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Abstract

Since the introduction of Islamic Banking in the international financial paradigm extensive research has been
under attention with the purpose of identifying the factors that influence the adoption of Islamic banking.
With the objective of identifying the factors that influence the selection of Islamic Banking in Pakistan, this
study investigates the impact that factors like attitude, social and religious influence, governmental support
and pricing have in deciding whether to go for conventional banking or Islamic banking. The sample
comprised of 250 respondents and collected from customers of Islamic banks by using a structured
questionnaire. The study used SPSS to analyze the data using reliability analysis, factor analysis, descriptive
analysis, and correlation and regression analysis. The results suggest that attitude, social and religious
influence and government support to be significant factors in inclining a customer towards Islamic banking.

1.  Introduction

Banking activities are important for the economic stability and growth of any country. Banking gained
prominence soon after the Industrial Revolution during the 18th century. The banks are the institutes which
accept deposits from the people who have surplus and then use these deposits to provide funds to the
businesses and entrepreneurs who desire funds for growing their businesses or to meet their financial
requirements. These banks perform the role of intermediary between those who have excess of funds and the
ones who have shortage of funds. This results in greater usage of funds and thus leads towards greater and
prosperous economies.

The push towards a banking system founded on the Islamic principles was stimulated by failures of the
conventional financial system (Chapra, 2008). It was due to this failure of the conventional financial system
that the economies all over have faced over 100 crises in the recent few decades (Stiglitz, 2003). Chapra
(2008) suggests that one of the most vital causes behind these crises was the excessive and imprudent lending
by banks to earn higher profits as an interest in lieu of these lending activities. This meant that unless an
interest free system was introduced the economies would have continued to experience recurring crises.

Islamic banking finds its roots in Shariah Law, which prohibits interest in all forms as it is of the view that
interest leads towards undue exploitation of those in need and ultimately results in unequal wealth
distribution (Khan & Asghar, 2012). Islamic banks are working with the sole objective of offering riba free
alternatives of the conventional banking offerings (Jamshidi and Hussin, 2012). The system of Islamic banking
is based on the guidelines and principles of Shariah while on other hand the system of conventional banking is
based on the man-made principles of interest. Islamic banks work on the tune of profit-loss sharing while the
conventional banks are only interested in earning profits while imposing all possibilities of risk to the
borrower.

2. Researchgap

Banking industry experienced phenomenal growth during 21" century, this came with the amalgamation of
threats and opportunities as new horizons like Islamic Banking emerged during this time. This emergence of
Islamic banking created competition in the conventional banking. This study was undertaken with the
realization that with the emergence of Islamic banking as alternative to the global banking system there is a
need to assess the benefits of the Islamic banking with special concentration on the Pakistani banking
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industry. The study attempts to identify the factors that dictate the intent to use Islamic banking and thus tries
to identify the ways through which greater financial inclusion can be achieved through the utilization of
Islamic banking medium.

3. Significance of the study

Though relatively new segment, Islamic banking went under swift development during the past three decades.
Islamic banking is important to identify factors that influence the adoption of Islamic banking. One needs to
enter a value for the most realistic works of literature in Islamic banking functions. This will allow the
governments to ensure greater financial inclusion thus not only supporting the poverty alleviation but also
helping with greater mobility in terms of currency management. This research can help policy makers to
explore the attitude, social impact and religious influence of people on the intention to use Islamic banking in
Pakistan and will identify the areas that need attention to bring the masses under the structured financial
system of the country.

4. Research Questions

1. Isthere any relationship between an individual's attitude and his decision to opt for Islamic Banking? If
yes then of what kind?

2. Is there any relationship between social influence and decision to opt Islamic Banking? If yes then of
what kind?

3. Isthere any relationship between religious influence and decision to opt Islamic Banking? If yes then of
what kind?

4. Is there any relationship between the government support and the decision to opt Islamic Banking? If
yes then of what kind?

