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Abstract
Purpose – The purpose of this paper is to report on the results of a study carried out to examine the
mediating effect of attitude in the relationship between subjective norm, religiosity and intention to adopt
Islamic banking in a developing secular state like Uganda.

Design/methodology/approach – This study’ research design was cross sectional. Closed ended
questionnaires were distributed to 258 managers of micro businesses in Uganda. Data were analyzed with the
help of SPSS v22 andMedGraph program (Excel version).

Findings – Attitude is a significant mediator in the relationship between subjective norm and intention to
adopt Islamic banking. Also, attitude significantly mediates the relationship between religiosity and intention
to adopt Islamic banking.
Research limitations/implications – The study used only a single research methodological approach;
therefore, future research could be undertaken using a mixed-methods approach.
Practical implications – Emphasis should be put on improving the mindsets of Ugandans toward
Islamic banking.
Originality/value – While there has been a number of studies on Islamic banking, this study provides an
initial empirical evidence on the mediation effect of attitude in the relationship between subjective norm,
religiosity and intention to adopt Islamic banking in a single study in an African developing secular state like
Uganda.

Keywords Uganda, Attitude, Subjective norm, Intention to adopt Islamic banking, Micro business

Paper type Research paper

1. Introduction
Over 400 Islamic bank branches managing a portfolio of over US$2tn and 320 non-main
stream Islamic banks managing a fund of over US$200bn existed in the world by the end of

Islamic
banking

Received 4 February 2018
Revised 20 February 2019

Accepted 2March 2019

Journal of Islamic Marketing
© EmeraldPublishingLimited

1759-0833
DOI 10.1108/JIMA-02-2018-0025

The current issue and full text archive of this journal is available on Emerald Insight at:
www.emeraldinsight.com/1759-0833.htm

D
ow

nl
oa

de
d 

by
 U

ni
ve

rs
ity

 L
ib

ra
ry

 A
t 0

4:
18

 1
0 

Ju
ne

 2
01

9 
(P

T
)

http://dx.doi.org/10.1108/JIMA-02-2018-0025


2014 [Islamic Financial Services Board (IFSB), 2015; Mumtaz et al., 2015]. The Islamic
Financial Services Board stability report of 2015 indicate that Islamic banks grow at a rate
of 17 per cent per annum. The continued adoption and expansion of Islamic banking
services world over perhaps is because of peoples’ attitudes toward Islamic banking
systems. Islamic banking is critical for economic development in a sense that it offers
interest-free loans, and the concept of profit and loss sharing makes it unique from
conventional banking. Under Islamic banking, money is not a commodity but rather a
medium of exchange and store of value. Islamic banking is not centered only on credit
worthiness and ability to repay the loans and interest, instead the worthiness and
profitability of a given business undertaking are the most important criteria of Islamic
banking while the ability to pay the loan is sub segmented under profitability. Islamic
banking prohibits not only riba (usury) but also involvement in other activities such as
speculation, liquor and gambling, which are deemed unethical (Hanudin et al., 2011; Akbar
et al., 2012; Lujja et al., 2016).

Islamic banking has been a major focus to the business community and academicians.
To date, a number of studies have been conducted to provide further insights into Islamic
banking majorly focusing on the adoption of Islamic banking products, and calls for further
research in the same area are common (Kabiru, 2014; Mahdzan et al., 2017; Kaawaase and
Nalukwago, 2017; Lujja et al., 2016; Kholvadia, 2017; Rehman and Shabbir, 2010; Souiden
and Rani, 2015; Gilani, 2015). This paper responds to such calls and contributes to existing
literature using evidence from Uganda. Uganda is a developing secular state located in East
Africa with a population of 34.6 million in 2014, of which Christians constitute 86.3 per cent
and Muslims constitute only 13.7 per cent, while those with no religion constitute 2.3 per
cent (Uganda Bureau of Statistics, 2016). This possesses a question on whether Islamic
banking will be embraced by Ugandans once it is introduced given that majority of
Uganda’s population are Christians. In January 2016, there was a petition by a section of
Ugandans opposing the amendment of the Financial Institutions Act of 2004 as the
amendment was aimed at legalizing Islamic banking products though the petition did not
succeed. The petitioners’ argument was that once Islamic banking is introduced in Uganda,
the country will be Islamized (Mwesigwa, 2016). Currently (as at February, 2018), in Uganda,
the guidelines for licensing Islamic banks were released to the public by the Ministry of
Finance, Planning and Economic Development. However, it should be noted that by June
2018, no bank had formally applied for an Islamic banking license (Uganda Business News,
2018).

According to Senyonyi (2018), embracing Islamic banking means bank clients have to
uphold high corporate governance principles related to transparency, trust and fine
accountability that are critical when it comes to ensuring profitability in business. Senyonyi
(2018) further argues that the success of Islamic banking will also depend on how good the
economy is doing for parties involved to benefit. However, according to Wilson and Liu
(2011), if Islamic brands are to be accepted across the globe to both Muslims and non-
Muslims, then they should not be sterilized and sanitized when considering their sensitive
brand composition. This implies that the Islamic banking principles need to be relaxed at
some level to enable its adoption in fragile environments like that of Uganda. Ugandansmay
not be able to reveal the truth regarding their profit levels and it is then important that the
proprietors and promoters of Islamic banking relax some of the principles of Islamic
banking. Some of the prominent Ugandans think, Islamic banking cannot be adopted in
Uganda while others say it can be adopted. This can be evidenced by an excerpt which was
obtained from Dr Fred Muhumuza, an analyst and economics lecturer at Makerere
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University, in an exclusive interview with Business Focus (an online business news
platform):

I do not think that any bank will adopt Islamic Banking and roll it out to any great length largely
because of limited trust levels in the country, it works best where there is either Sharia or
Muslims are dominant. Borrowers in Uganda are likely to tell lies on profit levels, which is what is
supposed to be shared instead of paying interest

