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ÖZ 

 

GANA'DA İSLAMİ BANKACILIK'IN GİRİŞİNE YÖNELİK  

MÜŞTERİLERİN ALGISI 

 

Yahuza, Jibril 

Yüksek Lisans Programı 

Öğrenci Numarası: 214040004 

Open Researcher and Contributor ID (ORC-ID): 0000-0002-8005-8338 

Ulusal Tez Merkezi Referans Numarası: 10593293 

 

Tez/Proje Danışmanı: Assist. Prof. Omar Kachkar 

Aralık 2023, 92 Sayfa 

 

Bu çalışmanın amacı Gana'daki müşterilerin İslami bankacılığa (IB) ilişkin algılarını 

tespit etmektir. Çalışma, Müslüman olmayan bir Sahra Altı Afrika ülkesi olarak 

Gana'da tanıtılacak davranışsal niyetleri araştırmayı amaçlıyor. Müşteri 

davranışlarının değerlendirilmesinde sıklıkla kullanılan planlı davranış teorisi (TPB), 

önerilen modelin temelini oluşturmaktadır. Bu teori, tüketicilerin niyetlerini etkileyen 

davranış, normlar ve kontrolle ilgili inanç yapılarından oluşur. Anket kendi kendine 

uygulanabilecek şekilde tasarlandı. Kendi kendine yönetilen yapılandırılmış anketin 

sonuçları, bankacılık müşterilerinin Gana'da IB'yi benimsemeye yönelik algılarını 

araştırmak amacıyla 312 katılımcıdan bilgi toplamak için kullanıldı. Betimsel tekniğin 

yürütülmesinde SPSS Amos ve kısmi en küçük kareler yapısal eşitlik modellemesi 

(PLS-SEM) kullanılmıştır. Yapılandırılmış model kabul edilebilir yüksek bir uyum 

iyiliği indeksi göstermektedir, veriler istatistiksel modelle tutarlıdır, ölçüm modeli 

ölçümü yeterince iyi bir geçerliliğe ve güvenilirliğe sahiptir, Standartlaştırılmış 

Ortalama Karesel Değerler (SRMR) eşiğin altında olduğu için kabul edilebilirdir. ve 

üç yordayıcının tümü olumlu ve anlamlı bulunduğunda, Gana'daki bankacılık 

müşterilerinin IB'ye yönelik tutumu, onların uygulamaya geçirildiğinde onu 

kullanmaya yönelik davranışsal niyetlerini önemli ölçüde etkiledi. Benzer şekilde her 

üç bileşenden de öznel normların anlamlı ve pozitif olduğu, son olarak algılanan 

davranış kontrolünün ise pozitif ve anlamlı olduğu bulunmuştur. Tutum, tüketicilerin 

IB'yi kullanma niyetini belirleyen en hayati karar unsuru gibi görünmektedir ve aynı 
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zamanda en yüksek performans değerine sahiptir, bunu öznel normlar ve algılanan 

davranış kontrolü takip etmektedir. Bununla birlikte algılanan davranışsal kontrolün 

performansı subjektif normlardan daha yüksekti; bu da daha fazla bankacılık 

tüketicisini IB kullanmaya motive etmek için daha fazla farkındalığın yaratılması 

gerektiği anlamına geliyor. 

 

Anahtar Kelimeler: Algı, Gana Bankası, İslami Bankacılık, TPB. 
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ABSTRACT 

 

PERCEPTION OF CUSTOMERS TOWARDS THE INTRODUCTION OF 

ISLAMIC BANKING TO GHANA 

 

Yahuza, Jibril 

MA in Management 

Student ID: 214040004 

Open Researcher and Contributor ID (ORC-ID): 0000-0002-8005-8338 

National Thesis Center Reference Number: 10593293 

 

Thesis Supervisor: Assist. Prof. Omar Kachkar 

December 2023, 92 Pages 

 

This study aims to ascertain customers' perceptions concerning Islamic banking (IB) 

in Ghana. As a non-Islamic Sub-Saharan African nation, the study intends to 

investigate the behavioral intentions introduced to Ghana. The theory of planned 

behavior (TPB), frequently used in customer behavior evaluation, is the foundation of 

the suggested model. This theory consists of belief structures related to behavior, 

norms, and control that influence consumers' intentions. The questionnaire was 

designed to be self-administered. The results of the self-administered structured 

questionnaire were employed to gather information from 312 respondents to 

investigate banking customers' perceptions of embracing IB in Ghana. SPSS Amos 

and partial least squares structural equation modeling (PLS-SEM) were utilized in 

conducting the descriptive technique. The model structure shows an acceptable high 

goodness-of-fit index, and the data is consistent with the statistical model; the 

measurement model measurement had a good enough validity and reliability, and the 

Standardized Mean Square Values (SRMR) were acceptable because it was below the 

threshold. All three predictors were found positive and significant; the attitude of 

banking customers in Ghana towards IB significantly impacted their behavioral 

intention to use it when introduced. 
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Similarly, subjective norms were found to be significant and positive, and lastly, 

perceived behavior control was found to be positive and effective from all three 

components. Attitude is the most vital deciding element of the consumer's intention to 

use IB, and it also has the highest performance value, followed by subjective norms 

and perceived behavior control. Nevertheless, the performance of perceived behavioral 

control was more elevated than subjective norms, which means more awareness must 

be created to motivate more banking consumers to use IB when introduced. 

 

Keywords: Bank of Ghana, Islamic banking, Perception, TPB. 

  



viii 

DEDICATION 

 

I dedicated this task to my family and friends for the unconditional support and love 

shown me. 

  



ix 

ACKNOWLEDGEMENT 

 

In the name of Allah, the merciful and compassionate. All praise is due to Allah, Lord 

of the universe. 

 

I want to thank Allah Subhannahu wa ta’ala for granting me this golden opportunity 

and enabling me to undertake this work. Also, I would like to convey my deep 

appreciation to my thesis supervisor, Assist. Prof. Dr. Omar Kachkar for his direction, 

advice, and interventions during my study period. Beyond supervising and providing 

helpful feedback, he would go the extra mile to help me secure most of the data I would 

need for my study. 

 

Jibril Yahuza 

ISTANBUL, 2023 

  



x 

TABLE OF CONTENTS 

 

ÖZ ............................................................................................................................... iv 

ABSTRACT ............................................................................................................... vi 

DEDICATION ......................................................................................................... viii 

ACKNOWLEDGEMENT .................................................................................... viiix 

TABLE OF CONTENTS ........................................................................................... x 

LIST OF TABLES .................................................................................................. xiii 

LIST OF FIGURES ................................................................................................ xiv 

LIST OF SYMBOLS AND ABBREVIATIONS ................................................... xv 

CHAPTER I INTRODUCTION ............................................................................... 1 

1.1. Overview .......................................................................................................... 1 

1.2. Differences between Convectional and Islamic Banks .................................... 9 

1.3. Problem Statement ......................................................................................... 12 

1.4. Research Objectives ....................................................................................... 13 

1.5. Research Questions ........................................................................................ 13 

CHAPTER II LITERATURE REVIEW ............................................................... 15 

2.1. Theoretical Reviews ....................................................................................... 15 

2.1.1. Theory of Planned Behavior (TPB) ............................................................. 15 

2.1.2. The Concept of Perception .......................................................................... 17 

2.2. Empirical Literature Review .......................................................................... 18 

2.3. Factors That Influence Consumer Attitude Towards Islamic Banking .......... 19 

2.4. Ghana Banking Industry Overview ................................................................ 20 

2.5. Islamic Banking in Ghana Introduction ......................................................... 20 

2.6. Banking Customer's Perception Towards Islamic Banking ........................... 21 

2.7. Observed Gap and Summary .......................................................................... 25 

2.8. Study Conceptual Framework ........................................................................ 26 

2.8.1. Theory of Planned Behavior (TPB) ............................................................. 26 



xi 

2.8.2. Attitude and Intentions ................................................................................ 27 

2.8.3. Subjective Norms and Intention .................................................................. 28 

2.8.4. Perceived Behavioral Control and Intentions .............................................. 29 

2.9. Theoretical Background and Hypothesis ....................................................... 35 

CHAPTER III METHODOLOGY AND APPLICATION .................................. 37 

3.1. Research Design ............................................................................................. 37 

3.2. Sample Technique .......................................................................................... 39 

3.3. Population and Sampling................................................................................ 39 

3.4. Instrument of Research ................................................................................... 40 

3.4.1. Questionnaire of the Survey ........................................................................ 40 

3.4.2. Designing of the Questionnaire ................................................................... 41 

3.4.3. Pilot Testing ................................................................................................ 41 

3.5. Measurement and Instrumentation ................................................................. 42 

CHAPTER IV RESULTS AND DISCUSSION .................................................... 43 

4.1. Analysis of Data Tool for Structural Model ................................................... 43 

4.2. Respondents Demographics Profile ............................................................... 43 

4.3. Using Confirmatory Factor Analysis to Validate the Overall Measurement 

Model ..................................................................................................................... 45 

4.4. The Model Measurement Fitness Assessment ............................................... 47 

4.5. Discriminate and Convergent Validity of the Constructs .............................. 49 

4.6. Specification and Assessment of the Structural Model .................................. 49 

4.7. Hypotheses Testing ........................................................................................ 53 

4.7.1. Research H1 ................................................................................................ 53 

4.7.2. Research H2 ................................................................................................ 53 

4.7.3. Research H3 ................................................................................................ 54 

4.7.4. The Structural Equation Modelling ............................................................. 55 

4.7.5. Model Measurement .................................................................................... 55 



xii 

4.7.6. Structural Model .......................................................................................... 57 

4.7.7. Model Fit ..................................................................................................... 59 

4.7.8. Importance of Performance Map Analysis .................................................. 59 

4.8. Measures ......................................................................................................... 60 

4.8.1. Intention ....................................................................................................... 60 

4.8.2. Attitude ........................................................................................................ 61 

4.8.3. Subjective Norms ........................................................................................ 61 

4.8.4. Perceived Control ........................................................................................ 61 

CHAPTER V CONCLUSION ................................................................................ 62 

5.1. Study Implications .......................................................................................... 62 

5.2. Conclusion ...................................................................................................... 64 

5.2.1. Theoretical Implications .............................................................................. 65 

5.2.2. Practical Implications .................................................................................. 65 

5.2.3. Suggestions for Further Research ................................................................ 66 

REFERENCES ......................................................................................................... 67 

APPENDIXES .......................................................................................................... 86 

APPENDIX A ........................................................................................................... 86 

CURRICULUM VITAE .......................................................................................... 92 

 

  



xiii 

LIST OF TABLES 

 

Table 1.1. Differences between Conventional and Islamic Banks ............................... 9 

Table 2.1. Some Literature Studies ............................................................................ 31 

Table 4.1. Respondents' Demographic Profile ........................................................... 45 

Table 4.2. Numerical .................................................................................................. 50 

Table 4.3. Hypothesized Model Estimated Values .................................................... 54 

Table 4.4. Reliability and Validity for Constructs ..................................................... 56 

Table 4.5. Discriminant Validity ................................................................................ 57 

Table 4.6. HTMT ....................................................................................................... 57 

Table 4.7. Predictive Relevance and Goodness of Fit ............................................... 58 

Table 4.8. Hypothesis Testing .................................................................................... 58 

Table 4.9. Model Fit Value ........................................................................................ 59 

Table 4.10. IMPA Results .......................................................................................... 59 

Table 5.1. Hypothesis Testing: The Effect of Subjective Norms, Attitudes, and 

Perceived Control of Ghanaian Banking Customers on Their Behavioral Intention..62 

  



xiv 

LIST OF FIGURES 

 

Figure 2.1. Conceptual Framework Based on TPB.................................................... 30 

Figure 4.1. CFA for Overall Model Measurement ..................................................... 47 

Figure 4.2. CFA for the Revised Measurement Model .............................................. 48 

Figure 4.3. The Researchers Updated the Structural Framework .............................. 52 

Figure 4.4. Path Model in Smart-PLS ........................................................................ 55 

Figure 4.5. Importance Performance Map Analysis .................................................. 60 

  



xv 

LIST OF SYMBOLS AND ABBREVIATIONS 

 

BOG  Bank of Ghana 

CFA  Confirmatory Factor Analysis  

GBI  Ghana Banking Industry  

GCC  Gulf Corporation Countries 

IB  Islamic Banking 

IFSI  Islamic Financial Services Industries 

IMF  International Monetary Fund  

TPB  Theory of Planned Behavior   

TRA  Theory of Reasoned Action 

UNDP  United Nations Development Programme 

 



1 

 

CHAPTER I  

 

INTRODUCTION 

 

1.1. Overview  

 

The introduction of the Shari'a-compliant Islamic business can be traced back to 1975 

when the Islamic Development Bank(IsDB) in Saudi Arabia and the Islamic Bank in 

Dubai took the initiative (Hanieh, 2020). Since the 1960s, the global market has been 

dominated by the five sub-sectors of the Islamic financial system, namely Islamic 

banking (IB), takaful, Islamic funds, Islamic bonds, and other Islamic financial 

organizations (Tijjani et al., 2021). For the past decades, the Islamic financial system 

has witnessed much development, with its assets reaching USD 2.4 trillion in 2017, 

marking a growth of more than 40% since 2012. Furthermore, the consistent growth 

pattern of the Islamic financial industry led to a total market worth of 2.19 trillion 

dollars as of 2018 (IFSB, 2019). The industry was predicted to experience noteworthy 

expansion in the overall worth. It was projected by the Islamic Financial Services 

Industry (IFSI) that the market would elevate by USD 3.8 trillion by 2023, exhibiting 

an annual compound growth rate of 6 percent (Amin, 2020). 

 

The International Monetary Fund (IMF), the United Nations Development Programme 

(UNDP), and the World Bank (WB) propound that Islamic finance is grounded in 

Islamic principles and ideals that support permissible standards, denounce interest, and 

embody equitable earnings, assets, and production practices (Mohamad & Borhan, 

2017; Tijjani et al., 2021). Islamic finance abstains from transactions associated with 

uncertainty ( gharar) as well as unethical conduct such as insider trading, market 

manipulation, short-selling, and trading in shares of unregistered companies (Khan et 

al., 2021; Tijjani et al., 2021). Islamic finance endeavors to fulfill the eighth objective 

of sustainable economic growth, encompassing comprehensive and productive 

employment by Islamic principles (Hanieh, 2020). 
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Islamic financial institutions engage in competition with conventional banks through 

the provision of varied outlets of alternatives to conventionally grounded products and 

services. Scholars and professionals express a keen interest in researching various 

factors that potentially impact a client's attitude toward Islamic banking, encompassing 

elements such as traditions, cultural and religious perspectives, societal influences, 

lending decisions made by the bank, and other economic variables. His interest has 

been stimulated by the expanding prevalence of Islamic banking globally (Junaidi et 

al., 2022; Abid & Jie, 2022). These studies have furnished evidence suggesting that 

non-economic factors may exert an influence on the financial choices made in Ghana, 

encompassing aspects like culture, religion, family, tradition, society, and political 

reliance, the roles played by different social classes, individuals, and the government, 

as well as the presence of economic duality within individual nations. 

 

Traditional banking services primarily characterize the Ghanaian banking industry 

(GBI). All thirty certified financial institutions in Ghana currently engage in interest-

based banking activities for nearly all financing activities. The regulatory framework 

governing the GBI consists of vital legislative acts such as the Bank of Ghana (BoG) 

Act 2002 (Act 612), the Non-Bank Financial Institutions Act of 2008 (Act 774), the 

Banking Act 2004 (Act 673), the Companies Code Act 179, 1963, and various BoG, 

Directives, Circulars, Regulations, and Notices. BI is experiencing rapid expansion 

and is capable of attracting financial resources and investment from domestic and 

foreign origins. Many banks in Ghana, including those in rural areas, provide E-

banking activities to their clients, ranging from automated teller machine (ATM) cards 

to Internet banking services. These banks provide investment banking and insurance 

activities in addition to typical current and savings accounts. 

 

Islamic banking operates within three distinct regional contexts: firstly, in a nation 

where the Shariah is fully implemented as state law; secondly, within the borders of a 

nation where Islamic banking coexists with traditional banks; and thirdly, within the 

jurisdiction of a nation where most of the population is not Muslim (Bukair, 2018). 

