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Abstract

Putpose — The purpose of this paper is to determine the factors
influencing the Indonesian Muslim consumer’s intention to use Islamic
banks.

Methodology - This paper adopts a quantitative approach. The data is
collected from online and offline questionnaires. By using a non-
probability purposive sampling method, this study limited the
respondents to the Muslims who have no Islamic bank account. In
total, there are a total of 575 sample respondents.

Findings — The results of this study portray that religiosity, knowledge,
and perceived quality have a positive and significant effect on
customers’ intention to use Islamic bank in Indonesia.

Research limitations — After finishing all research processes, the
author finds that the indicators to measure Islamic religiosity is not
entirely reflected Islamic religiosity from the Indonesian Muslim
context. As a consequence, several items must be eliminated from the
analysis due to wvalidity issues. The author recommends future
researchers to retest the religiosity indicators to find more suitable
items in the context of Indonesia Muslim culture.

Practical applications — This study provides an insight into the
Indonesian Islamic finance industry as a basic formulation in designing,
developing, and appropriate strategies to promote Islamic banking.

Social applications — This study not only helps Islamic financial
sector in designing, developing, and promoting Islamic banking in
Indonesia but also offers new insights concerning Indonesian Muslim
religiosity, knowledge on Islamic banks, and their perception of quality
toward Islamic banks.

Originality — This study uses an extended Theory of Planned Behavior
(TPB) to explain the intention to use Islamic banks. In the model,
religiosity, knowledge, and perceived quality is simultaneously tested to
complement the TPB.

Introduction

Based on the 2018 Islamic Development Report, in 2012 the global Islamic financial industry has
USD 2.4 trillion assets with a 6% Compound Annual Growth Rate (CAGR) (Thomson Reuters,
2018). With USD 82 billion total assets, Indonesia ranked 8th globally in 2017. Given the fact
that Indonesia is the world-most populous Muslim country in the world with approximately

87.18% of 237 million people

(BPS, 2010), Indonesia’s Islamic financial performance is still not

at its best. The Islamic financial assets performance in Indonesia is also considered poor as it is
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only 5.96% of total financial assets in Indonesia (OJK, 2019). The situation can be both
opportunities and challenges for Islamic banking industry in Indonesia. The establishment of
Islamic banks in Indonesia was positively related to the huge public demand (Ariff, 1998).

Generally, customers' intention to use Islamic banks is influenced by many factors that
have been investigated by previous researchers. All of them used some variables included in the
Ajzen’s (1991)Theory of Planned Behavior (TPB) such as subjective norm and attitude (Odalapo
et al, 2019; Obeid & Kaabachi, 2016; Abduh & Idrisov, 2014; Amin et al, 2011). TPB in many
studies was extended by adding certain variables such as religiosity (Odalapo et al, 2019; Obeid &
Kaabachi, 2016; Reni & Ahmad, 2016), knowledge, awareness (Odalapo et al, 2019; Abduh &
Idrisov, 2014), information (Obeid & Kaabachi, 2016), and perceived quality (Abduh & Idrisov,
2014).

Even though the above variables have been investigated, however, it was also found that
the results were inconclusive. For instance, in the study of Odalapo et al (2019), Obeid
&Kaabachi (20106), and Reni & Ahmad (2016), religiosity was found significantly affect Muslims
and non-Muslim intention to use Islamic banks. However, in a study specifically to Muslim
customers, Amin et al (2011) found that religiosity did not affect intention to use Islamic banks.
The inconsistency could happen perhaps because there was a religious bias in the study of
Odalapo et al (2019), Obeid & Kaabachi (2016), and Reni & Ahmad (2016). Yet, it was also
interesting to look at Amin et al’s (2011) finding where Muslim’s religiosity did not affect
intention to use Islamic banks.

Religiosity has attracted much attention in social business research. Nevertheless, it also
became subject to many critics when it comes to measurement validity. In the literature, the
measurement of general religiosity, such as what has been developed by Allport and Ross (1967)
and Worthington et al (2003) is strongly influenced by Christian and Judaic values. The problem
occurs when these scales are used to measure Muslim religiosity. In Islamic values, religious
commitment is not only measured by internal or intrinsic and external or extrinsic factors, but it
also is more detailed and differs across gender, age, and even economic status. For instance, in
terms of gender, Muslim women are obliged to wear hijab, but not for Muslim men. In terms of
age, those Muslim teenagers are compulsory to do praying at the mosque, but not for Muslim
children. In addition to that, those Muslims who are rich are mandatory to pay the zakah for the
poor.

