CHAPTER 3 Y
THEORETICAL BACKGROUND ON CUSTOMERS (DEMAN[(%S)

& HYPOTHESES DEVELOPMENT *

3.1  Overview
This chapter discusses theoretical background an beI]aV10r studies in
Islamic banking, starting with an overview of chapte sectibn ctlon two

analysis. Section four presents the attitude a

deliberates on its concepts. Section five d rPYper onali@vn.the impacts
of ATT which includes of Normative iefs (NB), and acy @1 fs (EB). Section
six discusses the additional 1mpacts T h1c es f;@ﬁgiosity beliefs (RB),
Knowledge (KW), Awareness d Understanding éEP Section seven presents
the operationalization of se 10n‘e sent additional impacts of INT.

Then section nine dis media Jts@\TT and INT. Lastly, section ten

4
concludes this ch. ap @

!
’ ")
3.2 U ing Theories/of | tion (INT)

4
h 0 major theorles\,ﬁ'lNT literature are: Theory of Reason Action

(F ein & Ajzen, 1967) h Theory of Planned Behavior (Ajzen, 1985). The

d‘%ncal development of these two closely associated theories was such that they are

st described here together, rather than sequentially. The Theory of Reasoned Action

(TRA) in some respects aims to explain the relationship between attitudes and
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behaviors within human action. It is mainly used to predict how individu il
behave based on their pre-existing attitudes and behavioral intentions. Ar@ual's

decision to engage in a particular behavior is based on the outcom individual

expects will come as a result of performing the behavior. ?
Attitudes z '

A
Intention L—» Behavior

1

Perceived Norms

TRA (see Figure 3.1
the headings of ‘behavioral<atti
to predict a per@av 11
theory relies %\su p
of any i %‘rsd ision i
Korihe

in the ich states that beh@;ral intention determines actual behavior.

\The TRA'’s strength lic?m its ability to understand an individual's behavior by
%m

n@ocess. This is due to the basic proposition held

ining the underlying basic motivation to perform an action. TRA states that a

Qwson's intention to perform a behavior is the main predictor of whether or not they
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actually perform that behavior. Additionally, the perceived norms also contr?!o

whether or not the person will actually perform the behavior. %\
According to the theory, intention to perform a certain beha cedes the

actual behavior. This intention is known as behavioral intention and es as a result

of a belief that performing the behavior will lead to a speci(lcmme. Behavioral

intention is important to the theory because these intcmti “are' determined by

attitudes and perceived norms”. The TRA suggests t tron rW\s lead to
L ]

_ o 9. "\
increased effort to perform the behavior, which als eases the |I’IO®I‘ the
as

behavior to be performed. Even though the { suc{:%éfully to

criti@;n the basis

identify key elements of consumer decisiondnaking, it

that it ignores the social nature of hun‘wa.

and behavior. It states that atti

Theory of Planned Beha\%TPB) |s\~sh?o ;@' links one's beliefs
St

ard behavi biggi e norms, and perceived

behavioral control, togethe hﬁ i

The concept was pro@
the TRA by includi erceiveii\bs>'
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Below are terms and concepts of variamgordw) :
Perceived Norms: An individ Q}rcep}% To
} {
enced

particular behavior which im\ the juag of significant others or

relevant others' beliefs that?&ould r sheul no@%rm such behavior.
Perceived Behavioral%ol: Indju/%j}el]d"e%bout the presence of factors that
may hinder perfor, MOf th‘ behavior and%erceived ease or difficulty to perform
behaviors. Th cept f‘
efficacy b@

Intent'windica&)@& individual's readiness to perform a given behavior. It is

N
as be an immediate edent of behavior. It is based on attitude toward the
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jor, subjective norm, and perceived behavioral control, with each predictor
Oighted for its importance in relation to the behavior and population of interest.
Behavior: an individual's observable response in a given situation with respect to a

given target. Ajzen said a behavior is a function of compatible intentions and
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perceptions of behavioral control in that perceived behavioral control is expe?m
moderate the effect of intention on behavior, such that a favorable mtent@uces

the behavior only when perceived behavioral control is strong. *

3.3  Meta-analysis
Using the TRA and TPB as the basis investig z me‘a analysis, this

section focuses on which variables gives bigger effect on inten cause one
of our goals is to provide the greatest predictive p@\e include atti uc’e @ ived
norms and perceived behavioral control \‘f

Meta-analysis provides a means to @: integr YE synthesize

the results of many studies in pursu\%elopmg Ha@a larger pool of

data—many studies vs. one—allo a greate XOf \;1\ ce and, hence, more

N
robust conclusions. Individual% in &senc co&lghata points in the meta-

analytic review of the agﬁ~ of tion udies. Meta-analysis helps
researchers to average%s S tho ht v{le e study; some scholars suggest

J‘
that such analysi \partlcr nefici to the Islamic banking research
community. '
Hun Sch |dt 2 4)‘rtht9 velopers of the method used for this study,

empha % very's S mhs&nt in it at least two weaknesses: sampling error
and@rement error. Alth L@r’Hunter and Schmidt (2004) describe several more

p study artifacts, this study use their bare-bones meta-analysis as the basis. In a

@ bones meta-analysis, this study correct for sampling error and combine the effect
[

ze across studies.
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In terms of literature search criteria, this study carefully selected studle
for meta-analysis based on strict inclusion and exclusion criteria. @wt to
include research that not only answered the calls from previous :fd;‘ but also
examined acceptance of an Islamic banking artifact. As such, thls y performed a
search in the Mendeley database.

This study chose Mendeley for collection o aCse ecause of its

demonstrated ability in indexing not just journal arti .\l@donference

"By having ceﬁs fe}these
-dra r em oblem in

urna@gu.s leading to
an overrepresentation of significant r H}ne publis tera «

To gather the first list of reﬁﬁces refe g h& Il candidate list, this
e

study identified full candldate‘eQM eﬁ'tlcle book&sentatlons and reports.

proceedings, dissertations, and additional researc

additional works, this study sought to mitigat

which studies of non-significant results ar&go\tp

bst earch of the 594 referenced

After a thorough table of cc%. e>7/r
items, this study reduc% to 34 gﬁj oni ion criteria.