5. Literature Review

"Islamic Banking" can be defined as the system in which banking operations and banking services are carried
out within the limits defined in Islam (Mirakhor, 2000). The primary standards of Islamic banking are the
exclusion of interest in all types of transactions and exchanges (Mirakhor, 2000). Haq et al., (2007) is of the
view that dissimilar to conventional mode of banking, the Islamic variant is founded on exclusion of interest in
all forms and for every type of transaction involved. In the way of recent decades, Islamic banking has proven
to be the speediest rising industries, at an expected development rate of 15-20 % for every year (Tara et al.,
2014). It has been adopted by different economies all over the world, thus receiving acknowledgement from
Muslims and non-Muslims equally (Aziz, 2006). Interesting attention is provided by the government of
Malaysia, it has shown keen interest in developing an optimized framework for carrying out banking
transactions as per the Islamic teachings (Thambiah et al, 2010).

Islamic banking is based on the basic foundation to carry out interest-free activities based on Shariah
principles. The most important feature of Islamic banking is the sharing of profit-loss with participants of
banking system and conducting all activities including borrowing and lending without interest (Al-Jarhi &
Igbal, 2001). Islamic banking success forced other banks to offer products to their clients based on Islamic
banking (Igbal al, 1998). Two rivers, the Islamic banks and conventional banks, Islamic banks exist some
questions and poses major challenges in the mind of customers in acceptance of Islamic banking in Pakistan
(Najajmabadi, 1991).

With objective of identifying the factors that influence the customers selection of Islamic Banking in Lahore,
Pakistan, this study investigates the impact that factors like attitude, relative advantage, compatability, ease of
use, social and religious influence, governmental support and pricing in deciding whether to select
conventional banking or Islamic banking. The researcher investigated the positive relationship between
attitude and the intention to use Islamic banking (Schiff man and Kanuk 2004, Jamshidi and Hussin 2012). On
the same foundations, some studies also investigated the positive relationship between social influence and
the intention to use Islamic banking (Taib et al. 2008, Khurram and Saeed, 2015). Some studies also
investigated the positive relationship between religious influence and government support and intention to
use Islamic banking (Amin et al., 2011, Ouafy, & Chakir 2015). Some studies also investigated the relationship
between pricing and the intention to use Islamic banking (Hanudin et al., 2011).
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5.1 Theoryof Reasoned Action

This theory was presented by Fishbein and Ajzen in 1975 with the objective of achieving the end goal of
building up connections between convictions, mentalities, aims and practices (Taib et al., 2008). The present
study covers the hypothesis to Islamic individual finance setting. Two special factors of TRA, in particular,
state of mind and subjective standard are connected in the current study subsequent to past studies showed
that acknowledgment of Islamic finance can be clarified by the factors of TRA (Amin et al., 2011; Taib et al,,
2008).

5.2 Attitude

Jamshidi and Hussin (2012) referred to Fishben and Ajzen who consider state of mind as an evaluative impact
which is a result of an individual's hopeful and negative sentiments following in a specific conduct. Attitude
when defined in the context of consumer behavior is the tendency to behave in a definite manner when
confronted with the same scenario (Schiff man and Kanuk, 2004). There are various studies relating attitude
to conduct. Utilizing the study strategy, Gopi and Ramayah (2007) analyzed Master of Business
Administration's understudies' goal to utilize versatile PCs and observed it to be essentially identified by state
of mind.

5.3 Relative advantage

The relative favorable position is characterized as the amount to which a progress is seen as being greater to
the "thought" it succeeds. Rogers (2003) found that adopters constantly saw the relative favorable position
regarding the financial advantages, monetary advantages and the expenses coming about because of the
selection of advancement and upgrades that are standing to their economic wellbeing. The positive impact of
relative point of preference on people's goal to embrace Internet keeping money has been found in a few past
studies (Ajam, and Nor, 2013).

5.4 EaseofUse

The researcher investigated relationship between the ease of use and intention to use Islamic Banking. It is
undifferentiated from the "ease of use" developments in non-Islamic keeping money. In this exploration, the
expression "usability" is utilized rather than "multifaceted nature". Demeanors are likewise influenced by
seeing convenience. Seen usability finds with the degree to which people trust that using a specific structure
would require no effort (Nasri, 2011). Seen usability was found to impact the reception of Internet keeping
money administration. When a framework is observed and seen as simple or easy clients will have the
expectation to utilize the framework (Ajam and Nor, 2013).

