
J u r n a l  S i a s a t  B i s n i s  V o l . 2 4  N o .  2 ,  2 0 2 0 ,  1 8 7 - 1 9 8  

 
Journal homepage: https://www.jurnal.uii.ac.id/jsb 

 

© 2020 The Authors. Jurnal Siasat Bisnis. Published by The Management Development Centre, Department of Management, 
Faculty of Business & Economics, Universitas Islam Indonesia 

187 
 

Investigating Muslim non-consumers’ intention to use Islamic bank:  
perceived social value (PSV) and awareness 

 
Ery Dwi Pantari, Hendy Mustiko Aji* 

 
Faculty of Business and Economics, Universitas Islam Indonesia, Yogyakarta, Indonesia 

*Corresponding author: hm.aji@uii.ac.id 
 
 

Abstract 
 

As a country with the largest Muslim population in the world, Indonesia has a greater market opportunity for 
Islamic bank than the conventional. When it compares with other Islamic countries, the market share of Islamic 
banks is still less appealing. This situation is certainly an interesting problem to be researched. The purpose of 
this study is to examine the influence of subjective norms, awareness, perceived values, attitudes, and intentions 
to use Islamic banks based on the Theory of Planned Behavior. This study uses quantitative approach where the 
data is gathered by distributing the online and offline questionnaires. In total, there are 575 respondents 
collected. This study finds that Muslim non-customers’ intention to use Islamic banks is strongly affected by 
subjective norms, awareness, and attitudes. It is also found that perceived social value (PSV) does not 
significantly affect intention to use Islamic banks. This study argues that using Islamic bank is not something 
‘special’ to gain social acceptance or positive image in society. It is also supported by the fact that most Muslims 
in Indonesia do not use Islamic banks.  
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Introduction 

According to a report issued by the Thomson Reuters Islamic Finance Development Report in 2019, 
the global Islamic financial assets in 2018 were $ 2.5 trillion and expected to grow by 5.5 percent, 
reaching $ 3.5 trillion by 2024. Meanwhile, Indonesia’s Islamic financial industry is in the 5th rank 
after Malaysia, United Arab Emirates, Bahrain, and Saudi Arabia in the Global Islamic Economic 
Indicators (GIEI) 2019. The Islamic banking sector is one of the most highlighted in the Islamic 
financial industry development. 

As a country with the largest Muslim population in the world (Pew Research Center, 2009), 
the Indonesia market for Islamic banks should be better when compared to conventional banks. 
However, the market shares of Islamic banks in Indonesia until 2017 only reached 5.78% (Otoritas 
Jasa Keuangan, 2017). When compared to other Islamic countries, the market share of Islamic banks 
in Indonesia is still less appealing. Among countries in Asia, Malaysia has the largest Islamic banks 
market share which is 31.2%, followed by Bangladesh (19.8%) (Bank Negara Malaysia, 2018). This 
situation certainly becomes an interesting problem for further investigation. 

In previous studies, awareness has been proven to be the significant factor influencing 
consumers’ intention to use Islamic banks (Muhamad et al, 2013; Abduh and Idrisov, 2014; Albaity 
and Rahman, 2019; Kaakeh et al, 2019). The results are relatively consistent across countries. In 
addition to that, the intention to use Islamic banks is also influenced by perceived value (PV). It has 
been examined by previous studies in various research contexts (Roig et al., 2006; Yee et al., 2011; 
Khraim et al., 2014; Amjadi et al., 2016), including Islamic banking industry (Abduh and Idrisov, 
2014; Fatema et al., 2018). In previous studies, PV has proven to have a significant impact on the 
intention to use Islamic banks. As in the research of Fatema et al., (2018), they found that PV directly 
impacts the intention to use Islamic banks in Bangladesh. Even though Abduh and Idrisov (2014) 
found that PV has no significant effect on intention of using Islamic banks in Dagestan, Rusia.  