Literature Review and Hypotheses Development
Theory of Planned Behavior (TPB)

Theory of Planned Behavior (TPB) is a development of the Theory of Reasoned Action (TRA).
According to the TPB, the intention is considered as a motivating factor that influences a
behavior (Ajzen, 1991). In its development, this theory has specifically been applied to examine
consumer behavior related to the intention to use Islamic banking. Al-Bashir et al (2018) used
TPB as a basic concept to measure consumer acceptance of Islamic banking products in Libya.
Other researchers, such as Aziz et al (2018) have also examined the intention of consumers to
adopt Islamic banking in Pakistan using TPB.

Religiosity for Muslim and non-Muslim

Religion is an important aspect that determines the way of life and the interaction between
humans following God's commands and influences their attitudes in life (Odalapo et al, 2019).
People who have religion/religiosity values will evaluate the wotld through religious schemes and
integrate their religion into many aspects of their lives (Mokhlis, 2000).

Allport and Ross (1967) are researchers who first identified the dimension of religiosity in
the context of consumer behavior into 2 (two) elements namely: intrinsic and extrinsic. Then they
also introduced a dimension of measurement of religiosity through the Religious Orientation
Scale (ROS) which was developed in the context of the Christian religion. Other researchers have
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also tried to identify the dimensions of religiosity such as Edwards (1976) and Batson &
Schoenrade (1991).

However, most of the scale described above is based on the concept of religiosity in
Christian. If these scales are used to measure religiosity in the context of Islam, none of the
above scales contains the five pillars of Islam which are the center of Islamic religiosity (Aji,
2017). This study will use the dimensions of religiosity measurement which has been altered to
the context of Islam. It consists of these dimensions; (1) prayer; (2) fasting; (3) reading the
Qur’an; (4) zakat; (5) comply with Islamic teachings; and (6) avoiding sin.

Consumer Value Perception and Quality Perception Dimensions

According to Woodruff (1997), the perception of consumer value is the preference perceived by
consumers and their evaluation of product attributes, performance attributes, and consequences
arising from the use of these products to facilitate the achievement of consumers' goals and
objectives.

In the context of consumer behavior, there are two approaches to the concept of value
perception, namely the uni-dimensional and multi-dimensional approach (Sanchez-Fernandez &
Iniesta-Bonillo, 2007). In its development, now more researchers use a multi-dimensional
approach. Through the multi-dimensional approach, Sheth et al (1991) created a consumption-
value theory which states that consumers' choices are diverse such as choosing to buy or not to
buy, choosing one type of product or service over other products or services, and choosing one
brand over other brands require various considerations of value. Based on this theory, they
formulated a dimension of value perception consisting of social, emotional, functional, epistemic,
and conditional values. Then, several dimensions in the study of Sheth et al (1991) were
redeveloped by Sweeney & Soutar (2001) into four new value dimensions, namely: quality,
emotional, value, and price. This research will focus on one of the dimensions above namely
quality. The selection of quality dimensions in this study is motivated by the reason that
according to Zeithaml (1988), research quality perception is the highest level of abstraction
dimension among other dimensions of value perception.

Hypotheses Development
Religiosity and Knowledge of Islamic Banks

Johnson et al (2001) state that religiosity is the extent of one's level of commitment to the
teachings of their religion. Worthington et al (2003) classified religiosity into two aspects of
commitment, namely: intrapersonal commitment and interpersonal commitment.

When we talk about religious commitment in Islam, Alam et al (2012) state that Islam is
not just a religion, but a guide to one's life (A/-Din). According to Aji (2017), a guide to religious
life in Islam is built based on the center of Islamic religiosity namely the pillars of Islam. Related
to daily economic life, Islam guides its people, one of which is in the practice of buying and
selling. Islam guides the people in the practice of buying and selling to avoid any act of riba,
Sharar, and maysir.