&yle 3k sion E)&érla in Meta-analysis
¢ ' (a

’ Criteria

refeg ? ﬁé reasonable representations of the variable definitions
.J)a ed or

Areaiof Interest The artifact o,[the investigation must be Islamic banking and finance related

ta Excluded.studies with no empirical data (for example: conceptual)

orrelation This study eXcludes the article which does not provide the correlation values

%& between the independent and dependent variables.
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During the exclusion phase, this study read and analyzed each of the?’l!s
remaining on the reduced list—after the inclusion phase—filtering t@amst
exclusion criteria in Table 3.1 above. First, because this study ionalized
variables using definitions provided by Ajzen as foundation, this\study excluded
references that did not hold to the original intent. For an a |(Nbe retained, the
variable definitions used must be a reasonable facsi Yt.he definitions are

developed. ‘\d
L ]

| | Y
Then, as the next step of the exclusion phase study chosge to [)rrl@ucles

St% Isla@'bankmg

ticlsﬁ in ich rtlfact under

investigation. Because a meta-analyti\gw'a requires

to remove articles that were not e aIIy-

written in a language other than English. Base

and finance related, this study then exc

tm@‘data the decision

~—+

Q‘(\ncal conceptual, etc.)
was clear; more specifically, |s s,'l' dy 0i1exc d those articles in which

&

the authors did not prow COT on value ween the independent and
of t

dependent variable. U% pletlo‘g

study produced 50 Ie referi®

e&d@bn treatment, the efforts in this

g

“-
S
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Table 3.2: Characteristics of Studies used in Meta-analysis YV

2
<
(@}
@)
8 g
Studies Area of Interests 28
Abduh & Razak | Islamic Home Partnership
(2012) Financing V&
Alam et al. (2012) Islamic Home Financing N .16
Albashir et al. (2018) | Islamic Banking 29 13
Ali - & Athambawa Islamic Financin
(2013) g
Ali & Puah (2017) Islamic Banking
Ali etal. (2017) Islamic Home Finan& .10
Aloulou (2016) Entrepreneurship ., 21
Ambat & Damit . N
(2016) Entrepreneursh JE— .26
Amin (2013) -11
Amin et al. (2010)
Amin et al. (2011)
Amin et al. (2012) 19
Amin et al. (2013) 237 .63 .60 .16
Amin et al. (2014) 278 .55 .54 .28
Badaj & Radi (20 153 40 .04 -.32
Balushi et al. (2 385 57 31 .32
Bizri et al.l(% 115 .83 .08 -.06
Echchabi ziz
s w 146 84 | 13 | .09
Fara 515 27 17 -.04
(2009) Entrepreneurs‘hip 200 42 -.03 .25
et al Fee-pased -AdV|sory Model for 245 &7
Retail Banking
him et al. (2017) Islamic Home Financing 389 .29 .25 .39
V\afar & Musa (2016) :jlaerr';'c financing - among  Non- | 5,z 24 | a6 | a7
Jamshidi & Hussin . .
(2018) Islamic Credit Card 286 14
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Johan et al. (2017) Islamic Credit Card 100 44 .18
(I(Z%altgchi & Obeid Islamic banking 239 73

Lajuni et al. (2017) Islamic Banking 131 .53

Latip et al. (2017) Islamic Banking 477 .68

Luc (2018) Entrepreneurship 193 .23 .28
Lujja et al. (2016) Islamic banking 300 %

Mansour et al. (2016)

Internet Banking

Maulana et al. (2018)

Islamic Microfinance

Mbawuni & Nimako
(2017)

Islamic Banking

Md-Nor & Zainal

(2009)

Internet Banking

Md-Nor et al. (2010)

Internet Banking

Nasri, & Charfeddine
(2012)

Internet Banking

Obeid & Kaabachi
(2016)

Islamic Banking

Pitchay et al. (2015)

Cash Wagf

Reni & Ahmad
(2016)

Islamic Banking

Reni (2015)

Reza et al. (2014)

Sabirzyanov (2016)

Setyobudi et al.
(2015)

Sharma et al. (2016)

Shih & Fang (2004)

Taib et al. (2008) . aishin 300 74 | 76
inancing . £S5

Wahyuni et al. (20 n1!c BN ) (_\) 240 21 35

Yahaya et al. (2 slar’|c ﬁanrb i L’) 94 57

Zabri & M m ) 9

2018) ‘Qv Easl Wa N 382 32 | 06 | 26
Retail€Tamic Barking and 250 63 | 06 | 21
Financial Seryic

Zinsxw

&

\A meta-analysis is performed of the 50 articles using the methods prescribed
& unter and Schmidt (2004) for a bare-bones meta-analysis. Characteristics of these
tudies can be found in Table 3.2. Hunter and Schmidt assert that the two artifacts

contained in every study are sampling error and measurement error. Indeed, one chief
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purpose of meta-analysis is to “estimate the true magnitude of correlations, asw
all studies examined had been conducted without methodologic@ or

limitations”. A

From the 50 articles used, the correlation values were collected between each
'vWavioral control,

Iing,error, this study

elati sWeen each

[ ]
ing a weig ’ne;a\@/here

the weight is the sample size in the study ( an% idt, 20 4Wthis and

Additionally, a frequency-wW)\/erage S

performed to determine the varian%ross stu\'.\& e qt@te results, 80 percent

N,
credibility intervals and 95 p%onfi&snce rv. I@ performed. Credibility
intervals differ from confi %terla In that a eﬁbﬁdence interval provides an
# ; ¢ :

estimate of the varian%

lrn&b'correlation and is formed using
the standard erroﬁe\weigklt

parameter valu&dl ibuti
population sizes.
NN
% nd i ?004)<&erpret the credibility interval as the percentage
Y-v
of t@es in the parameter cokrelation distribution that lies in the given interval.
coige

Ithough Hunter and Schmidt encourage reporting the credibility intervals,

of independent variables: attitude, perceived norm and perc

and dependent variable: intention propensity. To correct f

calculated the population correlation coefficient of t

independent variable and intention propensity by cal

calculation was

h
%Gas the credibility interval refers to the

IS fo&d with the standard deviation of the

@,

thers recommend reporting both credibility intervals and confidence intervals

ecause each represent different information.
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Table 3.3: Meta-analysis Results Y'

Meta-analysis Results

Islamic Banking & Finance ey 'm poting

Hagger | Riebl et
8 § f§ § ~ al. al.
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=com %pl size N

N
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SDp= Sn d deviation of the & imated true score correlation
C
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81



Table 3.3 includes the results of the meta-analyses of the relationships tw
each of the antecedents and intention propensity. Attitude toward behavic@f the
three Theory of Planned Behavior variables, was the strongest correﬂ& intention
propensity, yielding a “large” effect size (p = .47) (Cohen, 1988). owing are the
correlates with “medium” effects: perceived norms (p =.26) and ived behavioral