Literature suggests possible explanations of intention to adopt Islamic banking such as
pricing of other bank products, attitude, subjective norm (social influence), religiosity,
knowledge in Islamic banking products and competitive advantage (Mahdzan et al., 2017;
Lujja et al., 2016; Rehman and Shabbir, 2010; Souiden and Rani, 2015; Kaawaase and
Nalukwago, 2017). Mahdzan et al. (2017) found a positive and significant relationship
between competitive advantage and adoption of Islamic banking in Malaysia, while Lujja
et al. (2016) found a positive and significant relationship between attitude and intention to
adopt Islamic banking though notes that subjective norm influences intention to adopt
Islamic banking through attitude as a mediator. Further, Kaawaase and Nalukwago (2017),
in their study of religiosity and patronizing Islamic banking in Uganda using existing bank
accountholders, found that religiosity is positively and significantly associated with
intention to patronize Islamic banking, and that religiosity mediates the relationship
between attitude, subjective norm and intention to patronize Islamic banking in Uganda.
Also, Rehman and Shabbir (2010) found a significant and positive relationship between
religiosity and new product adoption using evidence from Pakistan. In trying to respond to
previous studies’ call for further studies on Islamic banking adoption and especially to that
of Kaawaase and Nalukwago (2017), this study thus considers attitude as a mediator in the
relationship between subjective norm, religiosity and intention to adopt Islamic banking in
Uganda using evidence from micro businesses that are owner-managed. Results indicate
that attitude mediates the relationship between:

� subjective norm and intention to adopt Islamic banking; and
� religiosity and intention to adopt Islamic banking.

These results were obtained through a questionnaire survey of 258 owner-managed
businesses where the business manager was also the owner of the micro business.

Our study thus makes important contributions in a number of ways. First, it is now
evident that attitude mediates the relationship between subjective norm, religiosity
and intention to adopt Islamic banking in a secular state especially on the African
scene. Second, given that the law is now amended, investors and banks willing to offer
Islamic banking products may now have to focus on working around the attitudes of
Ugandans in respect to Islamic banking. Finally, society can now have a choice on
whether to go for Islamic banks through mounting pressure on Government to attract
foreign investors and local entrepreneurs to invest in Islamic banking or opt for
existing banks.

The reminder of the paper is structured as follows. The next section discusses literature
and how literature helps in formulating the hypotheses. This is followed by methodology,
results and finally discussion, as well as summary and conclusion.

2. Literature review
Sulaiman and Datin (2013) defined Islamic banking as a banking system that is based on the
principles of Islamic law (also known Shariah) and guided by Islamic economics. In their
study of introduction to history of Islamic banking in Malaysia, Sulaiman and Datin (2013)
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noted that there are two basic principles behind Islamic banking and these are the sharing of
profit and loss and, significantly, the prohibition of the collection and payment of interest.
Under Islamic law, the collection of interest is prohibited as confirmed by the Holy Quran in
Surat Al Baqara verse 278 stated below:

O ye who believe! Fear Allah and give up what remains of your demand of riba, if ye are indeed
believers” and verse 279 says: “If you do not, take notice of war from Allah and His Messenger
but if ye turn back, ye shall have your capital sums. Deal not unjustly and you shall not be dealt
with unjustly

Mahdzan et al. (2017) argues that for one to accept or opt for Islamic banking, it begins with
the knowledge acquired about Islamic banking products. Mahdzan et al. (2017) further notes
that after awareness is created, an individual would also need to understand the features
and benefits of the product or service being offered. This implies that for Islamic banking to
be successfully adopted in Uganda, there is need for massive awareness campaigns about
Islamic banking in terms of its operationalization and benefits expected from it especially
those that tap into economic development. In the same context, Haron et al. (1994) found that
80 per cent of Muslim respondents and 53 per cent of non-Muslim respondents indicated that
Islamic banking would be their option for their monetary affairs if they have better
understanding of the operations of Islamic banking.

The theory of reasoned action (TRA) as advanced by Ajzen and Fishbein (1980) suggests
that attitude and subjective norm are significant predictors of behavioral intention. In
numerous previous studies such as Lujja et al. (2016) it was confirmed that attitude
positively and significantly influences behavioral intention to adopt Islamic banking though
subjective norm does not directly influence behavioral intention to adopt Islamic banking.
In another study conducted by Kaawaase and Nalukwago (2017) on religiosity and
intention to patronize Islamic banking in Uganda using evidence from existing account
holders, it was found that attitude, subjective norm and religiosity significantly
influence the intention to patronize Islamic banking. Further in their study, Kaawaase
and Nalukwago (2017) found that religiosity mediates the relationship between
attitude, subjective norm and intention to patronize Islamic banking. No present study
has tested the mediation effect of attitude on the relationship between subjective norm,
religiosity and intention to adopt Islamic banking on the African scene in a single study
using evidence from Uganda’s microbusinesses.

Given that TRA identifies attitude and subjective norm as significant predictors of
behavioral intention, Ajzen and Fishbein (2000) defined attitude as the extent to which an
individual has favorable or unfavorable feeling and evaluation of a psychological object.
Lujja et al. (2016) defines subjective norm in terms of whether a person thinks that those who
are important to him/her believe a certain behavior should be accomplished. It was noted by
various scholars such as Hanudin et al. (2014), Lujja et al. (2016), Kaawaase and Nalukwago
(2017) and Lajuni et al. (2017) that attitude is the most influential factor in explaining one’s
intention to use Islamic banking products, such as Islamic personal financing. Wilson and
Liu (2011) noted that cognitive, affective and conative (components of attitude) decision
making patterns are affected by risk minimization. This means that if the risks associated
with adoption of Islamic banking are minimal as compared to those of maintaining the
traditional banking systems (conventional banking), then it is likely that people’s attitudes
will be biased toward adoption of Islamic banking. Further, Lajuni et al. (2017) found that
attitude and intention to use Islamic banking products are positively related, implying that
efforts on changing or influencing potential users’ attitude through education andmarketing
campaign may result in the willingness of the Muslims and non-Muslims to choose Islamic
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banking products, especially in a country where Islamic banking is being introduced for the
first time. Also, Hanudin et al. (2014) found that attitude is a significant determinant of
consumer acceptance of Islamic home financing.

