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Aidha Trisanty (Indonesia), Catur Sugiarto (Indonesia)

EXPLORING THE INFLUENCE

OF SKEPTICISM, ATTITUDE, AND
RELIGIOSITY ON CONSUMER
INTENTIONS TO ADOPT SHARIA
BANKING IN INDONESIA

Abstract

Indonesia, with its position as the world’s largest Muslim-majority country, still shows
a striking paradox: conventional banks remain dominant, while the market share of
Sharia banks is stuck at 7.83% by the end of 2023. To address this issue, this study
examines the role of compliance, Islamic financial literacy (IFL), skepticism, attitude,
and religiosity in shaping Muslim consumers’ intention to adopt Sharia banking. The
target population was Muslim individuals aged 17 years and above who had not yet
opened an account in a Sharia bank, as they represent potential adopters. Data were
gathered through an online survey conducted from July to August 2023, involving
210 respondents, with the majority being female (60%), aged 17-25 years (41%), and
already employed (70%). Using Partial Least Squares Structural Equation Modeling
(SmartPLS 3.0), the findings reveal that perceived Sharia compliance directly increases
intention (P = 0.114; p < 0.01) and reduces skepticism (B = -0.556; p < 0.001). IFL does
not directly influence intention (f = 0.053; p = 0.134), but it lowers skepticism (B =

-0.225; p < 0.01). Skepticism erodes positive attitudes (p = -0.412; p < 0.001), while at-

titude emerges as the strongest predictor of intention (f = 0.795; p < 0.001). Religiosity
further strengthens the link between IFL and intention (f = 0.089; p < 0.01). These
findings highlight that authentic Sharia compliance and positive consumer attitudes
play a more decisive role than IFL, with religiosity serving as a key factor in shaping
decisions to adopt Sharia banking.

Keywords skepticism, attitude, religiosity, compliance, literacy,
intention, Sharia
JEL Classification G21, D12, M31, Z12

INTRODUCTION

The growth of Islamic finance has been one of the most striking develop-
ments in the global financial industry over the past two decades. Across
many Muslim-majority countries, Sharia-compliant banking is pro-
moted as an ethical and faith-based alternative to conventional finance,
combining profit-seeking with spiritual accountability. Indonesia, as the
country with the largest Muslim population in the world, holds extraor-
dinary potential to become a leader in this field. Yet, the reality presents
a paradox. Despite more than 86 percent of Indonesians identifying as
Muslim, the market share of Sharia banks remains modest — only 7.83
percent of total banking assets by the end of 2023. This situation raises a
fundamental problem: why do strong religious demographics not trans-
late into a higher adoption of Sharia banking?

One explanation often raised in public discourse is authenticity. Many
consumers doubt whether Sharia banks are genuinely different from
their conventional counterparts. Concerns over profit motives, simi-
larity of products, and lack of transparency fuel skepticism and may
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discourage potential users. At the same time, low levels of Islamic financial literacy limit the ability of
individuals to evaluate banking products critically. Without a solid understanding of key concepts such
as profit-sharing contracts, risk-sharing mechanisms, or the prohibition of riba, consumers may remain
hesitant or indifferent toward Sharia banking services.

The paradox becomes even more complex when religiosity is considered. In principle, religiosity should
encourage Muslims to align their financial practices with their faith. However, in practice, religios-
ity does not automatically overcome skepticism or knowledge gaps. Individuals may hold strong reli-
gious commitments but still doubt whether Islamic banks truly embody Sharia principles. This tension
between belief, perception, and behavior represents the scientific problem at the heart of this study.
Understanding how skepticism, literacy, and religiosity interact in shaping consumer attitudes is, there-
fore, critical to explain the slow diffusion of Sharia banking in Indonesia, despite its cultural and spiri-

tual alignment with the majority population.

1. LITERATURE REVIEW

AND HYPOTHESES
DEVELOPMENT

Research on consumer behavior toward the adop-
tion of Islamic banking has grown significantly
over the past two decades. One of the primary
theoretical frameworks used to understand this
behavior is the Theory of Planned Behavior (TPB),
which posits that an individual’s intention to per-
form a specific action is influenced by their atti-
tude, subjective norms, and perceived behavioral
control (Ajzen & Fishbein, 2000). In the context
of Sharia banking, TPB is frequently employed to
explore how various cognitive and affective fac-
tors — such as Islamic financial literacy and atti-
tudes toward Sharia compliance — shape the in-
tention to use these services (Albaity & Rahman,
2019; Charag et al., 2020; Han, 2019; Hoque et al.,
2022; Kaakeh et al., 2018; Khan et al., 2020). The
theory asserts that behavioral intention is deter-
mined by three key components: attitude toward
the behavior, subjective norms, and perceived be-
havioral control. In the Islamic banking context,
TPB is often extended by incorporating religious
dimensions such as religiosity and psychological
dimensions such as skepticism, as these aspects
are highly relevant to Muslim consumers (Albaity
& Rahman, 2019; Ali, 2017).