Implementing Islamic financing is a constitutional requirement in countries that follow 

Sharia law systems. Islamic financing activities are viewed as a business operation that 

supplements the traditional system in secular and non-Muslim majority countries. 

Implementing Islamic banking is an inherent aspect of the constitutional obligation of 
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nations that follow Sharia law systems. Islamic financing activities are perceived as 

commercial activities that supplement the traditional system in secular and non-

Muslim majority nations. The establishment of the Islamic financing system has 

shown a bright future for alternative economic approaches and increased competition 

in the supply of financial activities to the people at large (Mohd et al. et al. 2020; 

Susanto et la 2022).  

 

The acceptance process of the Islamic financial system in some marketing geographies 

has been a complex undertaking due to its status as a comparatively new financing 

system. This process is closely intertwined with the instruction language, terminology, 

and frameworks sourced from the teachings of Islam. The resemblance between certain 

Islamic banking services and their traditional counterparts sometimes sparks debates 

and discussions among institution participants (Ezeh & Nkamnebe, 2020). Moreover, 

the expansion of Islamic financing without a parallel enhancement of the Islamic 

economic technique has hindered the acceptance of this new method (Khurshid & 

Mahmood, 2020). 

 

The Islamic banking concept has brought the attention of numerous researchers who 

seek to understand the acceptance process from users' perspectives. Scholars ascribe 

the acceptance of Islamic banking to an innovative system within the established 

framework of the traditional economic system (Ali & Puah, 2017; Ezeh & Nkamnebe, 

2022). To discover the acceptance technique of Islamic banking, scholars have 

employed the diffusion of innovation theory (Rogers, 2010). his acceptance process 

can be compared to the process observed in accepting digital payment methods among 

specific consumer segments, utilizing an approach focused on benefits and ease 

(Susanto et al., 2022). According to a survey by N S Mahdzan et al. (2017), acceptance 

within the DOI framework is heavily influenced by perceptions of excellence and 

comprehension of the Islamic banking model. However, the survey conducted by Ezeh 

and Nkamnebe (2021) extends the existing model by incorporating variables related 

to comparative advantage, trust, societal impact, understanding, and government 

support. 

 

In addition to the DOI framework, the theory of planned behavior (TPB) was 

extensively utilized in research investigating the acceptance of Islamic banking 
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(Ajzen, 1985; 2011). The theory, widely recognized as a reliable psychological 

framework, helps elucidate the incentives and motives underlying consumer behavior. 

The TPB strongly impacts the acceptance of Islamic financing, as depicted in studies 

by Han (2019) and Lujja, Rusni, and Hassan (2016). This study incorporates the 

Sustainable Development Goals (SDGs) to understand consumers and their decision-

making process regarding value-based banking services. The findings regarding 

elements affecting the acceptance of Islamic banking exhibit some variations, 

presenting the chance to develop a new model on the ideas of the findings. Through a 

systematic approach review, the study aims to methodically reformulate the Islamic 

banking acceptance framework across different regions, providing recommendations 

for a new research structure that enhances the establishment of Islamic finance. 

 

Islamic financing is rooted in the beliefs of Islamic principles and is commonly chosen 

by adherents of the religion due to their spiritual obligations. It differs from 

conventional banking by adhering to Sharia-based financial practices built on Islamic 

law, which prohibits usury of certain types of gambling and uncertain transactions. 

Islamic banking offers alternative products such as Muzaraha, Ijarah, and Musharakah 

to address these prohibited transactions. These products aim to fill the gaps caused by 

these forbidden transactions. Home goods rely on shared earnings or losses depending 

on performance, the things backing them up and selling and buying items (Butt et al., 

2018; Lujj et al., 2016). 

 

Islam practices require followers to consistently apply spiritual guidelines regarding 

their bond with God and how they relate to nature and people. Therefore, Muslims 

always follow moral and ethical jurisdictions and follow private and public codes 

(Bukhari et al., 2020). hen purchasing anything, Muslims must ensure that every item 

used is halal, even in economic and monetary matters. Islam recognizes monetary 

management while employing a specific, fair, and just technique for all parties 

involved (Lujja et al., 2016;; Al Balushi et al. 2019). 

 

Islamic banking plays a suitable role within the framework of the Islamic economy. 

Researchers discovered that Islamic financing management can work with regular 

financing management in different places. This mechanism encourages more business 

in society, using more workers, sharing welfare equally, and having a fair way to do 
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business (Mohammed et al., 2022). also, Islamic banking aims at monetary 

inclusiveness, where teamwork that follows rules and principles helps everyone 

involved (Mindra et al., 2022). 

 

Islamic banking has seen substantial development globally in many years because of 

assistance from Islamic and non-Islamic nations (Dusuki & Abdullah, 2007; Ahmed 

et al., 2021; Mbawuni & Nimako, 2018). In Indonesia, home to the world's greatest 

Muslim population, IB is broadening more quickly than conventional banks. Assets 

held by Islamic banks leapt a remarkable 13.94 percent in 2021 - higher than the 9.86 

percent increase traditional banks saw. What's more, development in IB deposits 

reached a noteworthy 15.30 percent yearly, evidently surpassing the 11.93 percent 

progress traditional financial organizations posit accomplished. In this respect, Islamic 

bank financing increased at a more rapid rate than conventional banks and grew by 

6.90 percent as compared to 5.11 % in OCT 2021 and IBS 2021. In this respect, Islamic 

bank financing increased more rapidly than conventional banks and grew by 6.90 

percent compared to 5.11 % in OCT 2021 and IBS 2021. his rapid growth and steadily 

increasing market share, in particular because of the Indonesian pandemic, shows that 

people are becoming more and more confident about IB services. 

 

Islamic finance growth research was significantly linked to the spread of Islamic 

banking, mainly whenever it revolves around the research's emphasis on Islamic 

banking and conduct intention (ström, 2013; Erol et El-Bdour, 1989; Hoque et al., 

2019). Previous studies on the intents of Islamic banks concerning services have 

shown varying outcomes depending on the conditions. Prior research, however, has 

primarily focused on specific groups of Muslims: Millennials Muslims pursuing 

Islamic colleges with a concentration on advanced study (Aji et al., 2020; Shome et 

al., 2018). In general, Muslim university students are better aware, particularly riba. 

The result will probably be a vital impetus for ordinary people to switch to Islamic 

financial management procedures. 

 

The various types of students have distinct, inconsistent characteristics influencing the 

financial institutions they choose, according to Tucker and Jubb (2018). Furthermore, 

Muslim communities like the Anti-Riba vicinity, The Society of No Riba, X-Bank, 

and others have developed (Aji et al., 2019). As a result, people's conduct has shifted, 



6 

with many avoiding activities that appeared to be related to riba. The majority of 

people born after 1980 dominate the market. According to statistics, Generation Y 

accounts for a considerable proportion of Indonesia's population. Due to better 

incomes than prior generations, the present generation is predicted to become a 

potentially lucrative consumer over the five to ten years that follow (Yasri et al., 2020). 

his is due to this era's perspective and distinctive features, not only their sheer number. 

According to Williams and Page 2015, one of these variations is their behavioral 

introductions, which involve their shopping behaviors. Young Muslim student 

associations in Indonesia constitute an exclusive customer base and audience because 

they seek advanced learning at State Islamic Spirituality institutions. Muslims, during 

their young years, are distinct in that they feel there is a direct relationship between 

money and faith (Amin & Hassan, 2022). Teenagers are the majority of banking clients 

in Indonesia since they can assimilate and are, therefore, an intriguing prospective 

class (Lewis, 1982). (Suhartanto et al. 2021). These teenagers, who depend on the 

Generation Y market to grow their businesses, will emerge as among the most 

significant players in the world of finance during the next ten years, predict 

Augustinian and Kingsley 2020. As a result, it is vital to understand the elements that 

may impact it and anticipate the habits and desires of Younger Muslim clients 

regarding Islamic banking. 

 

Globally, Islamic banking (IB) is being implemented in more non-Muslim and 

Muslim nations (Bananuka et al., 2019; Charag et al., 2020; Bananuka et al., 2020a; 

Junaidi et al., 2021). The reasoning behind is based on the significant fundamentals of 

Islamic Banking, including rejecting gharar, limiting interest rates and Altima, 

promoting trade, and investing in halal businesses (Junaidi et al., 2021; Junaidi, 2021; 

Charag et al., 2020; Ali et al., 2018; Aziz & Afaq, 2018; Mahdzan, 2017). As stated in 

Surat Baqara verse 274 of the Holy Quran and Deuteronomy 23 verse 19 of the Holy 

Bible (King James Version), the holy Qur'an both prohibits extortion and interest rates 

from a religious standpoint. In the words of Bananuka et al. (2020a, 2020b, 2020c), 

Islamic Banking regards money as both a store of value and a medium of exchange. 

Instead of passing every threat to the lender, the lender and the beneficiary of money 

divide any earnings or losses from transferring goods or fees connected with delivering 

operations (Bananuka et al., 2020a, 2020b, and 2020c). Islamic financing is 

acknowledged as a respectable financial organization whose success has considerably 
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helped improve worldwide business (Maryam et al., 2019). This is due to the IB's 

guiding values fostering social fairness, fair risk-sharing, monetary inclusion, and 

equitable wealth distribution (Ali et al., 2018; El et al., 2021). The overall worth of IB 

assets went up US$1,765.8 trillion in 2019 as opposed to US$1,571.3 trillion in 2018 

(Financial et al. Services, 2020). Nevertheless, Africa continues to have a minor 

fraction of worldwide banking assets—1.6%—while the Gulf Cooperation Council 

(GCC) area controls the majority of global IB reserves (45.4%) (Islamic et al. Board, 

2020).  

 

In many countries, especially emerging ones, financial services have been crucial to 

the growth of their economy. However, traditional banking practices are based on 

principles that are not according to the teachings of Islam, and this has led to concerns 

about their legitimacy. To address this issue, an alternative to traditional banking is 

Islamic financial management, which is built on Islamic fundamentals. According to 

Abdullah and Dusuki (2006), Islamic banking is proliferating and becoming 

increasingly popular in both non-Muslim and Muslim nations (Atkinson & Messy, 

2011; Iqbal & Molyneux, 2006). Islamic banking attractiveness is contained in its 

avoidance of riba, uncertain risk-taking, and gambling (Amin et al., 2014). legally, it 

is forbidden for Islamic banks to finance any illegal activity.  

 

Furthermore, Islamic banks divide every trading activity's rewards and risks into a 

more just and honest one. Thus, Islamic finance is a prominent and generally known 

component of the securities business.  

 

Islamic banks have grown to offer a diverse variety of Shari'a-compliant current 

accounts, savings accounts, mortgage loans, credit cards, and other services and 

products. (Amin et al., 2017; Butt et al.,2018) Increasing competition amongst Islamic 

and conventional banks translates to more inventiveness in goods and services. 

Therefore, Islamic financial institutions are pushed to produce the services and 

products that their clientele demand the most. Customers will use the services of 

Islamic banks if their offerings are of excellent quality. 

 

These offerings and services are intimately tied to the rising public belief that utilizing 

Islamic banking goods and services is an essential aspect of conforming to Islamic 
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principles. Similarly, cultural, religious, human, community and institutional factors 

are expected to impact the community's usage of Islamic banking services (Amin, 

2013). Additional contributing elements include the bank's reputation, customer 

comfort, personnel caliber, accessibility to ATMs, pricing, the effect of friends and 

family, and the breadth of activities supplied (Echchabi & Olaniyi, 2012; Saleh et al., 

2013; Siddique, 2022) 

 

Nonetheless, only a few of these kinds of research investigations consider client 

religiosity while deciding whether to utilize Islamic banking. Some notable 

exemptions include Aziz and Afaq (2018), Obeid and Kaabachi (2016), and Echchabi 

and Azouzi (2015). Consequently, the model used in the study was created by 

Echchabi and Azouzi (2015) and Aziz and Afaq (2018) to describe why Indonesian 

customers prefer to utilize Islamic banking services. Unlike previous research, this 

study emphasizes religion as a factor affecting customers' intention to accept the 

services of Islamic finance. The survey is also unusual regarding the types, amount, 

and where the studies were conducted. 

 

Some interesting research findings suggest potential research that indicates no 

meaningful correlation between subjective criteria and intention to adopt IB; however, 

a relationship exists between attitude, social impact, and intention to accept Islamic 

Banking. Additionally, according to certain research, attitude and the desire to use IB 

may not be related. Theren insufficient survey on the correlation between bank product 

pricing and the intent to accept IB. It would be interesting to see, particularly in a 

nation like Ghana, where Christians predominate, that societal influence and the cost 

of financial management services can attenuate the association between intention and 

attitude to embrace Islamic banking. 

 

Interestingly, a recent study found that people might not be enthusiastic about new 

goods like IB products if the pricing of current bank products is affordable for them. 

The cost of the current bank services greatly impacts how people discern IB. 

Moreover, it is believed that influential figures in society, like bishops and muftis, 

impact the beliefs of those they follow, shaping how they feel about IB. According to 

Saiti et al. (2019), unfavorable information regarding IB might propagate via social 

norms and influence how society views IB. This explains why derogatory publicity 
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can adversely affect Ghanaians' inclination to accept IB. In a different survey, Lujja et 

al. (2018) discovered that the effects of third parties play a crucial role in the 

acceptance of IB. 

 

1.2. Differences between Convectional and Islamic Banks  

 

Traditional banking operates in a way that is fundamentally different from Islamic 

banking. Instead of using interest rates, Islamic banking relies on profit/loss sharing to 

facilitate borrowing and lending. This approach is built on Shariah law and ensures 

that all financial operations are in line with the rules and regulations of Islamic 

Finance. Customers can get a range of financial operations using Islamic instruments 

designed to comply with Shariah law. In contrast, traditional banking is based on 

interest, and religious laws do not influence its operations. These key distinctions make 

Islamic banking a unique and appealing option for individuals and businesses seeking 

an alternative to traditional banking. 

 

Table 1.1. Differences between Conventional and Islamic Banks 

 

Conventional system Islamic system 

Involves payment or receipt of interest as a 

fundamental component of loans and 

deposits. 

Prohibits receipt and payment of interest 

(riba) as it is a way of exploiting people. 

Primarily relies on fixed interest-based 

returns to depositors and interest charges to 

borrowers. 

It operates based on profit and loss sharing, 

where profits and losses are shared between 

the financial institution and the clients. 

It may involve unsecured loans, and the 

backing of loans is not always tied to 

specific assets. 

Require transactions to be supported by 

physical assets or services, promoting actual 

economic activity. 

 

Places more emphasis on risk transfer, often 

involving collateral and insurance. 

Emphasizes risk-sharing of risk amongst all 

partners in the transaction of Finance. 

Subject to regulatory frameworks, may 

engage in speculative activities, such as 

derivatives trading. 

 

Avoids speculative transactions and 

uncertainties (gharar) in financial dealings. 
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Table 1.1. (cont.) 

 

May invest in various industries without 

specific ethical considerations. 

Encourages socially responsible 

investments, avoiding industries like 

gambling, alcohol, and pork. 

  Operates under the regulatory framework 

set by central banks and financial 

authorities. 

Operates with guidance from Sharia boards 

and may be subject to Islamic financial 

regulations. 

 

Often emphasizes the value of collateral 

without significant ethical considerations. 

It may require collateral but tends to 

prioritize the nature of the asset and the 

ethical considerations. 

Engages in long-term and short-term 

transactions based on the nature of financial 

products. 

Encourages shorter-term transactions to 

reduce uncertainty and ensure adherence to 

Sharia principles. 

Operates on a fractional reserve system 

where banks can create money through 

lending beyond their actual reserves. 

Critiques the conventional system for the 

fractional reserve banking model, where 

money creation is not necessarily linked to 

actual productive activities. 

Source: Author 

Similarities between Conventional and Islamic Banks 

 

While the Islamic and conventional banking systems have fundamental differences, 

there are also areas where they share similarities. Here are ten similarities between 

Islamic banking and Conventional baking: 

 

I. Monetary Services: 

 Conventional and Islamic banks provide various financial operations, like savings 

accounts, investment, loan services, and credit cards. 