For subjective norm, there are studies that have failed to trace its direct effect with
intention to adopt a new product and in this context Islamic banking. Lujja et al. (2016)
failed to trace a direct relationship between subjective norm and intention to adopt
Islamic banking using evidence obtained from existing bank customers in Uganda.
Further, Chau and Hu (2001) and Lewis et al. (2003) found subjective norm to have no
direct impact on intention to use information technology. Contrary, Lajuni et al. (2017)
notes that when being under significant social influence or pressure, an individual would
perform the expected behavior, even though he might not be in favor of performing the
behavior. Gumel et al. (2015), while studying critical insights into an integrated literature
review on customers’ adoption of Islamic banking research, concluded that subjective
norm component of the TRA was the most important factor in shaping people’s intention
to adopt Musharakah–Mutanaqisah (capital is provided by the bank in return for a share
in the realized profit (or the loss if a loss occurred) home financing). Hanudin et al. (2014)
found that subjective norm is a significant determinant of consumer acceptance of
Islamic home financing. This implies that in Uganda, some communities will adopt
Islamic banking mainly because of the actions of those who are seen as important to
those communities. For example, if a bishop instructs say Catholics not to involve
themselves in any Islamic banking activity, it is highly likely that the Catholics may not
opt for Islamic banking. Further, Abduh et al. (2011), in their study of factors influencing
depositors' withdrawal behavior in Islamic banks, found subjective norm a very strong
factor.

Religiosity is another strong determinant of the intention to adopt Islamic banking.
Lajuni et al. (2017) posits that the more an individual fears divine punishment, the more he
or she will develop a favorable perception toward Islamic banking. In addition, the more he
believes in Islamic law, the more he is in favor of Islamic banking products. However,
Hanudin et al. (2011) found religiosity to insignificantly relate to intention to use Islamic
personal financing though Echchabi and Olaniyi (2012) documents that choosing an Islamic
bank is due to the religious motivation of the customers. Further, Rehman and Shabbir
(2010) found that religiosity significantly influences adoption of a new product. From the
foregoing discussion, it can be believed that attitude influences intention to adopt Islamic
banking positively but unclear on whether subjective norm and religiosity can influence
positively Islamic banking especially in an African developing secular state where
Christians are the majority. It also remains questionable as to whether attitude mediates the
relationship between subjective norm, religiosity and intention to adopt Islamic banking. It
can therefore be hypothesized that:

H1. Attitude positively and significantly relates to intention to adopt Islamic banking in
Uganda.

H2. Subjective norm relates to intention to adopt Islamic banking in Uganda.

H3. Religiosity relates to intention to adopt Islamic banking in Uganda.

H4. Attitude mediates the relationship between subjective norm and intention to adopt
Islamic banking in Uganda.

H5. Attitude mediates the relationship between religiosity and intention to adopt
Islamic banking in Uganda.

Islamic
banking
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3. Methodology
3.1 Research design, population and sample
This study took a cross-sectional and quantitative research designs to address the framed
hypotheses. The population consisted of 92,996 micro businesses located in Kampala
Business District from which a sample of 382 micro businesses was determined using
Krejcie and Morgan Table of 1970. Usable questionnaires were received from 258
respondents, representing a response rate of 68 per cent. Simple random sampling without
replacement was used to select the micro businesses. Basing on the Uganda Bureau of
Statistics (UBOS) report on the census of business establishment 2010/11, there are 458,106
businesses in Uganda. 132,851 (29 per cent) of the total businesses in Uganda are in
Kampala and 92,996 (70 per cent) of these businesses in Kampala are Micro businesses.
According to Uganda Bureau of Statistics report on the census of business establishment
2010/11, Kampala District is the biggest commercial district in Uganda and also the focal
point of businesses in Uganda. Most of these micro businesses have limited sources of
finance and in most cases use debt financing and thus Islamic banking may be an
alternative source of finance to them. The owner of a micro business was the unit of inquiry.
Male respondents were 123 (or about 48 per cent) and female respondents were 135 (or about
52 per cent), and this means that in Uganda, women are more into micro businesses
compared to men. Majority of the respondents were of 30 years of age and below,
representing 72 per cent of the respondents, and only 28 per cent were older than 30 years of
age. The implication of such a finding is that in Uganda, the youth are more into micro
businesses than other Ugandans. The sources of funding for micro businesses are equity,
debt and sometimes both. In total, 50 per cent of the respondents use their own savings as
compared to 12 per cent who use debt as a source of funding for a micro business.
Respondents who use both debt and equity are 38 per cent. In terms of religious preference,
Muslims were more anxious to respond to questionnaires than the Christians. There were
131 (or about 51 per cent) Muslims who responded to the questionnaire as compared to 117
(or about 45 per cent) Christians. Other denominations accounted for only 4 per cent.

3.2 Reliability, validity and measurement of variables
The research instrument was subjected to validity tests using a panel of experts and
practitioners. Validity determines whether the research truly measures that it was intended
to measure or how truthful the research results are (Golafshani, 2003, p.599). Field (2009)
categorizes validity as criterion validity and content validity. The Content Validity Index
was thus used to test the relevance and clarity of the questions. All the variables registered a
Content Validity Index of above 0.7. We further tested the reliability of the instrument to
find out if it consistently measured the study variables (Nunnally, 1978). Reliability (internal
consistency and stability) of the instruments was tested using Cronbach’s alpha coefficient
(Cronbach, 1951). The Cronbach alpha coefficients for all the study variables were above
0.75 implying that the scales used in the study were reliable.

