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Abstract 

Purpose – This research aims to examine the driving factors for the 
adoption of digital banking of Islamic banks during the COVID-19 
pandemic, to explore the development of specific UTAUT2 model for 
Islamic financial technology, and to investigate factors that need to be 
improved in digital banking services of Islamic banks based on 
customer perspectives.  

Methodology – This research is divided into three. The first study is an 
empirical testing of UTAUT2 model modified by adding trust and 
satisfaction variables. The second study is an exploratory study of 
potential construct for the development of UTAUT model in Islamic 
Financial Technology. Third, it is an exploratory study aiming to identify 
problems and to search for policy advice to improve digital banking 
service of Islamic banks. This research used self-administered survey that 
involved 845 respondents from several cities in Indonesia. Open and 
closed question design was used to obtain complementary data. After 
that, the data were analyzed using SEM-PLS 7.0 and SPSS 23. 

Findings – The results of this study shows that people have trust, 
acceptance, and satisfaction on the digital banking service of Islamic 
banking technology. There are seven hypotheses in this study 
supported empirically. There are 20 factors that became the main 
reasons of customers to use the digital banking service of Islamic 
banking technology and 32 factors that needed to be improved by 
Islamic banks based on the customers’ perspective. After that, the 
researcher grouped them into seven policy advices for digital banking 
service of Islamic banking technology, where these factors can be taken 
into consideration to improve the competitiveness of the Islamic 
Finance Industry in Indonesia. 

Originality – In addition to testing and modifying the UTAUT2 model 
during the COVID-19 pandemic, this study also explores the possibility 
of new variables arising from customers’ perception, where the data will 
be used to submit new variables/models that are more specific to the 
acceptance of Islamic financial technology. Furthermore, this study also 
aims to explore several obstacles in the digital banking service of 
Islamic banking technology. 

 

Introduction 

The world, including Indonesia, is hit by a pandemic that has damaged social and economic 
sector due to the emergence of COVID-19. World leaders are trying to adopt various strategies 
to prevent the transmission of this new type of corona virus even though they still face failures 
(Amir & Amir, 2020). There have been more than 16 million positive confirmed cases of corona 
until July 2020 in 215 countries (worldometer.info, 2020). The World Health Organization 
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(WHO) said that there had been 91,751 confirmed cases and 4,459 deaths in Indonesia until 22 
July 2020. This pandemic also causes uncertainty and overthrows the global finance, politic, 
geopolitic, and socio-economic chains (Roubini, 2020; Winarsih et al., 2020; Sembiring, 2020). 
Every country must strive to overcome this dilemma between saving lives and the economy 
(Amir & Amir, 2020; Syed et al., 2020). 

During this pandemic, not all economic sectors have slumped. Dcode Economic & 
Financial Consulting (DEFC, 2020) conveys several industries that have the potential to develop 
during a pandemic, namely E-commerce and ICT. In this era, many organizations allocate 
resources to use technology both to obtain competitive advantage and to attract consumers 
(Nawaz et al., 2020). Technology has a huge impact on supporting human activities (Wijayanti & 
Riza, 2017) especially during the lockdown and physical distancing. According to Dcode, the 
financial service industry is experiencing a downturn, but this is in contrast to digital banking 
services. The International Monetary Fund (IMF) states that digital financial services are faster, 
more efficient, and typically cheaper than traditional banking services (Sahay et al., 2020). 
Consequently, banking sector gets significant benefits from digital banking technology innovation 
by providing higher quality and faster services to customers (Nawaz et al., 2020; Riza, 2019). 

During the COVID-19 pandemic, digital banking services applied a system of contactless 
and cashless transactions although non-cash transactions using ATM and Debit Card decreased by 
4.7% in March 2020. Bank Indonesia (BI) noted that the volume of digital banking transactions 
since April 2020 has increased significantly by 37.35% (year over year). BI Governor, Perry Warjiyo, 
revealed that the increase in economic transactions through digital has increased rapidly by 60.8% 
compared to the same period in 2019 because digital banking makes it easier for people whose 
activities have increased virtually (finance.detik, 2020). Electronic money transactions have grown 
by 67.9% since March 2020 compared to the 2019 period (cnbcindonesia, 2020). This development 
indicates the increasing need for digital banking and financial transactions by the community. 

Increasing digital financial inclusion will facilitate the deployment of government-
supported measures to address this crisis (Sahay et al., 2020). Bank operational risk management 
must be carried out properly to improve service performance and superior innovation in an 
unstable environment (Sembiring, 2020; Disemadi & Shaleh, 2020). It is shown that the use of 
banking technology has a positive impact (Nam et al., 2016; Riza & Hafizi, 2019; Wijayanti & 
Riza, 2017). Since the launching of the Branchless Banking system in 2013, it has been proven 
that digital banking services have succeeded in reaching the unbanked and underbanked people 
(Bank Indonesia, 2019). 