 

II. Risk Management: 

 Both systems employ risk management strategies to mitigate financial risks and ensure 

the stability of their operations. 
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III. Deposit Insurance: 

 Islamic and conventional banks may offer deposit insurance to protect the funds of 

depositors up to a specific limit, ensuring confidence in the banking system. 

 

IV. Regulatory Oversight: 

 Conventional and Islamic banks are guided by the financial regulatory authorities via 

the central banks to ensure compliance with legal and prudential standards. 

 

V. Customer Services: 

 Clients of Islamic and conventional banks can conveniently access online services, 

ATMs, and other modern banking services. 

 

VI. Profit Motive: 

 While the underlying principles differ, both systems operate with a profit motive, 

seeking to generate revenue through their financial activities. 

 

VII. Global Presence: 

 Islamic and conventional banks can operate globally, providing financial services to 

customers in various countries. 

 

VIII. Similar Financial Products: 

 Both types of banks offer similar financial products, such as car loans, home 

mortgages, and personal loans, although the structures and terms may differ. 

 

IX. Corporate Governance: 

 Islamic and conventional banks adhere to principles of corporate governance to ensure 

transparency, accountability, and ethical conduct in their operations. 

 

X. Technology Acceptance: 

 Both banks invest in and accept modern technology to enhance their efficiency, 

security, and customer experience in delivering financial services. 

 

Islamic banking has received widespread attention globally since the occurrence of the 

global financial quandary. Analysts continue studying Islamic banks to understand 
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their distinctive features, potential opportunities, vulnerabilities, and resilience. The 

foundation of Islamic Finance is the Islamic banking technique, which is built on 

Shariah principles and the rule of Islamic law. As a result, Islamic Finance has unique 

characteristics, and unlike traditional banks, Islamic banks offer products free from 

usury and interest. 

 

Islamic Finance is observed as a potential competitor to conventional banks in Ghana 

due to its free interest characteristic. The rise of Islamic Financing, the expanding 

Muslim population, and the funding need in Ghana are some of the reasons behind this 

belief. However, according to the Oxford Business Group, there is still more to be 

done for both Islamic and conventional services in the Ghanaian marketing setting due 

to the growing middle class, expanding middle class, and substantial long-term 

economic outlook of the country. Ghana Islamic Microfinance, a microfinance 

company established in 2010, is currently using an Islamic banking and finance 

strategy to offer fierce and ethically adaptable interest-free microfinance products to 

Muslim clients in Ghana. Moreover, the Bank of Ghana has received two requests to 

form Islamic banks, and steps are being taken to revise the Banking Act, 2004 (Act 

673) to include laws governing Islamic financing in the nation, according to reports 

from March 2022. Given the paucity of empirical surveys on Islamic Banking in non-

Islamic developing nations and the potential and distinctiveness of Islamic Banking in 

Ghana, this survey aims to investigate customers' perspectives toward implementing 

Islamic Banking in Ghana. The study hopes to expand our knowledge of consumer 

behavior toward Islamic banks' services by advancing the discussion on the 

significance of Islamic banks generally and in non-Islamic nations. 

 

1.3. Problem Statement 

 

There are many barriers to the implementation of Islamic financial systems in other 

countries due to a lack of understanding amongst the banking customers, especially in 

countries where the non-Muslim population is disproportionately higher than the 

Muslim population, like Ghana. Lack of knowledge, perception, lack of 

innovativeness, compliance with sharia, perceived violence, lack of perceived benefits, 

intention to adopt, and attitude of the people can lead non-Muslims and some Muslims 

to believe that Islamic banking is only available to Muslims mistakenly. The main 
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issue is a misunderstanding of the actual variations between the activities of 

conventional and Islamic banks regarding financing, deposits and investment methods, 

agreements, leasing, and similar matters.  

 

The difficulties impeding the implementation of Islamic banking in Ghana were 

identified in this study as significant and huge, necessitating the search for solutions. 

Even though the issues discussed in the paper are strictly religious and are always 

related to the rejection of Islamic banks, these issues may well be related to ignorance 

and misperception on the part of certain non-Muslims and even their religious 

organizations, which have a history of criticizing the system and shunning it for a 

variety of reasons. 

 

These issues derive from non-Muslims and some Muslims who refuse to acknowledge 

the system as an option, or at the very least, an extra method of banking in Ghana, 

particularly in Accra. Moreover, even the Muslim populace refrained from using 

Islamic banking because of insufficient awareness, comprehension, and knowledge of 

its fundamental principles. Based on these challenges, the study examines customers' 

perceptions regarding the commencement of Islamic banking in Ghana. 

 

1.4. Research Objectives 

 

 The following are the research objectives:  

 To identify the effect of the perception and attitude of bank customers on their 

intention towards Islamic banking. 

 To determine the impact of subjective norms of bank customers on their intention 

towards Islamic Banking. 

 To examine the effect of perceived behavioral control of bank customers on their 

intention towards Islamic Banking. 

 

1.5. Research Questions 

 

 The following are the research objectives:  
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 To identify the effect of the perception and attitude of bank customers on their 

intention towards Islamic banking. 

 To determine the impact of subjective norms of bank customers on their intention 

towards Islamic Banking. 

 To examine the effect of perceived behavioral control of bank customers on their 

intention towards Islamic Banking. 

 

People from different backgrounds perceive the implementation of Islamic banking in 

Ghana. While previous studies mainly focused on the awareness level of Islamic 

financing in Muslim and non-Muslim nations, this paper aims to delve deeper into the 

opinions of both groups regarding its implementation in Ghana. This study is one of 

the few that discusses the topic specifically in the context of Ghana. Furthermore, it 

contributes to the ongoing scholarly dialogue on the acceptance of Islamic financing 

in non-Muslim nations such as Ghana. The subsequent sections of the paper include a 

theoretical and research review, research methodology, findings and discussions, 

conclusions, and recommendations. 
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CHAPTER II 

 

LITERATURE REVIEW 

 

The chapter gives a detailed overview of research on a particular topic, focusing on 

theoretical suppositions regarding perceptions and Islamic banking services and 

empirical research on the subject. The chapter ends with a summary and analysis of 

the gaps in the theoretical framework of the research and literature. 

 

2.1. Theoretical Reviews  

 

Establishing a solid theoretical foundation for any research project is essential, as it 

helps connect the survey's practical and theoretical aspects. The current study aims to 

explore how customers perceive the establishment of Islamic banking in Ghana. 

Hence, it is essential to investigate the implementation of Islamic financing in Ghana 

and the concept of perception in detail. Hence, the historical background of Islamic 

banking in Ghana and an in-depth review of the theory's perception concept are 

discussed in the following subsections. 

 

2.1.1. Theory of Planned Behavior (TPB) 

 

According to Ajzen's Theory of Planned Behavior, three components can help explain 

a person's anticipated behavior. These components are subjective norms, attitudes, and 

perceived behavioral control. The theory suggests that an individual's beliefs and level 

of control can directly influence their behavior. Ajzen also introduced conceptual, 

behavioral intention, which refers to an individual's preparedness to execute a specific 

behavior. The mental states that control how people respond to stimuli and events and 

how they perceive the consequences of their actions are critical aspects of attitude 

toward behavior. Perceived behavioral control, conversely, deals with an individual's 

opinions on how strenuous it is to act in a certain way, given different contexts and 

objectives. Prior history and knowledge from friends and family can affect perceived 
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behavioral control. Lastly, subjective norms of the customer's intentions focus on 

normative assumptions and a person's usual convictions on what others believe they 

should do in a particular situation. It also involves a person's drive to follow other 

people's recommendations. 

 

The influence of the TPB framework on predicting an individual's predicted behavior 

is obvious. It also highlights the comprehensive nature of this framework, making it a 

valuable tool for researchers and practitioners in IB. Additionally, several studies have 

shown that TPB factors significantly affect intentions, such as Pakistanis' intentions to 

use Islamic finance for food production. However, some studies also found that 

religiosity may be an incomplete mediator between other factors. Lastly, Abdullahi et 

al. (2021) evaluated the intent of prospective Nigerian customers to embrace Islamic 

microfinance, which could eventually lead to increased utilization of regulated 

financial services. 

 

The theory of planned behavior, or TPB, evolved from the theory of reasoned action 

(TRA) by including an extra variable, how one perceives control behavior. TPB 

anticipates and clarifies behavioral objectives in technological acceptance, social 

psychology, and marketing. Ryu et al. use TPB to predict the elements of belief that 

might impact information-sharing behavior in professional organizations. According 

to the TPB concept, three deciding elements impact someone's desire to behave: 

attitudes towards behavior, subjective norms surrounding behavior, and the perception 

of control of behavior. 

 

Several ideas are frequently applied in researching customer habits. The theory of 

planned behavior (TPB), a progression of the theory of reasoned action (TRA), is one 

of them. The TPB hypothesis is frequently used in fields like marketing, technology 

for information, and social psychology to forecast and explain behavioral intentions. 

The Theory of Planned conduct (TPB) posits that someone's intention to behave could 

be affected by their attitudes toward conduct, subjective norms surrounding activity, 

and their perception of behavioral control. Ryu et al. employ the TPB theory to forecast 

the belief elements that may impact knowledge sharing in professional circles. 
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2.1.2. The Concept of Perception 

 

Perception is a complex process that helps us interpret sensory information to make 

sense of our surroundings. It is a crucial aspect of how we experience and interact with 

the world around us. The concept of perceptual constancy is fascinating; it allows us 

to recognize an object despite sensory cues such as lighting or perspective changes, 

making our perception of the environment more coherent and continuous. Perceptual 

constancy is a fascinating concept. It is amazing how our brains can recognize objects 

despite changes in lighting or perspective. Goldstein (2019) explains that Perceptual 

constancy refers to our capacity to maintain an uninterrupted perception of objects in 

the face of changes in sensory input, which helps create a coherent and continuous 

experience of the environment. 

 

It is essential to consider the perceptions of various stakeholders when introducing 

Islamic financing in a new community. The success of this approach is dependent on 

how well the public, financial institutions, and policymakers understand and interpret 

the principles, practices, and implications of this type of banking. It is critical to raise 

awareness and improve the overall perception of Islamic banking. It is vital to realize 

that people may have preconceived notions or a need for comprehension regarding 

Islamic finance principles. The perception can affect how they view interest-free 

banking and adherence to Sharia-compliant practices, which may impact their 

acceptance of Islamic banking activities (Archer & Karim, 2008). In introducing 

Islamic financing operations in Ghana, it is crucial to consider how customers interpret 

sensory information and form a cohesive understanding of the concept. 

 

It is interesting to note that some banks in Ghana offer Islamic banking activities to 

customers, governed by Islamic shariah and the Islamic system. This arrangement 

allows additional banking services to fulfill and supply goods and services to society. 

Ghana's introduction and acceptance of Islamic banking will aid the expansion and 

evolution of a strong work ethic, improved communication within the community, and 

good governance that should offer services free from bias or religious conviction. 

However, it is worth noting that Islamic banking in Ghana has yet to be fully fledged, 

although some banking institutions do offer Islamic banking services. 
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2.2. Empirical Literature Review  

 

A review of the relevant empirical literature is introduced in this part. There is a lack 

of research on how customers perceive the implementation of Islamic banking, 

particularly in Ghana. Although there are some studies available, they mainly focus on 

how non-Muslim clients of Islamic banks view the industry in Muslim countries. 

 

The understanding and interpreting Islamic banking principles, practices, and 

implications by the public, financial institutions, and policymakers is crucial for its 

success. Increasing awareness and improving the overall perception of Islamic banking 

is incumbent. It is essential to acknowledge that people may have preconceived notions 

or a lack of understanding regarding interest-free banking and adherence to Sharia-

compliant practices, which may affect their acceptance of Islamic banking activities. 

This can ramify the success of introducing Islamic banking services to Ghana, and it 

is essential to consider how banking customers interpret information and form a 

cohesive understanding of the concept. It is worth noting that some banks in Ghana 

offer Islamic banking activities to banking customers.  

 

When looking at research on the behavioral characteristics of clients who favor Islamic 

banks, Erol & El-Bdour's 1989 study in Jordan was the first of its kind. The author 

aimed to pinpoint the behavioral characteristics of bank clients who favor other banks 

over Islamic banks. Using a t-test, they examined information from a survey completed 

by 237 regular bank customers and 197 Islamic bank clients. The authors discovered 

that people, particularly those between the ages of 20 and 29, are more aware of 

engagement banking services and are more cognizant of the profit-loss scenarios 

surrounding their own money while selecting Islamic banks. This implies that younger 

people have a higher awareness level. In addition, the authors pointed out that a study 

by Amin, Rahman, Sondoh Jr., & Hwa (2011) on a sample of 136 Islamic bank 

consumers in Malaysia supports the idea that clients their religion does not affect 

decisions to use Islamic banks. The study also discovered that when considering 

Islamic banks, the behavior of those around them, such as spouses, close friends, and 

relatives, influences other people's behavior. 
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It is interesting to note that scientific studies have shown that both social influence and 

personal attitude can impact the behavior of Islamic banking customers when they 

choose their banks. For instance, a study by Ali, Raza, and Puah (2015) found that 

Pakistani people prefer PBs and pay close attention to transaction costs when choosing 

their banks. Meanwhile, Warsame & Ireri (2016) found that social influence does not 

affect individuals' bank preferences, but personal attitude plays a significant role for 

Qatari individuals. Other studies look at the behavioral elements that affect clients' 

choice of Islamic finance. 

 

2.3. Factors that Influence Consumer Attitude Towards Islamic Banking  

 

To successfully implement Islamic banking in underdeveloped countries like Ghana, 

it would be essential to ensure adequate adherence to Islamic principles and conduct 

an empirical assessment of customer perception of Islamic banking. The term 

"customer perception" means the degree to which a consumer's evaluation impacts 

their mindset to consider among options based on the relative likelihood of other 

options and the chance that an event will occur (Rogers, 2003, 2010). 

 

Banking and finance research has been exploring product innovations and the value of 

understanding customers' perceptions. The theory of innovation diffusion and the 

theory of planned behavior said that consumer perceptions and attitudes can strongly 

influence customer intentions and behavior toward adopting innovations. In Ghana, 

the commencement of Islamic Banking presents a unique and distinct banking method 

in a non-Islamic country. As a result, IB was launched in Ghana in a revolutionary 

way, and everyone needs to accept and embrace this new approach, as with any other 

advances. 

 

Banking and finance research has recently focused on product innovations, and experts 

like Lowe and Alpert (2016) and Souiden and Rani (2015) have underlined the 

importance of understanding customers' perceptions. The theory of innovation 

diffusion (Roger, 2003) and the theory of planned behavior (TPB) (Ajzen, 1991) 

suggest that customer attitudes and perceptions can significantly influence their 

intentions and behavior towards adopting innovations like IB. While many Ghanaians 

are familiar with the traditional banking system, the commencement of Islamic 
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Banking in a non-Islamic country such as Ghana introduced a unique and distinct 

banking method. Hence, IB was launched in Ghana in a revolutionary way. To ensure 

the success of IB in Ghana, everyone must accept and embrace it, just like any other 

advances (Alegre et al., 2013; Forés & Camison, 2016; Oliveira et al., 2015; Nimako 

et al., 2014). 

 

2.4. Ghana Banking Industry Overview 

 

The traditional banking structure and activities control the Ghanaian banking industry 

(GBI). The Central Bank, Rural/Community Banks, and Commercial/Universal Banks 

are the three divisions of the industry. There are 140 regulated rural and community 

banks in Ghana, according to a Bank of Ghana study. It is legal for these financial 

institutions to provide interest-bearing banking services. The Bank of Ghana Act 2002 

(Act 612), the Non-Bank Financial Institutions Act of 2008 (Act 774), the Banking 

Act of 2004 (Act 673), the Companies Code Act of 1963 (Act 179), and BoG 

Directives, Circulars, Regulations, and Notices are the primary laws governing the 

industry. The banks in Ghana offer electronic banking services to their customers, 

including ATM cards and Internet banking activities, in addition to traditional savings 

and current accounts. Some banks, in addition, provide speculation banking and 

indemnity activities. 