The questionnaire used in this study had three sections where Section A was about
respondents’ background information, Section B collected data on the study variables.
Questions in Section B were designed on a five-point Likert scale ranging from strongly
disagree (1) to neutral (3) and to strongly agree (5). Questions on intention to adopt Islamic
banking (this study’s dependent variable) were adopted from the works of Kaabachi and
Obeid (2016) whose study was to identify the main factors that influence the adoption of
Islamic banking services in Tunisia. Kaabachi and Obeid (2016), for example, used five-item
scales such as “You are aware about the differences between conventional banking system
and Islamic banking system”, “The features and benefits of the Islamic banking products
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offered by Islamic banks are known to you” to evaluate awareness of Islamic banking
services. Kaabachi and Obeid (2016) further used five-item scales such as “Islamic banks
operates according to Islamic principles (Sharia)” to measure relative advantage. More item
scales were adopted from previous studies like Hanudin et al. (2014), Hanudin et al. (2011)
and Kaawaase and Nalukwago (2017). In this study, we operationalize intention to adopt
Islamic banking using measures such as perceived benefit and awareness level as adopted
from previous studies (Kaabachi and Obeid, 2016; Hanudin et al., 2014; Hanudin et al., 2011;
Kaawaase and Nalukwago, 2017). Religiosity was operationalized using religious experience
and ideology as has often been used in previous studies (Souiden and Rani, 2015; Hanudin
et al., 2014; Stefan and Odilo, 2012; Kaawaase and Nalukwago, 2017). Questions on
religiosity were adopted from the works of Souiden and Rani (2015) whose study aimed at
investigating the impact of religiosity on consumer attitudes and purchase intentions
toward Islamic banks. Souiden and Rani (2015) used 19 items to operationalize religiosity
and these items were grouped into four dimensions such as fear of divine punishment where
questions such as “I am afraid that Allah is going to punish me in some way”, religious
involvement where five questions such as “I attend religious sermons at the Mosque”,
religious belief which comprised of four items such as “I believe in the application of sharia”
and the last dimension was susceptibility to give in to temptations where three items were
included such as “I am a believer but sometimes I have a tendency to sin”. Jaffar and Musa
(2016) used Knowledge (Cognitive attitude) and feeling (Affective attitude) to operationalize
attitude. Kalafatis et al. (1999), Chang (1998) in their respective studies, operationalized
subjective norm using families influence and friends opinion.

3.3 Data analysis
Before data analysis, data were checked for completeness and simple frequency runs were
performed to screen the data so as to identify missing values. The identified missing values
were a result of omissions made by respondents and constituted 1.2 per cent of the data; and
thus, considered trivial (Little and Rubin, 2002) and could not suppress the standard
deviation (Field, 2009). Thereafter,descriptive statistics involving frequency distribution
were generated. Data were analyzed using SPSS version 22, and Pearson correlation
coefficient was used to establish the relationship between predictor variables (attitude,
subjective norm and religiosity) and the criterion variable (intention to adopt Islamic
banking). Tests for mediation were conducted in this study to establish the nature of
mediation and the extent to which attitude influences the association between subjective
norm, religiosity and intention to adopt Islamic banking. The test for mediation was carried
out using MedGraph program (an excel version program) by Jose (2008), which is based on
the works of Field (2009) and Baron and Kenny (1986).

4. Results
4.1 Descriptive statistics
We present descriptive statistics results in Table I. We generated means and standard
deviations to summarize the observed data as according to Field (2009), means represent a
summary of the data, and standard deviations show how well the means represent the data.
The mean score for the dependent variable (intention to adopt Islamic banking) is 3.94, while
the standard deviation is 0.77. This means that on average, Ugandans will adopt Islamic
banking products. However, given that the dependent variable is measured on a five-point
Likert scale, the minimum score of 1.08 indicates that there are some Ugandans not willing
to adopt Islamic banking products. The standard deviation for attitude, subjective norm,
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religiosity and intention to adopt Islamic financing are small as compared to their mean
values and thus the statistical means are a good fit of the observed data.

4.2 Correlation analysis results
The correlation analysis results are presented in Table II. Pearson’s correlation coefficient
analysis was conducted to establish the relationships between the predictor variables
(attitude, subjective norm and religiosity) and the outcome variable (intention to adopt
Islamic banking). The intention was to evaluate whether linear relationships existed
between predictor variables and the outcome variable. Pearson’s correlation coefficient (r)
was used because it is a parametric statistic and requires interval data for both variables
(Garson, 2012). As a result, bivariate-correlation analyses were performed and Pearson
correlation coefficients were generated to measure the direction and size of the relationship
between the study variables (Field, 2009). The correlations reveal that attitude is positively
associated with intention to adopt Islamic banking (r = 0.707**, p < 0.01), and thus, HI,
which states that attitude positively and significantly relates to intention to adopt Islamic
banking, is confirmed. The manifest variables under attitude that is to say, affective and
cognitive attitudes independently are positively and significantly associated with intention
to adopt Islamic banking. One’s attitude toward Islamic banking may include the feeling for
Islamic banking products and the knowledge about Islamic banking products. The
significant association of attitude and intention to adopt Islamic banking implies that a
positive change in attitude will lead to a positive change in the intention to adopt Islamic
banking in Uganda. Further, Table II results indicate that there is a significant positive
relationship between subjective norm and intention to adopt Islamic banking (r = 0.504**
and p < 0.01), and thus H2, which states that subjective norm relates to intention to adopt
Islamic banking in Uganda, is confirmed. Family influence and friends’ opinion as manifests
of subjective norm are positively and significantly associated with intention to adopt Islamic
banking. The implication of such a finding is that a positive change in subjective norm leads
to a positive change in the intention to adopt Islamic banking. The results in Table II further
indicate a significant positive relationship between religiosity and intention to adopt Islamic
banking (r = 0.644** and p < 0.01), and thus, H3, which states that religiosity relates to
intention to adopt Islamic banking in Uganda, is confirmed. Religious ideology and religious
experience as manifests of religiosity taken independently are significantly and positively