Related to the religion and the formation of knowledge, Glock & Stark (1965) suggested
that religious people shouldbe informed and also find the information about their religion so that
they know the basic teachings and the information in the religious scriptures. In general, the
content of Qutr’an and hadith are the main sources of Islamic science which Muslims are
expected to believe in or at least to know(Waardenberg, 2002). Islam is also a religion based on
knowledge. The first verse revealed in the holy book Al-Quran is the first verse of Al-Alaq which
is the command to read.

In the context of consumer behavior, Johan et al (2014) and Muhamad et al (2016) have
found a positive effect of consumer knowledge of products towards Muslim consumer religiosity.
Therefore, it can be understood that in the context of Islamic banking, people who have high
religiosity will also have high knowledge about Islamic banks. Having said that, the hypothesis
that can be formulated is:
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H1: Religiosity has a positive and significant effect on consumer knowledge about Islamic banks

Religiosity and Perception of Quality Value of Islamic Banks

According to Mittelstaedt (2002), religion is a factor that plays a role in the formation of habits,
perceptions, and patterns of consumer consumption. In addition to that, Lindridge (2005) also
reveals that religiosity plays a dominant role in shaping one's perceptions. The result of research
conducted by Jamal & Sharifuddin (2014) in Malaysia shows that the perceived value of products
labeled as halal reflects the cognitive beliefs of consumers to subscribe to halal-label stores.
Furthermore, Gayatri & Chew (2013) states that religious and cultural backgrounds have the
potential to influence how the customers value the quality of service.

Therefore, a logic related to Islamic banks can be built on the basis that a person with a
higher level of religiosity will perceive the quality value of Islamic banking products more
positively. Having said that, the hypothesis that can be formulated is:

H2: Religiosity has a positive and significant effect on the perception of consumer quality value
of Islamic banks

Religiosity and Attitudes toward Islamic Banks

According to Foxall and Goldsmith (1994), religion contributes to building a knowledge base that
justifies and controls a person's attitudes and behavior. Related to consumer behavior patterns,
Wilkes et al (1986) and Delener (1990) conclude that religiosity affects several aspects of
consumer lifestyle that determine the attitudes and choices of consumption behavior.

There are several previous studies linking religiosity and attitude. In the research of
Odalapo et al (2019), Obeid & Kaabachi (2016), and Alam et al (2012), religion has a positive and
significant influence on the attitude and the intention to use the products of Islamic bank.
However, the research of Amin et al (2011) and Lajuni et al (2017) found that religiosity has a
negative and insignificant effect on the attitude and the intention of consumers to use Islamic
banks.

Furthermore, as a religion that guides life, Islam has guided its people to avoid prohibited
acts, one of which is usury. Therefore, if a Muslim is considered more religious or having a high
commitment to his religion, he will try to avoid usury, including usury in banking practices. The
manifestation of avoiding the prohibited usury practice can be demonstrated through a positive
attitude towards Islamic banks. Having said that, the hypothesis that can be formulated from the
above-mentioned logic is:

H3: Religiosity has a positive and significant effect on consumer attitude toward Islamic banks

Perception of Quality Value, Attitude & Intention to Use Islamic Banks

According to Anderson et al (1994), the perception of quality is an evaluation of the current
company petformance based on the consumer's point of view and that evaluation has a positive
effect on the attitude and behavior of consumer intention. In the context of consumer behavior
broadly, based on cognitive-affective theory, perceived quality is part of consumers' cognitive
responses to products or services that affect consumption behavior (Kumar et al, 2009).

In the context of Islamic banking, there have been several previous studies examining the
effect of perceived value on consumer behavioral intentions, such as Goh et al (2014) and Abduh
& Idrisov (2014). Good or bad evaluation of the quality of Islamic banks is a consumer cognitive
response that influences and determines the attitudes and behaviors of consumer intentions.
Therefore, the better the perception of consumer quality towards Islamic banks, the more
positive the attitude of consumers towards Islamic banks. Then, the better the perception of
consumer quality towards Islamic banks, the higher intention of consumers to use Islamic banks.
Having said that, the hypotheses that can be formed from the above-mentioned logic are:

H4: Consumer Perception of quality value of Islamic bank has a positive and significant effect on
consumer attitude towards Islamic bank
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H5: Consumer Perception of quality value of Islamic bank has a positive and significant effect on
consumer intention to use Islamic bank

Knowledge, Attitude & Intention to Use Islamic Banks

Makarewicz (2013) states that knowledge plays an important role in shaping consumer attitudes.
The intensity of the information supported by consumers will affect their attitudes towards
certain objects. According to Carlson et al (2009), consumer knowledge can be classified into two
which are objective knowledge and subjective knowledge. In the context of this study, consumer
knowledge refers to the context of objective knowledge, because it reflects the cognitive
resources that consumers rely on during the assessment of products and brands based on the
accuracy of their product knowledge.

The theory that can explain the effect between knowledge and attitude is the Knowledge-
Attitude-Behavior (KAB) model. Bettinghaus (1986) suggests that the main concept of the KAB
model is the accumulation of knowledge. The accumulation of knowledge obtained by
consumers about a product can change its attitude towards the product. Then, concerning the
consumer intention behavior, the effect of the KAB model on the influence of knowledge on
attitude can also be extended into the TPB theory model on the effect of attitudes on intention.
In TPB, attitude is an important factor that determines the behavior of consumer intention
(Ajzen, 1991).

Aji et al (2020) proved that knowledge about riba significantly moderate users’ intention
to use e-wallets in Indonesia. In more specifically, the research conducted by Reni & Ahmad
(2016), Odalapo et al (2019) proved the influence of consumer knowledge on attitudes and
intentions to use Islamic banks. Therefore, it can be understood that someone who has good
knowledge about Islamic banks will have a positive attitude and ultimately a positive effect on
their intention to use Islamic banks. Having said that, the hypotheses that can be formulated are:
Ho6: Consumer knowledge about Islamic bank has a positive and significant effect on consumer

attitudes toward Islamic bank.
H7: Consumer knowledge about Islamic bank has a positive and significant effect on consumer
intention to use Islamic bank.

Attitude and Intention to Use Islamic Banks

Attitude is the effect of evaluating individual likes and dislikes on a particular psychological object
or behavior (Ajzen & Fishbein, 2000). Attitude has a relationship to behavior where the
relationship between attitude and behavior is determined by beliefs about the consequences of
behavior or also called behavioral beliefs (Ajzen, 2005). Odalapo et al (2019) also revealed that
someone who has positive beliefs will tend to have intentions that are also relevant.

There are a number of studies linking attitudes and behavior with positive results consistently,
such as Amin et al (2011), Odalapo et al (2019), Lajuni et al (2017), Al-Bashir, et al (2018), Aziz et
al (2018), and Reni & Ahmad (2010).

Therefore, it can be understood that when someone believes that an Islamic bank can
meet their needs and expectations, it is very likely that the person will have a positive attitude
towards an Islamic bank, which will also have an impact in increasing the possibility of that
person to use an Islamic bank. Having said that, the hypothesis that can be formulated is:

H8: Attitude toward Islamic banks has a positive and significant effect on consumer intention to
use Islamic bank.

Research Methods

Operational Definition and Items Measurements

Islamic religiosity

Islamic religiosity is operationally defined as the level of personal commitment of Muslim
consumers in Indonesia to the teachings of Islam which are measured through six items adapted
from Alam et al (2012), such as: (1) I do prayer five times a day regularly; (2) I fast regularly
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during Ramadhan; (3) I recite the Holy Quran regularly; (4) I pay Zakat every year if I meet the
prescribed criteria; (5) I try to follow Islamic guidance in all matters of my life (6) I always try to
avoid minor and major sin.

Knowledge about Islamic banks

This paper operationally defined knowledge about Islamic banks as the level of understanding of
Indonesian Muslim consumers about the benefits, services, and products offered by Islamic
banks. In this study, consumer’s knowledge about Islamic banks is divided into general
knowledge and specific knowledge. General knowledge about Islamic banks consists of
knowledge about general information and the benefits of saving in Islamic banks. Specific
knowledge about Islamic banks consists of knowledge about various products offered by Islamic
banks. To measure this construct, this study uses 4 items that are adopted from Amin et al (2014)
and Obeid &Kaabachi (2016), such as: (1) I have generally received information about Islamic
banking; (2) I have generally received enough information about Islamic banking; (3) I have
received enough information about benefits of using Islamic banking; (4) I have received
information about the instruments used in the financing products Islamic banks offer
(Mudharabah, Murabaha, Musharaka, ljaraa) using Islamic banking from media sources.