5.5 Compatibility

Rogers (2003) defines compatibility of any new concept, invention or innovation in perspective of measuring it
with the perspective of its consistency or alignment with the past experiences, current values and the needs of
potential adopters. Therefore it is actually the alignment of an individual's values and beliefs with the product
on offer (Gerard, 2003). The study led by Tan and Teo (2000), the apparent similarity of a development was
found to impact the reception of the said advancement. At the end of the day, clients will just embrace e-
managing an account developments that in their perspective are good with their qualities about living and
working.

5.6  Social Influence

Social influence alludes to subjective standard or standardizing weight. Taib et al. (2008) suggest that
subjective standard was perceived to be a more persuasive indicator of expectation to use Islamic finance than
a state of mind. Notwithstanding, the consequences of past studies have been blended. Xihao and Yang (2004)
state that influence of friends, associates and family play as important role in shaping decision of consumer
regarding whether to buy a certain product or not. For example, in the setting of food purchasing behavior,
Bonne et al,, (2007) led an empirical study in France to find the factors influencing Halal meat consumption
within 576 Muslim migrants. Social influence was studied in relation to Muslim self-identity as a moderating
variable between attitude, subjective norm and intention. Findings suggested that customer claims to be
influenced by family, friends and religious organizations and that predict positive relationship between
subjective norm and purchase of Halal meat.
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5.7 Religious Influence

Religion is defined as “a system of beliefs and practices through which a group of people interpret and react,
compared to what they regard it as mystical and spiritual”. Furthermore, religion is a social institution that
shapes and controls the beliefs and behaviors of people (Johnston, 1975). Religion influences individual
behavior, taking into account two aspects: the first is the principles, rules and obligations that organize
individual behavior, and sanctions that control. The second aspect deals with religion as a powerful social
institution with a remarkable role in culture and social values development (Ouafy, & Chakir, 2015).
According to Metawa & Almossawi (1998) found religion to be the most significant element in influencing
Muslim customer's decisions to adopt Islamic Banking. Tara et al.,, (2014) presented religion as a psychological
connection and a prominent emotional relationship to things.

5.8 Government Support

It refers to decisions that affect the citizens in making them to adopt the introduced system. The government
actions and objectives that influence an individual's behavior are referred to as government support. Amin et
al, (2011) findings suggest that Islamic banking products and government support are positive and
significantly associated with each other. For example, before 1993, a pioneer in the Malaysian government,
safe before allowing Islamic banking industry to establish an Islamic bank for ten years. Government support
plays avital role for Islamic banks to emerge with the new concept of banking due to high market competition
(Hanudinetal., 2011).

5.9 Pricing

Pricing plays an important part in building consumers' perception further this perception leads towards a
decision whether to buy a product on offer or not at the given price. In case of Islamic banks prices of Islamic
personal financing are set keeping in view the need to establish a stability between the interest of the bank and
its customers. Profit and Loss sharing mechanism are adopted by Islamic banks in this regard (Olson and
Zoubi, 2008). Pricing is an important factor in determining the objective of people to Islamic personal
financing as seen in Malaysia (Amin and Rahim, 2009).

6.  Research Hypothesis

Hypothesis 1: Attitude affects the intent to use Islamic Banking.

Hypothesis 2: Social influence affects the intent to use Islamic Banking.

Hypothesis 3: Religious influence affects the intent to use Islamic Banking.

Hypothesis 4: Government support affects the intent to use Islamic Banking.

Hypothesis 5: Price plays a moderating role between attitude and intent to use Islamic
banking.

Hypothesis 6: Price plays a moderating role between social influence and the intent to use
Islamic Banking.

Hypothesis 7: Price plays a moderating role between religious influence and the intent to use
Islamic Banking.

Hypothesis 8: Price plays a moderating role between government support and the intent to

use Islamic Banking.