X

control (p = .20). As such, all of the proposed antece ffund to have a

positive and significant correlation with intention propensity. ‘\d
L ]
N4
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82



Confidence intervals and credibility intervals aid in providing the best e?me
of the true nature of the relationship between variables. The confide@\jkerval
generated using the standard error can provide information about theﬂ%cy of the
mean correlation. As shown in figure 3.3, using the forest plot of '95% shows that
attitudes are the larger value compared other variables. The the\o@dibility interval
generated using the corrected standard deviation can pr rY;r ation about the
operation of moderators. As shown in figure 3.4, using the fores pw‘% shows
jables. [ _\f—}v

aI% ifferent areas of
estigation ongr;lationships

that attitudes also are the larger value compared othe

For comparison the results of current

studies has been showed in table 3.3. The #esults 'of i

in the TPB support the findings fromwaet al. ( We@%t al. (2014) and
Riebl et al. (2015) as such they pro@% a foun \bn$ r,tﬁe‘r examining intention

N,
propensity. Attitude toward b i ndicsled t rge@rrelation with intention

propensity. \ I
I of tﬁ@ies addressed herein is powerful
F &

sho otivate to continued use and give

mn-—n

predictors of inteni@openii
lec usesJt:

confidence to \
#

!
developing %@refi ment oI“thU itude-Intention (ATT-INT) framework by
NN
iti nts r&

identify% onal® e ATT- INT propensity that may elucidate the
iy

relati ps within the model.-For instance, it is found that over more than 500

i

s%%catalogued on Google Scholar as citing the Tri-component Attitude Model
h

ight(t:jé‘lhis study, the next section focus on

may have also used Kaus’s (1995) study as the basis of investigation. Although

Q theory has been modified, critiqued, and updated several times (Makanyeza, 2014;
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Thomas, 2017), the theory and its core constructs may provide a different

which to view research objectives, thus providing an opportunity for this s@}

S
N3

3.4  Attitudes-Intention Model in Review
Solomon (2002) describes an attitude as a lastin Kal e'valuation of an

object. An object may refer to people or issues. Arnou al. (20 it that an
"X

d actions Iadk@et al.
% cts o{/‘ﬁands—a

epa\son tkes th@ﬁct or brand

while an unfavorable attitude denotes \Ct@erson doe Iik@

In the context of consumer vior, As\@o g@*Schiffman & Kanuk
By N,

(2004) view an attitude as a%ble unf <3rab£Q dency that directs the
behavior of consumers to@ta:l jects, In gébnsumer-oriented definition,
t

Schiffman and Kanuk% ssert }

in consumer behaVigr sucb

advertisement. &

N O O

Thu %eters tend o&)ee ect-specific when conducting marketing
%v NN

researc)(lbt casg, il i y‘ficuhé?observe attitudes directly. Therefore, attitudes
sy

mu ferred from the act'oc%éf the consumers or from what they say (Schiffman

attitude is a summary of consumer thoughts, feeli

D

(2006) view an attitude as a global evaluativ

favorable attitude towards a product denot

S

&
rodu%&.product category, brand, and an

XIK, 2004). Schiffman and Kanuk (2004) identify three characteristics of
ttitudes that emerge from the definitions of attitude.
First, attitudes are a learned disposition. The implication of this is that attitudes

are learned. Consumer attitude towards a product is formed as a result of the
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consumer’s direct experience with the product, exposure to the ma S
communications and word-of-mouth information. An element of motivati@n.i sent
in attitudes i.e. consumer attitudes may propel or repel the consumer ﬁﬂkparticular
product (Schiffman & Kanuk, 2004). Y'

Second, attitudes are relatively consistent with the behavi at they reflect.
However, Schiffman and Kanuk (2004) argue that this do &:an hat attitudes are

permanent. Attitudes may change with time. .\d
L ]

Third, attitudes occur within a situation. It is ible forfan i vﬁl@have

di% i tio@\erefore,

D'Tula ttentioéﬂ:qhe situation

in which behavior is taking place, o i;;a misinte atic@ﬁ‘ the relationship

between attitude and behavior may %(Schm%a }(,:}004).
N
The concept of consum%de h% i (Z@e attention in marketing

literature. An understandinghms attitudes 4s_Tmportant in that it enables

various attitudes toward a product or brand b

when measuring attitude, the marketer sh

marketers to influence sumerstbeh etbmb’products or brands (Argyriou &

4 ’ &
Melewar, 2011).%), aiﬁpla an &pbrtant part in developing marketing
strategy. Attituw mar 'ldent{?ié’denefit segments, develop new products,
¢
and formuléfg%valu e pro ol{mﬁg‘t?ategies (Assael, 2004).
\
ire t0 tand-«consumer attitudes and their relationship with
Y.

cona&buying behavior h@étivated psychologists to come up with models or

t%l that capture the underlying dimensions of attitudes (Schiffman & Kanuk,

S
As noted by Arnould et al. (2002), attitude models explain how a consumer

processes information that influence the choice processes. Included in the consumer
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information process are cognitions and emotions. Prominent consumer attitudewﬁs

or theories discussed in literature include the Tri-component attitude mod rchy
of effects model, attitude toward object model, attitude toward behavid*el, theory
of reasoned action and the theory of planned behavior. T

These models provide different perspectives on the attitudé¥components and

how these components are related. However, the Tri-com n ttitide model is the

basic model of consumer attitude (Blythe, 2008; Assaeln2004; Sch & Kanuk,
@

Y-.

2004; Arnould et al., 2002; Solomon, 2002). J | _\o}
4 X
™\

"t

igure!3.54Tri“coniponent Attitude Model
40':' H‘b./,r g

A\ S
E\I’he concept of the Tri-component attitude model is that the three components

ttitudes: affect, conation and cognition are interconnected (as shown in figure 3.5).

describes the need that in order to understand the attitude of a consumer as to try
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and predict their behavior, all three components of the consumers attitude nea?‘!e
investigated, (Schiffman & Kanuk 2004). (’}

A person’s cognitions (beliefs) represent the first part of th mponent
attitude model. Cognitions refer to the knowledge and perceptions tk%e'acquired by
consumers by way of a combination of direct experience with thé%attitude object as
well as related information from various sources (Schiff LY.

anuk, 2004). Assael

(2004) and Schiffman and Kanuk (2004) agree that ume Wefs about
23

Yw
ness, tnd arﬂi@d/or
e n% i hich\tYé attitude

04)« Dali~et al. @@; stated that
religious also play an important roles walve meas S it@%cts the degree of

beliefs towards the values and prin that affe %tlt géb]ect (AO).