 

2.5. Islamic Banking in Ghana Introduction 

 

Ghana is one of the few countries in Sub-Saharan Africa that offers some halal 

financial options. According to Faye et al. (2013), IB windows are used by 

conventional banks that are currently operational and have a business license. Ghana 

has 30 licensed conventional banks, including commercial and rural ones (BoG, 

December 2015). Although Ghana does not have a fully operational IB, conventional 

banks and Islamic microfinance companies have already established various Islamic 

financial processes, goods, and microfinance programs, and they all have IB windows 

in place. Salam Capital and Ghana Islamic Microfinance (salamcapital.net/about-

us.html) are two of Ghana's licensed Islamic microfinance companies. According to a 

statement made by Mr Saeed Abdul-Muumin, Director General of the Global Institute 

of IB, Consultancy and Insurance (GIIBIC), Wenchi Rural Bank and Access Bank 
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Ghana Ltd are among the institutions that engage in IB. This was reported on Graphic 

Online on 16 June 2022. The possibility for greater client demand in the financing 

industry is the main element influencing these conventional banks' acceptance of the 

IB and finance concepts. 

 

According to the news source citifmonline.com, the Bank of Ghana has announced 

that the first IB license is set to be granted by December 2022. The BoG's core tenet is 

that Islamic banking, which aims at cooperation rather than interest collecting, is 

acceptable in Ghana. However, consumers in Ghana have had a mixed response to the 

news of the commencement of Islamic Banking in their nation. It is interesting to note 

that there are no empirical studies available that have explored Ghanaians' opinions on 

the establishment of Islamic Banking in Ghana. This study aims to fill this lacuna in 

the existing literature. It is essential to gather customers' expectations of what they can 

reasonably get from a new bank. 

 

2.6. Banking Customer's Perception Towards Islamic Banking 

 

As per the findings of Abdullah et al. (2012), non-Muslim clients in Malaysia are 

becoming more familiar with Islamic banking services. The study surveyed 152 

respondents and found that most clients held both conventional and Islamic banking 

accounts, demonstrating that non-Muslims in Kuala Lumpur have embraced Islamic 

banking. It was also observed that non-Muslims with higher education and aged 19 to 

35 had a better understanding of Islamic banking products. However, the study 

insinuated that more efforts are needed to increase non-Muslim clients' perception of 

the rules and regulations of Islamic financing. The writers also recommended 

additional studies to identify the various factors non-Muslim customers may consider 

while choosing Islamic banking. 

 

It is interesting to note that Ling et al. (2012) found that although most of the 

respondents in their study were acquainted with Malaysia's Islamic banking system, 

they needed to become more familiar with its products and services. Moreover, the 

study revealed that factors like income, occupation, and education levels played a more 

crucial role in influencing non-Muslim clients to employ the Islamic banking system 
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than religion. This highlights the role of educating and raising awareness among the 

public about the satisfaction and benefits of using Islamic banking services. 

 

It is interesting to note Sumar's (2009) research on the awareness level and 

apprehension of the Islamic banking and financial structure in the UK. The study had 

15 non-Muslims and 15 Muslims, chosen randomly, who expressed their opinions. The 

analysis showed that although all Muslims and 86% of non-Muslims knew about the 

Islamic financing operation, only those with exceptional circumstances, such as an 

occupation that exposes them to it, a clear interest in it, or ownership of an Islamic 

financial product, had a high understanding level of the Islamic banking services. 

What's surprising is that only one respondent from the non-Muslim sample favored the 

acceptance of an Islamic financing operation if it can serve both Muslims and non-

Muslims. Other non-Muslim participants reacted negatively, believing that Islam was 

being misrepresented in the media. The report suggests that most non-Muslims have 

limited understanding and knowledge of Islamic banking, which is unfortunate. 

 

Lateh et al. (2009) surveyed the perceptions of Islamic banking among non-Muslim 

and Muslim customers. The study highlighted the differences in their perceptions of 

the traits and goals of Islamic banks and the elements that affect their decisions to 

choose Islamic financing. The study conducted as part of the study involved 462 

participants and revealed that clients are more knowledgeable of Islamic banking's 

restriction on interest than previously thought. The study, in addition, found that non-

Muslim and Muslim customers have variance chosen procedures for Islamic financing, 

with Muslims being more concerned with prohibited areas of interest and non-Muslims 

being more focused on reputation, image, knowledge, and qualified staff. 

 

Fada et al. conducted a study using standardized questionnaires to gather primary data 

from a random group of 134 respondents to examine the perceptions of Islamic 

financing among the residents of the Gombe Local Governance Area. The study shows 

that an individual's opinions in the area often align with their lack of knowledge about 

the topic. The study ended by calling on the relevant shareholders and the Central Bank 

to launch outreach training to enlighten the general population about Islamic banking 

and its benefits. Another study by Ahmed (2014) analyzed the views of employees 

who engage with Islamic financial institutions in Muscat. The study employed a 
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standardized questionnaire to gather primary data from a random group of 140 

respondents. The findings revealed that most bankers in the operations section have a 

diploma or less and need to gain knowledge about Islamic banking. The study suggests 

that for the continued growth of Islamic banking in Oman, the government, industry 

participants, and educators must focus on training and educating staff to be more 

knowledgeable and skilled. 

 

Shah et al. (2016) studied how Pakistani Islamic banking is developing from the 

perspectives of employees at Islamic banks and Islamic branches of conventional 

banks. The results show that these workers think Islamic finance complies with Islamic 

morality and law. They think that the government and financial institutions are 

committed to expanding Islamic financing in the nation and have positive opinions 

about the sector's tenets, objectives, and development. The report indicates that 

bankers have a favorable outlook on the future growth of Islamic financing. 

 

Shoaib and Rehman investigated Pakistan's potential for Islamic banking in 2014. A 

total of 197 workers from the banking sector in Islamabad and Rawalpindi participated 

in the survey. The study's findings demonstrated that staff members thought highly of 

Islamic financing and that it had much promise in Pakistan; in contrast to their 

counterparts at regular banks, Islamic bankers demonstrated a greater comprehension 

of Islamic banking activities, according to the survey. The level of employee 

comprehension of Islamic financing services significantly impacts how well-liked 

Islamic services are in Pakistan. 

 

In a study conducted by Loo in 2010, it was found that Muslims in Malaysia tend to 

support Islamic banking, whereas non-Muslims often perceive it as being exclusively 

for Muslims. Interestingly, the study also noted that Generation X tends to hold more 

favorable views of Islamic finance than the Baby Boomer generation. Metawa (1998) 

delineated the past and preferences of Islamic bank clients. The paper's author also 

looked at Bahraini customers' satisfaction, consumption, and awareness of Faisal 

Islamic Bank and Bahrain Islamic Bank. 300 questionnaires were distributed as part 

of this quantitative investigation. The research claims that the majority of Islamic bank 

customers are well-educated. They have extensive knowledge of Islamic banking 

goods and have previously worked with Islamic banking services. 
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The decision-making process criterion of Islamic banking in Pakistan was assessed by 

Bisharat (2014). The study involved a sample size of 300 customers of Islamic finance 

and employed closed-ended questionnaires to obtain customer data. The study's 

findings show that 80 percent of the respondents indicated that exchange rate, Islamic 

teaching, and bank reliability affect customers' attitudes toward Islamic financing. 

 

Ahmad et al. (2010) studied banking clients' perceptions of the conditions of services 

offered by conventional and Islamic banks in Pakistan. The researchers used stratified 

random sampling of data from 720 bank customers. The results show that there is a 

gender variation in the way that customers perceive the quality of the services they 

receive. Nonetheless, there is no distinction in how male and female clients at 

traditional banks evaluate the caliber of their services. According to the study, clients 

of Islamic banks rated the quality of their services higher than those of traditional 

banks. Research on Pakistani consumers' perceptions of particular Islamic banking 

services was done by Sohail et al. (2014). According to the report, most participants 

needed to learn the existence of the Islamic banking structure and believed that 

conventional and Islamic banking provided identical products and services. Bley & 

Kuehn (2004) studied university students' understanding of financial concept language 

used in conventional and Islamic banking in the United Arab Emirates. Six hundred 

sixty-seven people, both freshmen and alums from universities, were included in the 

sample. The study considered the influence of language, religion, and financial literacy 

on expressed attitudes and preferences for financial services. The study found that 

students better understood traditional banking concepts and terms than they did Islamic 

financing terms. 

 

It is interesting to note that, according to a study by Akbar et al. (2012), users in the 

UK have distinct perceptions about Islamic banking procedures. According to the 

paper report, Islamic banking in the UK only partially follows the conventional 

definition of Islamic currency. According to the answers, profit and loss sharing are 

two of the most critical components illustrating the genuine spirituality of Islamic 

financing. However, because of insufficient awareness about Islamic financing 

products, the target respondents expressed uncertainty about the full benefits of these 

offerings. Therefore, increasing users' understanding of Islamic banking was 

recommended to help users better appreciate the concept and its advantages. 
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It is interesting to know that Darbouk et al.(2014) conducted research through 

questionnaires on Egyptians' apprehension and knowledge of Islamic banking. It is 

concerning that more than half of the individuals surveyed did not comprehend the 

concept of Islamic banking, and some even believed it to be exclusively religious and 

for Muslims only. However, it is good to know that students with higher levels of 

education showed more awareness and engagement in Islamic banking. 

 

It is interesting to know that there has been a study that compared Muslim and non-

Muslim clients in Malaysia's Klang Valley regarding their attitude, awareness, and 

bank-chosen factors regarding Islamic financing. The study conducted by Ranjbar and 

Sharif (2008) depicted that more of the respondents were knowledgeable about Islamic 

banking, but Muslims were more knowledgeable than non-Muslim clients. It was also 

found that Muslims tend to consider religion as a driving factor in putting their money 

in Islamic banking, unlike non-Muslims who prioritize profitability. Moreover, the 

study pointed out that banks have different criteria in selecting their clients, depending 

on whether they are Muslims or non-Muslims. 

 

2.7. Observed Gap and Summary  

 

In the literature review summary, it is interesting to note that bank customers may need 

to be more conversant with the different Islamic banking operations and that various 

factors, including personal preferences and religious considerations, can influence 

their perception of Islamic financing. It is also noteworthy that there has yet to be any 

research on how banking customers in Ghana perceive Islamic financing services 

despite the same studies being done in other countries. It would be beneficial to do 

such research to understand better the perceptions of banking customers toward 

implementing Islamic financing in Ghana. 

 

It is interesting to note that many people have misconceptions about Islamic banking 

if it is only for Muslims. However, research shows that even when people are educated 

about Islamic banking, they still need to understand how it works. Surprisingly, many 

non-Muslims have expressed interest in joining Islamic banking once they learn more 

about it. On the other hand, due to considerations like price, level of service, and ease 

of use, some Muslim clients might still opt for conventional banking over Islamic 
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banking, mainly if they are unfamiliar with the core tenets of Islamic banking. It is 

important to remember that banking customers may choose to utilize Islamic financing 

depending on a variety of variables, including gender, confidentiality, education, 

income, and trust. 

 

Overall, Islamic financial institutions will be better equipped to develop effective 

marketing strategies and capture a more significant portion of the financial market 

when they have a clear understanding of the users' knowledge, comprehension, and 

perception because of the utilization of Islamic banking goods based on awareness, 

comprehension, and perceptions. If most of the populace does not know about and 

comprehend Islamic banking services, they will not voluntarily accept them. 

Therefore, it makes sense to address the issue's root and ensure that their clients are 

aware of their operational principles to prevent post-purchase dissonance and 

encourage individuals of other religions to embrace Islamic banking products. 

 

2.8. Study Conceptual Framework 

 

2.8.1. Theory of Planned Behavior (TPB)  

 

The Theory of Planned Behavior (TPB) is a significant model for explaining human 

behavior in social psychology. It is built on the Theory of Reasoned Action (TRA) 

developed by Fishbein and Ajzen in 1975, which links attitude and behavior and 

includes social elements in this relationship. According to Kocagöz and Dursun (2010, 

p. 140). 

 

Marketing and consumer behavior have always fascinated researchers who try to 

understand the factors that impact people's decision-making process. The Theory of 

Reasoned Action (TRA), developed by Fishbein and Ajzen in the late 1970s, is a 

widely used framework for studying human intention. It aims to identify the drivers of 

individual behavior and why people act in specific ways. According to Fishbein and 

Ajzen, the TRA assumes that most human actions result from an intentional choice 

and are influenced by behavioral intentions. 
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However, TRA has come under fire because of some restrictions that resulted in the 

TPB being incorporated into consumer behavior. TPB is regarded as the preeminent 

conceptual framework for researching human behavior, building upon TRA (Fishbein 

& Ajzen, 1977) (Ajzen, 2001). Its foundation lies in social psychology, which 

addresses the relationship between beliefs and behavior (Azjen, 1991). TPB combines 

behaviors influenced by non-voluntary external variables and is a modification of TRA 

(Ajzen, 1985). It is made up of four parts: subjective norms, attitude, behavioral 

control, and behavioral intents (Figure 2.1). Among these four components, the desire 

to implement Islamic banking in Ghana is identified by subjective norms, attitude, and 

perceived behavioral control. Additionally, attitudes and subjective standards were 

added to expand on TRA by incorporating perceived behavioral control, which 

considers volitional elements for assessing the likelihood of behavior among people 

(Conner & Armitage, 1998). 

 

2.8.2. Attitude and Intentions 

 

Individuals' attitudes toward socially significant items, people, events, or symbols can 

be defined as a reasonably consistent set of thoughts, sentiments, and behavioral 

inclinations (Vaughan & Hogg, 2005). It also describes an inclination in psychology 

that causes someone to favor or oppose anything (Eagly & Chaiken, 1993). According 

to Suki (2010), attitude is gauging how someone feels about something. Attitudes can 

help anticipate people's intentions and actions to some extent (Phau & Teah, 2009). It 

has been discovered that attitudes affect behavior. When given a choice between two 

or more options, people typically select the option with the most significant weight 

(Arvola et al., 1999). Prior studies have shown that attitudes affect the kinds of services 

chosen (Jamal & Ahmed, 2007; Taib et al., 2008). 

 

There is much research on intention and attitude, specifically how it affects behavioral 

intention. Research has been done on how technology and customer behavior interact, 

especially with Islamic financial services. Against the backdrop of Islamic financing, 

some academics, such as Wahyuni and Arifin (2013) and Ali and Jama (2016), have 

examined the effects of views on intention. Others have looked at the importance of 

intention and attitude in incorporating technology in online trade and learning, such as 

Gopi and Ramayah (2007) and Ramayah and Suki (2006). Numerous research studies 
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have demonstrated that a favorable attitude is positively correlated with a stronger 

behavioral intention to purchase; yet, in specific domains, such as life insurance 

(Amer, 2007) and being physically active (Armitage, 2005), the relationship between 

attitude and intention is negatively correlated. Overall, the existing literature suggests 

the need for more research on this theme, specifically in the backdrop of Islamic 

banking. In order to achieve this, the following hypothesis is put forth: 

 

H1. Consumer attitude significantly influences an individual intention to accept 

Islamic banking. 

 

2.8.3. Subjective Norms and Intention 

 

The effect of social elements, such as social pressure to exhibit a particular behavior, 

is called subjective norms (Fishbein & Ajzen, 1977). It has been suggested that social 

pressures can sometimes control attitudes towards specific behavior (Fishbein & 

Ajzen, 1977). The subjective norms combine the motivation to uphold normative 

beliefs and the fundamental belief structures known as normative beliefs. Normative 

opinions refer to a person's belief that a particular group referent motivates them to 

act, while the significance of those reference groups drives an individual to comply. 

Subjective norms are the total number of beliefs and norms plus the worth assigned to 

them. 

 

According to other research, subjective norms do not significantly impact behavioral 

intentions. However, there are contradictory findings about the interaction between 

behavioral intentions and normative belief structures, so more investigation is 

required. According to certain research, subjective norms are a major factor in 

determining how someone would behave. Additionally, subjective norms were found 

to predict consumers' intentions in the financial services industry significantly. 

(Bagozzi, Wong, Abe, & Bergami, 2000; Pedersen 2005) as previously done by (Siang 

& Weng, 2011; & Echchabi and Aziz 2012). 

 

The impact of subjective standards on behavioral intention in various fields, including 

Islamic banking, property mortgages, and insurance, shows that subjective standards 

really have an effect on behavioral intentions. While most studies have found that 
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subjective norms play a significant part in ascertaining behavioral intention, a few 

studies have contradicted this finding, emphasizing the need for further research. 