Sharia compliance is a fundamental element of
Islamic banking (Hamid et al., 2019). It reflects
the extent to which financial products and ser-
vices adhere to the legal and ethical principles of
Islam (AbdulKareem et al., 2022; Kaakeh et al.,
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2018). Consumers’ perceptions of Sharia compli-
ance play a crucial role in shaping trust toward
Islamic banking institutions. A study by Ullah
and Lee (2012) found that even consumers with
high levels of religiosity are unlikely to use Islamic
banking services if they doubt the institution’s
compliance with Sharia principles. Several stud-
ies have shown that perceived Sharia compliance
has a positive influence on the intention to adopt
Islamic banking (Kamiyama & Kashiwagi, 2019).
Islamic banks that demonstrate genuine adher-
ence to Sharia principles tend to foster more favor-
able attitudes among consumers. These findings
are consistent with previous research indicating
that compliance significantly and positively influ-
ences consumer attitudes toward Islamic banks
(Alharbi et al., 2022).

Consumer skepticism has emerged as a significant
barrier to the adoption of Islamic banking. Many
potential customers perceive Islamic banks as
too similar to conventional banks, raising doubts
about the authenticity of their Sharia claims. Such
doubts are often fueled by negative experiences,
lack of transparency, or limited understanding
of Islamic financial principles. Previous research
confirms that skepticism reflects a general ten-
dency to question the credibility of institutional
claims, particularly when inconsistencies are sus-
pected (Ahmad & Guzman, 2021; Deb et al., 2020;
Friestad & Wright, 1994; Mohr et al., 1998). In
the context of Islamic banking, consumer skepti-
cism often arises from the perception that Islamic
banks are not substantially different from conven-
tional banks in terms of their products or oper-
ational mechanisms (Aysan et al., 2017; Trisanty
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et al., 2024; Zarei & Maleki, 2017). Factors such
as negative past experiences, lack of informa-
tion, and weak transparency can further inten-
sify skepticism (Tutaj & van Reijmersdal, 2012).
In their study, Ahmad and Guzman (2021) found
that skepticism significantly reduces purchase in-
tention in online contexts, a pattern that is simi-
larly observed in the financial sector. Skepticism
may hinder the formation of positive attitudes and
reduce the effectiveness of Islamic banks’ market-
ing and educational efforts (Trisanty et al., 2024).
Other studies also confirm that in the Islamic
banking context, skepticism negatively affects
both attitude and intention to adopt Islamic bank-
ing services (Harahap et al., 2023; Trisanty et al,,
2024). Therefore, it is essential to understand not
only the degree of skepticism but also how it inter-
acts with financial literacy and religious values in
shaping consumer intentions.

A strong grasp of Islamic financial concepts is
essential for consumers to distinguish Sharia-
compliant products from conventional ones. Such
literacy encompasses knowledge of contracts, risk-
sharing, and the prohibition of riba, providing the
foundation for informed choices. Prior studies
define this construct as the ability to understand
both principles and mechanisms of Islamic fi-
nance (Antara et al., 2016; Choudhury & Hoque,
2017; Rahim et al., 2016). Previous studies have
shown that Islamic financial literacy contributes
to the development of positive attitudes and in-
tentions to use Islamic banking services (Albaity
& Rahman, 2019; Hoque et al., 2022). Consumers
who are familiar with concepts such as riba (in-
terest), gharar (uncertainty), akad (contract), and
risk-sharing in Islam are more likely to trust and
prefer Islamic financial services. However, re-
search by Hati et al. (2020) indicates that knowl-
edge alone may not be sufficient to encourage the
adoption of Islamic banks. Consumers who un-
derstand the principles of Islamic banking may
still be reluctant to switch due to other factors,
including strong engagement with conventional
banks (Nugraha et al., 2022). Interestingly, finan-
cialliteracy also plays a role in reducing skepticism.
Similar to media literacy, which reduces doubts
about advertising (Austin et al., 2016). Islamic fi-
nancial literacy helps mitigate misconceptions
about Sharia banking and prevents distrust that
may arise from misunderstandings.
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In consumer behavior, attitude serves as a key
evaluative judgment, reflecting whether individu-
als view an action positively or negatively. Within
the Theory of Planned Behavior, it is recognized as
one of the strongest predictors of intention (Ajzen,
2020). In the context of Islamic banking, attitude
reflects consumers’ assessment of the advantag-
es and values offered by Sharia-compliant banks.
These attitudes are shaped by beliefs in ethical and
religious values as well as perceived financial and
social benefits (Kaakeh et al., 2018; Kamiyama &
Kashiwagi, 2019). Previous research confirms that
attitude is a strong predictor of the intention to use
Islamic banking services (Atal et al., 2022; Hoque
et al., 2022; Maryam et al., 2022). In the context of
adopting metaverse technology for Islamic bank-
ing services, Alhanatleh et al. (2024) found that
consumer attitude significantly influenced adop-
tion intention. However, when attitudes are shaped
by high levels of skepticism, perceived benefits may
diminish. Consumer skepticism regarding the ac-
tual implementation of Sharia principles may serve
as a barrier to adoption (Mustiko Aji, 2017).