7. Methodology

In this research, primary data will be used to do analysis, interpret and elaborate. We were using 250 samples
out of the whole population which is based on the population and sample size. The respondents were
contacted in person by going to different branches of the different Islamic banks of Lahore and by distributing
questionnaires for data collection. The questionnaires were also distributed among faculty members and
students of university for getting good response. The questionnaires is separated into two parts. The part 1 is
asking the demographic questions about the respondents and in the part 2 questions are designed are which
related to our independent variables and the dependent variable. The Likert's 5-point scale is the most
suitable to estimate the range. The scale 1 - 5 represents strongly agree and as strongly disagree. SPSS
software is used for the statistical analysis of the data and hypothesis testing.
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Conceptual Framework
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8.  Statistical Analysis
Statistical analysis is performed with the help of SPSS Software which is designed for this purpose.

Table 1 - Reliability Analysis

Item Cronbach’s Alpha Total Items
1 Measuring Price 827 5
2 Intention to Use IB .887 5
3 Relative Advantage 743 5
4 Ease of Use 617 5
5 Compatibility 865 5
6 Attitude .907 6
7 Social Influence .859 5
8 Religious Influence .865 5
9 Government Support 773 4
10 Total 941 45

Table 1 shows the reliability of the test. As our results are 0.941 higher than the required level of 0.7 therefore
this suggests that the adopted scale is reliable and consistent.

Descriptive Analysis:
Table 2 - Gender of the Respondents
Frequency Percent Valid Percent Cumulative Percent
Male 179 71.6 71.6 71.6
Valid Female 71 28.4 28.4 100.0
Total 250 100.0 100.0

Table 2 shows the descriptive statistics of control variable gender which shows that the male participated in
the survey were 179 of the total sample size which is 250. Similarly the female participated in the survey were
71 of the total sample. It means that the majority of the respondents were males participated in the study.

Table 3 - Marital Status of the Respondents

Frequency Percent Valid Percent Cumulative Percent
Married 81 324 324 324
Valid Unmarried 169 67.6 67.6 100.0
Total 250 100.0 100.0
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Table 3 shows the descriptive statistics of control variable marital status which shows that the married
participated in the survey were 81 of the total sample size 250. Similarly the unmarried people who
participated in the survey were 169 of the total sample. It means that the majority of the respondents who
participated in the study were unmarried.

Table 4 - Age of the Respondents

Frequency Percent  Valid Percent  Cumulative Percent
20-29 178 71.2 71.2 71.2
30-39 52 20.8 20.8 92.0
Valid 40-49 14 5.6 5.6 97.6
50 and Above 6 2.4 2.4 100.0
Total 250 100.0 100.0

Table 4 shows the descriptive statistics of control variable age which shows that the 178 respondents were age
group range 20-29, 52 respondents were age group range 30-39, and 14 respondents were age group range 40-
49, and 6 respondents were age group range 50 & above. These statistics shows that the majority of the
respondents were young who participated in this study.

Table 5 - Educational Level of the Respondents

Frequency Percent Valid Percent Cumulative Percent

Matric 4 1.6 1.6 1.6
FA 20 8.0 8.0 9.6
Graduate 72 28.8 28.8 38.4

Valid Master 103 41.2 41.2 79.6
MS/M.Phil A 17.6 17.6 97.2
PhD 7 2.8 2.8 100.0
Total 250 100.0 100.0

Table 5 shows the descriptive statistics of control variable educational level which shows that the 4
respondents were matric degree holder, 20 respondents were FA degree holder, 72 respondents were
graduate degree holder, 103 respondents were master degree holder, 44 respondents were MS/M.Phil degree
holder, and 7 respondents were PhD degree holder. These statistics show that the majority of the respondents
were master degree holders who participated in this study.

