assess the structural model followed by
hypotheses testing.

4.2. Structural model
After the measurement model was assessed, the structural model was assessed. The structural model
includes themodel predictive competencies aswell as the relationships among the reflective constructs.
For that purpose, R2 values and Q2 predictive relevance were calculated. As shown in Table 4, R2 for
adoption is 78%, suggesting that themodel has a substantial explanatory power. Furthermore, to assess
the predictive relevance of themodel, blindfolding techniquewas used. Hair et al. (2014) suggested that

Table 1. Demographic profile of the respondents

Demographic Number of
respondents

% Cumulative
per cent

Gender Male 120 64.5 64.5

Female 66 35.5 100

Age (years) 21–30 88 47.3 47.3

31–40 71 38.2 85.5

41–50 18 9.7 95.2

Above 50 9 4.8 100

Occupational status Public sector 50 26.9 26.9

Private sector 102 54.8 81.7

Self-employed 16 8.6 90.3

Student 14 7.5 97.8

Other 4 2.2 100

Marital status Single 74 39.8 39.8

Married 112 60.2 100

Educational level Diploma 4 2.2 2.2

Professional 20 10.8 12.9

Bachelor’s 47 25.3 38.2

Master’s 104 55.9 94.1

PhD 11 5.9 100

Banking Islamic banking 72 38.7 38.7

Conventional
banking

65 34.9 73.7

Both 39 21.0 94.6

None 10 5.4 100
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Table 2. Validity and reliability for constructs

Constructs Items Loading AVE

CR

Intention I will seriously consider the use of Islamic banking
services

0.916 0.878 0.977

I plan to use Islamic banking services in the future 0.957

I intend to use Islamic banking in the next three
years

0.956

I will definitely opt for Islamic banking services in
the future

0.954

I intend to use Islamic banking in the next two
years

0.939

I intend to use Islamic banking next year 0.856

Attitude Using Islamic banking services is profitable 0.794 0.842 0.969

Adhering to Islamic banking services is an excellent
idea

0.931

Using Islamic banking services is valuable 0.948

Using Islamic banking services is worthy 0.939

Using Islamic banking is a wise idea 0.933

Using Islamic banking is a good idea 0.951

Subjective
norms

My parents that are important to me would think
that I should use Islamic banking services

0.935 0.878 0.956

It is expected of me to engage in Islamic banking
services

0.947

My colleagues that are important to me would
think I should use Islamic banking services

0.928

Perceived I am confident that I can easily use Islamic
banking services

0.879

Behavioural
control

I think that I would be able to adhere to Islamic
banking services if I want to

0.935

I think that using Islamic banking services would
be entirely within my control

0.908

Awareness I am quite aware of the principles of Islamic
banking

0.943 0.893 0.962

I have a sufficient understanding of Islamic
banking principles

0.953

I am aware of most of the Islamic banking
transactions

0.940

Compatibility Using Islamic
banking
services is
profitable

0.921 0.841

0.941

Adhering to Islamic banking services is an excellent
idea

0.939

Islamic banking is a good substitute of my previous
bank contract

0.890

Uncertainty Islamic banking operations are risky 0.753 0.718 0.927

Islamic banking operations are not trustworthy 0.916

Islamic banks cannot be relied on 0.914

I am not confident in the Islamic banking practice 0.840

The Islamic banking transactions are uncertain 0.800

(Continued)
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blindfolding should only be used for endogenous variable that has a reflective measurement. If Q2 > 0,
then the model has a predictive relevance. As seen in Table 4, Q2 value for adoption is 0.637.

To test the hypothesized relationships among the constructs, the estimateswere attained for the path
coefficients. For that purpose, PLS-SEM algorithmwas performed. Bootstrappingwas exercised for 5,000
samples. Table 5 presents a summary of the hypothesized relationships among the constructs. H1
represented the relation between attitude and adoption of Islamic banking, which is supported by
having a B = 0.650, P < 0.01 and T statistics 10.910, H2 presented the relation between awareness and
attitude which is supported with B = 0.274, P < 0.01 and T statistics 5.098, H3 revealed the relation

Constructs Items Loading AVE

CR

Relative
advantage

In general, Islamic banking services are better than
the conventional ones

0.714 0.670 0.942

Islamic banks make me more confident than the
conventional ones

0.811

Islamic banking services are cheaper compared to
the conventional ones

0.748

Islamic banks pay higher profit on deposits
compared to the conventional ones

0.759

Islamic banks charge lower commissions
compared to the conventional ones

0.791

Islamic banks charge lower transaction fees
compared to the conventional ones

0.819

Staff of Islamic banks is more competent and
knowledgeable compared to the conventional
banks