Perceived quality towards Islamic banks

In this study, perceived quality towards Islamic banks is defined as an evaluation of Indonesian
Muslim consumers on the quality of the system, standards, and performance of Islamic banks.
According to Sanchez-Fernandez & Iniesta-Bonillo (2007), there are 2 (two) approaches to the
concept of value perception, the uni-dimensional, and multi-dimensional approaches. This study
use a multidimensional approach and 6 measurement items adopted from Sweeney & Soutar
(2001) as follows, (1) Islamic banks have consistent quality; (2) Islamic banks are well made; (3)
Islamic banks have an acceptable standard of quality; (4) Islamic banks have good workmanship;
(5) Islamic banks would last a long time; (6) Islamic banks would perform consistently.

Attitude towards Islamic banks

The attitude towards Islamic banks is defined as the effect of evaluating the likes and dislikes of
Indonesian Muslim consumers towards Islamic banks. These attitudes can be in the form of
positive and negative attitudes. This construct is measured by the items adopted from Amin et al
(2011) such as, (1) choosing Islamic banks is a good idea; (2) choosing Islamic banks is useful; (3)
choosing Islamic banks is beneficial; (4) choosing Islamic banks is the best decision.

Intention to use Islamic banks

In this study, the intention to use Islamic banks is defined as the intention of Indonesian Muslim
consumers to save their money at Islamic banks. The measurement of this variable is adopted
from Venkatesh & Davis (2000) and Amin et al (2011) such as, (1) I am interested to use Islamic
banks; (2) I am interested to use Islamic banks in the future; (3) I will use Islamic banks someday;
4) I will recommend Islamic banks to others. The complete research model can be seen in
Figure 1.

Data Collection and Sampling

This study uses a quantitative approach using primary data (cross-section) obtained through
questionnaires. Questionnaires were distributed online and offline. Items are measured using a 5-
point Likert scale, ranging from 1-strongly disagree to 5-strongly agree.

This study also uses a non-probability sampling method. The sampling technique used in
this method is a purposive sampling technique with some criteria of respondents, such as (1)
respondents must be Muslim. This is because the writer wants to find out more about the
influence level of religiosity towards consumer’s intention to use Islamic banking; (2) respondents
do not have an Islamic bank account. This is because the focus of this study is to observe
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Muslim's intentions to use Islamic banks. The minimum sample set for this research is 500
samples (Malholtra, 2000).

Perceived
Quality

Attitude
toward
Islamic Bank

Intention to

use Islamic
Bank

Knowledge

Figure 1: Research model

Data Analysis

Structural Equation Modelling (SEM) approach is used in this study, and operationally run by
using AMOS software. In SEM, there are two models tested, namely measurement and structural
models. In the measurement model, validity, reliability, and model goodness-of-fit are assessed.
The validity test in the measurement model is performed using Confirmatory Factor Analysis
(CFA). There are two types of validity tests in CFA, which are convergent and discriminant
validity tests. The data is said to be valid when the items converge into specified factors that are
theoretically confirmed. Each item must have a score equals to or above 0.50 (Hair, 2009).
Afterward, the discriminant validity test in this study is measured by the Average Variance
Extracted (AVE) score. AVE is said to be valid when the score is greater than 0.50 (Bagozzi and
Yi, 1988). Moreover, the data in this study is said to be reliable if the variable of Cronbach’s
Alpha greater than 0.70 (Nunnally, 1978) and the score of Composite Reliability (CR) also greater
than 0.70 (Hair et al, 2009). The structural model test is conducted by testing the path of each
hypothesis. The hypothesis is supported when the significant value equals or lower than <0.05 or
<0.01.