Regression Analysis
Table 6 - Model Summary
Model| R [ R Square | Adjusted R Square | Std. Error of the Estimate Durbin-Watson
1 .823° .678 .668 54637 2.065

a. Predictors: (Constant), GSF, RAF, RIF, EOUF, SIF, CF, AF
b. Dependent Variable: ITUF
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Table 6 shows model summary in which Durbin-Watson statistic for this analysis is 2.065 so it can be accepted
that there is independence of errors or no auto correlation. The "R" value of 0.823 shows a good level of
prediction. The "R Square" shows the value of 0.678 that independent variables explain 67.8% of the variability
of our dependent variable. Adj. R2 is 0.668 (66.8%), which indicate the large effect size.

Table 7 - ANOVA

Model Sum of Squares Df Mean Square F Sig.
Regression 151.977 7 21.711 72.728 .000°
1 Residual 72.242 242 .299
Total 224.219 249

a.  Dependent Variable: ITUF
b. Predictors: (Constant), GSF, RAF, RIF, EOUF, SIF, CF, AF

Table 7 shows the F-ratio in the ANOVA. The F-ratio is (7, 242) = 72.728 and the significant value is 0.000 so
our model is significant and fit for data.

Correlation Analysis
Table 8 - Pearson Correlation
ITUF RAF EOUF CF AF SIF RIF GSF
ITUF 1.000
RAF 512* 1.000
EOUF 457 .622* 1.000
CF 726 .590* 503* 1.000
AF .788* 564 452 .785* 1.000
SIF .676* 545* 492* .658* TLL* 1.000
RIF .657* .535* L24* 713* .681* 617* 1.000
GSF 311* .305* .305* .367* 431* 445* .376* 1.000

Level of significant is 1%

Table 8 shows the relationship between two variables e.g Correlation between intension to use and relative
advantage is 0.512 which is greater than 0.5 which shows strong correlation between two variables.
Correlation between intension to use and ease of use is 0.457 which is less than 0.5 which shows week
correlation between two variables. Correlation between intension to use and compatibility is 0.726 which is
strong. Correlation between intension to use and attitude is 0.788 which is strong. Correlation between
intension to use and social influence is 0.676 which is strong. Correlation between intension to use and
religious influence is 0.657 which is strong. Correlation between intension to use and government support is
0.311 which is weak. We can see from the Correlations table that the variables are strongly related.
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Table 1 - Reliability Analysis

Model Unstandardized Coefficients Standardized Coefficients T  Sig. Collinearity Statistics
B Std. Error Beta Tolerance VIF

(Constant) -.017 .160 -.106 .916

RAF -.032 .066 -.026 -.487 .626 484 2.068
EOUF .094 .067 .068 1.408 .160 .566 1.767
CF .186 .070 175 2.641 .009 .303 3.301
AF 490 .073 467 6.752 .000 278 3.598
SIF .159 .065 144 2.460 .015 .387 2.584
RIF 147 .058 142 2.548 .011 430 2.324
GSF -.101 .049 -.085 2.042 .042 769 1.301

This table 9 shows that the significant value of compatibility, attitude, social influence, religious influence and
government support is less than 0.05 which shows that these variables are significant. In this data, the
Tolerance values are greater than 0.1 (the lowest is 0.278), so there is no collinearity problem in this
particular data.

Hypothesis 1 Attitude affects the intent to use Islamic Banking. Accepted

Hypothesis 2 Social influence affects the intent to use Islamic Banking. Accepted

Hypothesis 3 Religious influence affects the intent use Islamic Banking. Accepted

Hypothesis 4 Government support affects the intent to use Islamic Banking. Rejected
Moderation

A moderator variable is a third variable which affects the strength of the relationship between a dependent
and independent variable. Pricing is moderating variable in this study.