Investigating Muslim non-consumers’ intention to use Islamic bank:  
perceived social value (PSV) and awareness 

 

188 © 2020 The Authors. Jurnal Siasat Bisnis. Published by The Management Development Centre, Department of Management, 
Faculty of Business & Economics, Universitas Islam Indonesia 

 

The results might be different perhaps the dimensions of PV examined are not similar. PV in 
Abduh and Idrisov’s (2014) study was different from Fateema et al., (2018). In the literature, PV is a 
multi-dimensional construct. As suggested by Sweeney & Soutar (2001), there are four dimensions 
of perceived value, namely perceived emotional value (PEV), perceived social value (PSV), perceived 
price value (PPV), and perceived quality value (PQV). Mostly, studies in the context of Islamic banking 
associated PV with emotional (PEV) or price value (PPV). Unfortunately, very limited studies raising 
the issue of social value (PSV) to predict intention to use Islamic banks. 

Other prior studies concerning behavioral intention to use Islamic banks have been conducted 
in various countries (Abduh and Idrisov, 2014; Lajuni, et al, 2017; Obeid and Kaabachi, 2016; Fatema 
et al, 2018; Alam et al. , 2012). However, the results were inconsistent. In a study conducted by 
Abduh and Idrisov (2014), Muslim’s intention in Dagestan, Rusia to use Islamic banks was 
significantly influenced by subjective norm and perceived value. Interestingly, they found that public 
awareness has a significant effect on attitude, but attitude did not influence intention to use Islamic 
banks. Different results reported by Obeid and Kaabachi (2016) and Alam et al (2012) in Tunisia and 
Malaysia, in which they found that there is no significant effect of social influence on intention to use 
Islamic banks and home financing. Attitude which was found insignificantly affect behavioral 
intention in Abduh and Idrisov’s (2014) study, yet was significantly found in the study conducted by 
Alam et al (2012), Lajuni et.al (2017) and Fatema et.al (2018). 

This research contributes to the literature by raising PSV and awareness toward Islamic banks 
to extend the Theory of Reasoned Action (TRA) model. Therefore, the investigation in this study 
involves five major variables, such as subjective norms, attitude toward Islamic banks, PSV, awareness, 
and behavioral intention. 

 
Literature Review and Hypotheses Development 

The Perceived Value of Islamic Bank 

In the literature, perceived value (PV) can be defined as, (1) low price, (2) desire, (3) price for quality, 
and (4) sacrifice (Zeithaml, 1988). PV is often associated with customer satisfaction and also the 
service quality. According to Zeithaml (1988), PV and service quality involve evaluative evaluations 
that are subjective, personal, and context-dependent. Different from satisfaction, PV is felt before 
using the product, while satisfaction is obtained from experience after using the product (Sweeney 
and Soutar, 2001). According to Sánchez-Fernández and Iniesta-Bonillo (2007), PV is an implicit 
criterion used by individuals in making judgments of their preferences. Therefore, it can be uni-
dimensional and multi-dimensional. 

In addition to that, Sweeney & Soutar (2001) suggested four dimensions of PVs, namely 
perceived emotional value (PEV), perceived social value (PSV), perceived price value (PPV), and 
perceived quality value (PQV). PEV comes from the feelings or affective states that owned by a 
product. While PSV comes from the ability of products to improve an individual’s social self-concept. 
The PPV comes from the product in the short term perception and also the long term cost. While PQV 
is the perception of the expected quality and performance of the product. Previous studies in this topic 
mainly focused on PPV and PQV, therefore, this study focuses on PSV dimension suggested by 
Sweeney & Soutar (2001) as a potential determinant of behavioral intention to use Islamic bank in 
Indonesia.  
 
Subjective Norm, Attitudes, and Intention to use Islamic Bank 

The theory of reasoned action (TRA), and the theory of planned behavior (TPB) considered subjective 
norms as social factors or social pressures that a person feels to do or not to do a behavior (Ajzen, 
1991). Subjective norm is defined as the degree of social pressure a person feels to do something 
(Alam et al, 2012). Al-Swidi et al., (2014) defined it as a belief of how a person is going to be viewed 
in his or her community after conducting particular behavior. It can be divided into societal norm and 
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social influence (Pavlou & Chai, 2002). A person can feel social pressure from anyone around him 
and then think that he must do a certain behavior (Rahmayah and Aafaqi, 2005). Aji and Dharmmesta 
(2019) considered subjective norms as external factors that might affect individuals' attitudes. 
Individual’s attitude is easily influenced by subjective norms, such as family members, friends, and 
colleagues (Amin et al., 2009). 