Religiosity is often considered a powerful driver of
consumer behavior, shaping preferences for prod-
ucts and services aligned with faith. In financial
decision-making, highly religious individuals are
expected to be more sensitive to Sharia compli-
ance. Scholars conceptualize religiosity as the ex-
tent to which individuals internalize and practice
religious values in daily life (Abror et al., 2022; Al-
Ajmi et al., 2009). Consumers with a high level of
religiosity tend to be more sensitive to the halal
status of products, including in their choice of fi-
nancial institutions (Arli & Pekerti, 2017; Junaidi
et al., 2022; Koc et al., 2024). Previous studies also
highlight that religiosity significantly predicts be-
havioral intentions in Islamic financial contexts,
including mobile banking adoption (Sudarsono et
al., 2022). Furthermore, religiosity may serve as a
moderating variable in the relationship between
financial literacy and intention (Jazuli et al., 2023;
Faiz & Firmansyah, 2024). For instance, Alzadjal et
al. (2021) found that consumers with high religios-
ity are more likely to translate financial knowledge
into religiously guided consumption decisions. In
other words, two consumers with equal levels of
literacy may behave differently depending on their
level of religiosity. Religiosity may also mitigate
the negative effects of skepticism; religious con-
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sumers, due to their strong spiritual values, may
be more willing to trust Islamic institutions de-
spite uncertainty (Razzaque & Chaudhry, 2013;
Shaharudin et al., 2010).

In summary, prior studies highlight that Sharia
compliance, skepticism, financial literacy, attitude,
and religiosity are interrelated factors influencing
the adoption of Islamic banking. Yet, the simultane-
ous role of skepticism, attitude, and religiosity has
received limited attention, especially in Indonesia.
Therefore, this study aims to fill that gap by exam-
ining how these variables interact to shape consum-
er intentions toward adopting Sharia banking.

The purpose of this study is to investigate the ef-
fects of Sharia compliance, Islamic financial liter-
acy, skepticism, attitude, and religiosity on Muslim
consumers’ intention to adopt Sharia banking in
Indonesia, focusing on the mediating role of atti-
tude and the moderating role of religiosity.

Study hypotheses are as follows:

H:  Compliance has a positive impact on the in-
tention to adopt.

H:  Compliance negatively influences consumer
skepticism.

H_: Islamic Financial Literacy has a positive im-
pact on the intention to adopt.

H_: Islamic Financial Literacy negatively influ-
ences consumer skepticism.

H_: Consumer skepticism negatively impacts at-
titudes toward Sharia banks.

H_: Consumer skepticism has a negative effect
on the intention to adopt.

Attitude toward Sharia banks has a positive
effect on the intention to adopt.

H_: Religiosity moderates the relationship be-
tween Islamic Financial Literacy and the in-
tention to adopt.

H;: Attitude mediates the influence of skepticism

on the intention to adopt.

http://dx.doi.org/10.21511/bbs.20(4).2025.09
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2. RESEARCH DATA
AND METHODS

This study applied a quantitative survey approach
to examine the causal relationships among Sharia
compliance, Islamic financial literacy, skepticism,
religiosity, attitude, and intention to adopt Sharia
banking. The design was chosen because it allows
testing of both direct and indirect relationships
between psychological and behavioral constructs.
The survey was conducted online between July
and August 2023, a period when digital distribu-
tion through social media was considered effective
for reaching young and employed Muslim respon-
dents in Indonesia. The target population consist-
ed of Muslims aged 17 years or older who had not
yet opened an account with a Sharia bank. Out of
440 responses collected, 210 valid questionnaires
remained after screening for eligibility.

The characteristics of the respondents are sum-
marized in Table 1. The sample is dominated by
female respondents (60%), a large proportion are
in the age range of 17-25 years (41%), and most re-
ported being employed (70%). Such characteristics
are important as they may influence consumer at-
titudes toward Sharia banking.