Regression Analysis
Table 10 - Model Summary
Model R R Adjusted R Std. Error of Change Statistics Durbin -
Square  Square  the Estimate R Square F dfi dfz  Sig F Watson
Change Change Change
1 513" .263 257 .80298 263 44.169 2 247 .000
2 547° .299 .288 78646 .036 6.243 2 245 .002
3 .765° 585 575 .60763 .286 83.716 2 243 .000
4 839 704 694 51529 119 48.447 2 241 .000
5 .843° 710 .698 51214 .006 2488 2 239 .085
6 849" 721 707 50408 011 4854 2 237 .009
7 .852¢ 726 710 50178 .005 2.085 2 235 127 2.051
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a. Predictors: (Constant), ModZRAFZMPF, RAF

b. Predictors: (Constant), ModZRAFZMPF, RAF, EOUF, ModZEOUFZMPF

c. Predictors: (Constant), ModZRAFZMPF, RAF, EOUF, ModZEOUFZMPF, CF, ModZCFZMPF

d. Predictors: (Constant), ModZRAFZMPF, RAF, EOUF, ModZEOUFZMPF, CF, ModZCFZMPF, AF, ModZAFZMPF

e. Predictors: (Constant), ModZRAFZMPF, RAF, EOUF, ModZEOUFZMPF, CF, ModZCFZMPF, AF, ModZAFZMPF, SIF,
ModZSIFZMPF

f. Predictors: (Constant), ModZRAFZMPF, RAF, EOUF, ModZEOUFZMPF, CF, ModZCFZMPF, AF, ModZAFZMPF, SIF,
ModZSIFZMPF, RIF, ModZRIFZMPF

g. Predictors: (Constant), ModZRAFZMPF, RAF, EOUF, ModZEOUFZMPF, CF, ModZCFZMPF, AF, ModZAFZMPF, SIF,
ModZSIFZMPF, RIF, ModZRIFZMPF, ModZGSFZMPF, GSF

Table 10 is of Model summary in which the value of R is 0.235 which moderate linear relationship between
variables. The value of R square is 0.726 which shows 72.6% intension to use Islamic banking. As the value of
Durbin-Watson 2.051 is close to 2 so there is no auto correlation. Further table of summary shows R square
change because of all variables.

Table 11 - ANOVA

Model Sum of Squares Df Mean Square F Sig.

Regression 56.959 2 28.479 44.169 .000°
1 Residual 159.260 247 .645

Total 216.219 249

Regression 64.681 4 16.170 26.144 .000°¢
2 Residual 151.538 245 .619

Total 216.219 249

Regression 126.500 6 21.083 57.103 .000¢
3 Residual 89.719 243 369

Total 216.219 249

Regression 152.227 8 19.028 71.663 .000°
4  Residual 63.992 241 .266

Total 216.219 249

Regression 153.533 10 15.353 58.536 .000°
5 Residual 62.686 239 262

Total 216.219 249

Regression 155.999 12 13.000 51.162 .000¢
6  Residual 60.220 237 254

Total 216.219 249

Regression 157.049 14 11.218 44.553 .000"
7  Residual 59.170 235 252

Total 216.219 249

a. Dependent Variable: ITUF

b. Predictors: (Constant), ModZRAFZMPF, RAF

c. Predictors: (Constant), ModZRAFZMPF, RAF, EOUF, ModZEOUFZMPF

d. Predictors: (Constant), ModZRAFZMPF, RAF, EOUF, ModZEOUFZMPF, CF, ModZCFZMPF

e. Predictors: (Constant), ModZRAFZMPF, RAF, EOUF, ModZEOUFZMPF, CF, ModZCFZMPF, AF, ModZAFZMPF

f. Predictors: (Constant), ModZRAFZMPF, RAF, EOUF, ModZEOUFZMPF, CF, ModZCFZMPF, AF, ModZAFZMPF, SIF,
ModZSIFZMPF

g. Predictors: (Constant), ModZRAFZMPF, RAF, EOUF, ModZEOUF ZMPF, CF, ModZCFZMPF, AF, ModZAFZMPF, SIF,
ModZSIFZMPF, RIF, ModZRIFZMPF

h. Predictors: (Constant), ModZRAFZMPF, RAF, EOUF, ModZEOUFZMPF, CF, ModZCFZMPF, AF, ModZAFZMPF, SIF,
ModZSIFZMPF, RIF, ModZRIFZMPF, ModZGSFZMPF, GSF
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ANOVA Table 11 shows significance of the model. The significance value is 0.000 in table which is less than
significance level 0.005.1t shows model is fit and significant.