To measure the level of digital banking adoption during the pandemic, researchers used 
Unified Theory of Acceptance and Use of Technology 2 (UTAUT2) (Venkatesh et al., 2012). This 
model is a development of UTAUT, which is used to understand the acceptance and use of 
information technology (Venkatesh & Davis, 2000; Venkatesh et al., 2007; Venkatesh et al., 2003). 
This model is chosen for its quite robust ability in predicting the acceptance and use of technology 
and it has been digitized and published by more than 60 reputable international journals (Venkatesh 
et al., 2016). However, previous studies regarding technology in the Islamic Finance Industry are 
still limited to the implementation of the UTAUT model and the addition of new variables for 
model development (Hassanudin et al., 2019; Johar & Suhartanto, 2019; Thaker et al., 2019; Raza et 
al., 2019). However, this study is different because, in addition to testing the UTAUT model during 
the pandemic, this study also adds trust and satisfaction variables, and explores the possibility of 
new variables arising from customer perceptions by presenting open-ended questions before closed 
questions on the questionnaire. After that, the data will be used to submit new variables/models 
that are more specific to the acceptance of Islamic financial technology. This is in line with the 
recommendation Venkatesh et al. (2016) to develop the UTAUT model for new concepts and 
phenomena. Thus, the research questions can be formulated as follows: 

1. What drives customers’ intention to adopt and to use the digital banking of Islamic banks 
during the COVID-19 pandemic? 

2. What are the potential constructs for the UTAUT model development that is specific to 
Islamic financial technology? 
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3. What factors need to be improved in the digital banking services of Islamic banks based 
on customers’ expectation? 
 
To answer these questions, the researchers divided this study into three. In the first study, 

the UTAUT model was tested on digital banking services of Islamic banks. The second one is 
exploratory study that focused on potential constructs for the UTAUT model development in 
Islamic financial technology. The third one is exploratory study that aims to search for obstacles 
and come up with policy advice to improve the digital banking services in Islamic banks. 

 

Literature Review 

Digital Banking 

Digital Banking is a new term in banking industry in Indonesia (Riza & Hafizi, 2019). Digital 
banking implements all banking services and operations in digital devices (Nguyen et al., 2018). 
According to the Regulation of Financial Services Authority (OJK) No.12/POJK03/2018, digital 
banking service is defined as an electronic banking service developed by optimizing the use of 
customers’ data in order to serve customers more quickly and easily based on their needs. It can 
be done completely independently by the customers with attention to the security aspect, where 
the digital banking service is done through internet banking, mobile banking, SMS banking, and 
phone banking. However, this definition is still limited to activities/services and does not include 
the neobank concept defined by IBM, the concept of open banking based on the Application 
Programming Interface by Capgemini, and the concept of digital banking model 2025 proposed 
by Gasser (2017). 
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Source: (Institute for Development of Economics and Finance (INDEF), 2018) 

Figure 1. Banking Transaction based on Frequency during 2014 – 2018 
 

Banking transactions via digital system have increased drastically. This is shown by data 
from the Institute for Development of Economics and Finance (INDEF) in 2018, which shows 
that 41% of the frequency of transactions via mobile banking, 18% via internet banking, 37% via 
ATM/Debit, 5% via EDC, and 4% via transactions in branch offices only. It is shown that digital 
banking transactions have increased almost seven times compared to 2010 (katadata, 2020). The 
graph of the increase can be seen in Figure 1. 

 
Theoretical Foundation and Formulation of Hypothesis 

Unified Theory of Acceptance and Use of Technology (UTAUT) popularized by Venkatesh et al., (2003) is a 
theory that focuses on predicting technology adoption and use. The model development is carried 
out by combining eight theories explaining acceptance of technology, namely Theory of Reasoned 
Action (TRA), Technology Acceptance Model (TAM), the Motivational Model (MM), Theory of 
Planned Behavior (TPB), the Model of PC Utilization (MPCU), Innovation Diffusion Theory 
(IDT), the Social Cognitive Theory (SCT), and the Integrated Model of TAM and TPB. There are 
four constructs influencing the behavioral intention (BI) in using technology, namely Performance 
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Expectancy (PE), Effort Expectancy (EE), Social Influence (SI), and Facilitating Condition (FC). 
After that, Venkatesh et al. (2012) expands it by adding three constructs consisting of Hedonic 
Motivation (HM), Price Value (PV), and Habit (Hb), so it becomes a UTAUT2 model. 

In this first study, the researchers selected the constructs that best fit the context of 
digital banking service of Islamic banks and proposed two new constructs, namely customer trust 
(Akhtar et al., 2019; Alharbi, 2017; Giri & Wellang, 2016) and Customer Satisfaction (Albashrawi 
et al., 2019; Chao, 2019; Rahi et al., 2019) for digital banking service of Islamic banks. 