Results
Descriptive Respondents

Overall, there are 575 respondents successfully collected in this study. In terms of demographics,
male respondents are more dominant by 60% over females (40%). In terms of age and marriage,
respondents with the age of 20-30 (60,5%) and unmarried (83,5%) are the majority. It is relevant
to their last educational background in which 65.4% of them are high school and 72.2% are
students. Furthermore, the average income of respondents in this study is less than IDE 1 million
(40.9%). Geographically, the majority of respondents are concentrated in Java Island (78.4%).
The results of descriptive respondents can be seen in Table 1.
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Table 1. Descriptive Respondent

Gender N (%)
Male 230 60%
Female 345 40%

Age
<20 159 27,7%
20-30 348 60,5%
31-40 13 2,3%
>40 55 9,6%

Marriage
Not married 230 40%
Married 345 60%

Education
Elementary School 1 0,2%
High School 376 65,4%
Diploma 1 146 25,4%
Diploma 2 44 7,7%
Diploma 3 8 1,4%

Job
Students 415 72,2%
Private Employee 60 10,4%
Public Employee 10 1,7%
Entrepreneur 26 4,5%
Lecture 31 5,4%
Housewife 15 2,6%
Others 18 3,1%

Income
<1 million 235 40,9%
1-2,9 million 211 36,7%
3-4,9 million 56 9,7%
5-6,9 million 37 6,4%
7-8,9 million 15 2,6%
9-10,9 million 6 1,0%
>11 million 15 2,6%

Respondent Distribution Area
Java 451 78,4%
Kalimantan 32 5,5%
Sumatera 163 11,1%
Sulawesi 9 1,6%
Maluku 2 0,4%
Nusa Tenggara 9 1,6%
Papua 4 0,7%
Others 4 0,7%

Measurement Model: Confirmatory Factor Analysis (CFA)

KMO Bartlett test score of this study is 0.92 which indicates that the sample is adequate and
suitable for factor analysis is more than 0.70 (Kaiser, 1974). As can be seen in Table 2, the
confirmatory factor analysis results show that all items converge into specified factors that are
theoretically confirmed and had scores greater than 0.50 (Hair, 2009).

Table 3 shows the discriminant validity and reliability results. All AVE scores are more
than 0.50 (Bagozzi and Yi, 1988), therefore it means that the items are valid. In addition to that,
the Composite Reliability (CR) score is greater than 0,7 (Hair et al, 2009) and Cronbach Alpha
score is greater than 0, 7 (Nunnally, 1978). Thus, the data can be declared as reliable. In summary,
it can be said that the items are valid and reliable, so further analysis can be performed.
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Table 2. Confirmatory Factor Analysis

Perceived Intention to Use

Quality Islamic Banking Religiosity Knowledge Attitude

QLTI 0,767

QLT2 0,817

QLT3 0,798

QLT4 0,840

QLT5 0,683

QLT6 0,790

INT1 0,812

INT2 0,843

INT3 0,840

INT4 0,735

R1 0,798

R2 0,738

R3 0,711

R4 0,639

R5 0,724

RG 0,669

KNW1 0,838

KNW2 0,877

KNW3 0,854

KNW4 0,704

SKP1 0,715
SKP2 0,767
SKP3 0,776
SKP4 0,670

Table 3. Discriminant validity and reliability score

. Mean Cronbach  Composite
Variables Score SD AVE Alpha Relizﬁaility
Religiosity 4,186 0,855 0,509 0,74 0,75
Knowledge 3,319 0,935 0,672 0,90 0,91
Petceived Quality 3,569 0,770 0,720 0,92 0,92
Attitude 3,787 0,856 0,688 0,90 0,89
Intention to Use Islamic Banking 3,753 0,919 0,785 0,93 0,93

The data shows that the measurement model in this study is sufficient for most goodness-of-fit
criteria based on the rule of thumb indicator set by Hooper et al (2008). From all criteria
mentioned in Table 6, the model of this study is already good. The CMIN/DF score is 3,02
which is ‘acceptable’, the CFI = 0.96 indicating that the model is ‘very good’. The GFI, AGFI,
RMSEA, and NFT are 0.92, 0.90, 0.06, and 0.94 respectively indicating that the model is ‘good’.
Overall, it can be concluded that the model is good.