For example, they may%lhat ﬁe praduct o(r(/ d has certain attributes.
They may also believe th%f I will @It in a particular outcome.

?tj der to consist of consumer beliefs.
Consumer behefs&esent \uip; Judg nts about the relationship between
two or more t gs That umer efs about a particular product are the

characteristi a hey scrlb 0 { (%_?well et al., 2006). The role of the marketer

is to de% ocahbtl 'produ&\attrlbutes and benefits and then use it to develop
queﬂAused to solicit cons n%?’data that will lead to a sound understanding of the

products or brands. Also, thinking, knowledge,

intellectual dimension and consist of cognitio

object (AO) is perceived (Schiffman & K

Because of this, the c mpon

bé f consumers (Assael, 2004).
: Assael (2004), Schiffman and Kanuk (2004) and Solomon (2002) concur that
e affective component is described as the feelings of consumers about a particular

product or brand. It also relates to evaluations of feelings, emotions, and moods
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regarding either an attitude object (AQO) or its performance on specific criteri
also view this component as the overall brand evaluation i.e. of the three @ents,
only the affective component—brand evaluation—is central to the s attitudes
because it summarizes the consumer’s predisposition. Y'

They argue that beliefs are relevant only to the extent atw influence brand
evaluations, which are the primary determinants of in d eha,/ior. While the
consumer’s beliefs about a particular product or brand ulti iWI because

"AY
they represent the brand attributes consumers perc the avI:ct' cbrr@nt §
one-dimensional. Therefore, ' 4 T

NN

edb ng the brand

=

the overall consumer brand or product evalﬁ@ an

from ‘poor’ to ‘excellent’, from ‘preft st’}) ‘prefer , fr@ryood’ to ‘bad’, or

' %m ,Q\(anuk, 2004). Brand
N
evaluations are a product of eliefs i.e.patfect-laden experiences manifest
themselves in the form of }mam’
etc. (Schiffman & Kan%t) l 0’

.y ¢ &
The conativ; mponerlt \Onc rned{@h the intention to buy, which is also
known as beh %inte i sael('-2§604; Schiffman & Kanuk, 2004). The

!

@

conative co %\ is the con mgr’scgjalency to act towards a particular product or
NN

h as surprise or happiness,

brand. Q} intergtefations, conation may refer to the behaviour itself (Schiffman

& (QAZOM). As such, it @ms people’s behavioral intentions as their attitude
t%\hi he behavior or how likely they are to act upon their knowledge or feelings and
tly concerns the overt behavior, i.e. whether they act on their attitudes and

I
%entions or not (Schiffman & Kanuk, 2004)).
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However, Assael (2004) opposes this view. He argues that sometimes?ﬂs
and evaluations of a particular product do not have to change for c@ﬁs to
establish an intention to buy particularly if the economic inducement enough,
for example, a sharp reduction in price. It is important to measurefthe behavioral
intention when developing marketing strategy. The behavior. IMon can be used
by marketers as the closest substitute of the actual buying R?

Assael, 2004).

In measuring attitudes, it has been studied an asured W different

X
ways as reported in literature (Bruner Il et al., 2 ssael; 20 *r@an &
ase

Kanuk, 2004). In most cases consumer attitud K @he three
components of attitudes, namely beliefs, fﬂv i tans to t@?d;rived from

h <<been measured

004; Schiffman &

kg

) s &
3.5  Operation m@)n t@ of Ag.udes (ATT)
This sec@es S 'ntiort‘é,%pecific models- normative beliefs (NB)

¢

and efficac &33 (EB) th ap%li@ y the study into a single comprehensive
%v NN
custom% NT @ }the Is'&nic banking industry in general and the Islamic
Y-v
finanghindustry in partial(.n}’l’ he model takes into account factors that affect

c%kr attitude.
Q This study operationalizes attitudes and customer intention based on what it is
upposed to measure from a consumer perspective. The concepts are divided into NB

and EB as each of which will be explained in the following sub-sections.
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3.5.1 Normative Beliefs Y’

Normative beliefs (NB) are individuals’ beliefs about the extent to%\)ther
people who are important to them think they should or should not p articular
behaviors. In general, researchers who measure NB also meas otivations to
comply—how much individuals wish to behave consistently |th prescriptions of

‘S'sr

important others. Each NB about an important other is iplied lsy the person’s

motivation to comply with that important other and th ducts a ed across
all of the person’s important others to result i éﬂveral ea ﬁ@dlcts
ect ’ ¥

for aé;za;t a century.

For example, LeBon (1895) documen aect he ca ont@?cn—that people in

a crowd are strongly affected by th efs, emo\hsSn g@\nors of others in that
ﬁy S
6 e,
q—

crowd.
However, the specific con t 0 NBL no galn mence until the advent of

Fishbein’s theory of r@ ction (see Fi h @:1 80, Fishbein & Ajzen, 1975 for

subjective norms T
NB has been an important conceptw I ps

reviews). \ l
A rewe@e di ' reI hlps of beta coefficients revealed that
almost all t ed Blare Thls is supported by empirical evidences

reporte y studi exa e positive significant results were found (Fang

eta 7, Ang et al., 2017; @’2018) Therefore, the hypotheses are derived:

N
N
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Hypothesis 1 Y'

@) Normative Beliefs (NB) positively affects attitudes towards curr@cing

among users. *

(b) Normative Beliefs (NB) positively affects attitudes towards EBF among users.

(c) Normative Beliefs (NB) positively affects attitudes tQ*ﬁMF among non-

users. ? '
.\do X~

3.5.2 Efficacy Beliefs | _\"}
An individual's belief about the presen ors% cilitqt?Br hinder
performance of the behavior is known as4egntrol beliefs. The con@gf perceived

behavioral control is conceptually re tosefficacy

assumed that perceived behavioral @SOI is de \nq&

S
control beliefs. % o 4 Qi?
\ &
in Ianr@havior (TPB), knowledge of

As Ajzen (1991) st et 0
the role of perceived b@tnt&%ﬁ ;r{)m@ndura's concept of self-efficacy.
More recently, Fi INQ and\ﬁ“ stat <"/at EB is the same as perceived
behavioral cont@s in i ' odetﬁﬁich is also measured by items of EB in
a previous s gf) ’ 4 (JC—)
N\

concept of rooted.in Bandura's social cognitive theory. It refers to

Y—v
the m&tion that one can a@éfully execute the behavior required to produce the

0 \h The concept of EB is used as perceived behavioral control, which means the

ereeption of the ease or difficulty of the particular behavior. It is linked to control
eliefs, which refers to beliefs about the presence of factors that may facilitate or

impede performance of the behavior.