The behavioral intention (BI) is the desire to adopt the latest technology (Nawaz et al., 
2020). This construct is considered a strong factor in determining individual acceptance of 
technology (Rahi et al., 2018; Venkatesh et al., 2012). PE is defined as the degree to which 
individuals believe that the use of technology will help gain advantage in their work. According to 
Venkatesh et al. (2003) PE requires the importance of using technology to improve performance. 
Literature review shows that PE is one of the most significant variables influencing behavioral 
intention to adopt and to use information systems (Alalwan, 2018) especially internet banking 
(Rahi et al., 2019) and mobile banking (Nawaz et al., 2020). Based on customers’ perception, the 
better the performance of digital banking service, the higher the customers’ intention to use it. 
Therefore, the hypothesis is proposed as follows: 
H1: Performance Expectancy (PE) has a positive effect on behavioral intention (BI) in using 

digital banking service in Islamic banks.  
 
Effort Expectancy (EE) is a variable that explains how easy it is for individuals to operate 

technology (Venkatesh et al., 2003b). Research by Aji et al., (2020) shows that the perceived ease 
of TAM significantly influences the behavioral intention to use technology. According to 
Hassanudin et al., (2019) the easier the use of internet banking, the higher the customers’ 
adoption rate will be. If the use of technology makes customers’ lives simpler and easier with less 
interaction with humans, it will increase the intention to adopt digital banking (Raza et al., 2019). 
The easier the digital banking operation, the higher the intention to use this technology will be. 
Thus, the following hypothesis is proposed: 
H2: Effort Expectancy (EE) has a positive effect on behavioral intention (BI) in using digital 

banking service of Islamic banks. 
 
According to Venkatesh et al. (2012) social influence (SI) is defined as the extent to which 

individuals believe that people who are important to them think that they must use technology. 
SI shows that technology adoption depends on the individual’s belief about what and how their 
siblings feel about technology adoption (Nawaz et al., 2020). The role of SI in increasing 
consumers’ intention in digital banking has been widely analyzed in previous studies (Alalwan, 
2018; Nawaz et al., 2020; Raza et al., 2019; Rahi et al., 2018). The study conducted by Akhtar et 
al. (2019) shows the intention to use digital banking in a cultural context influenced by the closest 
people, and specifically SI has a higher effect in Pakistan than in China. Thus, the hypothesis is 
proposed as follows: 
H3: Social Influence (SI) has a positive effect on behavioral intention (BI) in using digital banking 

service of Islamic banks. 
 
The technical support available to individuals while using technology is called the Facilitating 

Condition (FC) (Venkatesh et al., 2003). According to Hassanudin et al. (2019) in the context of 
internet banking, individuals need support or guidance in terms of usage skills, facility descriptions, 
security, FAQs, etc. According to Alalwan (2018), Johar & Suhartanto (2019) and Nawaz et al. 
(2020), FC has an impact on behavioral intention and sustainable use of digital banking. The better 
the availability of FC support for customers, the higher the willingness to use and to adopt the 
technology (Hassanudin et al., 2019). Therefore, the hypothesis is proposed as follows: 
H4: Facilitating Condition (FC) has a positive effect on behavioral intention (BI) in using digital 

banking service of Islamic banks. 
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According to Venkatesh et al. (2012) habit (Hb) reflects the repetition of certain actions 
based on individuals’ knowledge and experience. A study conducted by Hassanudin et al. (2019) 
shows that Hb has a positive impact on the intention to use digital banking. This is in line with 
the research conducted by Nawaz et al. (2020), Venkatesh et al. (2012) and Venkatesh et al. 
(2016) stating that habit is a significant variable in influencing consumers’ intention to use 
technology. This habit is formed when the behavior often repeats itself in a stable context and 
when the behavior leads to satisfactory results (Thøgersen & Møller, 2008). Thus, the more the 
individuals get used to using digital banking, the higher their intention to continue using this 
technology. Thus, the hypothesis is proposed as follows: 
H5: Habit (Hb) has a positive effect on behavioral intention (BI) in using digital banking service 

of Islamic banks.  
 
Trust (Tr) can be defined as an individual’s desire to accept vulnerability based on positive 

expectation about their behavioral intention in an interdependent and risky situation (Kaabachi et 
al., 2019). Trust is a subjective belief that a party will fulfil its obligations. This is very important 
in electronic financial transaction, where users are vulnerable to the risk of uncertainty and loss 
(Slade et al., 2015). Trust is the main factor influencing user’s attitude towards technology 
adoption (Alharbi, 2017). According to Akhtar et al. (2019), customer trust in the banks is 
preferred to build long-term relationship and to gain high loyalty. It is proven that Trust has a 
significant positive effect on behavioral intention to use technology (Akhtar et al., 2019; Alharbi, 
2017; Slade et al., 2015). The more the customers trust in the digital banking service of Islamic 
banks, the more their intention to use it. Thus, the hypothesis is proposed as follows: 
H6: Trust has a positive effect on behavioral intention (BI) in using digital banking service of 

Islamic banks. 
 

In the context of technology, satisfaction (St) is defined as the level of user satisfaction 
with reports, websites, and service support (Albashrawi et al., 2019). Satisfaction can also be 
defined as an individual reaction to the product used. Satisfaction can be seen from indicators of 
usefulness, effectiveness, efficiency, and performance of a product (Wijayanti & Riza, 2017). User 
satisfaction is concluded based on the experience in using a product (Sahin et al., 2011). 
Satisfaction is an important factor for predicting behavioral intention in using information 
technology (Chao, 2019). Thus, the more satisfied the customers with digital banking, the higher 
their intention to continue using this technology. Thus, the hypothesis is proposed as follows: 
H7: St has a positive effect on behavioral intention (BI) in using digital banking service of Islamic 

banks. 
 