Table 4. Model Fit Measurement

No  Criteria Score Category
1 CMIN/DF 3.02 Acceptable
2 GFI 0.92 Good

3 AGFI 0.90 Good

4 RMSEA 0.06 Good

5 NFI 0.94 Good

6 CFI 0.96 Very Good
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Structural Model: Hypotheses Testing

As can be seen in Table 5, it can be seen that all of the results are supported. Religiosity has a
positive and significant effect on consumer knowledge about Islamic banks. This is indicated by
the estimated score of 0.42 and the significance of the p-value is less than 0.01. Therefore it gives
support for H1. The results also show that religiosity has a positive and significant effect on
perceived quality value towards Islamic banks, supporting H2. The estimated score on this
second hypothesis is 0.31 with a p-value of less than 0.01. In H3, the results show that religiosity
has a positive and significant effect on consumer attitudes toward Islamic banks (3=0.14, p-value
<0.05). Therefore, H3 is supported. The result also supported H4 and H5 as the estimated score
on the perceived quality on attitude is 0.68 (p-value < 0.01). Then, the estimated score of
perceived quality on intention shows a value of 0.25 (p-value <0.01). Moreover, H6 and H7 in
this study are also supported as the effects of consumer knowledge about Islamic banks on
attitudes (8=0.19, p-value <0.01) and intentions to use Islamic banks(3=0.19, p-value <0.05) are
found positive and significant. Lastly, this study also supported HS8 since the effect of attitude
toward Islamic banks and the intention to use Islamic banks is also significant (3=0.67, p-value
<0.01).

Table5. Hypotheses testing

Hypothesis Estimate P-Value Result

H1 (Religiosity-Knowledge) 0,42 ok H1 is supported
H2(Religiosity —Perceived Quality) 0,31 oK H2 is supported
H3 (Religiosity -Attitude) 0,14 ,005 H3 is supported
H4 (Perceived Quality - Attitude) 0,68 ok H4 is supported
H5 (Perceived Quality -Intention) 0,25 oK H5 is supported
Ho6 (Knowledge - Attitude) 0,19 ok HO is supported
H7 (Knowledge - Intention) 0,12 ,002 H7 is supported
H8 (Attitude - Intention) 0,67 ok HS8 is supported
Discussion

Based on the statistical calculation, it can be seen that all of the hypotheses are found to be
supported. H1 states that religiosity has a positive effect on consumer knowledge towards Islamic
banks, and the results show that the hypothesis is proven to be supported. This finding proves
that in the context of Islamic banking, more religious consumers will have better knowledge
about Islamic banks. It also shows that religiosity plays an important role in human life, including
knowledge (Alam et al, 2012). This finding further adds empirical evidence and gives support for
previous research, such as Muhammad et al (2016) who found the significant influence of Islamic
teachings on consumer product knowledge.

The statistical result supports H2. It means that the higher the level of consumer
religiosity, the more positive the consumer in perceiving the quality value of Islamic banks. This
is relevant to the research of Mittelstaedt (2002) and Lindridge (2005) which states that religion
plays an important role in shaping consumer perceptions. In general, the findings on H2 play a
role in adding empirical evidence about the positive influence of religion on consumers'
perceived value, such as the Gayatri& Chew (2013) and Jamal &Sharifuddin (2014) studies.
Therefore, in the context of Islamic banking, this finding also supports Abduh&lIdrisov (2014)
and adds empirical evidence about the use of perceived value variables that are still rarely used to
measure consumer behavior in the context of Islamic banking (Suryani, 2015).

In H3, it is proven that religiosity has a positive and significant effect on consumer
attitudes in Islamic banks. This finding supports the statement from Foxall & Goldsmith (1994)
that religion contributes to building a knowledge base that justifies and controls attitudes and
behavior. In the consumer behavior context, this finding also supports Wilkes et al (1986) and
Delener (1990) who conclude that religiosity influences aspects of lifestyle that determine
attitudes and their consumption behavior. This finding also supports Odalapo et al (2019), Obeid
&Kaabachi (2016), Alam et al (2012), and Reni & Ahmad (2016) which stated that religiosity has
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a positive effect on the attitudes and consumer’s intentions to use Islamic banks. In this study, all
respondents are Muslim and the results show conformity with the theory and other empirical
evidence.