Participation in the study was voluntary, and in-
formed consent was obtained from all respondents
before the survey began. Anonymity was preserved
by not collecting personal identifiers, and impar-
tiality was maintained by using neutral wording in
the questionnaire. The study protocol was reviewed
and approved by the Research Ethics Committee
of Universitas Sebelas Maret, ensuring compli-
ance with ethical standards for research involving
human subjects. It should be noted that while this
dataset was previously collected for a different proj-
ect, the present study applies a distinct conceptual
model by introducing religiosity as a moderating
variable and attitude as a mediating variable. The
reuse of the dataset is declared transparently here
and complies with ethical publishing standards.

The questionnaire was divided into two sections:
demographic questions and measurement items
for the constructs. All measurement items were
adapted from established sources to ensure va-
lidity and comparability with prior studies: com-
pliance (Kaakeh et al., 2018), Islamic financial lit-
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Table 1. Profile of respondents

Classifications Number @ %
Gender Male 84 40
Total L2010
1725 .86 A
26-35 55 26
Agelyears) 3645 e BT B
2 S SR W - S
Total 210 100
B 62 [ rbetos SN
Private Sector Employee 50
) State Civil Apparatus/BUMN Emplo& 34
Occupation - e
B PN S B A
Others 49
Total e L2010
Less than or equal toRp 2.500.000 9% i 46
Greater than Rp 2.500.000 and up to Rp 5.000.000 29

Greater than Rp 5.000.000 and up
Greater than Rp 7.500.000 and up tc
Greater than Rp10.000.000
i Total

Postgraduate

Monthly Income

Undergraduate

Education Level Sub-Degree

Secondary Education
‘ Total

Java

Sumatera

Kalimantan
Others
: Total

Region

S 24
3 A
.20 100
151 72
— S T
,,,,,,,,,,,,,,,,,, -
15 7
,,,,,,,,,,,,,,,,,, B -

eracy (Hoque et al., 2022), skepticism (Mohr et
al., 1998), attitude (Kaakeh et al., 2018), intention
(Ajzen, 1991; Kaakeh et al., 2018), and religiosity
(Worthington et al., 2003). Each item was mea-
sured on a five-point Likert scale (1 = strongly
disagree to 5 = strongly agree), which was cho-
sen for its simplicity and ability to capture the in-
tensity of respondents’ evaluations. The selection
of these items was based on two considerations:
first, they have been validated in previous studies
on Islamic finance and consumer behavior; sec-
ond, they directly reflect the constructs proposed
in the research model.

The data were analyzed using Partial Least Squares
Structural Equation Modeling (PLS-SEM) with
SmartPLS 3.0. The analysis followed a structured
procedure:

1) assessment of the reliability and validity of
measurement items;
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2) evaluation of discriminant validity and com-
mon method bias;

3) testing the structural model through boot-
strapping with 5,000 subsamples.

3. RESULTS

A total of 210 valid responses were analyzed. The
respondents consisted of 126 females (60%) and 84
males (40%). The largest age group was 17-25 years
(41%), followed by 26-35 years (26%), 36-45 years
(21%), and above 45 years (12%). Approximately
70% of participants were employed, and 30% were
students or in other categories. The majority of
respondents were based in Java (72%), while the
rest were from Sumatra, Kalimantan, and other
regions of Indonesia.

The evaluation of the measurement model was con-
ducted using outer model analysis in SmartPLS.

http://dx.doi.org/10.21511/bbs.20(4).2025.09



This analysis included assessments of convergent va-
lidity, internal consistency reliability, discriminant
validity, and indicator reliability. The factor loadings
derived from the analysis are presented in Table 2.

Based on the results of the outer loading analy-
sis, eight items were removed due to having fac-
tor loadings below the recommended threshold of
0.70 (Hair et al., 2017). These excluded items in-
clude two indicators from the Islamic Financial
Literacy construct (IFL1 and IFL7) and six indica-
tors from the Religiosity construct (REGI1, REG2,
REG4, REG5, REG6, and REG10). Only indicators
with loadings above 0.70 were retained for further
analysis to ensure adequate indicator reliability.

To distinguish each latent construct from the
others, discriminant validity was assessed using

Table 2. Factor loadings

Banks and Bank Systems, Volume 20, Issue 4, 2025

multiple approaches, including the Heterotrait-
Monotrait Ratio of Correlations (HTMT).
According to established criteria, HTMT values
should be below 0.850 or 0.900, and the confi-
dence intervals should not include the value of
one. These criteria ensure that the constructs are
empirically distinct from one another.