(Amin, 2012; Juwaheer, Pudaruth, & Noyaux, 2012; and Nor, 2013; Ali & Jama, 2016) 

Moreover, as previously done by (Amin, 2012; Omar & Owusu-Frimpong, 2007). 

Hence: 

 

H2. Subjective norms significantly and positively influence an individual's intention 

to accept Islamic banking. 

 

2.8.4. Perceived Behavioral Control and Intentions 

 

Perceived behavioral control (PBC) is defined by Ajzen and Madden (1986) as an 

individual's perception of how challenging an activity is. According to the Theory of 

Planned Behavior (TPB), PBC, attitudes, and subjective norms impact our behavioral 

intentions. In simpler terms, the more positive our attitude, subjective norms, and PBC 

are concerning a particular behavior, the more we will carry it out with solid intentions. 

 

The availability of resources and the ability to act can significantly impact an 

individual's willingness to complete a task. Without these factors, even a positive 

attitude and subjective norms may not motivate someone to carry out a particular 

behavior. This was highlighted in a study by Madden, Ellen, and Ajzen in 1992, which 

found that individuals who lack the necessary resources or information for a task are 

less likely to have intentions to carry it out. 

 

The literature has reported varied findings from earlier studies examining the 

connection between behavioral intention and PBC. Many studies have reported a 

positive relationship between behavioral intentions and PBC in several domains, such 

as Islamic banking (Echchabi, 2012; Echchabi & Aziz, 2012; Md Husin and Rehman, 

2016), Islamic insurance (Ali & Jama, 2016), online banking activities (AL-Ajam & 

Nor, 2013), embrace of budgeting and scheduling (Echchabi, 2012; Saeed et al., 2012), 

and credit card utilized by community-university members (Sari & Rofaida, 2011). 

 

Some studies, like the ones conducted by Taylor and Todd (1995) on technology 

acceptance and Beiginia et al. (2011) on mobile banking acceptance, could not prove 
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the strong relationship between intentions and PBC. However, many studies on 

introducing Islamic banking have shown a positive correlation between PCB and 

intention. This is particularly beneficial in the Ghanaian situation, where Islamic 

banking is still in the early stages, as hypothesized as follows. 

 

H3. Perceived behavior control significantly affects an individual intention to accept 

Islamic banking. 

 

 

 

Figure 2.1. Conceptual Framework Based on TPB 

 

Despite being a dynamic process, consumer behavior encompasses various activities 

(Durmaz, 2008, p. 9). Psychological factors like learning, motivation, attitude, and 

perception; socio-cultural factors like relatives, habits, social strata, peer groups, and 

culture; and personal elements like age, gender, income, role, and status all have an 

impact on consumer behavior (Keskin & Baş, 2015, pp. 56-58). It is believed all these 

factors influence the preference for using Islamic banking. In other words, a person's 

lifestyle, surroundings, credentials, and position when they receive support from banks 

on an income scale all impact them. 
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Given these and related considerations, it makes sense that people who lean 

conservative would favor Islamic banks, given their current circumstances. Three steps 

make up the purchasing process based on consumer behavior. Pre-purchase research 

is the first step; purchasing is the second, and post-purchase procedures are the final 

step. Finally, circumstances like product usage-related complaints, satisfaction, and 

dissatisfaction impact how customers behave moving forward (Seyidov, 2015, p. 396). 

The final stage's experiences and the exchange of these lessons will impact when 

Islamic banking is no longer used. It has the potential to influence both current and 

future customers' decisions. Numerous research investigations in the literature use 

TRA and TPB models.    

 

Table 2.1. Some Literature Studies 

 

Author Country Study 

Scope 

Sample(

N) 

Theory Findings Link to the 

study  

Al Umar 

and 

Setyono, 

2023 

Indonesia  Islamic 

Banking  

275 TPB 

 

 

Attitude → Intention (β = 

0.246) Subjective Norm 

→ Intention (β =0.203) 

PBC → Intention (β = 

0.226) Islamic Branding 

→ Intention (β = 0.254) 

Hijra Intention → 

Intention (β = 0.025) 

https://ejour

nal.iaisyarifu

ddin.ac.id/in

dex.php/iqtis

hoduna/articl

e/view/2243/

729 

 

Si and 

Chin, 2023 

Malaysia Islamic 

Finance   

303 TPB 

 

 

Attitude → Intention (β = 

0.235) Awareness → 

Intention (β =0.025) PBC 

→ Intention (β = 0.392) 

Subjective Norm → 

Intention (β = 0.155) 

Religiosity → Intention (β 

= 0.140) 

https://journ

al.ump.edu.

my/jgi/articl

e/view/9736/

2991 

 

Sulistiowat

i et al., 

2023 

Indonesia  Islamic  

Finance  

200 TPB 

 

PBC(KP) → Intention (β = 

0.434) Attitude (SK) → 

Intention (β = 0.232) PBC 

→ Usage Intention (β = 

0.388) 

https://journ

al.ipb.ac.id/i

ndex.php/ijb

e/article/vie

w/42655/249

71 

https://ejournal.iaisyarifuddin.ac.id/index.php/iqtishoduna/article/view/2243/729
https://ejournal.iaisyarifuddin.ac.id/index.php/iqtishoduna/article/view/2243/729
https://ejournal.iaisyarifuddin.ac.id/index.php/iqtishoduna/article/view/2243/729
https://ejournal.iaisyarifuddin.ac.id/index.php/iqtishoduna/article/view/2243/729
https://ejournal.iaisyarifuddin.ac.id/index.php/iqtishoduna/article/view/2243/729
https://ejournal.iaisyarifuddin.ac.id/index.php/iqtishoduna/article/view/2243/729
https://ejournal.iaisyarifuddin.ac.id/index.php/iqtishoduna/article/view/2243/729
https://journal.ump.edu.my/jgi/article/view/9736/2991
https://journal.ump.edu.my/jgi/article/view/9736/2991
https://journal.ump.edu.my/jgi/article/view/9736/2991
https://journal.ump.edu.my/jgi/article/view/9736/2991
https://journal.ump.edu.my/jgi/article/view/9736/2991
https://journal.ipb.ac.id/index.php/ijbe/article/view/42655/24971
https://journal.ipb.ac.id/index.php/ijbe/article/view/42655/24971
https://journal.ipb.ac.id/index.php/ijbe/article/view/42655/24971
https://journal.ipb.ac.id/index.php/ijbe/article/view/42655/24971
https://journal.ipb.ac.id/index.php/ijbe/article/view/42655/24971
https://journal.ipb.ac.id/index.php/ijbe/article/view/42655/24971
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Table 2.1. (cont.) 

 

Nurjannah 

et al., 2023 

Indonesia  Islamic 

Finance  

140 TPB  

 

 

Religiosity → Intention 

(β = 0.455) Social 

Environment → 

Intention (β = 0.343) 

Government Support → 

Intention (β = 0.076) 

https://ije3.es

c-

id.org/index.p

hp/home/artic

le/view/147/1

53 

 

Mindra, 

Bananuka, 

Kaawaase, 

Namagand

a and Teko 

2022 

Uganda  Islamic 

Finance  

 

300  TRA 

 

 

The results of this study 

show that attitude is 

positively associated 

with utilizing Islamic 

banking. 

file:///C:/User

s/user/Downl

oads/2022_M

indra_Juma_e

tal2022_Mod

erationattitud

eandIB%20(1

).pdf 

Alzadjal et 

la., 2022  

Oman  Islamic 

Finance  

638 TPB 

 

 

Attitude → Intention (β = 

0.471) Subjective Norm 

→ Intention (β =0.406) 

PBC → Intention (β = 

0.557) 

https://www.e

merald.com/i

nsight/content

/doi/10.1108/J

IMA-05-

2020-

0150/full/htm

l#sec019 

Ali et al., 

2021 

Pakistan Islamic  

Finance 

311 TPB 

 

PBC → Acceptance of 

Islamic Banking (β = 

0.273) SN → Acceptance 

of Islamic Banking (β = 

0.234) Financial Literacy 

→ Acceptance of Islamic 

Banking (β = 0.106) Risk 

Perception → 

Acceptance of Islamic 

Banking  (β =0.061) 

file:///C:/User

s/user/Downl

oads/1929.pdf 

 

 

 

 

 

https://ije3.esc-id.org/index.php/home/article/view/147/153
https://ije3.esc-id.org/index.php/home/article/view/147/153
https://ije3.esc-id.org/index.php/home/article/view/147/153
https://ije3.esc-id.org/index.php/home/article/view/147/153
https://ije3.esc-id.org/index.php/home/article/view/147/153
https://ije3.esc-id.org/index.php/home/article/view/147/153
file:///C:/Users/user/Downloads/2022_Mindra_Juma_etal2022_ModerationattitudeandIB%20(1).pdf
file:///C:/Users/user/Downloads/2022_Mindra_Juma_etal2022_ModerationattitudeandIB%20(1).pdf
file:///C:/Users/user/Downloads/2022_Mindra_Juma_etal2022_ModerationattitudeandIB%20(1).pdf
file:///C:/Users/user/Downloads/2022_Mindra_Juma_etal2022_ModerationattitudeandIB%20(1).pdf
file:///C:/Users/user/Downloads/2022_Mindra_Juma_etal2022_ModerationattitudeandIB%20(1).pdf
file:///C:/Users/user/Downloads/2022_Mindra_Juma_etal2022_ModerationattitudeandIB%20(1).pdf
file:///C:/Users/user/Downloads/2022_Mindra_Juma_etal2022_ModerationattitudeandIB%20(1).pdf
file:///C:/Users/user/Downloads/2022_Mindra_Juma_etal2022_ModerationattitudeandIB%20(1).pdf
https://www.emerald.com/insight/content/doi/10.1108/JIMA-05-2020-0150/full/html#sec019
https://www.emerald.com/insight/content/doi/10.1108/JIMA-05-2020-0150/full/html#sec019
https://www.emerald.com/insight/content/doi/10.1108/JIMA-05-2020-0150/full/html#sec019
https://www.emerald.com/insight/content/doi/10.1108/JIMA-05-2020-0150/full/html#sec019
https://www.emerald.com/insight/content/doi/10.1108/JIMA-05-2020-0150/full/html#sec019
https://www.emerald.com/insight/content/doi/10.1108/JIMA-05-2020-0150/full/html#sec019
https://www.emerald.com/insight/content/doi/10.1108/JIMA-05-2020-0150/full/html#sec019
https://www.emerald.com/insight/content/doi/10.1108/JIMA-05-2020-0150/full/html#sec019
file:///C:/Users/user/Downloads/1929.pdf
file:///C:/Users/user/Downloads/1929.pdf
file:///C:/Users/user/Downloads/1929.pdf
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Table 2.1. (cont.) 

 

Maryam et 

al., 2021 

Pakistan Islamic 

Banking 

300 TPB 

 

  

Social Influence → 

Attitude → Acceptance 

Intentions (β =0.077)     

Religious Obligations 

→ Attitude → 

Acceptance  Intentions 

(β = 0.066)     Reputation 

→Attitude → 

Acceptance  Intentions  

(β = 0.111)     Support 

for Business→ Attitude 

→ Acceptance  

Intentions  (β = 0.022)   

file:///C:/Users/

user/Download

s/10-

1108_JIMA-

03-2021-

0059.pdf 

 

Naseri & 

Sharofiddin

,  2021 

Afghanista

n 

Islamic  

Finance 

334 DIT 

 

The multiple regression 

analysis finding 

indicated that product 

knowledge, relative 

advantage, and 

religiosity significantly 

and positively 

influenced the 

acceptance of Islamic 

banking. 

https://tujise.or

g/content/6-

issues/17-2/5-

a169/a169.pdf 

 

Smith et al., 

2021 

Malaysia  Islamic 

Banking  

149 TPB 

 

 

Attitude → Intention (β 

= 0.01) Subjective 

Norm → Intention (β 

=0.11) PBC → Intention 

(β = 0.229) Intention → 

Religiosity (β = 0.00) 

https://journal.

unisza.edu.my/

jimk/index.php

/jimk/article/vi

ew/575/418 

 

Saptasari 

and Aji, 

2020 

Indonesia Islamic 

Banking 

575 TPB 

 

Attitude → Intention (E 

= 0.67) Knowledge→ 

Attitude  (E = 0.19) 

Religiosity→ Attitude  

(E = 0.19) 

file:///C:/Users/

user/Download

s/16008-

Article%20Tex

t-36149-

40864-10-

20200814.pdf 

 

 

file:///C:/Users/user/Downloads/10-1108_JIMA-03-2021-0059.pdf
file:///C:/Users/user/Downloads/10-1108_JIMA-03-2021-0059.pdf
file:///C:/Users/user/Downloads/10-1108_JIMA-03-2021-0059.pdf
file:///C:/Users/user/Downloads/10-1108_JIMA-03-2021-0059.pdf
file:///C:/Users/user/Downloads/10-1108_JIMA-03-2021-0059.pdf
file:///C:/Users/user/Downloads/10-1108_JIMA-03-2021-0059.pdf
https://tujise.org/content/6-issues/17-2/5-a169/a169.pdf
https://tujise.org/content/6-issues/17-2/5-a169/a169.pdf
https://tujise.org/content/6-issues/17-2/5-a169/a169.pdf
https://tujise.org/content/6-issues/17-2/5-a169/a169.pdf
https://journal.unisza.edu.my/jimk/index.php/jimk/article/view/575/418
https://journal.unisza.edu.my/jimk/index.php/jimk/article/view/575/418
https://journal.unisza.edu.my/jimk/index.php/jimk/article/view/575/418
https://journal.unisza.edu.my/jimk/index.php/jimk/article/view/575/418
https://journal.unisza.edu.my/jimk/index.php/jimk/article/view/575/418
file:///C:/Users/user/Downloads/16008-Article%20Text-36149-40864-10-20200814.pdf
file:///C:/Users/user/Downloads/16008-Article%20Text-36149-40864-10-20200814.pdf
file:///C:/Users/user/Downloads/16008-Article%20Text-36149-40864-10-20200814.pdf
file:///C:/Users/user/Downloads/16008-Article%20Text-36149-40864-10-20200814.pdf
file:///C:/Users/user/Downloads/16008-Article%20Text-36149-40864-10-20200814.pdf
file:///C:/Users/user/Downloads/16008-Article%20Text-36149-40864-10-20200814.pdf
file:///C:/Users/user/Downloads/16008-Article%20Text-36149-40864-10-20200814.pdf
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Table 2.1. (cont.) 