A review of the direction of relationships of beta coefficients revea

4

almost all the reported B are positive for EB. This is supported by empirio%\nces
reported by many studies. For example, positive significant res re found

(Kurbanoglu, 2003; Erdem, 2015; Badiozaman et al., 2019). TherefoW hypotheses
are derived: \,
Hypothesis 2 z '

@) Efficacy Beliefs (EB) positively affects attitu owaris financing

"y
| &
s towatd amQng users.

tituﬁs towards @ga.mong non-

among users.

(b) Efficacy Beliefs (EB) positively affects

(c) Efficacy Beliefs (EB) positively

S

3.6 Additionallmpact%ﬁ\\_ﬁtud[

This section gi
£
the study into curr ustomel" gellfor the Islamic banking industry in
general and theglslamie fin 'dustré'/ particular. The integrated model takes
¢
into accounE E% that affect stJm gt‘?itudes.

| attention td si% (precific models that integrated by

\
ost Chucially, del wall also include a dimension that often receives

Y-v

little,atteption from researche s:mhe banking and marketing literature but which has
a%Nith attitudes and their intention.
This study operationalizes ATT-INT model based on what it is supposed to

Qeasure from a consumer perspective. The concepts are divided into religiosity beliefs
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(RB), knowledge (KW), awareness (AW) and understanding (UD) as each owm

will be explained in the following sub-sections. (ﬁ\

3.6.1 Religiosity Beliefs Q
Religiosity Beliefs (RB) is the belief in the reali N mythological,
Kre

supernatural, or spiritual aspects of a religion. RB is disti Ii?ious practice or

religious behaviors with some believers’ not praéticing frell nd some
L ]

rived fro 'd‘as,_\@g'are

ar%' nd x@zghip of a
deity or deities, divine intervention i e

e Piver humg.ife, or the
deontological explanations for the val\%)ractices red @ihe teachings of a

spiritual leader or group. In cont oth@?;(%ys mg,\religious beliefs are

o S

usually codified. q (3—
In addition, RB is @rtal u fac‘@cause it is one of the most
universal and influenti iabinstitutions that h ignificant influence on people’s
4 ¢ &
attitudes, values, @viorsla \m diviﬁ.vand societal levels.
Howeve% tudi 't agit%‘(/vhether religion or religiosity is one-
¢
dimensiona &Dwensi nal_o mﬁti@?@nsional (Batson & Ventis, 1982; Sandage,

N
1999). Q} his di Pent,“@ literature concurs that RB is one of the most
sig@ dimensions reﬂect@ﬁdividuals’ religiosity, and affecting their attitudes

practitioners’ not believing religion. RB are bei

exclusive to religion, often relate to the exis

¢,

a viors, particularly in Muslim countries (Al-Ajmi et al., 2009; Souiden and
ouki, 2014).

Noland (2007) argues that, whatever a person’s religion, his RB tend to affect

his behavior. According to Mokhlis (2006), the effects of RB on consumer behavior
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come from two main sources: the obligations that people who belong to

religions must respect and, in contemporary society, the behaviors of |r®ls as
forged around a culture, norms, attitudes and values, which are themsﬂ&wfluenced
by religion. Y'

A review of the direction of relationships of beta coefficients revealed that
almost all the reported [ are positive for RB. This is supp %c:m]'mcal evidences
reported by many studies. For example, positive sighificant re ere found
(Souiden & Jabeur, 2015; Graafland, 2015). Therefo hypothes re’de_@d
Hypothesis 3

3

\/
@) Religiosity Beliefs (RB) positivelyw attitudes ards nt financing

\‘o &

(b) Religiosity Beliefs (RB) po a fects s )KE‘RIS EBF among users.

(c) Religiosity Beliefs (R&%ely a fe ts ttltud<0 wards EBF among non-
\

users.

3.6.2 Knowledge\
With r &
concerned t&@wle e an

all informatiorvthat arp Posses& or accrues related to a particular field of study

r & Jetton, a cognitive perspective as founded by Ajzen, this
(AI & J 2000). founded by Ajzen, thi

tegrates this scaling technique to assess the affective domain in Bloom’s

6 omies of knowledge in measuring attitudes.
A review of the direction of relationships of beta coefficients revealed that

almost all the reported B are positive for KW. This is supported by empirical
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evidences reported by many studies. For example, positive significant resul

found (Lim et al., 2013; Ozturk et al., 2017). Therefore, the hypotheses ar@d:

Hypothesis 4 A

@) Knowledge (KW) on basic principles and objectives of IB p@sitively affects
attitudes towards current financing among users. V

(b) Knowledge (KW) on basic principles and objecti KB p[)sitively affects

attitudes towards EBF among users. .\d
"X
(c) Knowledge (KW) on basic principles an@ves ofl IB it've_@) fects

attitudes towards EBF among non-userY. \‘. \‘)?
3.6.3 Awareness \

Awareness is the state or co@'sn of hav\kn?wl d&ﬁ\of consciousness. The
N\,
Oxford dictionary defines aw%as “lglowl ge oigéaeption of a situation or

fact.” Merriam-Webster d@wa[ S kn@, feeling, experiencing, or
noticing a situation, conditiony problem, s nd, tion, or emotion. According to
4 ¢ &
these definitionsﬂtﬁness celn \fsc sed gah internal state such as a feeling or
emotion, or on externabeve of éédry perception.
¢
Aw %can SO re 16 @mon knowledge or understanding about a
- - - \ -
social, s€ientifie, or po issue. or example, programs such as autism awareness
andj& cancer awareness a@tb improve the general knowledge of people about
t%\mditions. However, awareness is not the same as knowledge. Awareness
ly refers to an understanding of general information facts.