These findings are consistent with the results
of discriminant validity assessments using the
cross-loading method and the Fornell-Larcker
criterion (see Tables 4 and 5). The cross-loading
analysis confirmed that each indicator loaded
more strongly on its associated construct than
on any other construct, thereby supporting the
distinctiveness of the constructs. Similarly, the
Fornell-Larcker criterion indicated that the
square root of the Average Variance Extracted

Source: Authors’ analysis using SmartPLS 3.0.

. Factor
Variable Item .
loading
| believe that choosing a Sharia bank is a wise decision 0.946
Attitude 0.941

Compliance

Islamic Financial

Literacy (IFL)

Religiosity

Skepticism

¢ 1 do not trust the Sharia claims made by Islamic banks

http://dx.doi.org/10.21511/bbs.20(4).2025.09
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Table 3. Heterotrait—Monotrait ratio (HTMT)

Source: Authors’ analysis using SmartPLS 3.0.

Variable Compliance IFL Intention Religiosity
Compliance - - - -
0.057:: - - -
0.287 0.449 - -
0.191 0.473 0.470 -
Skepticism 0.64?; 0.248 0.487 0.148
Table 4. Fornell-Larcker criteria
Source: Authors’ analysis using SmartPLS 3.0.
Variable Attitude Compliance IFL Intention Religiosity Skepticism
Attitude 0.924 - - - - -
1 T I B - -
0.425 -0.003 0835 - - -
0.857 0.253 0.415 0.908 - -
os04 T lomse T oaw T oaos 0515 -
Skepticism -0.412 -0.556 -0.223 -0.422 -0.116 0.834
Table 5. Cross-loadings
Source: Authors’ analysis using SmartPLS 3.0.
Variable Attitude Compliance IFL Intention Religiosity Skepticism
Attitudel 0.946 0.192 0.393 0.807 0.423
0.941 0.176 0.401 0.793 0.480
0.882 0.143 0.384 0775 0.496
0.091 0.801 -0.061 0.140 -0.121
0.139 0.861 0.011 0.216 -0.154
0.225 0515 0.023 0.276 “o31
0.325 0.026 0771 0.340 0.327
0.411 0.008 0.872 0.384 0.362
0.430 0.025 6.500 0.432 0.355
0.294 -0.010 0.779 0.278 0.341
0.267 “0.027 0.840 0.274 0.296
0.359 -0.055 0.842 0.328 0.385
0.708 0.255 0.336 0.878 0.337
0.738 0.265 0.393 0.529 0361
0.831 0.176 0.398 0.917 0.408
0.378 -0.108 0.301 0.303 0.800
0350 —O'.‘l96 0301 0293 0818
0421 —O"‘Q81 0423 0343 0820
0.490 -0.134 0.322 0.388 0.822
—O'.‘§98 —0%81 _0,2490 —Ok“{‘llS —O',‘;75
-0.298 -0.556 -0.199 -0.334 -0.076 0.859
|
Skepticism4 -0.357 -0.517 -0.208 -0.359 -0.084 0.869

(AVE) for each construct was greater than its cor-
relations with other constructs, further confirm-
ing discriminant validity. These results, together
with the HTMT evaluation, demonstrate that the
constructs used in this study are empirically dis-
tinct and meet the requirements for discriminant
validity.

106

Next, a composite reliability analysis was con-
ducted to evaluate the internal consistency of the
constructs. A construct is considered to exhibit
high reliability if the composite reliability value is
at least 0.70, and the Average Variance Extracted
(AVE) exceeds 0.50. In addition, both the com-
posite reliability and Cronbach’s alpha should be
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Table 6. Internal consistency reliability
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Source: Authors’ analysis using SmartPLS 3.0.

Variable Cronbach’s Alpha rho_A Composite Reliability
Attitude 0.913 0.946
::C:o:riw:pliance ) 04826:: 0.895
IFL 0913 0.932
Intention 0.893 0.934
o
Skepticism 0.854 0.859 0.901

greater than 0.60 to meet the threshold for accept-
able reliability. As shown in Table 6, the results of
all measurement tests demonstrate that each con-
struct met the required criteria for both validity
and reliability.

Prior research has shown that method bias can
influence the validity and reliability of measure-
ment items as well as the covariance among latent
constructs, which may lead to erroneous conclu-
sions (MacKenzie & Podsakoff, 2012). Therefore,
it is necessary to examine common method bias
(CMB) to avoid errors or inaccuracies in data mea-
surements or testing. In accordance with Kock
(2015) a full collinearity assessment was conduct-
ed to detect potential method bias. Table 7 pres-
ents the Variance Inflation Factors (VIF) values
resulting from this test. All VIF values were found
to be below the threshold of 3.3, indicating that

collinearity among the variables is not a concern
and that common method bias is unlikely to be
present in this study.