The results proved that consumer’s perceived quality towards Islamic banks has a positive
and significant effect on attitudes towards and intention to use Islamic banks. The better the
consumer’s perceived quality towards Islamic banks, the more positive the attitude of consumers
towards Islamic banks. In the context of Islamic banking, this finding supports the study of
Kumar et al (2009). In other words, a high consumer’s perceived quality will increase their
intention to save money at Islamic banks. This is relevant to the research of Goh et al (2014) and
Abduh&ldrisov (2014).

The results of H6 and H7 indicates that consumer knowledge about Islamic banks
significantly affects attitudes and intentions to use Islamic banks. These results are relevant to the
KAB theory (Bettinghaus, 1988) which stated that the accumulation of knowledge obtained by
consumers about a product can change its attitude towards the product. The better the
consumet's knowledge about Islamic banks, the more positive the attitude of these consumers
towards Islamic banks. Also, the findings of H7 are relevant to the use of TPB theory (Ajzen,
1991) as the extension of the KAB model. H6 and H7 findings support the research of Reni &
Ahmad (2016), Odalapo et al (2019), and Aji et al (2017).

Lastly, attitude has a positive and significant effect on the consumer’s intention to use
Islamic banks. This is very much relevant to TPB theory (Ajzen, 1991). This finding also justifies
a statement from Odalapo et al (2019) who said that someone’s positive attitude or belief will be
followed by relevant behavior. In the context of this study, it can be interpreted that consumer’s
positive attitudes towards Islamic banks affect their positive intention to save money at Islamic
banks. The estimated score on this hypothesis is also proven to be the highest, showing that the
positive relationship between attitudes and intentions are strong. Also, these findings support
previous studies such as Lajuni et al (2017), Al-Bashir, et al (2018), Aziz et al (2018), and Reni &
Ahmad (20106) about the relationship of consumer support to the goal of supporting the use of
Islamic banks.

Managerial Implication

The managerial implication of this study is addressed to Islamic bank managers in Indonesia and
the Financial Services Authority (OJK). Recall that this study has proven that people who have
high religiosity will have high knowledge, a high perceived value, and a positive attitude towards
Islamic banks. Thus, as the managerial implication, the Islamic bank needs to regulate the
company's operating system under Islamic religious values. Therefore, to increase the intention to
use Islamic banks, banks need to focus more on targeting potential customer segments that have
high religiosity.

Based on the results it can also be known that consumers who have high knowledge
about Islamic banks will have a high intention to use Islamic banks. Therefore, to increase their
intention to use Islamic banks, the manager has to provide information to consumers about
general information on Islamic banks, the benefits of saving at Islamic banks, and products
offered by Islamic banks through socialization activities provided and interactive advertising.
Then, as the government, OJK can also help improve consumer understanding of Islamic banks
by increasing the socialization activities and sources of literacy about Islamic finance in Indonesia
to the public.

In this study, it can also be interpreted that Islamic banks also need to improve the
system, performance and quality standards of their products This is based on the results stated
that Islamic banks must be perceived as being of good quality by consumers to increase
consumer interest in using Islamic banks. In addition to that, consumers who have a positive
attitude towards Islamic banks will have a high intention to use Islamic banks. Therefore, to
increase consumer intentions, Islamic banks need to make positive images that choosing their
services are good, useful, and right.
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Conclusion

This research examines Islamic banking acceptance in the eyes of the Indonesian Muslim. From a
theoretical standpoint, the findings support prior hypotheses and studies that highlight the
significant effect of religiosity, knowledge, perceived quality, and attitude on consumer’s
intentions to use Islamic banking services. All in all, it can be concluded that Islamic banks still
have a potential market in Indonesia.

Limitation and Future Research Agenda

After completing all of the research processes, the author realizes that the limitations of this
study lie in the adoption of items to measure Islamic religiosity that does not fully reflect Islamic
religiosity in the Muslim-Indonesian context. As a result, some items must be removed from the
analysis due to validity problems. To strengthen this research model, the authors recommend the
future research to (1) retest the religiosity items to the Muslim-Indonesian cultural context, to
obtain the more suitable measurement; (2) develop the research using a combination of other
perceived value’s dimensions such as perceived emotional, social, and price.
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