 

Jouda vd., 

2020 

Palestine Islamic  

Finance 

682 TPB 

 

Attitude → Behavioral 

Intention (β = 0.285) 

PBC → Behavioral 

Intention (β = 0.236) SN 

→ Behavioral Intention 

(β = -0.072, p > 0,05) 

Trust (PT)  → 

Acceptance  of Mobile 

Banking Services   (β = 

0.880) 

file:///C:/User

s/user/Downl

oads/SSRN-

id3660403.pd

f 

 

Ganesan et 

la., 2020 

Malaysia  Islamic 

Finance  

300 TPB 

 

Attitude → Intention (β = 

0.222) Subjective Norm 

→ Intention (β =0.158) 

PBC → Intention (β = 

0.485) 

https://www.e

merald.com/i

nsight/content

/doi/10.1108/I

JSE-01-2019-

0011/full/htm

l#sec004 

Ahmed et 

al., 2019 

Pakistan Islamic  

Financing 

730 TPB 

 

Attitude → Intention (β = 

0.613) PBC → Intention 

(β = 0.217) SN → 

Intention (β = 0.157) 

file:///C:/User

s/user/Downl

oads/3633726

1.pdf 

 

Tucker et 

al., 2019 

Australia Islamic  

Finance  

258 TPB 

 

Attitude → Intention (β = 

0.317) Subjective Norm 

→ Intention (β =0.363) 

PBC → Intention (β = 

0.296) 

https://www.e

merald.com/i

nsight/content

/doi/10.1108/I

JBM-11-

2018-

0324/full/htm

l 

 

 

The Theory of Planned Behaviors (TPB), The Diffusion of Innovation Theory (DIT), The Theory of 

Reasoned Action (TRA) 

 

TPB was used in Ajzen's 1991 study to explore how consumers behave concerning the 

application of Islamic banking operations. The theory explains how a consumer's 

file:///C:/Users/user/Downloads/SSRN-id3660403.pdf
file:///C:/Users/user/Downloads/SSRN-id3660403.pdf
file:///C:/Users/user/Downloads/SSRN-id3660403.pdf
file:///C:/Users/user/Downloads/SSRN-id3660403.pdf
file:///C:/Users/user/Downloads/SSRN-id3660403.pdf
https://www.emerald.com/insight/content/doi/10.1108/IJSE-01-2019-0011/full/html#sec004
https://www.emerald.com/insight/content/doi/10.1108/IJSE-01-2019-0011/full/html#sec004
https://www.emerald.com/insight/content/doi/10.1108/IJSE-01-2019-0011/full/html#sec004
https://www.emerald.com/insight/content/doi/10.1108/IJSE-01-2019-0011/full/html#sec004
https://www.emerald.com/insight/content/doi/10.1108/IJSE-01-2019-0011/full/html#sec004
https://www.emerald.com/insight/content/doi/10.1108/IJSE-01-2019-0011/full/html#sec004
https://www.emerald.com/insight/content/doi/10.1108/IJSE-01-2019-0011/full/html#sec004
file:///C:/Users/user/Downloads/36337261.pdf
file:///C:/Users/user/Downloads/36337261.pdf
file:///C:/Users/user/Downloads/36337261.pdf
file:///C:/Users/user/Downloads/36337261.pdf
https://www.emerald.com/insight/content/doi/10.1108/IJBM-11-2018-0324/full/html
https://www.emerald.com/insight/content/doi/10.1108/IJBM-11-2018-0324/full/html
https://www.emerald.com/insight/content/doi/10.1108/IJBM-11-2018-0324/full/html
https://www.emerald.com/insight/content/doi/10.1108/IJBM-11-2018-0324/full/html
https://www.emerald.com/insight/content/doi/10.1108/IJBM-11-2018-0324/full/html
https://www.emerald.com/insight/content/doi/10.1108/IJBM-11-2018-0324/full/html
https://www.emerald.com/insight/content/doi/10.1108/IJBM-11-2018-0324/full/html
https://www.emerald.com/insight/content/doi/10.1108/IJBM-11-2018-0324/full/html
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intention, which is impacted by their beliefs and social norms, can significantly impact 

their purchasing behavior. The TPB is an advanced type of TRA's socio-psychological 

theory of behavior that sheds light on these dynamics. 

 

Research has shown that intention is the most robust and most reliable element of 

behavior when purchasing. Several studies, such as Fishbein & Ajzen (1975), Ha 

(1998), and Yadav et al. (2015), have demonstrated this fact. Additionally, TPB 

includes behaviors that are controllable voluntarily, as well as those that are either 

limited or absent from TRA. Farah & Newman (2010) and Yen & Chang (2015) have 

supported this assertion. A scientific study shows that the new TPB predicts the 

outcomes more perfectly than TRA. Numerous research, such as Giles et al. (2007) 

and Jin et al. (2012), have confirmed this. TPB considers attitudes, perceived 

behavioral control, and subjective standards as it provides a more thorough framework 

to describe customers' intentions. Numerous academics concur on this point, including 

Ajzen (1991), Umeh (2003), Rutherford & DeVaney (2009), and Zolait (2014).  

 

2.9. Theoretical Background and Hypothesis  

 

Several elements, such as politics, legislation, regulations, service quality, Sharia 

compliance, and customer behavior may influence the implementation of Islamic 

finance in Ghana. A recent research study is looking specifically into the aspects of 

consumer behavior that may impact the acceptance of IB by Ghanaian consumers. The 

study recognizes that in financial services and banking, customer behavior towards 

innovations and service products has been an essential area of focus in recent years. 

The study uses three theoretical frameworks—the theory of planned behavior (TPB), 

the technological acceptance model (TAM), and the theory of innovation diffusion—

to shed light on the factors that affect consumer acceptance of IB. (Davis et al., 1989), 

(Ajzen, 1991), (Rogers, 2003). 

 

 The Hypotheses Formulated in This Research Are: 

 

H1. Consumer attitude positively and significantly influences the intention to accept 

Islamic banking. 
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H2. Subjective norms significantly and positively influence an individual's intention 

to accept Islamic banking. 

H3. Perceived behavior control significantly and positively influences individual 

intention to accept Islamic banking. 
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CHAPTER III 

 

METHODOLOGY AND APPLICATION 

 

In order to facilitate the exercise and achieve the desired outcome, particular research 

approaches will be employed in this study. The study design application, the data 

collection process, and the methodology for the study's approach will all be covered. 

The methodology will also be employed for data analysis. The chapter will also 

examine the reliability and validity tests that were done before and following the task 

of collecting data. 

 

3.1. Research Design 

 

To gather information on the reactions of Ghanaian customers to the introduction of 

IB, we plan to conduct an online survey. Ghana was chosen for this study due to the 

keen interest of various stakeholders, such as the Bank of Ghana, scholars, and Islamic 

finance institutions, who are actively exploring the licensing and implementation of 

IB. Despite the obstacles, IB presents numerous opportunities in Ghana, which has one 

of the fastest-growing economies among Sub-Saharan Africa's non-Muslim nations. 

This makes Ghana an ideal location for researching IB, and its prevalence in non-

Muslim countries like Ghana would be of much interest to researchers and scholars of 

Islamic Banking. 

 

The idea of the research was to conduct a research study that would gather data through 

an online survey approach. The study's main objective is to reconnoiter clients’ 

perceptions of the launch of Islamic Banking in Ghana. Ghana was selected as the 

research environment due to its growing interest in IB and financing among various 

parties, including the Bank of Ghana, Islamic financial organizations, and scholars. 

Despite the alleged difficulties, IB seems to have much potential, and Ghana has been 

identified as a non-Muslim nation in Sub-Saharan Africa with the fastest expanding 

economies. IB practitioners and academics would be interested in researching whether 
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IB could extend to non-Muslim nations like Ghana. The study's methodology will be 

clarified to analyze the data, and reliability and validity checks will be conducted both 

before and after data collection. 

 

The research design is crucial in carrying out a study. Interestingly, the ultimate anchor 

of this study is the perception of Islamic financing in Ghana among bank customers. 

It be can understand why quantitative research is chosen for this study, as it effectively 

collects structured numerical data that can be analyzed statistically. Matthews (2010) 

also supports this approach. It will be fascinating to see what the study exposed about 

the perceptions of Islamic financing in Ghana. 

 

This study has a descriptive research goal. This is because descriptive information 

about the opinions of Ghanaian residents regarding Islamic financing services has been 

gathered through thorough questionnaires. 

 

An online methodology is a descriptive study that only evaluates disparities between 

or from a range of people, subjects, or events. Consequently, academics who employ 

this technique must take a more passive approach when deriving inferences about 

causation from data. 

 

Descriptive statistics is a statistical approach used to present the essential properties of 

data obtained in research. It was initially utilized to categorize or compress facts to 

make them usable precisely. On the other hand, descriptive statistics provide brief 

overviews of the findings and measures. When paired with essential visual evaluation, 

it is the cornerstone for practically all statistical studies. 

 

By using descriptive statistics, quantitative descriptions are provided in an intelligible 

manner. In a project, we may employ a range of measures or examine a large sample 

of individuals employing a single measure. As an example, we will look at how well-

informed Muslims and non-Muslims are regarding Islamic financing in Ghana. We 

will employ a five-level scale from the statement "Perception of Islamic Banks 

customers." Descriptive statistics were utilized in this study since they constitute the 

cornerstone of any quantitative analysis. 
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3.2. Sample Technique 

 

This study will use non-probability sampling methods as its sampling strategy. 

Banking customers make up a sizeable portion of the population of Ghana. Data from 

the total population will not be possible for the researcher to get. Furthermore, it will 

not be easy to separate between Muslims and non-Muslims. However, the survey also 

aimed to speak with consumers of Islamic banking to understand their perspectives 

and understanding regarding the launching of Islamic banking due to the barriers in 

identifying these users without assistance from other individuals or the banks 

themselves. As a result, the study will use a subjective sampling method, as choosing 

the components of the sample does not always have to be done to produce results that 

are scientifically roughly representative of the population. Finally, it is unknown what 

percentage of the population will be selected. When time and money are at a premium, 

and the target population is vast, non-probability sampling is the most straightforward 

and most practical method to employ. 

 

3.3. Population and Sampling  

 

Consumers who have transactions with various banks and financial organizations in 

Ghana will make up the study's population. Three hundred responses will make up a 

practical sample size for the investigation. This was because of the obstacles in 

calculating the sample size using quantitative approaches (formulas) because the 

number of bank clients in Ghana was unclear. To analyze consumer behavior toward 

the introduction of IB, as suggested by other studies (Amin et al., 2011; Loo, 2010; 

Jinjiri, 2014; Husin & Rahman, 2016) and previous studies (Hair et al., 2010; Straub 

et al., 2004), the researchers employed a sizable sample size. 

 

The collection of data approach used in the present research was to distribute 

questionnaires in the form of Google forms to all bank clients in Ghana, online via 

WhatsApp (WAG) group, Instagram, and Facebook during the collection of data 

period spanning from October to November 2023 for Ghanaian participants who are 

consumers of the various banks in Ghana to gather high-quality data reflecting 

customers' opinions and improving the representativeness of the sample. This is 

because each of these social media venues is composed of people with a high chance 
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of becoming consumers of Islamic finance. The data was then examined with the 

SmartPLS 4 program. The survey will consist of 312 questionnaires that will be 

administered, and the valuable survey’s respondents will be obtained. 

 

3.4. Instrument of Research 

  

Data-gathering tools are research instruments. For data collection in this project, 

questionnaire tools will be utilized.  

 

3.4.1. Questionnaire of the Survey 

 

Drawing from theories of innovation acceptability and human behavior, along with 

prior empirical research (Abedifar et al., 2015; Amin et al., 2011; Loo, 2010; Jinjiri, 

2014; Husin & Rahman, 2016), a self-administered and well-organized survey will be 

developed and improved to suit the setting of the study. There were four perspective 

criteria, including subjective norms, attitude, Behavior control, and Behavior intention 

to accept IB. Twenty clients will be used as a sample to pre-test the questionnaire. In 

order to create a more practical instrument, the appropriate modifications will be 

performed depending on the pre-test. Researchers will eventually distribute the 

questionnaire to the clients through online contacts for roughly two weeks. We will 

employ an informed consent form to obtain consent from the respondents, assuring 

them of confidentiality and anonymity of their answers. The measurement instruments 

used in the current research were created by consulting literature previously published. 

Each variable was assessed through a set of five measurements, with respondents 

providing ratings on a 5-point  Likert scale: 

 

1 (strongly disagree), 2  (disagree), 3  (neutral),  4 (agree),  and  5 ( strongly agree). 

 

The questionnaire in this study should accomplish the study's goals. When a researcher 

aims to reach many respondents, questionnaires are the most effective technique 

(Denscombe, 2010). Data from the banking customers populations of Ghana have been 

gathered using closed-ended questionnaires.  
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A closed-ended questionnaire only allows target respondents to select alternatives that 

are directly related to the question. These kinds of questionnaires collect data that is 

readily transformable into quantitative information. 

 

Closed-ended surveys use rating scales to gauge the intensity of an attitude or feeling, 

such as strongly disagree, disagree, neutral, agree, and strongly agree. All responses 

receive the same questions in the same order, which are standard. Because of this, the 

reliability of the questionnaires may be easily verified. Because of this, it is simple for 

other researchers to utilize the same questionnaire in determining whether the 

outcomes are reliable.  

 

3.4.2. Designing of the Questionnaire 

 

The questionnaires utilized in the study will be divided into two sections. The initial 

portion of the surveys is designed to gather demographic (personal) information 

regarding Muslim and non-Muslim communities. In the questionnaire, the responder 

is asked concerning their gender, marital status, age, religion, degree of education, and 

line of work. 

 

On the other hand, the subsequent section of the questionnaire attempts to assess the 

understanding level that Ghanaian banking customers perceive regarding the onset of 

Islamic banking. Additionally, it looked at why customers choose to utilize Islamic 

finance services and the barriers that prevent them from doing so. 

 

3.4.3. Pilot Testing  

 

Pre-testing or a pilot study will be conducted to ascertain how the questionnaire would 

be enhanced and whether respondents understand the questions as they were intended 

to be understood. Typically, fewer people are participating in the initial investigation 

or group than there are scheduled responders within the comparable group from which 

the sample will be drawn. In the present survey, the pilot engaged a set of 20 

responders to the test survey constructs for, among other things, ambiguity and 

vagueness to assess if questions were adequately designed and to identify sensitive 
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questions. This understanding was attained because of the respondents' concise 

responses. 

 

3.5. Measurement and Instrumentation  

 

An official self-report questionnaire was utilized to gather the data for this 

investigation: well-established instruments and self-organized online questionnaire. 

The aim of the online questionnaire to establish why people will prefer Islamic banking 

when it is introduced in Ghana and their intention. The questionnaire was short in 

length, concise, and straightforward. It consists of simply 32 questions that cover 

nearly every element of the topic. The demographic questions in the first portion of 

the questionnaire ask concerning personal details such as age, gender, religion, 

income, job position, marital status, and education. The main questions about the 

commencement of Islamic financing in Ghana are found in the second section of the 

questionnaire. There are 32 questions total, eight for each of the four sectors. 
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CHAPTER IV 

 

RESULTS AND DISCUSSION 

 

4.1. Analysis of Data Tool for Structural Model 

 

The suggested model's structural linkages were tested in the research using partial least 

squares structural equation modeling (PLS-SEM) with SmartPLS 4.2 software (Ringle 

et al., 2020). PLS-SEM is a valuable tool for the presentation or validation of models 

while illuminating numerous statistical correlations simultaneously. According to 

Dash and Paul (2021), the first phase in the analysis procedure was to create the 

measurement model measurement to examine the veracity and dependability of the 

measurements. Due to its distribution-insensitive supposition, anticipatory 

concentration, and descriptive building of models' method, PLS-SEM was established 

in the research to be ideal for appreciating the components that impact IB adoption 

(Chin, 2010). The total number of participants for PLS-SEM was determined using the 

act of ten, as described by Hair et al. (2021). According to this criterion, the smallest 

possible sample for every latent construct should be tenfold the most significant 

number of structural routes. (Hair et al., p. 144). A helpful sample of survey 

respondents will be retrieve for find out the intentionof customers towards IB, and the 

survey comprise 312 questionnaires that were distributed for the research purpose. As 

a result, our 312-respondent sample size is sufficient. 

 

4.2. Respondents Demographics Profile  

 

The questionnaires of the survey design included a thorough description of each 

respondent's demographic profile, based on the theory that these characteristics might 

impact how banking customers view the commencement of Islamic banking in Ghana. 

The questionnaire gives the respondents a self-introduction by outlining the 

investigation's importance, justification, and goal before diving right into the 
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questions. Additionally, the respondents have assurances that all information they 

submit will be stored privately and utilized exclusively for the project. 

 

According to Cooper and Schindler (2014), the data gathered from the research tool 

were screened to avoid missing data, outliers, and normalcy. Pairwise exclusion has 

been employed in the research to deal with missing data. According to Toka and Çetin 

(2016), this approach "allows researchers to examine data, get each of the observed 

components of parameters independently, and connect the results. Furthermore, the 

boxplot test was used to evaluate univariate outliers. After missing information and 

outliers were examined, Kurtosis and Skewness were used to perform the normality 

test. 

 

After data screening, the SPSS and Amos software programs were used to do 

inferential and descriptive analyses of 312 survey responses. Five demographic 

attributes were examined in this study. These comprise the respondent's age, gender, 

occupation, degree of education, and religion. The overall outcomes of the 

demographic profile of the respondents are displayed in Table 4.1. The findings 

indicate that, among the 312 respondents, the proportion of men and women was 

50.3% and 49.7%, respectively. This ratio is regarded as impartial and fair. 

 

Regarding religion, the ratio remained the same. Specifically, 50% of respondents 

identified as Muslims, and the remaining 50% did not. They were carried out to 

provide religious balance and prevent bias in the findings about the respondents' ages. 