Table 8 presents the results of the hypothesis test-
ing. The analysis was conducted using the boot-
strapping procedure with 5,000 subsamples in
SmartPLS 3.0. Path coefficients, t-statistics, and p-
values were examined to determine whether each
hypothesis was supported by the data. The find-
ings indicate that Hypotheses 3 and 6 were not
supported, while the remaining hypotheses were
accepted, demonstrating statistically significant
direct or indirect effects (p < 0.10; ¢ > 1.96).

Summary of hypothesis testing results:

H,  Compliance has a positive impact on the in-
tention to adopt.

Table 7. Full collinearity estimates (variance inflation factors/VIFs)

Source: Authors’ analysis using SmartPLS 3.0.

Variable Attitude Intention Skepticism
Attitude : - 1.716 -
N S - L3S ..1.000
Religiosity - 1
“é‘lgepticis'r‘ﬁ """""""""" ilOOO 1.717.
Table 8. Hypotheses testing
Source: Authors’ analysis using SmartPLS 3.0.
Variable Original Sample Mean STDEV T Stat P Values Decision
Sample : : : :
H, Compliance > Intention L4 o o1 0049 0010 . Supported
_H,Compliance > Skepticism -0.564 0.068 ...0000 : ...Supported
HRIFL = Intention 0053 0.048 .0.134  : NotSupported
HLJFL D Skepticism -0.222 0.076 ...0.002  : ..Supported
H icism > Atfitude o -0.412 0.071 0000 : .Supported
.H¢Skepticism > Intention ... -0.004 0054 :.0109 : 0457 : .NotSupported
M Atitude > Intention .. 0.791 0048 : 16559 : 0000 : . .Supported
ligiosity = Intention 0.087 0.035
p‘dc‘iusm — Attitude - Intéﬁu’o —0327 0.061 S“u.ppor.t.ed

http://dx.doi.org/10.21511/bbs.20(4).2025.09
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The analysis supports this hypothesis (f = 0.114;
t = 2.329; p = 0.010). This indicates that the more
positively individuals perceive Sharia banks’ com-
pliance with Islamic principles, the stronger their
intention to adopt Sharia banking services.

H,  Compliance negatively influences consumer
skepticism.

This hypothesis is also supported (B = -0.556; t =
8.149; p = 0.000). It suggests that when individu-
als have positive perceptions of Sharia compliance,
their skepticism toward Sharia banks decreases.
This finding is confirmed by the evidence in this
study.

H,  Islamic Financial Literacy has a positive im-
pact on the intention to adopt.

This hypothesis assumes that Islamic Financial
Literacy should positively influence the intention
to adopt Sharia banking. However, the results in-
dicate that this hypothesis is not supported (B =
0.053; t = 1.109; p = 0.134). This means that the
level of Islamic financial literacy does not signif-
icantly influence individuals’ intention to adopt
Sharia banking services.

H,  Islamic Financial Literacy negatively influ-
ences consumer skepticism.

This hypothesis is supported by the data (p = -0.225;
t =2.945; p = 0.002). The higher an individual’s un-
derstanding of Islamic financial concepts, the lower
their level of skepticism toward Sharia banks.

H_ Consumer skepticism negatively impacts atti-
tudes toward Sharia banks.

The analysis confirms this hypothesis (f = -0.412;
t = 5.809; p = 0.000). Consumer skepticism signif-
icantly reduces positive attitudes toward Sharia
banks. The more skeptical an individual is, the less
favorable their attitude becomes toward Sharia
banking.

H_ Consumer skepticism has a negative effect
on the intention to adopt.

This hypothesis is not supported (p = -0.006; ¢ =
0.109; p = 0.457). Although the relationship direc-
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tion is negative, it is not statistically significant.
This implies that skepticism does not directly in-
fluence the intention to adopt Sharia banking
services.

H,  Attitude toward Sharia banks has a positive
effect on the intention to adopt.

This hypothesis is strongly supported (p = 0.795;
t = 16.559; p = 0.000). The more favorable an indi-
vidual’s attitude toward Sharia banks, the stronger
their intention to adopt such services.

H,  Religiosity moderates the relationship be-
tween Islamic Financial Literacy and the in-
tention to adopt.

The statistical results show that religiosity signifi-
cantly moderates the effect of Islamic Financial
Literacy on the intention to adopt Sharia bank-
ing (B = 0.089; t = 2.525; p = 0.006). The more re-
ligious an individual is, the stronger the influence
of Islamic Financial Literacy on their intention to
adopt Sharia banking.

H,  Attitude toward Sharia banks mediates the
influence of skepticism on the intention to
adopt.