The relationship between subjective norm and attitude has been investigated in the various 
context of studies, such as unethical behavior (Chang, 1998), organic food (Tarkiainen and Sundqvist, 
2005), online shopping (Ramayah and Aafaqi, 2005), Islamic TV advertising (Aji and Dharmmesta, 
2019), and technology acceptance (Schepers and Wetzels, 2007). All the studies revealed a significant 
effect of subjective norm on attitude. As an external factor, perceived social pressure from important 
people in life who are Muslim majority might influence how a person holds an attitude toward Islamic 
banks.  

The TRA and TPB also showed that subjective norm can predict behavioral intention. It has 
been widely proven (Taylor & Todd, 1995; Venkatesh & Davis, 2000). Prior studies found that 
subjective norm significantly determined customer's intention to adopt Islamic financing products 
(Taib et al, 2008; Lajuni et al, 2017). Based on these arguments, the authors therefore propose the 
following hypotheses: 
H1: Subjective norm has a positive and significant effect on attitudes toward Islamic bank. 
H2: Subjective norm has a positive and significant effect on intention to use Islamic bank. 
 
Subjective Norm and Perceived Social Value (PSV) 

Zeithaml (1988) explained that customers’ PV toward the use of the product is based on pain and 
gain. The customers’ gain can refer to the benefit perceived when using a product. Meanwhile, the 
customers’ pain refers to things they have been sacrificed for the product, a purchase, for instance 
(Aulia et al, 2016). According to Fernández dan Bonillo (2007), PV can refer to consumer’s social 
value based on friendship and social image. It means that the social norm and pressure (Pavlou & 
Chai, 2002) from important people might affect individual’s social image. Even though previous 
research had not been empirically investigating the effect of subjective norm on PV, yet from the 
literature review, the relationship can be inferred. Therefore, the following hypothesis is proposed: 
H3: Subjective norm has a positive and significant impact on the perceived social value (PSV) of 

Islamic bank 
 
Awareness and Attitude Toward Islamic Bank 

Brand awareness is the strong attachment of the brand in consumers’ memory (Keller, 1993). The 
awareness toward Islamic banks is defined as consumer’s understanding toward the product concept 
of Islamic banks (Ali et al., 2018; Lujja et al., 2018). People who are more knowledgeable about a 
particular product or service will eventually become more aware of it (Lujja et al., 2018). In Uganda, 
Lujja et al., (2018) compared the level of awareness between Muslims and non-Muslims about Islamic 
banks. They found that 80% of Muslims were very encouraged to use Islamic banks since they are 
aware of riba. Some other studies also revealed that awareness can significantly influence attitude 
towards Islamic banks’ products and services (Abduh and Idrisov, 2014; Muhamad et al., 2016; 
Sabirzyanov, 2016; Albaity and Rahman, 2019; Kaakeh et al., 2019).  

Previous research has found that the number of Muslims using Islamic banks is limited due 
to a lack of awareness about Islamic banks’ products itself (Islam and Rahman, 2017). Balushi et al., 
(2019) found that public awareness becomes one of the factors that make SME owners in Oman 
intent to use Islamic banks’ products and services. It is also found from other studies that awareness 
toward Islamic banking has a significant effect on intentions to use Islamic banks’ services (Kaakeh 
et al., 2018; Rammal and Zurbrugg, 2007; Obeid and Kaabachi, 2016). Those results can also be 
extended to current study, in which consumers who are already aware about Islamic banks’ products 
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characteristics might have positive attitude toward the Islamic banks, and eventually have intention 
to use Islamic banks. Therefore, this study hypothesizes that, 
H4: Awareness has a positive and significant impact on attitudes toward Islamic bank 
H5: Awareness has a positive and significant impact on intention to use Islamic bank 
 