The majority of them were between the ages of 31 and 40. The other age ranges are 

displayed in Table 4.1. 

 

During the survey, respondents' marital status was taken into consideration. According 

to the study, over half of the participants are married, followed by 21.5% of single 

people, 10.3% of widowed people, and 13.5% of divorced people. Regarding 

education, the findings show that 3.5% of respondents have completed a higher 

education program, followed by 36.9% with a diploma, 36.2% with a degree, 15.7% 

with a master's degree, and 7.7% with a doctorate. In terms of the respondents' 

employment status (i.e., occupation), over 59.6% worked for the public sector (32.7%) 

or the private sector (26.9%). The remaining 40.4% work as independent contractors, 
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farmers, homemakers, students, or unemployed. The remaining forty.4% work as 

independent contractors, farmers, homemakers, students, or unemployed. Table 4.1 

below shows that most respondents, or 79.5 percent, earn less than $1,000 per month, 

while the remaining respondents, or 20.5%, make more than that amount. 

 

4.3. Using Confirmatory Factor Analysis to Validate the Overall Measurement 

Model 

 

Each construct's variables were combined into a single model to evaluate overall fit, 

discriminant validity, convergent validity, and reliability. The study's measurement 

framework was examined using statistical measures of fit such as chi-square (X2 ), root 

mean square error of approximation (RMSEA), and comparative fit index (CFI), as 

endorsed by several academics (Byrne, 2010; Hair et al., 2010; Kline, 2011). Figure 

4.1 depicts an entire measuring paradigm for each of the construct. 

 

Table 4.1. Respondents’ Demographic Profile 

 

Demographic Information  Respondents No. Per cent Cumulative % 

Gender Male  155 49.7 49.7 

 Female  157 50.3 100 

Age  < 20 years  11 3.5 3.5 

 20 – 30 years 98 31.5 34.9 

 31 – 40 years 115 36.9 71.8 

 41 – 50 years  76 24.4 96.2 

 51 years > 12 3.8 100 

Religion Muslim 156 50 50 

 Non - Muslim 156 50 100 

Marital Status Single  67 21.5 21.5 

 Married  171 54.8 76.3 

 Widowed  32 10.3 86.5 

 Divorced  42 13.5 100 

Education Level High School 11 3.5 3.5 

 Diploma  115 36.9 40.4 

 Degree  113 36.2 76.6 

 Master  49 15.7 92.3 

 Ph.D. 24 7.7 100 
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Table 4.1. (cont.) 

 

Occupation Government 

Employee  

102 32.7 32.7 

 Private 

Employee 

84 26.9 59.6 

 Self-Employed 79 26.9 84.9 

 Farmer  7 2.2 87.2 

 Housewife  8 2.6 89.7 

 Student  30 9.6 99.4 

 Unemployed  2 0.6 100 

Monthly Income < $ 1,000 248 79.5 79.5 

 $ 1,001 – 2,000 49 15.7 95.2 

 $ 2,001 – 3,000 12 3.8 99 

 $ 3,001 > 3 1 100 

 

The sample’s demographic breakdown (n = 312) Source: SPSS 
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Figure 4.1. CFA for Overall Model Measurement 

 

4.4. The Model Measurement Fitness Assessment 

 

Initial measurement model results (x2 /df = 2.285, CFI = 0.337, RMSEA = 0.064) in 

Figure 4.1 depicted that the model did not fit the data enough. Cross-loading and 

indices for modification were used to update the measurement model. It was 

determined that the covariance of the measurement error between INT2 and INT6 and 

INT5 and INT8 was required to satisfy the goodness-of-fit requirements of the model. 

Additional items removed were ATT1, ATT3, ATT5, ATT7, SN1, SN3, SN5, SN7 
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PC1, PC3, PC7, INT1, and INT3, as their factor loading was below 0.7 and their R2 

was less than 0.4. As a result, Figure 4.2. X2 /df = 3.512 (X2 = 453.094, df = 129), 

CFI = .935, GFI = .866, and RMSEA = .090 indicates that the updated model produced 

an adequate fit.  

 

 

 

Figure 4.2. CFA for the Revised Measurement Model 
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4.5. Discriminate and Convergent Validity of the Constructs 

 

Convergent validity was examined using standardized regression weight, average 

variance extracted (AVE), and composite reliability (CR). Items would have factor 

loadings exceeding 0.50, CR values exceeding AVE, and AVE values exceeding 0.5, 

as Hair et al. (2010) stated. Hence, every item had a factor loading value exceeding 

0.5, as the model measurement demonstrated. In addition, every construct has reached 

the AVE threshold value. Therefore, all are accepted. 

 

Additionally, CR values exceeded AVE, proving that convergent validity was attained. 

Additionally, the construct's AVE exceeded both the multiple shared variance (MSV) 

and the average shared variance (ASV), following Hair et al. (2010) recommendation 

that "AVE > MSV; AVE > ASV." Discriminant validity was thus attained. Table 4 

depicts the findings of the revised model's measurement convergent and discriminant 

validity. 

 

4.6. Specification and Assessment of the Structural Model 

 

Hair et al. (2010) state that testing the entire structural model and the suggested 

research hypotheses comes next after the evaluation of the model has produced a 

satisfactory result and demonstrated goodness-of-fit. Using AMOS software, 

structural equation modeling (SEM) was used to accomplish this. SEM was utilized in 

this study to evaluate the hypotheses of the research under investigation. Hair et al. 

(2010) claim that SEM is the most influencial numerical tool to employ when 

examining the homogenizing effects of several external and internal variables is 

structural equation modeling (SEM). It uses the relationships between latent and 

measured variables to express a theory. After that, SEM will carefully assess the 

magnitude to which the theory fits the data that accurately depicts fact (Hair et al., 

2010). 
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Table 4.2. Numerical 

 

Construct  Variables  Standardized 

loading 

Cronbach 

Alpha 

CR AVE MSV 

Attitudes ATT2 .921 0.923 0.953 0.837 0.411 

 ATT4 .926     

 ATT6 .923     

 ATT8 .887     

Subjective Norms  SN2 .875 0.920 0.944 0.807 0.046 

 SN4 .918     

 SN6 .911     

 SN8 .888     

Perceived Behavior 

Control  

PC2 .893 0.918 0.942 0.803 0.251 

 PC4 .901     

 PC6 .909     

 PC8 .881     

Intention to use IB INT2 .800 0.909 0.929 0.687 0.420 

 INT4 .856     

 INT5 .811     

 INT6 .868     

 INT7 .785     

 INT8 .848     

 

Suggested composite reliability (CR)  > 0.70* 

Average variance extracted (AVE)      > 0.50                  

CR > AVE*   AVE > MSV 

 

Similarly, Byrne (2016) claimed that SEM is a confirmatory technique employed to 

test a model with multiple variables and a statistical analysis method that may regulate 

numerous dependent and independent variables. Additionally, Kline (2011) noted that 

to minimize sampling error, the sample size in SEM tools ought to be high enough (N 

> 200). As a result, the ultimate data analysis used 312 survey responses.  

 

In addition, the causal framework of the research model evaluated to investigate and 

examine the impact of SN, AT, and PC on IP, as well as the relationship of causality 
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between the variables. The suggested theoretical model of TPB specified and evaluated 

the structural model. In Figure 4.2, the structure of the model shown. 

 

The default structural model's first result, as seen in Figure 4.1, indicates that the fit 

indices were scientifically insufficient (CFI = .337, RMSEA = .064). After examining 

modification indices, it determined that the covariance of measurement error between 

certain items was required to satisfy the goodness-of-fit requirements of the model. 

The updated structured model's outcome showed respectable high goodness-of-fit 

indices. 

 

At p = 0.001, the chi-square (X2 = 329.460, df = 113) was statistically significant. 

However, given the sample size and complexity of the model, the chi-square test could 

be deceptive (Byrne, 2010). Therefore, the normed chi-square was used rather than 

using chi-square as advised by (Hair et al., 2010; Byrne, 2010). The outcome showed 

that the currently proposed model's normed chi-square (CMIN/DF=2.916) was less 

than the cut-off value 5.0. Additionally, the comparative fit index (CFI = 0.954) 

indicated a good fit of the model, within the acceptable range of exceeding or equal to 

0.90. The approximation's root-mean-square error (RMSEA = 0.078) is less than the 

threshold of 0.08. Each of these demonstrated a good model fit. 
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Figure 4.3. The Researchers Updated the Structural Framework 
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Additionally, all the path coefficients were acceptable and highly supportive, showing 

that the investigation revealed essential correlations. Table 4.3 displays the projected 

value of the total structural parameters. 

 

4.7. Hypotheses Testing 

 

As previously stated, the present research produced three hypotheses centered around 

TPB's primary constructs. All hypotheses were determined to be highly significant at 

(p 0.05), as shown in Figure 4.3. The analysis that follows presents all the outcomes 

of the hypothesis evaluation. 

 

4.7.1. Research H1 

 

H1. Consumer attitude positively impacts the intention to accept Islamic banking. 

 

The findings about this hypothesis amply validate it. As illustrated in Figure 4.3 and 

Table 4.3, the standardized coefficient is 0.044, and the t-values (critical ratio of 

regression weight (C.R.)) is 9.165 and p < 0.05. The standardized coefficient's value 

indicates that if customers' attitudes increase by one standard deviation, their intention 

to use I.B. in the model increases by 0.847 standard deviations. 

 

Overall, the findings of this investigation are in line with earlier research (Gopi & 

Ramayah, 2007; Alam et al., 2012; Knabe, 2012; Schulze & Wittmann, 2003) that 

came to similar findings about the beneficial influence that people's attitudes have on 

their intention to behave. The study from Amin and Chong (2011) that used the TRA 

to predict respondents' intention to use Islamic pawnshops also found that subjective 

norms and attitudes correlate favorably with intention. 

 

4.7.2. Research H2 

 

H2. Subjective norms significantly influence an individual's intention to accept Islamic 

banking. 
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The model's results support this theory because of the positive relationship between 

the variables. As a result, there is a considerable relationship between consumers' S.N. 

and their inclination to accept I.B. when introduced. 

 

Table 4.3. Hypothesized Model Estimated Values 

 

Structural path Hypothesised 

relationship 

Std. reg. 

weight (b) 

C.R S. E p 

INT - ATT H1 .847 9.165 .044 *** 

INT - SN H2 .860 9.376 .040 *** 

INT - PC H3 .828 8.807 .041 *** 

Statistics    Suggested Obtained 

X2 significant    ≥0.05 0.000 

Normed x2 (CMIN/df) 

Comparative fit index (CFI) 

   ≤5.00 2.91 

Root mean error square of 

approximation (RMSEA) 

   ≥ .90 

≤ .08 

.954 

.078 

 

Note: p indicates the degree of significance for regression weight. 

***significance of.001 

 

As shown in Figure 4.3 and Table 4.3, the standardized coefficient is .040, and the t-

values (critical ratio of regression weight (C.R.)) is 0.860 and p < .000. The 

standardized coefficient reveals that if a consumer's perception increases by one 

standard deviation, their desire to use I.B. increases by .040 standard deviations. 

 

This study's findings support previous research that found a favorable association 

between people's behavioral intentions and subjective norms (Gopi & Ramayah, 2007; 

Alam et al., 2012; Knabe, 2012; Schulze & Wittmann, 2003). 

 

4.7.3. Research H3 

 

H3. Perceived behavior control significantly and positively influences individual 

intention to accept Islamic banking. 

 

The findings unequivocally and strongly concur with this hypothesis. Arguably, a 

customer's P.C. and capacity and the intent to use I.B. are strongly correlated. The 
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standardized coefficient is 0.828, and the t-values (critical ratio of regression weight, 

or C.R.) are 8.807 and p < .000, as shown in Table 4.3. According to the standardized 

coefficient's value, customers' intention to use I.B. can increase by up to 0.828 standard 

deviations for every standard deviation their P.C. increases. Thus, the hypothesis is 

strongly supported by the results of the analysis. 

 

4.7.4. The Structural Equation Modelling 

 

The PLS-SEM procedure was employed to assist with the data analysis. Because it can 

handle non-normal data and since the researchers were required to clarify the variance 

amongst the primary variables, Smart-PLS version 4.2 software was utilized for that 

purpose. There are two stages to PLSSEM. The outer model, thus the measurement 

model, is evaluated in the first phase, which also verifies the reliability and validity of 

the data. After examining the measurement model, the structural model examines the 

hypothesis. Figure 4.4 displays the constructed path model. 

 

 

 

Figure 4.4. Path Model in Smart-PLS 

 

4.7.5. Model Measurement  

 

The process of structural equation modeling begins with the evaluation of the 

measurement results framework. It makes clear how the variable and its items relate 

to one another. It can be verified by evaluating factor loadings, also called composite 

reliability, internal reliability, which computes internal consistency, discriminant 
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validity determined by the Fornell and Lacker criterion, construct validity (AVE), and 

HTMT ratio. The smartPLS algorithm was run to obtain the measurement results.  

 

Table 4.4. Reliability and Validity for Constructs 

 

Construct  variables  Standardized 

loading 

Cronbach 

Alpha 

AVE CR 

Attitude ATT2 .921 0.923 0.837 0.953 

 ATT4 .926    

 ATT6 .923    

 ATT8 .887    

Subjective Norms  SN2 .875 0.920 0.807 0.944 

 SN4 .918    

 SN6 .911    

 SN8 .888    

Perceived Behavior Control  PC2 .893 0.918 0.803 0.942 

 PC4 .901    

 PC6 .909    

 PC8 .881    

Intention to use IB INT2 .800 0.909 0.687 0.929 

 INT4 .856    

 INT5 .811    

 INT6 .868    

 INT7 .785    

 INT8 .848    

 

The evaluation overview of the assessment model is displayed in Table 4.4. Every 

construct has factor loadings higher than the predetermined benchmark of 0.7; CR and 

AVE loadings are higher than 0.5. Thus, IC, IR, and CR were established for the 

model's constructs. 

 

The discriminant validity was also assessed using the Fornell and Larcker (1981) 

criteria (Hair et al., 2014). Fornell and Larcker (1981) relate the AVE of each construct 

to the relationships for the rest of the constructions. Each construct's square root of 

AVE for the current study was more significant than its relationship with other 

constructs. In addition, as Table 4.6 illustrates, HTMT establishes discriminant 

validity using a cut limit value of less than 0.90. This study's measurement model 

guaranteed a sufficient degree of discriminant validity. Thus, the structural model 
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analysis may proceed since the measurement model revealed appropriate reliability 

and validity. 

 

Table 4.5. Discriminant Validity 

 

 Attitude  Intention Perceived Behavior 

Control  

Subjective norms 

Attitude  .915    

Intention .615 .829   

Perceived Behavior Control .678 .567 .896  

Subjective norms .726 .547 .807 .898 

 

The diagonal numbers reflect the square root of the AVE, while the off-diagonals indicate correlations. 

 

Table 4.6. HTMT 

 

 Attitudes  Intention Perceived Behavior 

Control 

Subjective norms 

Attitude      

Intention  .665    

Perceived Behavior Control   .732 .616   

Subjective norms .784 .594 .876  

 

4.7.6. Structural Model 

 

The structural model was examined after the outer model was inspected. It involves 

the interplay between the reflecting constructions and the theories' predictive 

significance. For that purpose, the R2 and Q2 parameters were calculated. Table 4.7 

reveals that the R2 for Intention was 42%, indicating that the model had sufficient 

explanatory power. In addition, the predictive significance was assessed by utilizing 

the blindfolding approach. According to Hair et al. (2014), blindfolding would be 

employed for endogenous variables with reflecting measurements. Values exceeding 

zero indicate appropriate predictive relevance, and the Q2 value for Intention is .408, 

as shown in Table 4.7.  
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Table 4.7. Predictive Relevance and Goodness of Fit 

 

 R2 Q2 

Intention .420 .408 

 

Another measure for assessing the structural model is effect size (f2 ). F2 examines the 

unique result of each outside variable about the internal variable. Cohen (1988) defined 

f2 values of .01, 0.036, and .130 as small, medium, and significant, respectively. As a 

result, the impact size (f2 ) of attitude towards Islamic banking acceptance is 

significant. In contrast, the effect size (f2 ) of perceived behavioral control and 

subjective norms is minor, as indicated in Table 4.8. As a result, the study model had 

appropriate predictive relevance. 