Research Methods 

This research is a descriptive-exploratory research that uses a quantitative approach supported by 
qualitative data. In the first study, it aims to describe the phenomenon of digital banking 
adoption during the COVID-19 pandemic. Data collection was conducted through survey by 
providing closed questions to measure people’s perceptions of acceptance, trust, and satisfaction 
of the digital banking service of Islamic banks. After that, in the second study, the researcher 
gave open questions to explore the potential constructs for the UTAUT model development in 
the context of Islamic banks. In the third study, the researchers dig up information to come up 
with policy advice for improving the digital banking service of Islamic banks.  

The population of this study was an infinite population, who were users of digital banking 
service of Islamic banks in the early semester of 2020 (during the COVID-19 Pandemic without 
the total number of pollution). This study used a non-probability sampling method applying 
purposive sampling technique with judgmental sampling type to obtain respondents who fit the 
research criteria (Cooper & Schindler, 2011). As for the first criterion, respondents were users of 
digital banking service of Islamic banks; the second criterion was that they used digital banking 
services during the COVID-19 pandemic. The researchers were assisted by enumerators 
throughout Indonesia and online questionnaires using Google Forms. 
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In the first study, each variable in UTAUT2 was measured using a modified instrument 
developed by Venkatesh et al. (2003), Venkatesh (2012) and Venkatesh et al. (2016), where PE, 
EE, SI, and FC were each measured using 5 question items, Hb was measured using 4 question 
items, and BI was measured using 6 question items. Trust is a subjective belief that a party will 
fulfil its obligations (Slade et al., 2015). Trust variable is measured using an instrument of Sahin et 
al. (2011) consisting of 3 question items. Meanwhile, satisfaction is the conformity between 
expectation and service reality. This study used an instrument of Sahin et al. (2011) and Wijayanti 
& Riza (2017) consisting of 8 question items. All items used a 5-point Likert scale from “strongly 
disagree” to “strongly agree”. 

The research model and the relationship among variables were tested using the Partial Least 
Square-Structural Equation Model (PLS-SEM) method assisted by the WarpPLS 7.0 software. 
Before testing the hypothesis, the outer & inner model was tested, and the researcher paid attention 
to the Goodness of Fit (GoF) criteria to ensure the suitability between the data and the 
measurement model (Jaradat & Al Rababaa, 2013). Reliability and validity tests were conducted by 
using Cronbach α value, Average Variance Extracted (AVE), and Confirmatory Factor Analysis 
(CFA), which were carried out by eliminating scores below 0.06 and were not grouped on specific 
factors (Hair et al., 2010). Meanwhile, in the second and third studies, researchers used SPSS 23 
software to analyze data from open questions descriptively (Wijayanti & Riza, 2017). 

 

Result and Discussion 

Table 1. Respondents’ Demographic Profile 

Source: (Data processing) 

 
The number of respondents in this study is 845 customers of Islamic banks. The characteristics 
of the respondents in this study are quite varied with the scattered demographics and various 

Variable Description N (%) 

Gender Male 
Female 

300 
545 

35,5% 
64,5% 

Age ≤ 20 
21 – 30 
31 – 40 
≥ 41 

369 
415 
26 
35 

43,7% 
49,1% 
3,1% 
4,1% 

Educational Level High school/equivalent 
D3/S1 
S2/S3 

201 
615 
29 

23,8% 
72,8% 
3,4% 

Occupation Student 
Private Employee 
Professional 
Government Employee 
Entrepreneur 
Other 

559 
145 
28 
54 
43 
16 

66,2% 
17,2% 
3,3% 
6,4% 
5,1% 
1,9% 

Monthly Income < Rp.1.500.000 
Rp.1.500.001-Rp.5.000.000 
Rp.5.000.001-Rp.10.000.000 
Rp.10.000.001-Rp.15.000.000 
>Rp.15.000.000 

551 
234 
40 
6 
14 

65,2% 
27,7% 
4,7% 
0,7% 
1,7% 

Islamic Bank BSM 
BNI Syariah 
BRI Syariah 
Muamalat 
BPD Syariah 
BCA Syariah 
Other Islamic banks 

322 
259 
175 
40 
20 
13 
16 

38,1% 
30,7% 
20,7% 
4,7% 
2,4% 
4,7% 
1,9% 

Duration of use DB 
Islamic Bank 

< 6 Months 
6 Months – 1 Year 
1 Year – 2 Years 
2 years – 3 Years 
>3 Years 

223 
244 
228 
78 
72 

26,4% 
28,9% 
27% 
9,2% 
8,5% 
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Digital Banking (DB) providers in various durations of using Digital Banking services. This 
research data show a good sampling with respondents scattered in various cities in Indonesia. 
 