Perceived Social Value (PSV) and Attitude Toward Islamic Bank 

Alam et al., (2012) defined attitude as the level of individual interest toward a particular thing, which 
can be evaluated. PV in general has a significant effect in forming customer attitudes (Molina and 
Saura, 2008; Kwun, 2011). In a more specific, the perceived hedonic vs utilitarian value is also 
significantly impact attitudes (Im et al, 2015). In an obvious manner, if the perceived value, especially 
social value of Islamic bank is good, the customer will put a positive attitude toward the Islamic bank. 
Besides, PV might also affect purchasing behaviour and customer intentions to use Islamic banks in 
Bangladesh (Fatema et al., 2018). Similarly in Malaysia, Hashim and Kadir (2010) found that PV has 
a significant effect on the switching intention Islamic banks. In the context of halal products, ‘halal’ 
becomes an important value after the quality and customer satisfaction (Hussain et al., 2016). 
Therefore, this study hypothesizes that, 
H6: Perceived social value (PSV) has a positive and significant effect on attitudes toward Islamic 

banks 
H7: Perceived social value (PSV) has a positive and significant effect on intention to use Islamic banks 
 
Attitude and Intention to use Islamic Bank 

According to Ajzen (1991) the more positive attitude towards a behaviour, the stronger the individual 
performs the behaviour. The relationship between attitude and intention has been explained by the 
TRA and TPB. Empirically, it also has been studied in several contexts and locations. In Islamic home 
financing service in Malaysia, Alam et al., (2012) found that customers’ attitude has a direct 
relationship on behavioral intention to use the Islamic home financing service. Another positive effect 
of attitude on intention to purchase has also been explained in the context of Islamic banks (Fatema 
et al., 2018; Lajuni et al., 2017), halal products (Muchtar and Butt, 2012), halal brands (Lada et al., 
2009), and halal tourism (Aji et al., 2020). In the context of Islamic banks, previous researchers such 
as Lada et al., (2009), Amin et al., (2009), and Taib et al., (2008) also has revealed a significant impact 
between attitudes and intention to use Islamic banks’ products. Therefore, this study hypothesizes 
that, 
H8: Attitude has a positive and significant effect on intention to use Islamic bank 
 
Research Methods 

Research Design 

This study uses quantitative approach. The data were obtained after distributing the online and offline 
type of questionnaires. The online questionnaire was distributed via social media, whereas the offline 
one was distributed in several places in Yogyakarta, such as universities and several places that can 
reach many respondents from various regions in Indonesia. Using purposive sampling technique, only 
Muslims who do not have Islamic bank’s account who are eligible to be the respondents.  
 
Items Measurement 

All items examined in this study are adopted from previous literature. Subjective norm is measured by 
3-items taken from Alam et al., (2012). Awareness toward Islamic banks is assessed by 6-items modified 
from Islam and Rahman (2017). Perceived social value (PSV) is measured by 4-items adapted from 
Abduh and Idrisov (2014). Finally, attitude toward and intention to use Islamic banks are measured by 
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items taken from Amin et al (2011). All statements are measured using a Likert scale ranging from 
1=”strongly disagree” to 5=”strongly agree”. The research model can be seen in Figure 1. 
 

 

Figure 1. Research model 
 
Results and Discussion 

Respondent Characteristics 

This study successfully collected 575 respondents that are purposively sampled. The data are vary in 
terms of demographic variables. Male respondents (60%) are more dominant to female (40%). Most 
of the respondents are aged below 30 years old (88.2%), and there are only 11.8% who are aged 
above 30. Even though students are more dominating in this study (72.2%), however, most of them 
are married (60%). Perhaps, most of them are postgraduate students. The respondents are also from 
several region in Indonesia, eventhough it is lack of proportion. There are 451 (78.4%) respondents 
from Java island, which make them the most dominant. It is then followed by respondents from 
Sulawesi (11.1%), Kalimantan (5.5%) and other islands. Complete respondent characteristics can be 
seen in Table 1. 
 