Table I.
Descriptive statistics

Variable n Minimum Maximum Mean SD

Affective 258 1.00 5.00 3.9276 0.91200
Cognitive 258 1.00 5.00 3.6202 0.80664
Attitude 258 1.25 5.00 3.7739 0.76942
Family influence 258 1.00 5.00 2.9096 0.73116
Friends opinion 258 1.00 5.00 3.2339 0.92592
Subjective norm 258 1.00 4.75 3.0717 0.70233
Ideology 258 1.00 5.00 3.7345 0.69944
Religious experience 258 1.00 5.00 3.9884 0.73666
Religiosity 258 1.00 5.00 3.8614 0.65904
Awareness level 258 1.17 5.00 3.9173 0.81759
Perceived benefit 258 1.00 5.00 3.9574 0.82290
Intention to adopt Islamic banking 258 1.08 5.00 3.9373 0.77193

Source: Primary Data
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associated with intention to adopt Islamic banking. This means that a positive change in
religiosity leads to a positive change in the intention to adopt Islamic banking.

4.3 Testing for mediation
The major focus for this study was to test for the mediating effect of attitude in the
relationship between subjective norm, religiosity and intention to adopt Islamic banking.
Mediation tests were thus conducted to be sure that the conditions suggested by Baron and
Kenny (1986) are met. According to Baron and Kenny (1986) and Kenny et al. (1998),
mediation occurs if the following conditions are met:

� Variations in the independent variable significantly account for variance in the
presumed mediator.

� Variations in the mediator significantly account for variance in the dependent
variable.

� Variations in the independent variable significantly account for variance in the
dependent variable.

� The effect of the independent variable on the dependent variable significantly
reduces when the mediator is included in the equation.

All the above-mentioned conditions were met because H1-H3 are supported, and also,
Table II shows a significant link between the study variables. Further the MedGraph
program, a modified version of Sobel test was used to compute the Sobel z-value and the
significance of the mediation effect of attitude on the relationship between subjective norm,
religiosity and intention to adopt Islamic banking. The results are summarized in Figures 1
and 2.

From Figure 1, Sobel z-value is large with a p-value less than 0.05, it means that a
significant mediation of attitude in the relationship between subjective norm and intention
to adopt Islamic banking existed. In real sense, it indicates that the association between the
predictor variable (subjective norm) and the criterion variable (intention to adopt Islamic
banking) has been significantly reduced (from 0.504 to 0.206) by the inclusion of the
mediating variable (attitude) in the model (Jose, 2008). Also, a partial type of mediation was
registered because the correlation between independent variable and dependent variable
was reduced to a significant level. The ratio index of 58.9 per cent given by (0.297/
0.504*100), implying that 58.9 per cent of the effect of subjective norm on the intention to
adopt Islamic banking goes through attitude and about 41.1 per cent of the effect is direct.
Findings in Figure 2 also indicate that Sobel z-value is large with a p-value less than 0.05
and this means that a significant mediation of attitude in the relationship between religiosity
and intention to adopt Islamic banking existed. Also, a partial type of mediation was
registered because the correlation between independent variable and dependent variable
was reduced to a significant level. The ratio index of 43.1 per cent given by (0.278/
0.644*100), implying that 43.1 per cent of the effect of religiosity on the intention to adopt
Islamic banking goes through attitude and about 56.9 per cent of the effect is direct.

5. Discussion
According to the present results, attitude mediates the relationship between subjective norm
and intention to adopt Islamic banking in Uganda. Also, attitude mediates the relationship
between religiosity and intention to adopt Islamic banking in Uganda. It is thus important
that in Uganda, for Islamic banking to be successful, peoples’ attitudes must carefully be
worked on, for example, the proprietors of Islamic banking need to understand that
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Ugandans are used to conventional banking systems, and thus, the proprietors of Islamic
Banking need to informUgandans that Islamic banking is an alternative banking system for
them. Potential clients expect Islamic banking to bring a piece of mind to them as the
hurdles associated with fluctuating interest rates will be minimized through Islamic
banking operations. The packaging and branding of Islamic banking products should done
in way that both Muslims and non-Muslims will be comfortable with. This argument is in
line with that for Wilson and Liu (2011), who suggested that if Islamic brands are to be
accepted across the globe to both Muslims and non-Muslims, then they should not be
sterilized and sanitized when considering their sensitive brand composition. As no previous
studies has been conducted to test the mediating role of attitude in the relationship between:

� subjective norm and intention to adopt Islamic banking; and
� religiosity and intention to adopt Islamic banking, it is almost impossible to

compare results.