Although there is no significant direct effect of
skepticism on intention, attitude is found to medi-
ate the relationship between the two (B = -0.327;
t = 5.392; p = 0.000). This suggests that individu-
als who are skeptical of Sharia banks may still in-
tend to adopt them if they hold a positive attitude
toward Sharia banking. Hypothesis 9 is therefore
supported.

4. DISCUSSIONS

The findings of this study highlight several key de-
terminants of consumer intention to adopt Sharia
banking. First, the results indicate that compli-
ance has a positive and significant effect on indi-
viduals’ intention to use Sharia banking services.
This finding aligns with prior research emphasiz-
ing that adherence to Sharia principles is a criti-
cal factor for customers when selecting financial
products (Ashraf & Lahsasna, 2017; Kaakeh et
al., 2018). In the context of Indonesia, where the
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majority of the population holds strong religious
values, compliance is perceived not merely as a le-
gal aspect but also as a reflection of spiritual trust.
The consistency of these findings with previous
literature suggests that consumers evaluate Sharia
banking services not only based on their func-
tional benefits but also on ethical and religious
dimensions. This supports the findings of Ullah
and Lee (2012), who argued that even highly re-
ligious consumers may be reluctant to use Sharia
banks if they doubt the level of Sharia compliance.
Therefore, clarity, consistency, and transparency
in demonstrating the implementation of Sharia
principles are essential for building adoption in-
tentions. Moreover, the finding that compliance
significantly and negatively influences consumer
skepticism is also in line with existing literature.
When consumers perceive that Sharia banks truly
implement Islamic principles in their operations,
their doubts and suspicions tend to decrease. This
is reinforced by Ashraf and Lahsasna (2017), who
emphasize that symbolic or merely tagline-based
compliance is insufficient to overcome consumer
skepticism. In the Indonesian context, this issue
is particularly relevant, as many consumers still
question the actual practices of Sharia banks, per-
ceiving them as too similar to conventional banks
(Mohammed et al., 2015). Consequently, compli-
ance has both a direct impact on intention and an
indirect effect through reducing skepticism, mak-
ing it a crucial component of Sharia banks’ com-
munication and operational strategies.

The findings indicate that Islamic Financial
Literacy does not have a significant effect on the
intention to adopt Sharia banking services. This
result contradicts several prior studies that have
found a positive relationship between Islamic fi-
nancial literacy and the intention to use Sharia
banks (Khan et al., 2020). However, it supports
other studies that found no significant effect of
Islamic financial literacy on adoption intention
(Hoque et al.,, 2022; Maryam et al., 2022; Sumiati
et al., 2021; Yeni et al., 2023). In the Indonesian
context, consumers who possess knowledge of
Islamic financial principles may not perceive sub-
stantial added value in Sharia banking services
compared to conventional banks. The perceived
benefits of Sharia products may play a more im-
portant role than consumers’ financial knowledge
(Amin et al.,, 2017). Furthermore, strong emotion-
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al or habitual attachment to conventional banks
may prevent consumers from switching, even
when they are financially literate (Nugraha et al.,
2022). These findings suggest that enhancing lit-
eracy does not necessarily lead to changes in at-
titudes or behavioral intentions. In light of these
findings, Sharia banks should focus on educating
consumers in a way that emphasizes practical ap-
plications and clearly demonstrates the tangible
benefits of Sharia-compliant products and ser-
vices — particularly in meeting consumers’ finan-
cial needs. On the other hand, the fourth hypoth-
esis, which posits that Islamic Financial Literacy
negatively influences consumer skepticism toward
Sharia banks, was supported. The results indicate
that individuals with a higher understanding of
Islamic financial concepts tend to have lower lev-
els of skepticism toward the claims made by Sharia
banks. Thus, literacy plays a crucial role in foster-
ing more objective perceptions, thereby reducing
the likelihood of skepticism. These findings align
with previous research by Trisanty et al. (2024). In
the advertising context, Austin et al. (2016) found
that media literacy can mitigate skepticism.

The results of this study indicate that consumer
skepticism has a significant negative effect on atti-
tudes toward Sharia banks. This finding is consis-
tent with previous studies, which suggest that the
higher the consumer’s doubt toward an institu-
tion’s Islamic claims, the lower their positive atti-
tude toward that institution (Harahap et al., 2023;
Trisanty et al., 2024). Skepticism stemming from
the perception that Sharia banks merely use reli-
gious labels without offering substantive differenc-
es from conventional banks can erode trust and
diminish consumers’ positive perceptions. This
result reinforces the notion that consumer trust is
a key determinant in shaping favorable attitudes
toward Sharia banking. Accordingly, improving
transparency, enhancing public education, and
ensuring the authentic implementation of Sharia
principles are essential strategies to reduce skepti-
cism and foster more positive consumer attitudes.