Measurement Model: Confirmatory Factor Analysis 

In measurement model, the confirmatory factor analysis (CFA) is conducted. In CFA, the model is 
assessed in terms of items validity and reliability as well as the whole model goodness-of-fit. 
Convergent validity test is performed using SPSS software. The technique used is the dimensional 
reduction or factor analysis. Barlett KMO score in this study is 0.94, which means it's good because 
it is more than 0.70 (Kaiser, 1974). The items are free from covergent validity issue when the items 
are converged into factors confirming the theory, and scores  0.50 (Hair et al, 2009). 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). Reliability test is assessed by 
using Composite Reliability (CR) score. The items are reliable if the CR score is > 0.70 (Hair et al, 
2009).  

In this study, all factors have weighting score as well as the AVE score greater than 0.50. 
Thus, it can be said that the data are valid. Beside, the CR score is also greater than 0.70, indicating 
that the data are reliable. The summary of validity and reliability test can be seen in Table 2. Then 
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goodness-of-fit of the model is assessed by using the rule of thumb developed by Hooper et al (2008). 
Based on the statistical result shown in Table 3, it is found that in general the model is good.  
 

Table 1. Respondent Characteristics 

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% 
Enterpreneur 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% 
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Tabel 2. Validity and Reliability Results 

Statements Factors weight AVE CR 
Awareness  0.568 0.936 
I am aware that Islamic bank is different from conventional banking 0.705   
I am aware that Islamic bank runs on Islamic principles 0.715   
I am aware that Islamic bank is beneficial for all types of religious 
customers 

0.652   

I am aware that my money will not be invested by Islamic bank in 
non-Islamic companies, such as alcohol, gambling, etc 

0.802   

I am aware that Islamic bank applies the profit and loss sharing model 0.762   
I am aware that Islamic bank is well managed because the practice is 
regulated and supervised by the Otoritas Jasa Keuangan 

0.700   

Intention to use Islamic bank  0.786 0.788 
I am interested in using Islamic bank 0.767   
I am interested in using Islamic bank in the future 0.802   
I am interested in using Islamic bank one day 0.803   
I would recommend Islamic bank to others 0.657   
Perceived Social Value (PSV)  0.734 0.917 
Islamic bank helps me feel accepted by others 0.745   
Islamic bank makes other people's perceptions of myself positive 0.846   
Islamic bank will make other people perceived more positively 0.788   
Islamic bank can help their customers to be more accepted by society 0.794   
Attitude toward Islamic bank  0.688 0.898 
Using Islamic bank is good 0.730   
Using Islamic bank is profitable 0.824   
Using Islamic bank is beneficial 0.784   
Using Islamic bank is the right choice 0.672   
Subjective norm  0.555 0.887 
Most of the people I know are using Islamic bank 0.835   
Important people in my life are using Islamic bank 0.783   
Most of the people I know think that I use the Islamic bank 0.588   

 
Table 3. Model fit measurement score 

Criteria Original score Category 

CMIN/DF 2,8 Supported 

GFI 0,91 Good 

AGFI 0,89 Good 

RMSEA 0,05 Enough  

NFI 0,94 Good  

CFI 0,96 Very good 

 
Structural Model: Hypotheses Testing 

As shown in Table 4, there is one hypothesis which is not supported, but seven others are supported. 
Subjective norms have a positive and significant impact on attitudes toward Islamic banks. It can be 
seen from the estimated score of 0.20 with a significance of p-value 0.016 which means <0,05. 
Therefore H1 is supported. Subjective norms are also proven to have a positive and significant impact 
on intentions to use Islamic bank since the estimated score is 0.61 (p-value < 0.01) which gives 
support on H2. Besides, subjective norm is also significantly affect PSV (estimate score is 0.70, p-
value < 0.01). Thus, H3 is supported. This study found that awareness has significant effect on both 
attitude (estimate score =0.54, p-value < 0.01) and intention to use Islamic banks (estimate score = 
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0.31, p-value < 0.01). The results support H4 and H5. As hypothesized, PSV is found significantly 
attitude toward Islamic banks (estimate score = 0.17, p-value < 0.01), however, it does not 
significantly affect intention to use Islamic banks. Thus, H6 is supported but H7 is not supported. 
Lastly, this study found that attitude toward Islamic banks significantly affect intention to use Islamic 
banks as the estimate score is 0.37 at p-value < 0.01. This result give support to H8. 
 