Correlation results further indicate that feelings (affective) and knowledge (cognitive) have a
significant association with intention to adopt Islamic banking. It is then important that
players in Islamic banking in Uganda should capitalize on feelings of Ugandans and
carrying out massive sensitization among Ugandans about Islamic banking products and
principles. There is need to invest in various media centers, trade unions and schools/
universities to educate the mass about Islamic banking. It is worth noting that attitude is a
significant predictor of intention to adopt Islamic banking especially among micro

Figure 1.
TheMedGraph

program graphically
depicting mediation
among subjective
norm, attitude and
intention to adopt
Islamic banking

Islamic
banking

D
ow

nl
oa

de
d 

by
 U

ni
ve

rs
ity

 L
ib

ra
ry

 A
t 0

4:
18

 1
0 

Ju
ne

 2
01

9 
(P

T
)

https://www.emeraldinsight.com/action/showImage?doi=10.1108/JIMA-02-2018-0025&iName=master.img-000.jpg&w=243&h=266


businesses in Uganda. According to the TRA, attitude and subjective norm are significant
predictors of behavioral intention and this study’s results are thus in agreement with the
theory. Whereas previous studies such as Lujja et al. (2016) did not find a direct effect in the
relationship between subjective norm and intention to adopt Islamic banking, their study
found out that subjective norm predicts behavioral intention through attitude. However, in
other studies such as in Kaawaase and Nalukwago (2017), results indicated that subjective
norm is associated with intention to patronize Islamic banking. In terms of relationships
between the independent and dependent variables, the present study results are in
agreement with that of previous scholars. Religiosity is positively associated with intention
to adopt Islamic banking though there is no evidence as yet in the existing literature as to
whether attitude mediates the relationship between religiosity and behavioral intention.
Studies such as that for Hanudin et al. (2011), did not find a significant relationship between
religiosity and intention to use Islamic personal financing. However, Echchabi and Olaniyi
(2012) documents that choosing an Islamic bank is due to the religious motivation of the
customers. Further, Rehman and Shabbir (2010) found out that religiosity significantly
influences adoption of a new product.

This study thus provides an empirical account of what matters for Uganda in terms of
Islamic banking adoption especially among micro businesses. Whereas Gumel et al. (2015)’s
study focused on critical insights into an integrated literature review on customers’ adoption
of Islamic banking, results indicated that subjective norm was the most important factor in
shaping people’s intention to adoptMusharakah–Mutanaqisah home financing, which is not
the case with this study. This study confirms attitude as a more critical factor in

Figure 2.
TheMedGraph
program graphically
depicting mediation
among religiosity,
attitude and intention
to adopt Islamic
banking
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determining a customers’ intention to adopt Islamic banking given its capacity to mediate
the relationship between subjective norm, religiosity and intention to adopt Islamic banking
and its high correlation. Gumel et al. (2015)’s findings were further supported by other
scholars like Hanudin et al. (2011), who found that subjective norm was of great value in
influencing customers’ adoption of Islamic insurance, and Abduh et al. (2011), while
studying factors influencing depositors' withdrawal behavior in Islamic banks, found
subjective norm a very strong factor. This study’s findings confirm that attitude is a
mediator in the relationship between subjective norm, religiosity and intention to adopt
Islamic banking in Uganda. Finally, given the high correlation coefficient of attitude, it can
be noted that attitude is a strong predictor of intention to adopt Islamic banking, and this is
consistent with scholars such as Hanudin et al. (2014), Lujja et al. (2016), Kaawaase and
Nalukwago (2017) and Lajuni et al. (2017) that attitude is the most influential factor in
explaining one’s intention to use Islamic banking products, such as Islamic personal
financing.

6. Summary and conclusion
This study aimed to establish the mediation effect of attitude in the relationship between
subjective norm, religiosity and intention to adopt Islamic banking in Uganda. The above
objective was achieved through a questionnaire survey of 258 owner-managed micro
businesses representing a response rate of 68 per cent. Results indicate that attitude
mediates the relationship between:

� subjective norm and intention to adopt Islamic banking; and
� religiosity and intention to adopt Islamic banking in Uganda.

In terms of correlation results, attitude, subjective norm and religiosity are significantly and
positively associated with intention to adopt Islamic banking in Uganda.

Overall, the findings of this study have important implications for academics, as well as
practitioners and regulators. For academics, our results suggest that attitude mediates the
relationship between subjective norm, religiosity and intention to adopt Islamic banking
among Ugandans. For practitioners and regulators, findings are important for the
proprietors of Islamic banking in ensuring that massive sensitization is emphasized and put
in practice to create awareness among Ugandans in respect to Islamic banking. It is
important that the attitude of Ugandans be worked on. Society too has a choice to opt for
Islamic banking systems and this can be possible by first putting pressure on government to
encourage both foreign and local investors to invest in Islamic banking so that Islamic
banking services are available to them or opt to keep quiet and stay with conventional
banks.

Like any other study, the current study also has a number of limitations. First, the study
used evidence from owner-managed micro business in Uganda, and it is possible that these
results are only applicable to Uganda’s micro businesses. Second, this study was cross-
sectional, and this means that changes in behavior over time are not taken care of. Finally,
this study used quantitative data which sometimes miss certain information and limit the
respondent’s opinions on the study variables. However, this study results are useful as the
mediation effect of attitude in the relationship between subjective norm, religiosity and
intention to adopt Islamic banking in Uganda is clearly brought out. Future research may
consider replicating this study in other settings to confirm the present study findings.
Future studies may also consider a mixed-methods design.

Islamic
banking

D
ow

nl
oa

de
d 

by
 U

ni
ve

rs
ity

 L
ib

ra
ry

 A
t 0

4:
18

 1
0 

Ju
ne

 2
01

9 
(P

T
)



References
Abduh, M., Jarita, D. and Mohd, A.O. (2011), “Factors influence depositors' withdrawal behavior in

Islamic banks: a theory of reasoned action”, World Academy of Science, Engineering and
Technology, Vol. 60, pp. 12-21.

Ajzen, I. and Fishbein, M. (1980),Understanding Attitudes and Predicting Social Behavior, Prentice-Hall,
Englewood Cliffs, NJ.

Ajzen, I. and Fishbein, M. (2000), “Attitudes and the attitude-behavior relation: reasoned and automatic
processes”, in Stroebe, M. and Hewstone, M. (Eds), European Review of Social Psychology, Wiley,
New York, NY, pp. 1-28.