G A review of the direction of relationships of beta coefficients revealed that

almost all the reported B are positive for AW. This is supported by empirical
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evidences reported by many studies. For example, positive significant resulV!ve
found (Malandrino et al., 2013; Ayub et al., 2016; Akhtar et al., 16, aI y

2018). Therefore, the hypotheses are derived: *
Hypothesis 5 z

@) Awareness (AW) on financial instruments of I sitiyely rffects attitudes

towards current financing among users.
‘ :

(b) Awareness (AW) on financial instrume p051t el ffe'ctss:t?ltudes

Y-v
towards EBF among users. Y' Y}/

(c) Awareness (AW) on ﬁnanma\r%ents 0 s1t1® affects attitudes

towards EBF among non- us AN
&
o e,
‘&
3.6.5 Understanding X
\
Understanding D a ps ylcal ess related to an abstract or
physical object, suc as a rs n, or sage whereby one is able to think
about it and use ts to I a ateI %1 that object. UD is a relation between

the knower ar%:\Jec of u gangﬁrg UD implies abilities and dispositions with

respect% cto owﬂd tt@re sufficient to support intelligent behavior.
D

often, though no&}lss-/ays related to learning concepts, and sometimes

N
theory or theories associated with those concepts. However, a person may
e

a good ability to predict the behavior of an object, animal or system—and

Qrefore may, in some sense, understand it—without necessarily being familiar with

the concepts or theories associated with that object, animal or system in their culture.
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They may have developed their own distinct concepts and theories, which

-

equivalent, better or worse than the recognized standard concepts and theﬁ%’thei
culture. Thus, UD is correlated with the ability to make inferences. A
There is different between knowledge (KW), awareness (AW) and

understanding (UD). KW is the information based on facts deained through

experience or experimentation and learning by a person ezes t') the theoretical

understanding of the field. AW means individuals’ perc the fi ctwthing. UD
L ]

. Ay

has the definition of the ability of a person to unders omething cdm_p\ﬁeh nd a
complicated matter and mastery of a difficult ta?. \" \Y

efficie@rvgvealed that

d b@pirical evidences

reported by many studies. For exanﬁ%ositive tgni % g@ts were found (Chu et
S

al., 2013; Hasani et al., 2016). e, th@hyp eses erived:

> Q

| 3
Hypothesis 6 COY. \:, J J%}QQ'

@) Understan& D) @ positiv€ly affects attitudes towards current
N
financi xn Sers. I (J
cg g user 2 C,)

(b) %kndin;g D;‘gn EB@)Sitively affects attitudes towards EBF among
e \/Y.
$

almost all the reported B are positive .Ahis is sup

(&
TS.

Understanding (UD) on EBF positively affects attitudes towards EBF among

0 non-users.
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3.7 Operationalization the Impacts of Intention (INT)

As refer to previous section on theories, attitude (ATT) refers to @ency

of perception to make the behavior satisfactory or unsatisfactory for%am thing
(Schiffman and Kanuk, 1994). Y'

The cognitive component is beliefs resulting from pe of information
and experiences, which directly influence attitudes. Th %

rson POSSESSeS

knowledge and believe that it is good, he/she will have p@sitive attitu ards it.

The affective component reflects the consum: motions o el'ng_\ ard a
certain thing, which will be evaluated using th of :@}ﬁ(e or not

like. 0\ {\T
The behavioral (conative) cd\Ea reflects pro <‘mty or tendency
consumers might express through in behavi %at e outcome of their

\

attitudes toward the thing. In x%g thlS refets to c@ners intention (INT) to
buy. \ g'éé
N
f &
@

3.7.1 Normative iefs %

In meas |ng enti nor@‘ﬁe beliefs (NB) are the most important

-——.

value cited e etlc deve r{enbbls because NB not only works as a strong

anteced t 0 ‘attitudes ?Iso m&ct on the INT. NB represents ones perceived

belm[;&ardmg the INT. Th\(%“ this belief represents how a person perceives that

t on regarding something will bring about a certain result.
Q A review of the direction of relationships of beta coefficients revealed that
ost all the reported B are positive for NB. This is supported by empirical evidences
reported by many studies (Abduh & Razak, 2012; Badaj & Radi, 2018; Kim et al.,
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2018). For example, positive significant results were found. Therefore, the hyp?!s

are derived: %\
Hypothesis 7 Y'

€)) Normative Beliefs (NB) positively affects Intention (IN purchase EBF

among users. S z '
(b) Normative Beliefs (NB) positively affec tentiofr (INT) t chaswEBF

ts
N
among non-users. é , —{')
% g

4\“'
3.7.2 Efficacy Beliefs

In measuring intention (IN ), efficac iefS(EB) are the most important
&
E

J‘
_{4

value cited in theoretical develo It i8) bec B only works as a strong
antecedent to attitudes, but a pact NT i&%’ represents ones perceived
beliefs regarding the | Ml's tthbell rpp ts how a person perceives that
their action regardm som in ring abo certain result.

A reV|e e d|r ' relat@ps of beta coefficients revealed that
almost all the d B réd post W'fOICEﬁ This is supported by empirical evidences

reporte% y s a ar@Musa 2016; Luc, 2018; Zinser, 2018). For
posi

examp tive 5|gn|f|cant FQ§~IS were found. Therefore, the hypotheses are

N.
S

99



Hypothesis 8 Y.

@) Efficacy Beliefs (EB) positively affects Intention (INT) to 3rcﬁa¥ EBF

among users.

(b) Efficacy Beliefs (EB) positively affects Intention (INN purchase EBF

among non-users. z '
‘5 NY.
3.7.4  Attitudes ¢ [ §
In measuring intention (INT), attitudes_(A are tile.mo im%ﬂ‘ﬁnt value

cited in theoretical development. ATT repmﬂt}znes.;‘emd beliefs,regarding the
INT. That is, this belief represents ha@m perce at Biaction regarding

something will bring about a certainfresult. \T &-\

A review of the direct latiBhshi be@efflments revealed that
&

almost all the reported B are%tive‘f towa@ INT. This is supported by

empirical evidences %Zby many st diés.§example, positive significant
'3 s

results were found ({ine aI' ; afar% sa, 2014; Ali et al., 2017; Badaj &

Radi, 2018; BiZé\ZM ergfore, th-;%!ypotheses are derived:

¢

5 r 3
MG A

N
\(..)

( Attitudes towards current financing (ATT1) positively affects Intention (INT)

0 to purchase EBF among users.