First Study (Measurement Models and Assessment of Structural model) 

Table 2. Validity and Reliability Test Results  

Code Item Variable Loading CA & CR AVE 

 Performance Expectancy (PE)  0,905 
0,929 

0,725 
PE1 DB of the Islamic Bank X is useful for my daily life 0,858 
PE2 DB of the Islamic Bank X helps me get things done faster 0,887 
PE3 DB of the Islamic Bank X helps improve my productivity 0,853 
PE4 DB of the Islamic Bank X enables me to organize my bank account anytime 0,803 
PE5 DB of the Islamic Bank X helps me improve my effectiveness in running 

activities and work 
0,856 

 Effort Expectancy (EE)  0,948 
0,960 

0,829 
EE1 It is easy for me to learn to operate DB of the Islamic Bank X 0,905 
EE2 The use of DB of the Islamic Bank X is simple and easy to understand 0,923 
EE3 DB of the Islamic Bank X is easy to use 0,934 
EE4 It is easy for me to operate DB of the Islamic Bank X 0,923 
EE5 I find it flexible to use DB of the Islamic Bank X 0,865 

 Social Influence (SI)  0,837 
0,885 

0,610 
SI1 The closest one to me thinks that I should use DB of the Islamic Bank X 0,832 
SI2 The one who influences me a lot thinks that I should use DB of the Islamic 

Bank X 
0,862 

SI3 The one whose opinion I respect prefers using DB of the Islamic Bank X 0,846 
SI4 My work or study environment supports the use of DB of the Islamic Bank X 0,678 
SI5 My friends use DB of the Islamic Bank X 0,663 

 Facilitating Condition (FC)  0,873 
0,908 

0,664 
FC1 I have the necessary resources to use DB of the Islamic Bank X 0,793 
FC2 I have the necessary knowledge to use DB of the Islamic Bank X 0,819 
FC3 DB of the Islamic Bank X is compatible with my Smartphone 0,852 
FC4 I can get help when facing trouble in using DB of the Islamic Bank X 0,802 
FC5 All contents of service of DB of the Islamic Bank X are easy to read and to 

understand 
0,807 

 Habit (Hb)  0,855 
0,902 

0,699 
Hb1 Using DB of the Islamic Bank X has become a habit for me 0,896 
Hb2 I have to use DB of the Islamic Bank X for my activities/work 0,847 
Hb3 Using DB of the Islamic Bank X has become a common thing for me 0,862 
Hb4 I am addicted to using DB of the Islamic Bank X 0,732 

 Trust (Tr)  0,869 
0,920 

0,793 
Tr1 I trust the personal information given for transaction using DB of the Islamic 

Bank X 
0,849 

Tr2 Using DB of the Islamic Bank X is safe 0,903 
Tr3 My personal information will be safe when using DB of the Islamic Bank X 0,918 

 Satisfaction (St)  0,956 
0,964 

0,792 
St1 I am satisfied with the services provided by DB of the Islamic Bank X 0,892 
St2 I am satisfied with DB of the Islamic Bank X 0,908 
St3 I enjoy using DB of the Islamic Bank X 0,906 

St4 DB performance of the Islamic Bank X can fulfil my needs 0,906 
St5 Services provided by DB of the Islamic Bank X are very satisfying 0,890 
St6 Using DB of the Islamic Bank X is a satisfying experience 0,887 
St7 I made the right decision to use DB of the Islamic Bank X 0,838 

 Behavioral Intention (BI)  0,915 
0,934 

0,704 
BI1 I will use DB of the Islamic Bank X if DB of the Islamic Bank X can be used 

in my workplace 
0,715 

BI2 I will use DB of the Islamic Bank X in my work as often as needed 0,867 
BI3 I will use DB of the Islamic Bank X in my work regularly 0,841 
BI4 If possible, I will use DB of the Islamic Bank X in my work 0,878 
BI5 If possible, I will use DB of the Islamic Bank X for other things outside of my 

work 
0,851 

BI6 If possible, I will use DB of the Islamic Bank X in my work regularly 0,871 

Source: (Data processing) 
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Before conducting hypothesis testing and model testing, it is necessary to test the 
reliability and validity of the instrument to obtain reliable and valid data (Cooper & Schindler, 
2011). All variable items in this study are reliable and valid with a Cronbach Alpha value (CA) 
≥0.70, Composite Reliability (CR) ≥0.70, Average Variance Extracted (AVE) ≥0.50, and factor 
loading ≥0.60 except St8 items are discarded because they do not meet the requirements. The 
results of these tests are summarized in Table 2. 

The results of statistical test show that the value of R^2 is 0.763, which means that BI can 
be influenced by the variables PE, EE, SI, FC, Hb, and Tr by 76%. Meanwhile, the value of Q^2 
is 0.647, which means that this model is good enough to explain the data using BI construct. 
Tenehaus GoF model value is 0.745 (≥ 0.36 = large), APC value 0.168 P < 0.001 (P-value ≤ 
0.005 = Fit), ARS value 0.763 P < 0.001 (P-value ≤0.005 = Fit), AVIF value 2,492 (≤3.3 = ideal), 
and RSCR value is 1,000 (value = 1 is ideal). The results of this test indicate that this research 
model is fit according to the rule of thumb, which indicates that this research model is good and 
acceptable. 