Akbar, S., Shah, S.Z.A. and Kalmadi, S. (2012), “An investigation of user perceptions of Islamic banking
practices in the United Kingdom”, International Journal of Islamic and Middle Eastern Finance
andManagement, Vol. 5 No. 4, pp. 353-370.

Baron, R.M. and Kenny, D.A. (1986), “The moderator-mediator variable distinction in social
psychological research: conceptual, strategic and statistical considerations”, Journal of
Personality and Social Psychology, Vol. 51 No. 6, pp. 1173-1182.

Chang, M.K. (1998), “Predicting unethical behavior: a comparison of the theory of reasoned action
and the theory of planned behavior”, Journal of Business Ethics, Vol. 17 No. 16,
pp. 1825-1834.

Chau, P.Y.K. and Hu, P.J.H. (2001), “Information technology acceptance by individual professionals: a
model comparison approach”,Decision Science, Vol. 32 No. 4, pp. 699-719.

Cronbach, L.J. (1951), “Coefficient alpha and the internal structure of tests”, Psychometrika, Vol. 16
No. 3, pp. 297-334.

Echchabi, A. and Olaniyi, H. (2012), “Empirical investigation of customers’ perception and adoption
towards Islamic banking services inMorocco”,Middle-East Journal of Scientific Research, Vol. 12
No. 6, pp. 849-858.

Field, A. (2009),Discovering Statistics Using SPSS, 3rd Ed., Sage, London.
Garson, G.D. (2012), Testing Statistical Assumptions, 2012 ed., Statistical Associates Publishing,

Berlin.
Gilani, H. (2015), “Exploring the ethical aspects of Islamic banking”, International Journal of Islamic

andMiddle Eastern Finance andManagement, Vol. 8 No. 1, pp. 85-98.
Golafshani, N. (2003), “Understanding reliability and validity in qualitative research”, The Qualitative

Report, Vol. 8 No. 4, pp. 597-607.
Gumel, A.M., Othman, M.A. and Yusof, R.M. (2015), “Critical insights into an integrated literature

review on customers’ adoption of Islamic banking research”, International Journal of Scientific
Research and Innovative Technology, Vol. 2 No. 6, pp. 45-57.

Hanudin, A., Abdul Rahim, A. and Dzuljastri, A. (2014), “Consumer acceptance of Islamic home
financing”, International Journal of Housing Markets and Analysis, Vol. 7 No. 3,
pp. 307-332.

Hanudin, A., Rahim, A.R.A., Sondoh, S.L., Liason, S. and Hwa, A.M.C. (2011), “Determinants of
customers’ intention to use Islamic personal financing: the case of Malaysian Islamic banks”,
Journal of Islamic Accounting and Business Research, Vol. 2 No. 1, pp. 22-42.

Haron, S., Ahmad, N. and Planisek, S.L. (1994), “Bank patronage factors of Muslim and Non-Muslim
Customers”, International Journal of BankMarketing, Vol. 12 No. 1, pp. 32-40.

Islamic Financial Services Board (IFSB) (2015), “Islamic Financial Services Industry Stability Report”,
Kuala Lampur.

Jaffar, M.A. and Musa, R. (2016), “Determinants of attitude and intention towards Islamic
financing adoption among Non-Users”, Procedia Economics and Finance, Vol. 37,
pp. 227-233.

JIMA

D
ow

nl
oa

de
d 

by
 U

ni
ve

rs
ity

 L
ib

ra
ry

 A
t 0

4:
18

 1
0 

Ju
ne

 2
01

9 
(P

T
)

https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&crossref=10.1111%2Fj.1540-5915.2001.tb00978.x&isi=000180189400007&citationId=p_7
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2F17538391211282845&citationId=p_4
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2F17538391211282845&citationId=p_4
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2FIJHMA-12-2012-0063&citationId=p_15
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&crossref=10.1023%2FA%3A1005721401993&isi=000077320000004&citationId=p_6
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2F02652329410049599&citationId=p_17
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&crossref=10.1007%2FBF02310555&citationId=p_8
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2FIMEFM-09-2012-0087&isi=000214406300005&citationId=p_12
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2FIMEFM-09-2012-0087&isi=000214406300005&citationId=p_12
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&crossref=10.1080%2F14792779943000116&citationId=p_3
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&crossref=10.1016%2FS2212-5671%2816%2930118-6&citationId=p_19
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&crossref=10.1037%2F0022-3514.51.6.1173&isi=A1986F285400010&citationId=p_5
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&crossref=10.1037%2F0022-3514.51.6.1173&isi=A1986F285400010&citationId=p_5
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2F17590811111129490&citationId=p_16


Jose, E.P. (2008),Welcome to the Moderation/Mediation Help Centre, Version 2.0, School of Psychology,
Victoria University ofWellington,Wellington.

Kaabachi, S. and Obeid, H. (2016), “Determinants of Islamic banking adoption in Tunisia: empirical
analysis”, International Journal of BankMarketing, Vol. 34 No. 7, pp. 1069-1091.

Kaawaase, T.K. and Nalukwago, L. (2017), “Religiosity and Islamic banking in Uganda”, Makerere
Business Journal, Vol. 13 No. 1, pp. 70-93.

Kabiru, J.R. (2014), “Perception of Nigerian Muslim account holders in conventional banks toward
Islamic banking products”, International Journal of Islamic and Middle Eastern Finance and
Management, Vol. 7 No. 3, pp. 288-305.

Kalafatis, S.P., Pollard, M., East, R. and Tsogas, M.H. (1999), “Green marketing and Ajzen’s theory of
planned behaviour: a cross market examination”, Journal of Consumer Marketing, Vol. 16 No. 5,
pp. 441-460.