Consumer attitudes toward Sharia banks were
found to have a significant influence on the inten-
tion to use Sharia banking services. This finding
is consistent with the Theory of Planned Behavior
(TPB), which posits that attitudes toward a given ob-
ject are a primary determinant of behavioral inten-
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tions (Atal et al., 2022; Boubker et al., 2021). In this
context, the more positive an individual’s percep-
tion of Sharia banking, the greater their likelihood
of adopting its services. Individuals who express
feelings of preference, satisfaction, and happiness
when choosing Sharia banking are more likely to
develop a strong intention to engage with such ser-
vices (Hoque et al., 2022; Maryam et al., 2022). In
response to this, Sharia banking practitioners must
focus on fostering positive public attitudes toward
their institutions. Understanding the key factors
that shape consumer attitudes and intentions re-
garding Sharia banking products and services will
enable these institutions to develop more effective
strategies for attracting and retaining customers.

Furthermore, skepticism in this study was found
to have no direct influence on the intention to use.
Although the hypothesis testing the negative in-
fluence of skepticism on intention to use was not
supported, these results align with previous stud-
ies (Luo et al., 2020) that showed no effect of green
advertising skepticism on consumers’ green pur-
chase intention on social media. Goh and Balaji
(2016) also found no effect of green skepticism
on green purchase intention. Instead, this study
found that consumer skepticism indirectly influ-
ences the intention to use Sharia banks through
the mediation of attitude toward Sharia banks.
This finding is in contrast with those of previous
studies (Trisanty et al., 2024). This could occur
because consumers who are skeptical of Sharia
banks may perceive that they offer other advan-
tages. Rational consumers tend to make decisions
based on logical analysis and available data, objec-
tively evaluate the benefits, and consider relevant
information before making a decision (Aysan et
al., 2017; Emam et al., 2019).

The results indicate that religiosity significant-
ly moderates the relationship between Islamic

Financial Literacy and the intention to adopt
Sharia banking services. This means that the
higher an individual’s level of religiosity, the
stronger the effect of Islamic financial literacy on
their intention to utilize Sharia banking services.
This finding is consistent with prior studies that
emphasize the role of religiosity as a reinforcing
factor in the relationship between cognitive in-
fluences and value-based behavior (Abror et al.,
2022; Alzadjal et al., 2021). Similarly, Faiz and
Firmansyah (2024) found that religiosity acts as
a strengthening variable in the link between con-
sumer perceptions and intentions within the con-
text of Islamic financing.

In the Indonesian context, where the major-
ity of the population is Muslim, religiosity can
serve as a key consideration in decision-making.
Religious consumers are more likely to integrate
rational understanding (i.e., literacy) with their
spiritual beliefs, thereby viewing Sharia bank-
ing not only as a logical choice but also as a
spiritual obligation. Moreover, the findings of
this study indicate that skeptical consumers do
not automatically reject Sharia banking servic-
es. Instead, they tend to form attitudes based on
their personal evaluations first. These attitudes
subsequently influence their behavioral inten-
tions. In other words, attitude functions as a me-
diator between perception and behavioral deci-
sion-making. This finding supports the frame-
work of the Theory of Planned Behavior (Ajzen,
1991), which posits that attitude is the most im-
mediate determinant of intention, while other
factors, such as beliefs or doubts, influence be-
havior indirectly through attitude. The results
also align with Trisanty et al. (2024), who found
that skeptical consumers may still develop an
intention to adopt Sharia banking if they form
positive attitudes based on perceived benefits,
the bank’s reputation, or personal experiences.

CONCLUSIONS

This study aimed to examine the influence of compliance, Islamic financial literacy, skepticism, attitude,
and religiosity on consumer intention to adopt Sharia banking services in Indonesia. The findings re-
veal that compliance and attitude have a significant direct impact on intention, while Islamic financial
literacy influences intention indirectly through attitude. Conversely, skepticism affects attitude but does
not directly influence intention. These results suggest that strategies to enhance the adoption of Sharia
banking should prioritize strengthening perceptions of Sharia compliance and cultivating positive con-
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sumer attitudes, rather than focusing solely on improving financial literacy. Furthermore, the moderat-
ing role of religiosity strengthens the relationship between Islamic financial literacy and intention, un-
derscoring the importance of value-based approaches in communication and marketing strategies. For
future research, it is recommended to explore additional external variables such as service experience,
technology adoption, and social influence in shaping consumer intention. A qualitative approach is also
suggested to gain deeper insights into the psychological motivations and barriers faced by Muslim con-

sumers in choosing Sharia banking services.
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