 

 

Figure 2. The Results of Structural Model Test for the Acceptance 
of Digital Banking of Islamic Banks 

 
Figure 2 shows the empirical results in this study. Hypothesis testing is done by looking at 

the path coefficient to determine the influence of latent variables and p-value for their 
significance (Mousa Jaradat & Al Rababaa, 2013). The statistical results show that PE has a 
significant positive effect on BI (β = 0.15; P < 0.01), EE has a significant positive effect on BI (β 
= 0.11; P < 0.01), SI has a significant positive effect on BI (β = 0.09; P < 0.01), FC has a 
significant positive effect on BI (β = 0.17; P < 0.01), Hb has a significant positive effect on BI (β 
= 0.25; P < 0.01), Tr also has a significant positive effect on BI (β = 0.21; P < 0.01), and St has a 
significant positive effect on BI (β = 0.20; P < 0.01). Therefore, H1, H2, H3, H4, H5, H6, and 
H7 are accepted empirically. 

It is proven that the UTAUT2 model is able to predict the adoption and the use of 
technology in the case of digital banking of Islamic banks (Venkatesh et al., 2012; Venkatesh et 
al., 2016; Venkatesh et al., 2003). An increase of Trust variable shows a positive result (Akhtar et 
al., 2019; Alharbi, 2017; Slade et al., 2015) and Satisfaction has a strong influence on Behavioral 
Intention (Albashrawi et al., 2019; Chao, 2019; Wijayanti & Riza, 2017). 

Based on the results of the data analysis above, it is found that the habit of customers in 
using digital banking service of Islamic banking is the strongest predictor of the behavior in using 
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digital banking technology, where habit is the extent to which individuals tend to behave 
automatically because of previous learning (Venkatesh et al., 2012). Ajzen (2005) notes that 
feedback from the previous experience influences belief and behavior in the future. This possibly 
happens because customers are accustomed to using digital banking before the COVID-19 
pandemic, so they have been used to using digital banking during this pandemic. This is indicated 
by 73.6% of respondents have used DB of Islamic Bank for more than 6 months. 

The next most influential constructs are customer trust and satisfaction. Sequentially, 
these variables show a high path coefficient value. Alharbi (2017) proves that trust can be a 
strong predictor and expand the UTAUT model. Alalwan et al. (2015) emphasize that trust is an 
important element that allows users to adopt technology. According to Chao (2019), trust and 
satisfaction are critical factors that predict individual adoption of technology. In a research 
conducted by Wijayanti & Riza (2017), it is found that customer satisfaction can be a measure of 
the benefits of Islamic financial technology. It can be concluded that trust and satisfaction with 
digital banking providers (in this case is Islamic bank) greatly influence customers to continue 
using this technology. 

Confirming previous studies that the constructs of UTAUT, which are performance 
expectancy, effort expectancy, social influence, and facilitating conditions, are predictors of 
behavioral intention (Akhtar et al., 2019; Nawaz et al., 2020; Rahi et al., 2019; Venkatesh et al., 
2012). This research further strengthens that the UTAUT model, which is a combination of the 
TRA, TAM, MM, TPB, MPCU, IDT, SCT, and Integrated Model of TAM-TPB theory, has 
proven robust in explaining technology adoption. Although the values of PE, EE, SI, and FC in 
this study are lower than Hb, Tr and St, the levels of customers in using digital banking of Islamic 
bank during the COVID-19 pandemic respectively are influenced by customer’s habit, 
confidence, and satisfaction in DB of Islamic bank as well as perceptions of support for Islamic 
banking technology systems, the use of digital banking, and the ease of technology use. 
Meanwhile, social influence has the lowest influence on the intention to use DB of Islamic banks. 

 
The Second Study (Open Question Analysis) 

Although the previous studies tried to develop UTAUT and UTAUT2 models in the financial 
industry by adding Trust (Slade et al., 2015; Alharbi, 2017), Satisfaction (Albashrawi et al., 2019; 
Chao, 2019), Risk Perception (Dzulhaida & Giri, 2017), Monthly Expenditure (Jaradat & Al 
Rababaa, 2013) power distance, uncertainty evidence (Akhtar et al., 2019), adoption (Thaker, et 
al., 2019). The researchers have not found a UTAUT model adapted to Islamic economic 
principles. In this second study, the researchers conduct an exploratory study to find new 
constructs that have the potential to explain technology acceptance better in the Islamic Finance 
Industry in general, as well as digital banking of Islamic banks in particular. Based on open 
questions, several factors that become the main reasons for customers using DB of Islamic banks 
are summarized in Table 3. 
 