Kenny, D.A., Kashy, D. and Bolger, N. (1998), “Data analysis in social psychology”, in Gilbert, D., Fiske,
S. and Lindzey, G. (Eds), Handbook of Social Psychology, 4th ed., McGraw-Hill, New York, NY,
pp. 233-265.

Kholvadia, F. (2017), “Islamic banking in South Africa – form over substance?”, Meditari Accountancy
Research, Vol. 25 No. 1, pp. 65-81.

Lajuni, N., Ming, W.W.P., Yacob, Y., Ting, H. and Jausin, A. (2017), “Intention to use Islamic banking
products and its determinants”, International Journal of Economics and Financial Issues, Vol. 7
No. 1, pp. 329-333.

Lewis, W., Agarwal, R. and Sambamurthy, V. (2003), “Sources of influence on beliefs about information
technology use: an empirical study of knowledge workers”, MIS Quarterly, Vol. 27 No. 4,
pp. 657-678.

Little, R.J.A. and Rubin, D.B. (2002), Statistical Analysis with Missing Data, John wileg and Sues, New
York, NY.

Lujja, S., Mohammad, M.O. and Hassan, R. (2016), “Modelling public behavioral intention to adopt
Islamic banking in Uganda: the theory of reasoned action”, International Journal of Islamic and
Middle Eastern Finance andManagement, Vol. 9 No. 4, pp. 583-600.

Mahdzan, N.S., Zainudin, R. and Fong, S.A. (2017), “The adoption of Islamic banking services in
Malaysia”, Journal of IslamicMarketing, Vol. 8 No. 3, pp. 496-512.

Mumtaz, H., Shahmoradi, A. and Turk, R. (2015), “An overview of Islamic finance”, IMF working
Paper, June 2015.

Mwesigwa, A. (2016), “Church leaders protest the introduction of Islamic banking”, The Observer,
News Paper, 25th March, 2016.

Nunnally, J.C. (1978), Psychometric Theory, McGraw-Hill Book Company, NewYork, NY.

Rehman, A. and Shabbir, M.S. (2010), “The relationship between religiosity and new product adoption”,
Journal of Islamic Marketing, Vol. 1 No. 1, pp. 6-69.

Senyonyi, T.W. (2018), “Islamic banking: Can it succeed in Christian dominant Uganda?”, Business
Focus, Kampala.

Souiden, N. and Rani, M. (2015), “Consumer attitudes and purchase intentions toward Islamic banks:
the influence of religiosity”, International Journal of Bank Marketing, Vol. 33 No. 2,
pp. 143-161.

Stefan, H. and Odilo, W.H. (2012), “The centrality of religiosity scale”, Religions, Vol. 2012 No. 3,
pp. 710-724.

Sulaiman, A.N. and Datin, J.M. (2013), “Introduction to history of Islamic banking in Malaysia”,
Humanomics, Vol. 29 No. 2, pp. 80-87.

Uganda Bureau of Statistics (2016), “The National Population and Housing Census 2014 – Main
Report”, Kampala.

Islamic
banking

D
ow

nl
oa

de
d 

by
 U

ni
ve

rs
ity

 L
ib

ra
ry

 A
t 0

4:
18

 1
0 

Ju
ne

 2
01

9 
(P

T
)

https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2FIJBM-02-2015-0020&isi=000386033000006&citationId=p_21
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&crossref=10.2307%2F30036552&isi=000187244200007&citationId=p_28
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2FIMEFM-04-2013-0045&citationId=p_23
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2FIMEFM-04-2013-0045&citationId=p_23
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2F17590831011026231&citationId=p_35
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2FIMEFM-08-2015-0092&isi=000395794600008&citationId=p_30
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2FIMEFM-08-2015-0092&isi=000395794600008&citationId=p_30
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2FIJBM-10-2013-0115&isi=000216516300004&citationId=p_37
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&crossref=10.33117%2F513&citationId=p_22
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&crossref=10.33117%2F513&citationId=p_22
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2F08288661311319157&citationId=p_39
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&crossref=10.1002%2F9781119013563&citationId=p_29
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2F07363769910289550&citationId=p_24
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2FMEDAR-02-2016-0030&isi=000396451100004&citationId=p_26
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2FMEDAR-02-2016-0030&isi=000396451100004&citationId=p_26
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2FJIMA-08-2015-0064&isi=000412071200011&citationId=p_31


Uganda Business News (2018), “No bank has applied for Islamic banking licence – BoU” (accessed 15
August 2018).

Wilson, J.A. and Liu, J. (2011), “The challenges of Islamic branding: navigating emotions and halal”,
Journal of Islamic Marketing, Vol. 2 No. 1, pp. 28-42.

Further reading
Uganda Bureau of Statistics (2011), “Report on the census of business establishments in Uganda”,

Kampala, available at: www.ubos.org.

Corresponding author
Juma Bananuka can be contacted at: jbananuka@mubs.ac.ug

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

JIMA

D
ow

nl
oa

de
d 

by
 U

ni
ve

rs
ity

 L
ib

ra
ry

 A
t 0

4:
18

 1
0 

Ju
ne

 2
01

9 
(P

T
)

http://www.ubos.org
mailto:jbananuka@mubs.ac.ug
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FJIMA-02-2018-0025&system=10.1108%2F17590831111115222&citationId=p_42

	Attitude: mediator of subjective norm, religiosity and intention to adopt Islamic banking
	1. Introduction
	2. Literature review
	3. Methodology
	3.1 Research design, population and sample
	3.2 Reliability, validity and measurement of variables
	3.3 Data analysis

	4. Results
	4.1 Descriptive statistics
	4.2 Correlation analysis results
	4.3 Testing for mediation

	5. Discussion
	6. Summary and conclusion
	References