0.766

0.816

Normative
belief

In general, I would do what my close friends think
I should do

0.849 0.781 0.934

In general, I would do what my siblings think
I should do

0.883

My colleagues think I should engage in Islamic
banking services

0.902

In general, I would do what my colleagues think
I should do

0.902

Resource
facilitation

The laws, circulars and policies governing IB
facilitate effective usage of IB

0.790 0.702 0.934

My surrounding motivates me to use IB 0.822

The political conditions in the country motivate me
to use IB

0.845

The government supports Islamic banking practice 0.873

The government is active in setting up facilities to
enable the use of Islamic banking

0.847

The government promotes and ensures effective
usage of Islamic banking

0.849

Self-efficacy I have enough resources to use Islamic banking
services

0.868 0.755 0.903

I have enough knowledge to use Islamic banking
services

0.886

I will feel comfortable using Islamic banking
services

0.853
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between perceived uncertainty and attitude which showed an inverse relation with B = −0.196, P < 0.01
and T statistics 3.154. H4 showed the relationship between compatibility and attitude. The results
showed a significant relationship with B = 0.483, P < 0.01 and T statistics 5.436. H5 showed a positive
relationship between relative advantage and attitude, i.e. B = 0.149 and T statistics 1.771.

H6 showed the relationship between SNs and intention with B = 0.246 and T statistics 3.969. H7
showed the relation between normative beliefs and SNs with B = 0.826 and T statistics 31.941.

H8 showed the relationship between PBC and intention with B = 0.059 and T statistics 1.185. H9
showed the relation between resource facilitation and PBC with B = 0.336 and T statistics 0.802.
H10 showed the relationship between financial self-efficacy and PBC with B = 0.490 and T statistics
5.379. Hence, the data for the current research supported all the hypotheses except for H8 having
important research implications for Islamic banks.

5. PLS-SEM results

Table 4. Goodness of fit and predictive relevance

R2 Q2

Adoption 0.781 0.637

Attitude 0.642 0.504

Subjective norms 0.680 0.564

Perceived behavioural control 0.566 0.439
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5.1. Model fit
For model fit, SmartPLS provided values of standardized mean square values (SRMR), and the cut-
off for acceptable level of model fit is less than 0.080. For the present study, the value of SRMR was
0.041 which showed acceptable value for model fit (Table 6).

5.2. Importance performance map analysis
The importance performance map analysis showed that attitude was the most important factor in
determining the adoption of Islamic banking which was followed by SNs (Table 7).

Table 5. Hypothesis testing

Hypothesis Relationship Beta T-value P-value Decision f2

H1 Att->Int 0.650 10.910 0.000 Supported 0.787

H2 Awr->Att 0.274 5.098 0.000 Supported 0.150

H3 Uncert> −0.196 3.154 0.001 Supported 0.105

H4 Comb>Att 0.483 5.436 0.000 Supported 0.356

H5 Readv >Att 0.149 1.771 0.038 Supported 0.034

H6 Snorm>Int 0.246 3.969 0.000 Supported 0.127

H7 Nb>Snorm 0.826 31.941 0.000 Supported 2.143

H8 PBC>Int 0.059 1.185 0.118 Not
supported

0.008

H9 RFC>PBC 0.336 3.802 0.000 Supported 0.147

H10 SE >PBC 0.490 5.379 0.000 Supported 0.313

Table 6. Model fit value

Criterion Value

SRMR 0.066

Table 7. IMPA results

Latent variable Intention to purchase

Total effect
(importance)

Index value
(performance)

Attitude 0.699 59.659

Subjective norms 0.253 53.556

Perceived behavioural control 0.064 61.200

Awareness 0.188 59.599

Combability 0.343 55.012

Uncertainty −0.147 33.043

Relative advantage 0.135 51.651

Normative belief 0.223 48.988

Resource facilitation 0.025 52.772

Self-efficacy 0.034 57.672
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6. Conclusion

6.1. Discussion
Drawing from the TPB, the current research had set out to determine whether the attitude,
SNs and PBC have any influence in determining the consumers’ intention to adopt financial bank-
ing services in Pakistan. These three factors were decomposed into their antecedents for an in-
depth analysis to ensure the robustness of the research. All the hypotheses were supported by the
data except for H8 that represented the relationship of PBC with the adoption intention. The results
exposed that the influence of consumer attitude on the adoption intention is the strongest
compared to SNs and PBC. For that purpose, it was hypothesized that the consumers’ attitude
has a positive influence on Islamic banking services adoption.