(b) Attitudes towards EBF (ATT2) positively affect Intention (INT) to purchase

EBF among users.
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(c) Attitudes towards EBF (ATT2) positively affect Intention (INT) to p e

EBF among non-users. %\

3.8 Additional Impacts of Intention
This section gives special attention to six (6) speci ocls tb'at integrated by
the study into current customer ATT-INT model for t lami ledustry in

"X
general and the Islamic financing industry in partic The integr d[n@takes

into account factors that affect not only the ¢ i a% T) butialso their
o ? o
intention (INT) to purchase EBF. \, 0\

Most crucially, the model wiwa clude a di nsiod%at often receives
little attention from researchers in l@Snking aﬁ}_\m&eti g@'erature but which has

N

a nexus with not only the ATT%iiscu sed i puevké?ection, but also towards
\ S

their INT. %

This study op%xe.s \A;'\l#y "r‘n‘odqbased on what it is supposed to
measure from a c% pers;ie iyesThe c@s are divided into religiosity beliefs
(RB), knowled\( , @ \:?AW&{}H understanding (UD) as each of which
will be expl %@ the Irt;z?sﬁb-@‘c?ons.

1) S

s X
- - - - N
3.8. ligiosity Beliefs (R%

%\n measuring intention (INT), religiosity beliefs (RB) are the most important
alwe cited in theoretical development. It is because RB not only works as a strong
ntecedent to attitudes, but also impact on the INT. RB represents ones perceived

beliefs which entails the experiential, ritualistic, ideological, intellectual,
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consequential, creedal, communal, doctrinal, moral, and cultural dimensions.

this beliefs represents the people's sense of belonging and it not congr@h an

individual's actual religious beliefs since there is much diversity in e can be

religious or not. q

A review of the direction of relationships of beta ngfﬁc ts revealed that

almost all the reported P are positive for RB (Alam et al. Derris et al., 2018;

Al-Harethi, 2019). This is supported by empirical evide repo eWy studies.

o g
For example, positive significant results were f@verefcr , t yﬁo‘t@s are
s b 3

derived: \ Yy
Hypothesis 9 \,Y. W é\
O WS

@ Religiosity Beliefs (RB) paoSitively aff \};kt¥ti '@IT) to purchase EBF
\
5

among users. % 4 %
(b)  Religiosity Beliefs vositfcﬁi ]@tion (INT) to purchase EBF

among non-users. : “ 4(/

NN E
38.2 Know%\& ,Q C’)(SQ

ing inwr? NT (knowledge (KW) is the most important value

cited | tical ‘devetopfent is because KW not only works as a strong
N
an to attitudes, but‘s&éb impact on the INT. KW represents the facts,

‘@ation, and skills acquired through experience or education as it is the theoretical

Opractical understanding of a subject.

A review of the direction of relationships of beta coefficients revealed that

>

almost all the reported B are positive for KW (Martono et al., 2019). This is supported
102



by empirical evidences reported by many studies. For example, positive Slgw

results were found. Therefore, the hypotheses are derived: %\
Hypothesis 10 ‘

€)) Knowledge (KW) on basic principles and objectives of sitively affects
Intention (INT) to purchase EBF among users. { z '
(b) Knowledge (KW) on basic principles and objectives of .\a’rdely cts
i c}
Intention (INT) to purchase EBF among |
X

c—}f‘ 3

)

3.8.3 Awareness

In measuring intention (INF), awa en \/\Tis ttm{.\most important value
cited in theoretical development. bmause v nggg ly works as a strong
antecedent to attitudes, but a W represents individuals’

concern about and wel %d intergst in pqrt situation or development.

r |ons@ of beta coefficients revealed that

or A@rahim et al., 2017). This is supported

mzﬁm studies. For example, positive significant

A review of the di c

almost all the re ar

by empirical &videntes fepbrt
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Hypothesis 11 Y.

@) Awareness (AW) on financial instruments of IB positively afﬁc;s I)tention

(INT) to purchase EBF among users. Y'

(b) Awareness (AW) on financial instruments of IB positiv ffects Intention

(INT) to purchase EBF among non-users. z '

3.8.4 Understanding 5 [ _\c}
In measuring intention (INT), understandin D) isd¢he m im@ént value

stated in the interviews results. It is becaus% to \sas a %Ja antecedent
to attitudes, but also impact on the Ih\%present pergeption regarding the

INT since it called as having insigl‘aﬁjdgme 0 i@;iduality. That is, this
\
contruct represents how a pers%lvesﬂhat t ability to understand something
N ~\<"
N
Since this is fe gstruct or t %

or comprehension.
S btu@ 0 be tested from the results

s L 4
interviews, the hypo&g@ (@{ thiﬁ?ﬁ?:

&

53

Hypothesis 1 & I Q
ta} P 2]
O
€)) din? D)fon” EBR~positively affects Intention (INT) to purchase
BF‘among users. \?.
S

=b\J§~>nderstanding (UD) on EBF positively affects Intention (INT) to purchase

0 EBF among non-users.
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3.9  The Mediating Effects of Attitudes (ATT) and Intention (INT) YV

This section gives special attention to eight (8) specific models th@?grated
by the study into current customer ATT-INT model for the Islamic bﬂ%w industry

in general and the Islamic financing industry in particular. The intem model takes

into account factors that act as mediating effects within customers? attitudes (ATT)
and their intention (INT) to purchase EBF. z '

Most crucially, the model will also include a nsio t 0 n receives

little attention from researchers in the banking and ting litera |'1 @urmg

the mediating effects.
\ . ‘Z'
This study operationalizes ATT- I aied what supposed to

measure from a consumer perspectlvew cepts are i

(NB), efficacy beliefs (EB), rellg bellefs
N

(AW) and understanding (UD of Q/hlch l b lained in the following

/p€

sub-sections. ,

3.9.1 Normative Beliefs |
In meas |ng enti nor e beliefs (NB) are the most important

¢
value cited e etlc deve r{enbbls because NB not only works as a strong

anteced t 0 ATT aﬂd.du)rbut als? as mediating effects among them since it is a

funm&f beliefs. NB also @’ important roles in forming the mediating effects

xTT INT of customers.
Q A review of the direction of relationships of beta coefficients revealed that
ost all the reported P are positive for NB (Altawallbeh et al., 2015; Chu, 2018).

105



This is supported by empirical evidences reported by many studies. For e ,

positive significant results were found. Therefore, the hypotheses are deri(%\

=\
Yv

€)) Attitudes towards current financing (ATT1) mediates thwonship between
Normative Beliefs (NB) and Intention (INT) to@%BF e‘mong users.
(b)  Attitudes towards EBF (ATT2) mediate the, relationshi bM Norr?.tive
N
Beliefs (NB) and Intention (INT) to purc@amonj ' —{')
4
<

(c) Attitudes towards EBF (ATT2) mediate the rela\l’ﬂ'p beﬁ Normative

Beliefs (NB) and Intention (ﬂ\!\%c ase among 6Q-users.
\ 9
; N
3.9.2 Efficacy Beliefs a &
“« Q-

In measuring intentioM ), eMief\sﬁé) are the most important
enwcha% B not only works as a strong

&
antecedent to ATT@ Ybut M& edlatlclg‘éffects among them.