Table 12 - Coefficients

Model Unstandardized Coefficients ~ Standardized Coefficients T Sig.
B Std. Error Beta
(Constant) .037 153 242 .809
RAF -.035 .063 -.028 -.551 582
ModZRAFZMPF .018 044 .025 419 .676
EOUF .048 .065 .035 741 459
ModZEOUFZMPF  .003 041 .003 .065 948
CF 214 .065 .205 3.269 .001
ModZCFZMPF -.037 .060 -.045 -.624 533
AF 516 .069 501 7.513 .000
ModZAFZMPF -.042 .059 -.049 -703 483
SIF 123 .062 114 1.992 048
ModZSIFZMPF -.010 .048 -.013 -214 831
RIF 151 .055 149 2.755 .006
ModZRIFZMPF .070 .053 .080 1.323 187
GSF -.089 047 -.076 -1.885 .061
ModZGSFZMPF -.019 .034 -.021 -546 586

a. Dependent Variable: ITUF

Table 12 is the table of coefficients which tells us which variables should we include in the model and which
should not. As in this table the significance value of compatibility, attitude, social influence and religious
influence is less than 0.05 so we can say that these variables are significant to predict intension to use Islamic
banking. So from table 12 it is evident that there is the positive moderating effect of pricing on the
relationship of compatibility, attitude, social influence, religious influence and intension to use Islamic
banking.

Hypothesis 5 | Price plays a moderating role between attitude and intent to use Islamic | Accepted
banking.

Hypothesis 6 | Price plays a moderating role between social influence and the intent to | Accepted
use Islamic Banking.

Hypothesis 7 | Price plays a moderating role between religious influence and the intent | Accepted
to use Islamic Banking.

Hypothesis 8 | Price plays a moderating role between govenment support and the intent | Rejected
to use Islamic Banking.
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9. Conclusion

This study was undertaken with an objective of studying the customer's intentions to use Islamic Banking. It
attempted to find the factors that dictate decisions regarding opting of Islamic Banking among those residing
in Lahore Pakistan. This study was carried out with the realization of the potential that Islamic banking has in
attracting and appealing to the majority of the Pakistani population. The research findings suggest that
attitude, compatibility, social influence accompanied by religious influence play a considerable role in
inclination of prospective customers towards Islamic Banking. Further findings suggest that ease of use,
relative advantage and government support do not have a considerable say in reaching decisions on whether
to opt Islamic Banking or not. The study concludes the need of focusing on governing and utilizing factors like
attitude, social influence, religious influence, government support and pricing for ensuring maximum
coverage of Islamic Banking. Focus on these factors has the potential of ensuring greater financial inclusion by
attracting even those who have reservations on the conventional banking system.

10. Recommendations

Overall Islamic Banking faces certain challenges that are existent because of financial and economic system of
the countries where these are founded to mainly support the conventional style of banking. Considering the
challenges following recommendations are suggested for future:

1. Primary focus should be given to creating awareness regarding the Islamic Banking as through this the
general perception of Islamic Banking being similar to conventional banking can be removed.

2. The presence of Islamic Banking must be ensured throughout the country. This can be done by asking
the Islamic Banks to open their branches in every locality.

3. It is a well-known fact that Islamic Banking industry follows KIBOR which is a benchmark of
conventional banks and does not have its own Benchmark. Shariah Advisors must work to make their
own benchmark which satisfies all the requirements given in Shariah and its obligation of Islam.

4. Adetailed information of Islamic banking products and services can actually bring customers towards it
and therefore it is recommended that rather than keeping it hidden from the prospective customers
sincere efforts should be made to share this knowledge with the general public

5. Government of Pakistan must also express its full commitment in implementation of Islamic banking.
This can be done by introducing suitable legislation and practical framework that harnesses the growth
of Islamic Banking in the country.

6. Religious leaders including the scholars involved in Friday sermons must be brought on board so that
they can create awareness and promote acceptance of Islamic Banking in their localities. Mosques can
be a suitable platform that can facilitate Islamic banking survival and promotion in an excellent
manner.
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