Table 3. Factors Affecting the Use of DB of Islamic Banks 

No Factor Percentage No Factor Percentage 

1 Ease of Transaction 25,3% 11 Comfort 1,7% 
2 Ease of Access 13,6% 12 Trust 1,6% 
3 Useful 11% 13 Service Quality 1% 
4 Economical 9,4% 14 Flexible 0,9% 
5 Avoid Riba 6,8% 15 Security 0,9% 
6 Practical 6,5% 16 Increasing Islamic Economy 0,7% 
7 Sharia Rules 5,8% 17 DB Features 0,7% 
8 Own Desire 4% 18 Product Variations 0,5% 
9 Efficient 3,3% 19 Islamic Bank Promotions 0,2% 
10 Social Influence 2,4% 20 Others 3,7% 

Source: (Data processing) 
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It is confirmed that several constructs of the UTAUT / UTAUT2 models Venkatesh et 
al. (2003) and Venkatesh (2012) that become the major factors in DB adoption are the ease of 
transaction (25.3%); ease of access (EE) (13.6%); Helpful (PE) (11%); Social Influence (SI) 
(2.4%); Service Quality (1%), DB Features (FC) (0.7%); Practical (6.5%), Comfort (1.7%), 
Flexible (HM) (0.9%); Economical (9.4%), and Efficient (PV) (3.3%). However, there are several 
other factors that have not been included in the UTAUT model, such as avoiding riba (6.8%), 
following sharia rules (5.8%), and increasing the Islamic economy (0.7%). This is in line with 
Allport’s theory of religious orientation regarding intrinsic religiosity. This finding is also 
supported by Warsame & Ireri (2018) research that religiosity has an impact on M-Banking 
adoption. Aji et al. (2020) show that knowledge about riba affects the adoption of E-Money. 
Samuelson’s Preference Theory can illustrate the phenomenon that subjective taste can affect 
consumption, in this case is Own Desire (4%). It is found that 1.6% of respondents use DB 
because the Trust and Security factor (0.9%) of this construct development can refer to the 
Commitment-Trust Theory for model development. Marketing Mix can also be used as a 
reference for the UTAUT model development in predicting DB adoption, which is indicated by 
0.5% of Product Variation factor and 0.2% of Promotion of Islamic banks. 

 

 
Figure 3. Concept of the UTAUT Model Development of DB of Islamic Banks 

 
Based on the mapping of UTAUT theoretical contribution by Venkatesh et al. (2016), it 

is suggested that further research use cross-context theory in developing the UTAUT model. 
Related to the UTAUT development for technology adoption in the Islamic Finance Industry to 
obtain a more complete model in explaining the adoption of Islamic bank DB technology, the 
researcher proposes the additional variables of knowledge about riba (PtR), sharia compliance 
(SC), and the Islamic economic system (IES). In addition, further research can also consider the 
variable of customer preference (CP), trust (Tr), security (Sc), and marketing mix (M) as the 
development antecedents of digital banking adoption. Marketing mix that can be used is the one 
by Kotler, 7Ps Marketing Mix, in order to enrich the model, as seen in Figure 2. 

 
The Third Study (Digital Banking Development of Islamic Banks) 

During the COVID-19 pandemic, technology has created new opportunities for digital financial 
services to accelerate and to increase financial inclusion during the physical distancing (IMF, 
2020). Most banks pay attention to the importance of technology. One of the most developed 
feature in the Islamic Finance Industry is internet banking/mobile banking (Hassanudin et al., 
2019). The very rapid increase in smartphone use has increased the demand for m-banking 
services. This innovation will increase customer retention, expand client reach, increase market 
share, provide new job opportunities, and increase efficiency (Akhtar et al., 2019). Therefore, a 
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company must continue to innovate and to improve services in order to have a competitive 
advantage in facing competition. 
 

 
Source: Data processing  

Figure 4. Factors that need to be improved in the DB of Islamic Banks 
 
In this third study, researchers conduct an exploratory analysis by involving 845 

respondents to find the constraints experienced by customers while using the DB of Islamic 
banks then the researchers ask their opinions regarding what they expect to overcome these 
constraints. Most customers are satisfied with the technology and DB services provided by 
Islamic banks indicated by 43.8% of respondents who said they are satisfied with the DB used 
and there is no complaint about using DB. However, an interesting finding about this study is 
that the researchers found 56.2% of customers still have complaints and obstacles in using DB. 
Thus, the respondents provide some opinions/suggestions for improving the quality of DB 
technology for Islamic banks. Based on these suggestions, the researcher classifies them based on 
the similarity of customer intentions, so that 32 factors that need to be improved by Islamic 
banks are summarized in Figure 4. 

The researchers group the 32 factors into 7 policy advices for improving digital banking 
services of Islamic banks, which aims to increase the competitiveness of the Islamic Finance 
Industry in Indonesia. The advices are provided below: 

• DB Feature Development: the Islamic banks need to add more features that are beneficial 
to customers because features have the highest points in this third study. Those features are 
e-commerce transaction features, the addition of Virtual Accounts, Top-Up E-Money/E-
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Wallet, integration with other applications, Purchase/Payment features, the substitution of 
ATM cards, QRIS, more detailed transaction history information, and ZISWAF deposits. 