 

In order to test the hypotheses, the PLS-SEM algorithm was used to obtain 

approximate values for path coefficients. Bootstrapping was performed for 5,000 

samples. H1 depicted the relationship between attitude and Intention to use Islamic 

banking, which was backed by B = .411, p < 0.01 and t statistics 7.393. H2 represented 

the relationship between subjective norms and Intention to use Islamic banking, which 

was backed by B = .251, p < .01 and t statistics 3.515. H3 revealed the relation between 

perceived behavioral control and Intention to use Islamic banking, which is also 

supported by B = .046, p < .01, and t statistics .576. The current research's analysis of 

data confirmed all three hypotheses. This means a significant relationship exists 

between the dependent variables and the Intention to use IB when introduced in Ghana. 

 

Table 4.8. Hypothesis Testing 

 

Hypothesis Relationship Beta Std Error t-value Decision F2 

H1 Att-> Intention .411 .056 7.393 Accepted 0.130 

H2 SN-> Intention .251 .071 3.515 Accepted 0.036 

H3 PBC-> Intention .046 .080 0.576 Accepted 0.001 

 

p*<0.05, p**<0.01 
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4.7.7. Model Fit 

 

The Smart PLS algorithm uses Standardised Mean Square Values (SRMR) to fit the 

model, and the model fit cut-off should be smaller than .080. For this study, SRMR 

was .051, which was acceptable because it was less than the maximum of .080 

 

Table 4.9. Model Fit Value 

 

Criterion Value 

SRMR .051 

 

4.7.8. Importance of Performance Map Analysis 

 

The importance-performance map study found that attitude was the most crucial factor 

in ascertaining the desire to use Islamic banking services in addition to having the 

highest performance value. Next were perceived behavioral control and subjective 

norms. Nevertheless, subjective norms of the variable are not met by perceived 

behavioral control performance. Table 4.10 displays the results.  

 

Table 4.10. IMPA Results 

 

Latent Variables Intention to use 

 Total Effect (Importance) Index Value (performance) 

Attitude .411 65.272 

Subjective norms .251 50.950 

Perceived behavioral control .046 54.605 
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Figure 4.5. Importance of Performance Map Analysis 

 

4.8. Measures  

 

In order to assess Ghanaian banking customers' behavioral intention to use I.B., 32 

items were added to the questionnaire, which was distributed based on the primary 

TPB constructs. In the discussion that follows, those constructs are emphasized. 

 

4.8.1. Intention 

Eight variables were employed to evaluate the intention of Ghanaian banking 

customers to accept Islamic Banking services. 
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4.8.2. Attitude 

 

Eight variables have assessed the attitude of Ghanaian banking customers to accepting 

Islamic banking. 

 

4.8.3. Subjective Norms 

 

The subjective norms were assessed using eight variables. 

 

4.8.4. Perceived Control 

 

Perceived control was assessed by employing eight variables. 
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CHAPTER V 

 

CONCLUSION 

 

5.1. Study Implications 

 

The theoretical foundation of this study is built on TPB and all its presumptions. TPB 

was employed to construct questions for the survey concerning banking clients' 

purposeful conduct toward participation in Islamic banking. Consequently, the study 

investigated TPB's three key hypotheses: a positive relationship between banking 

customers' intended actions and subjective norms, attitudes, and perceived control. All 

hypotheses, subjective norms, attitudes, and perceived control were found to have a 

substantial control on banking customers' deliberate conduct.  

 

Table 5.1. Hypothesis Testing: The Effect of Subjective Norms, Attitudes, and 

Perceived Control of Ghanaian Banking Customers on Their Behavioral 

Intention 

 

Hypothesised path Standardized 

coefficient 

S.E C.R (t-

value) 

p-value Remark 

H1 Attitude towards behavior 

(AT)→ intention to use IB 

.847 .044 9.165 *** ATT and INT are 

positively and 

significantly correlated 

H2 Subjective norms (SN) → 

intention to use IB 

.860 .040 9.376 *** SN and INT are 

positively and 

significantly correlated 

H3 Perceived control (PC) → 

Intention to use IB 

.828 .041 8.807 *** PC and INT are 

positively and 

significantly correlated 

 

Notes: Standard error of regression weight = S.E. C.R. stands for the critical ratio of regression 

weight. p = significance level for regression weight. *p-value < .05 
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The other TPB concept, as previously stated by Ajzen (1988, 2008) and Ajzen and 

Fishbein (1980), asserts that an individual's beliefs affect their attitudes. These beliefs 

are founded on the expected features or outcomes of engaging in or refraining from a 

particular activity, and they are augmented by the individual's evaluations of those 

qualities or outcomes. The results of this study yielded credence to the notion that 

purposeful behavior and attitude are positively correlated. 

 

This study aims to determine whether prospective Islamic bank customers have a 

positive desire to implement the Islamic financing system based on their perceptions 

of behavioral control, attitudes, and subjective criteria. The three indicators have been 

effectively experimentally evaluated for their impact on the behavior decision to 

establish an Islamic financing system, adhering to the conceptual principles of the 

TPB. 

 

The results of the study showed that people's intentions to utilize Islamic financing 

services were significantly influenced by each of the concepts that were selected. In 

order to realize the goals of the study, three hypotheses were developed. Thus, it was 

postulated that the implementation of Islamic financing was influenced by mindset. 

This confirmed hypothesis is supported by the study's findings. The study's outcomes 

indicate that a customer will be more likely to offer Islamic banking services if he has 

a positive attitude about accepting Islamic banking. The results align with those of 

earlier research (Ali & Jama, 2016; Amin et al., 2016). It was found that one's thinking 

is the most significant indicator. This implies that a consumer's attitude can 

successfully promote the formation of good intentions (Gopi & Ramayah, 2007). This 

favorable attitude also implies that Islamic bank clients are more likely to use the 

product. The study also sought to ascertain if subjective standards had a favorable 

ramification on the intention to develop Islamic financing. The findings revealed a 

favorable link between subjective norms and a willingness to utilize Islamic financing 

activities, which was consistent with earlier studies (Ali & Jama, 2016; Amin et al., 

2016; Razak & Abduh, 2012). 

 

This suggests that to foster an atmosphere conducive to the acceptance of Islamic 

financing services, the perspective of people close to the potential consumer is equally 

critical. Anyone who needs more awareness and expertise must rely on the group's 
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source for advice and aid. Subjective norms may grow if the consumer's closest 

companions encourage employing the Islamic financing system.  

 

5.2. Conclusion 

 

The study has demonstrated that three critical components, attitude, subjective 

standards, and perceived behavioral control, can be used to determine if Islamic 

financing is accepted in any community. 

 

This study evaluated consumer attitude, subjective standards, perceived behavioral 

control, and intention as critical characteristics of the I.B. introduction to Ghana. A 

conceptual model built on I.B. research was created and assessed using information 

from an online poll of 312 Ghanaian customers. The study found that consumers' 

subjective norms, attitudes, and perceived behavior control about I.B. have an impact 

on their intentions to embrace Islamic Banking in Ghana. 

 

According to the proposed model, Muslim groups are more likely groups to intend to 

accept Islamic financing than non-Muslims. Although this study offers essential 

theoretical views to the literature on Islamic finance in non-Islamic Sub-Saharan 

African countries, it also has several shortcomings that point to topics for additional 

research. First, because the study only included Ghanaian consumers, the findings are 

limited in their relevance to other Sub-Saharan African situations. More research is 

required to adopt the recommended paradigm in other Sub-Saharan Africa to 

strengthen the study's external validity. Furthermore, because Islamic Banking still 

needs to acquire a complete operating license in Ghana, clients may be unable to 

ascertain the level of service they got from Islamic Banking institutions, which is why 

service quality characteristics were excluded from this study. 

 

In order to increase the predicted worth of the theoretical framework of variables that 

influence Islamic Banking acceptance proposed in the study, future research should 

expand the suggested framework by adding quality of service factors. 
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5.2.1. Theoretical Implications 

 

The study's conclusions have significant theoretical ramifications because they 

demonstrate how subjective norms, attitudes, and perceived behavioral control affect 

people's intentions in Islamic finance as well as positive intentions for those who plan 

to use Islamic financing services when they are introduced to the nation. 

 

In broad terms, this research represents the first empirical examination of the little-

researched factors influencing customers' inclinations to use Islamic Banking in a Sub-

Saharan African setting. Therefore, this study helps to close a gap in empirical research 

on the acceptability of Islamic banking in Ghana and other developing nations in Sub-

Saharan Africa. It has helped consider the variables that can affect consumers' 

commencement of Islamic Banking, especially in non-Islamic Sub-Saharan African 

nations where Islamic Banking is being embraced. The idea that consumer attitudes 

have a significant impact on whether banking customers would embrace Islamic 

Banking and the significance of creating an efficient governance structure for Islamic 

Banking in Ghana to exist have both gained empirical support from this study. 

 

The acceptance of Islamic Banking services in non-Islamized nations is influenced by 

consumer attitudes regarding Islamic Banking, which reflect a variety of client views 

and convictions about Islam and Islamic Banking. The study offers fresh acumen into 

the impact of attitude on the acceptance of a client's behavior. With this study, the 

crucial taking into consideration the impact of consumer attitude in I.B. has been 

theoretically established. For Ghanaian consumers, the majority of whom are 

Christians, to embrace I.B., they must accept a favorable attitude regarding it.  

 

5.2.2. Practical Implications 

 

The study offers intriguing implications for the Ghana banking system. In Ghana, the 

introduction of Islamic banks may be improved by enhancing the perceived behavioral 

control mechanisms. They can determine existing customer intention and future 

engagement among customers by gauging subjective norms, attitudes, and behavioral 

control. To attract more customers, conventional banks could expand their clientele by 

offering Islamic banking services. By leveraging the subjective norms, attitudes, and 
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perceived behavioral control of potential customers, the banks could create strategies 

that effectively capture their interest and guarantee that they will use Islamic banking 

products. 

 

Awareness campaigns can be used to foster a positive mindset. Such initiatives can be 

conducted through print and electronic media, in addition to setting up awareness 

campaigns involving peers in local communities. Such campaigns ought to center on 

raising public awareness of Islamic banking practices' adherence to Shariah. To 

generate good expression and attract new clients in addition to the existing ones, the 

quality of services provided by the banking system should be of a high standard to give 

the current clients what they need. This is because happy customers are likely to 

recommend Islamic financing services to others, which in turn attracts new customers.  

 

5.2.3. Suggestions for Further Research  

 

In order to obtain a broader spectrum of participants in various areas, future research 

should expand this study by increasing its sample size and involving more sub-Saharan 

African countries. To enhance the results of the findings throughout the region, 

additional territories in the sub-Saharan African countries could provide data for 

research in the future. The TPB was employed in the survey, and the primary 

constructs were subjective norms, attitudes, and behavioral controls. Future research 

can be conducted to break down these structures of beliefs, and the roots of those 

constructs would be included in the framework. This will raise managerial awareness 

and work to advance Islamic banking, which could have a long-term positive impact 

on benefits and prevent any unfavorable perceptions of the practice.  
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APPENDIXES 

 

APPENDIX A 

 

Dear Respondents,  

 

I am Jibril Yahuza a final year student in Master of Management at Ibn Haldun 

University (IHU) Istanbul Turkey. I am conducting research based on the topic of 

“Perception of Customers towards the Introduction of Islamic Banking to 

Ghana”. 

 

This questionnaire is part of the research that I have to fulfil as a partial requirement 

to complete my study in Master of Management. Hereby, I cordially invite you to 

answer this questionnaire. Your answer is very important to the survey of this research. 

All the information given will be treated with the utmost confidentially it deserves and 

will strictly be utilized for academic purposes only.  

 

Sincerely, 

Jibril Yahuza 

Master of Management 

Email:  

 

 

Section A: Demographic Questions. Please tick (     ) on a chosen answer. 

 

1. Please indicate your gender. 

Male   

Female  

 

2. Religion. 

Muslim  

Non-Muslim  
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3. Which of the following age groups are you in? 

<20 years   

20-30 years  

31-40 years  

41-50 years  

51 >   

 

4. Marital status. 

Single   

Married   

Widowed  

Divorced   

  

5. Education. 

High School  

Diploma   

Degree  

Master  

PhD.  

 

6. Occupation. 

Government 

Employee 

 

Private Employee   

Self- Employed   

Farmer   

Housewife   

Student   

unemployed  

 

7. Monthly Income  

Less than $1,000  

1001-2000  
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2001-3000  

3001-4000  

4001-5000  

5001 and above  

 

Respondents are required to answer all the questions provided. 

 

Section B: Research Questionnaire for Introduction of Islamic Banking to Ghana 

Please rate each of the following statements by tick on the column with the satisfaction 

level you agree 

1 2 3 4 5 

Strongly Disagree Disagree Neutral Agree 
Strongly 

Agree 

 

 

A Attitude  1 2 3 4 5 

1 How would you rate your overall attitude 

towards the introduction of Islamic 

banking in Ghana? 

     

2 Will the activities of Islamic financing be 

appealing in Ghana? 

     

3 Do you believe the introduction of 

Islamic banking aligns with the values 

and principles of Ghana? 

     

4 Will you recommend Islamic banking to 

your friends and family members? 

     

5 Will the introduction of Islamic financing 

have any impact on the financial 

landscape of Ghana? 

     

6 Will Islamic banking be more credible 

and reliable as compared to conventional 

banking systems? 
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7 Will the potential social or economic 

impact of Islamic banking influence your 

overall attitude towards its introduction? 

     

8 Will the introduction of Islamic financing 

change your attitude towards investing in 

the banking system? 

     

 

B Subjective Norms 1 2 3 4 5 

1 Do you think your close friends have 

influenced your decision to support the 

introduction of Islamic banking in 

Ghana? 

     

2 Will your family's opinions affect your 

decision to accept Islamic banking? 

     

3 Will you conform to the expectations of 

your colleagues regarding the acceptance 

of Islamic banking? 

     

4 Will the opinions of influential figures in 

Ghana, such as government officials, 

impact your decision regarding Islamic 

banking? 

     

5 Do you feel comfortable expressing your 

support for Islamic banking in your 

social circles? 

     

6 Do you follow societal expectations 

when making decisions about financial 

matters like banking? 

     

7 In your opinion, do you think the 

Ghanaians would accept the idea of the 

implementation of Islamic banking in the 

country? 
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8 Would the approval of your social 

network influence your decision to 

accept Islamic banking? 

     

 

C Behavioral Control 1 2 3 4 5 

1 Are you confident in your ability to 

understand the practices of Islamic 

financing if it is introduced to Ghana? 

     

2 There are not any specific barriers you 

foresee that might hinder your ability to 

accept Islamic banking? 

     

3 Do you have the capacity to incorporate 

Islamic banking into your financial 

practices? 

     

4 In your opinion, is it easy for Ghanaians 

to adapt to Islamic banking in Ghana? 

     

5 Do you think external factors such as 

accessibility and information availability 

will have an impact on your ability to 

accept Islamic banking? 

 

     

6 Are you confident that you could 

integrate Islamic banking seamlessly into 

your existing financial routines? 

     

7 Would your past experiences with non-

conventional financial systems influence 

your perceived behavioral control over 

accepting Islamic banking? 

     

8 Are you eager to seek additional 

information or education about Islamic 

banking to enhance your understanding 

and comfort level? 
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D Intention 1 2 3 4 5 

1 Are you likely to accept Islamic banking 

if it is introduced in Ghana? 

     

2 Will the current performance of the 

Ghanaian banking industry influence 

your intention to accept or not accept 

Islamic banking? 

     

3 Will your intention to accept Islamic 

banking align with your broader financial 

goals and aspirations? 

     

4 Are you likely to actively seek out 

information about Islamic banking to 

make an informed decision? 

     

5 Do you believe your intentions align with 

the perceived expectations of your social 

network regarding Islamic banking? 

     

6 Has your financial well-being influenced 

your intention to accept Islamic banking? 

     

7 Has the role of perceived societal 

acceptance of Islamic banking played in 

shaping your intention to accept it? 

     

8 Will the current economic situation in the 

country influence your intention to 

accept Islamic banking in Ghana? 

     

***Thank You**** 
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