The findings harness and support the previous findings (Jaffar & Musa, 2016; Lajuni, Wong, Yacob,
Ting & Jausin, 2017) showing that the role of attitude in shaping a positive adoption intentions for
Islamic banking and financing products in the emerging and developingmarkets is very vital. So, if the
consumer will develop a positive attitude towards adopting Islamic banking services, he will very
likely intend to adopt them. Thus the results can be generalized in the Pakistani context as well.
Furthermore, interestingly, of the four antecedents of attitude, uncertainty had an inverse relation
attitude, depicting that if a consumer is uncertain about the Islamic banking products, he will develop
a negative attitude regarding the adoption of Islamic banking services. These findings are supported
by previous literature where it has been empirically tested that consumers who consider adopting lay
emphasis on uncertainties related to the drawbacks of the adoption. Especially if the adoption
decision is to be made in the near future (Castano, Sujan, Kacker & Sujan, 2008). Also, the compat-
ibility of the IB services with the consumer’s financial needs was found out to be the most important
of all the factors. The results are consistent with the previous literature where the consumer evalua-
tions of a product are based on the compatibility of consumers’ goals that enable them to explore the
choice alternatives (Chernev, 2004). Thus, presenting important implications for IB managers.

The current research also sought to investigate the role a consumer’s SNs play in developing
a positive intent in him to adopt Islamic banking services. The results of the analysis posited that
SNs also significantly affect the consumers’ intention in the context of Islamic banking services
(Amin et al., 2011). When the SNs were decomposed into normative beliefs, the results confirmed
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that the normative beliefs strongly affect the SNs as supported by the previous literature (Ajzen,
2002).

Furthermore, this research set out to find whether a consumer’s PBC has any effect on the
adoption of Islamic banking services. The PBC was decomposed into self-efficacy and resource
facilitation. It was found out that in the context of Islamic banking both the above-mentioned
antecedents had a significant role in forming the PBC. The findings revealed that PBC does not
affect the intention of the consumer’s PBC signalling the importance of attitude in determining the
consumer intention to adopt Islamic banking system. These research findings are consistent with
the previous findings (Taylor & Todd, 1995; Beiginia et al., 2011). Hence as a result, the findings of
the current research can be easily generalized and provide important implications to the Islamic
banking management in a Pakistani context.

6.2. Theoretical implications
It is evident that Islamic banking services are gaining popularity among not only Muslim con-
sumers, but also non-Muslim consumers. The increase in Islamic banking services use will sig-
nificantly increase its growth. But before that the marketers need to develop a profound
understanding and an in-depth insight of the dynamics that enable the consumer to have
a positive intention to purchase and adopt the Islamic banking services. For that purpose, the
application of the TPB potentially predicts a consumer’s intention to adopt Islamic banking services
in a Pakistani context, thus signifying the generalizability of the results with respect to Islamic
banking domain. This research embarks on three potential individual predictors to predict the
intention stemming and taking guidance from the TPB as well as previous literature. The three
important predicts are attitude, SNs and PBC. Furthermore, these predictors are further decom-
posed and their antecedents have also been taken into account.

6.3. Practical implications
The results of the current research offer valuable insights for the management of Islamic banking
services. The current research is loaded with valuable information for the marketing managers to
enable them to attract and retain the potential consumers. Attitude towards adopting Islamic
banking significantly predicts the consumer’s intention. So, the marketing managers can target the
consumer attitude and ensure positive intention. Drawing from the results of the study, the
uncertainty of the consumers could be targeted to develop a positive attitude in the consumers.
Managers could first identify the favourable attitudes that will lead to positive purchase intentions
and devise their promotional tools accordingly.

Secondly, they could take suitable measures to improve these consumer attitudes. One way of
doing this could be to create awareness in the consumers about the benefits of the Islamic
banking services. Alternatively, apart from the positive attitudes, negative attitudes could be
explored which hinder the development of a positive attitude. Consequently, the managers can
gauge on eliminating those factors. Another way could be that marketers develop
a comprehensive marketing campaign that not only creates awareness but also aids in developing
a positive attitude in the potential consumers so that they may be inclined to adopt Islamic
banking services. These campaigns could include advertising and sales attractive sales promotions
to the prospective consumers. Television talk shows could create awareness of the economic and
social well-being of the consumers by inviting religious scholars and Islamic banking experts. Apart
from that, social media campaigns on Facebook, Twitter and Instagram would be very beneficial in
spreading the word out to the masses about the advantages of Islamic banking.

The results also showed that compatibility of the consumers is a very good predictor of the
development of a positive attitude. The Islamic banking products and services will ensure more
customer base if it will be according to their needs and wants and will add more financial value to
their lives. For that purpose, Islamic banks need to first identify their target market very clearly and
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focusing of the concept of niche marketing strategies, the products and services could be offered
which will increase the customer base, thus enabling consumer loyalty in the longer run.

6.4. Future research direction
Islamic banking services have remained under a very sceptical eye of the masses. For that reason,
further research could value the role of consumer trust and consumer scepticism to predict the
consumer’s intention. Furthermore, future research could take into account the role of social
media and e WOM to find out their significance in developing a positive attitude towards adoption
of Islamic Banking Services. Additionally, the role of PBC could be replaced by self-efficacy as
suggested by Armitage and Corner (2001) in the future research studies.
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