Table 4. Path test result 

Hypothesis Estimate P-value Result 
H1 (Subjective norms-attitude) 0.20 *** H1 is supported 
H2 (Subjective norms-intention) 0.61 *** H2 is supported 
H3 (Subjective norms- perceived social value) 0.70 *** H3 is supported 
H4 (Awareness-attitude) 0.54 *** H4 is supported 
H5 (Awareness-intention) 0.31 *** H5 is supported 
H6 (Perceived social value-attitude) 0.17 *** H6 is supported 
H7 (Perceived social value-intention) -0.10 0.134 H7 is not supported 
H8 (Attitude-intention) 0.37 *** H8 is supported 

 
Discussion 

The results show that of eight hypotheses tested, there are seven hypotheses which are supported, 
while one of which is not supported. Subjective norms is proven to have a significant impact on 
attitude toward Islamic banks. This result supports the findings of Chang (1998), Tarkiainen dan 
Sundqvist (2005), Ramayah and Aafaqi (2005), Schepers and Wetzels (2007), and Amin et al (2009). 
Furthermore, H2 also indicates that subjective norms has a positive and significant effect on intention 
to use Islamic banks. This indicates that the respondents will tend to have intention to use Islamic 
banks when their social environment is supportive. This research supports previous research 
conducted by Taib et al., (2008) and Lajuni et al., (2017). Subjective norms is also found significantly 
affect PSV. It implies that the higher the social influence received by someone, the person will be 
more positive in perceiving the social value of Islamic banks.  

Besides, this study also reveals that awareness has an influence on attitude toward Islamic 
banks. These results support Abduh and Idrisov (2014), Muhamad et al, (2016), Albaity and Rahman 
(2019), Kaakeh et al (2019), and Sabirzyanov’s (2016) findings. Awareness also significantly affect 
intention to use Islamic banks, supporting Balushi et al (2019) who previously investigated the 
awareness of SME owners in Oman to use Islamic banks instruments. In addition, this result also 
supports Kaakeh et al (2018), Rammal and Zurbrugg (2007), Obeid and Kaabachi (2016). It can be 
understood that, without any awareness, an individual cannot give such evaluation about Islamic 
banks, which eventually do not attract him/her to use Islamic banks. The Islamic banks manager 
should emphasize more advertising to increase public awareness. 

PSV in this study is found to significantly affect attitude toward Islamic banks. This result is 
in line with the finding from Molina and Saura’s (2008), Im et al’s (2015), and Kwun's (2011) works 
in another context. However, interestingly, PSV is found do not significantly affect intention to use 
Islamic banks. This finding is contradicted with Hashim and Kadir (2010) and Fatema et al (2018) 
findings, but is supported Abduh and Idrisov (2014). This study argues that using Islamic bank is not 
something ‘special’ to gain social acceptance or positive image in society. It is also supported by the 
fact that most Muslims in Indonesia do not use Islamic banks. 

Lastlly, this study revealed a positive and significant effect of attitude impact on the intention 
to use Islamic banks. In this sense, the more positive the attitude toward Islamic banks, the higher the 
interest to use Islamic banks. This finding is in fact confirming Theory of Planned Behavior (TPB) and 
also supporting Alam et al (2012) and Mukhtar dan Butt (2012) in other contexts and Fatema et al 
(2008), Lajuni et al (2017), Lada et al (2009), Amin et al (2009), and Taib et al (2008) in Islamic banks 
context.  
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Conclusion 

The general objective of this study is to examine some variables that might influence the intention of 
the Muslim in Indonesia to use Islamic banks. This study concluded that subjective norms, awareness, 
and attitude have a positive and significant impact on intentions to use Islamic banks. Meanwhile, 
PSV has no impact on the intention to use Islamic banks. 
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