• Application Systems and Networks Improvement: Islamic banks must pay more attention 
to investment in IT, where customers still find several obstacles related to network 
disruptions, bugs, slow applications, system & server upgrades, as well as login problems & 
device reactivation. 

• Service Improvement: Services should be the pressure point for Islamic banks because the 
core competence of this business is financial services. However, customers still encounter 
problems in terms of services such as transaction failures and call center responses. Thus, 
banks need to increase cooperation with other parties to improve transaction services such 
as fintech, E-commerce, and taxes. 

• Ease of Access Improvement: Ease is the most influential factor in the second study. 
Islamic banks need to pay attention to this factor in designing their products. It is found 
that multi-layered passwords are complicated for some customers, as well as the limitations 
of ATMs and branch offices are still considered as problem. Additional information on 
access methods is also needed by customers. 

• System Security Improvement: Security is very crucial because the risk of digital 
transactions is very large. Although companies are always improving their security systems, 
cybercriminals are always looking for ways to commit crimes. Banks need to be aware of 
various cybercriminals, such as SIM swap and phishing, so they need to protect customer 
data properly. 

• DB Interface Improvement: Currently, customers make more frequent transactions 
through Digital Banking than at bank offices. Thus, Islamic banks need to continue to 
improve their appearance to be more attractive, simpler, and less complicated in their use. 

• Value for Money Focus: Basically, humans are homo economicus and always see profit and 
loss, even though sharia principles do not offer that as the first priority. However, 
customers still consider the transfer fees, the administration fees, the activation fees, and 
the use of credit at some banks as a burden. Islamic banks are necessary to improve public 
education regarding this matter and to communicate it in the best possible way. 

 

Conclusion 

It is proven that the UTAUT/UTAUT2 model is able to predict the adoption and the use of 
digital banking technology of Islamic banks. The additional variables of Trust and Satisfaction 
show positive results for the development of this model. Based on the data analysis, the 
customers’ habit in using DB is the strongest predictor to the behavior of using DB technology 
of Islamic banks. The most influential constructs are customers’ trust and satisfaction, followed 
by perceptions to the support of the technology system of Islamic banks, the use of digital 
banking, the ease of technology use, and the social influence. 

Although it is confirmed that several constructs of the UTAUT/UTAUT2 model 
Venkatesh et al. (2003) and Venkatesh (2012) are the main factors in DB adoption, this 
exploratory study finds new constructs that have the potential to complement the development 
of technology acceptance models in the Islamic Finance Industry in general, and DB of Islamic 
banks in particular. Further research needs to consider the additional variables of knowledge 
about riba, sharia compliance, and the Islamic economic system, as well as the additional variables 
of customer preferences, trust, security, and marketing mix as antecedent development of digital 
banking adoption. 

Although most customers are satisfied with the DB technology and service of Islamic 
banks, which is indicated by 43.8% of respondents who are satisfied and have no complaints in 
using DB, this study finds 56.2% of customers still have complaints and troubles in using DB. 
Therefore, the respondents expect for the improvement of the quality of DB technology of 
Islamic banks, which are divided into 32 factors. After that, the researchers group them into 7 
policy suggestions for improving the digital banking service of Islamic banks aiming to increase 
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the Islamic Finance Industry competitiveness in Indonesia, which are: 1) DB Feature 
Improvement, 2) System and Network Improvement, 3) Service Improvement, 4) Ease of Access 
Improvement, 5) Security Improvement, 6) DB Interface Improvement, 7) Value for Money 
Focus. 

This research provides several theoretical and practical contributions. Theoretically, this 
research provides literature contribution by the confirmation of the UTAUT model modification 
in the digital banking adoption of Islamic banks during the COVID-19 pandemic. The findings 
of exploratory studies are related to potential constructs for the development of specific UTAUT 
models for Islamic financial technology. Practically, this research is able to find obstacles and to 
provide policy suggestions for improving digital banking services of Islamic banks based on the 
customers’ expectations. 

The results of this study can be used as a reference for Islamic Bank managers for making 
policy and determining strategies in developing digital banking services. It is suggested that the 
banks need to focus on customers (customer-centric) in improving service quality and digital 
banking technology in order to minimize the occurrence of Myopic marketing in the formulation 
of company policies and strategies. The government, as the regulator, needs to pay attention to 
regulations that can support the increase in cashless transactions using digital banking, and 
minimize the occurrence of cybercrime, as well as communicate massively the positive impact of 
digital banking. IMF (2020) claims that digital finance has the potential to help fight the impact of 
the COVID-19 pandemic and to support economic recovery, where digital finance can ensure 
access to financial services. However, its role in this recovery phase depends on the industry’s 
resilience to crisis shocks (Sahay et al., 2020). It is necessary that further research considers 
empirical testing of the modified UTAUT model with the additional variables of knowledge 
about riba, sharia compliance, and the Islamic economic system, as well as the additional variables 
of customer preferences, trust, security, and marketing mix as an antecedent development of 
digital banking adoption and other technology adoption such as Islamic Fintech. 
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