A review&he direulob relat'\%ps of beta coefficients revealed that

"1 O
almost all th d B ar® ppsitjve Eir)EB (Al-Mamun et al., 2018). For example,

positive @t ni;u S were ou@l’ herefore, the hypotheses are derived:

Hypothesis 14

value cited in theoretigal developm

Hy is 15 \‘:}’

Efficacy Beliefs (EB) and Intention (INT) to purchase EBF among users.

§ Attitudes towards current financing (ATT1) mediates the relationship between
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(b)  Attitudes towards EBF (ATT2) mediate the relationship between Evy

Beliefs (EB) and Intention (INT) to purchase EBF among users. (}

-

(c) Attitudes towards EBF (ATT2) mediate the relationship een Efficacy

W
Beliefs (EB) and Intention (INT) to purchase EBF amongyon-users.

3.9.3 Religiosity Beliefs '

In measuring intention (INT), religiosity beliefs (RB) arg the tfnl@-tant
| &
value cited in theoretical development. It is be B not only works @ strong
4
antecedent to ATT and INT, but also as mediatht hem. ‘?’

A review of the direction of reI%Ms effic'(ﬁ revealed that

almost all the reported  are positive fm This_is su ed anirical evidences

reported by many studies (Souiden 3 R%n%; on& Minarti, 2016). For
esults

q
example, positive significan\ weresfound. T ore, the hypotheses are
. N
derived: %
N
_ 4 ¢ &
Hypothesis 16 \ g 4 ()

@ Attty

i eliefs (RB) an I@tion (INT) to purchase EBF among users.
(9 A A
(b) Sttl des towards EBF 6@} 2) mediate the relationship between Religiosity

\3eliefs (RB) and Intention (INT) to purchase EBF among users.

05 Attitudes towards EBF (ATT2) mediate the relationship between Religiosity

Beliefs (RB) and Intention (INT) to purchase EBF among non-users.

107



3.9.5 Knowledge %\

In measuring intention (INT), knowledge (KW) is the most ﬂ&am value
cited in theoretical development. It is because KW not only w%'as a strong
antecedent to ATT and INT, but also as mediating effects am W

L

A review of the direction of relationships of be 'cier]ts revealed that

almost all the reported B are positive for KW (Juharsah artini, 2094, landari et
®

9
al., 2015). This is supported by empirical eviden%orted y ylst@. For
h

example, positive significant results were v refér hypotheses are
X
derived: \l w\ {\
Hypothesis 17 \
AN
\T A

\e; N

@ Attitudes towards curre ing OATT edia@{_ﬁhe relationship between

&

s of IB and Intention (INT)

Knowledge (KW) on bas rin[i obje

%
to purchase EB%R.;Q J’l 4?

(b)  Attitudes & EBFI(A ) metii%the relationship between Knowledge

(KW) ic pr'ncip ob'e&}/es of IB and Intention (INT) to purchase

o
4
EB@' users. \Q/
2ty
(©) .\;ttl des towards EBF é)& 2) mediate the relationship between Knowledge

N
\KW) on basic principles and objectives of IB and Intention (INT) to purchase

Qe EBF among non-users.
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NI

In measuring intention (INT), awareness (AW) is the most ﬂ&ant value

3.9.6 Awareness

cited in theoretical development. It is because AW not only WWS a strong
antecedent to ATT and INT, but also as mediating effects am W

A review of the direction of relationships of be Oh s revealed that
almost all the reported B are positive for AW (Chi, 2009;%adaw GM fi). This is
supported by empirical evidences reported by man dies. For m[;le_\cp}Sitive

significant results were found. Therefore, the h s are derived’ \T

&
Hypothesis 18 %N W {\

@ Attitudes towards current figancing (Afﬂ%ﬂ;e lat I&krelationship between
. ments, .

Awareness (AW) on

&
purchase EBF amon ﬁm N\

N
(b)  Attitudes towa% (ATT |gt e,the"relationship between Awareness

(AW) on NI in um s of IB%nd Intention (INT) to purchase EBF

amon ' O
towJar S E @ mediate the relationship between Awareness

X%OH financial 1nst nts of IB and Intention (INT) to purchase EBF
; among non-users.
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3.9.7 Understanding Y.

In measuring intention (INT), understanding (UD) is the most im@3
stated in the interviews results. It is because UD not only works as a sd%wtecedent
to attitudes, but also impact on the INT. UD represents ones perceptign regarding the
INT since it called as having insight or judgmental value of iqeivi ity. That is, this
construct represents how a person perceives that their abi der'tand something
or comprehension. .\d

g

Since this is new construct for this stud be tested fr n“ t é-}eSUIts

interviews, the hypotheses are derived for this ' 4 \T
\ g
Hypothesis 19 %N

(@) Attitudes towards current figancing (A

evat l&\relationship between

. ] N
Understanding (UD) o nd fh “(IN'%“Q purchase EBF among

&
users. \ ‘%\A

| o
(b)  Attitudes tow% BF TT ,-nz% te the relationship between

Understar@uD) ob E\and m@ﬂion (INT) to purchase EBF among

&
users. \ ‘3 i C‘)O
(q 4
@
(©) ﬁ%’ towards 4 EBF T2) mediate the relationship between
¥y yts o 350
Sn S

tanding (UD) on and Intention (INT) to purchase EBF among non-
;\mers.

—X

&
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3.10 Conclusion YV
This chapter discussed theoretical background and buying beha i@es in

Islamic banking, starting with an overview of chapter in section oAtion two
discussed the underpinning theories of intention. Section three discugd about meta-

analysis. Section four presented the attitude and intention ( ) models which

deliberates on its concepts. Section five deliberated on op aliza‘ion the impacts

of ATT which includes of Normative Beliefs (NB), and cy Belie ). Section
six discussed the additional impacts of ATT w, in€ludes of giosify beliefs
(RB), Knowledge (KW), Awareness (AW) an erstancﬁ'\n ). YSb_qtlon seven
presented the operationalization of INT. SﬁWght the @ﬁonal impacts

of INT. Then section nine discussed the idting effect
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