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Abstract 
 

 

The paper examines the influence of bankers’ demography on intention to adopt Islamic banking (IB) and 
switch conventional banking (CB) in a non-Islamic emerging market context. Drawing from relevant 
literature, bankers ’intention to switch to IB was hypothesized to be different among sub-groups based on six 
demographic variables: gender, age, education, income, religious affiliation and length of banking experience. 
Empirical data were collected through a cross-sectional survey design involving 975 conventional bank 
customers in Ghana’s banking industry. Data were analysed using K-ANOVA to test the proposed 
hypotheses. The results indicate that some demographics (gender, age, income, religious affiliation, length of 
relationship) significantly influence bankers’ IB adoption, whereas gender, age, income, religious affiliation 
and education influenced bankers’ intention to switch conventional banking to IB in Ghana. Uniquely, this 
study lends support to the IB literature by providing empirical evidence on how bankers’ demographic 
characteristics influence their adoption of IB and switching of conventional banking in Ghana, which is an 
under-researched area. The theoretical and managerial implications and limitations of this study are discussed.  
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1. Introduction  
 

The steady growth of Islamic banking (IB) in the past three decades in both Islamic and non-Islamized 
countries has been recognized in literature (Iqbal & Molyneux, 2006; Wajdi & Abdullah, 2007).In addition to 
performing essentially conventional banking functions, Islamic banking is guided by the principles of Islam (Hassan & 
Lewis, 2014; Hanif, 2014).). In Ghana, Islamic banking is an emerging banking concept and has started gaining the 
attention of practitioners and researchers in recent times (Amoah, 2019; Mbawuni & Nimako 2017; Su’un, Possumah, 
Appiah, & Hilmiyah, 2018).It has been strongly proposed that interest-free nature of IB will favour developing 
countries in Africa, low-income bankers (Faye et al., 2013; Gelbard et al., 2015), and promote financial inclusion and 
consumer welfare (Demirguc-Kunt, Klapper & Randall, 2014).This is expected to invite many conventional bankers 
with different demographic and religious characteristics in developing countries to adopt IB. 

 

Generally, consumer characteristics such as demographic, cultural, and religiosity, and socio-economic 
variables present one important area of IB that has strong influence on IB policies and strategy.Empirical analysis of 
demography and religious influence in IB could provide useful insights to financial service providers towards 
understanding bankers’ behaviour towards adoption of financial services in general and consumer switching behaviour 
(CSB) in particular (Keaveney & Parthasarathy, 2001; Ranganathan et al., 2006; Nimako & Nyame, 2015). Apart from 
providing strong basis for bank marketing segmentation, Islamic product development and customization purposes in 
emerging Islamic markets (Kotler & Keller, 2012), demographic analysis of bankers could be used to develop context-
specific banking policies suitable for different Islamic bankers based on income levels, genders, ages education groups 
and other demographic variables. Moreover, researching into demographic variables in IB adoption provides a means 
of building theories about IB bankers’ adoption and switching behaviour, which is under-researched.  
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This study focuses on how demographic characteristics could influence bankers’ intention to adopt IB and 
switch from conventional banking to IB. 
 

On the one hand, much of the literature on IBis limited to Islam-dominated or Islamized countries (e.g., 
Iqbal & Molyneux, 2005; Manzoor & Amanaullah, 2010; Abdullah, Sidek & Adnan, 2012).Even, much of the scanty 
literature on IB in Sub-Saharan Africa context and Ghana in particular is also limited to opportunities and challenges 
of IB customer perception of IB adoption (e.g., Danjuma et al., 2015; Fada & Wabekwa, 2012; Jinjiri, 2014). However, 
the role of demography and religion in IB adoption have received considerably little research attention in the IB 
literature (Abou-Youssef, Kortam, Abou-Aish, El-Bassiouny, 2015; Choi, 2010; Choi et al., 2013; Yousaf & Malik, 
2013). Therefore, recent studies have called upon future research to further our theoretical understanding regarding 
the role of religion and religiosity in consumer switching and adoption process(Abou-Youssef et al., 2015; Choi et al., 
2013). 

 

Therefore, this study hopes to contribute to filling this void in the IB literature. In view of this, the main 
purpose of this study is to examine the influence of demography on bankers’ intention to adopt IB and switch from 
conventional banking to IB in Ghana. This empirical study will contribute to theoretical debate on the relevance of 
Islamic banks in general and particularly in non-Islamic countries and enhance our understanding of bankers’ 
behaviour towards Islamic banks services as basis for developing strategic and competitive IB banking policy.This 
study is guided by the following objectives: 
 

1. To assess bankers’ evaluation of their intention to adopt IB and switch from conventional banking to IBin 
Ghana. 

2. To determine whether demographic variables (religious affiliation, gender, age, income, education, and length of 
banking experience) influence bankers’ intention to adopt IB and switch conventional banking to IB in Ghana. 

 

2. Literature review 
 

2.1 Islamic Banking concept and products  
 

Islamic banking (IB) refers to banking operations and systems that are based on Islamic principles, known as 
Sharia(Hassan et al., 2013; Hassan& Lewis, 2014). Basically, Islamic banking is governed by four main principles from 
Islamic law. First, IBprohibits Riba, the taking or giving of interest, which is believed to be unequal trade of values in 
exchange (Abedifar et al., 2015; Hassan& Lewis, 2014). Second, IBprohibits Gharar, which refers economic 
transactions that have absolute or excessive uncertainty or risk or hazard in business transactions (Abedifar, et al., 
2015; Hassan & Lewis, 2014). Gambling, deceit or fraudulent activities are examples of activities involving 
uncertainties that cause great loss to one party and unreasonable profit of the other. Third, IBprohibits Maisir, which 
refers to unlawful, unethical activities, sinful and socially irresponsible activities, such as bribery, prostitution, drug 
abuse, etc. Fourth, IBensures that financial transactions must be directly or indirectly linked to a real economic 
transaction. Based on the above Sharia principles, Islamic banks are different from conventional banks. However, 
Islamic and conventional banks are similar in their engagement in business activities that have real economic values to 
both contractual parties, and the society at large.  Generally, IBproducts include, (i) Mudarabah, the provision of 
capital in a partial equity partnership; (ii) Musharakah, full equity partnerships, (iii) Murabaha, an instrument used for 
financing the purchase of goods; (iv) Bai muajjall, deferred payments on products; (v) Bai Salam, advance sale 
contracts; (vi) Istisna, manufacturing contracts; (vii) Ijarah, lease financing; and (viii) Quard Hassan, a system of 
benevolent loans. 
 

2.2 A Review of Islamic Banking Adoptionin Ghana 
 

In Sub-Saharan Africa, Ghana is among the few countries that has some Islamic finance windows. IB 
windows refer to IB practices adopted by existing conventional banks, while full-fledge IB institutions refer to IB 
institutions that are licensed to operate (Faye et al., 2013).Currently, there are 23 licensed commercial banks in Ghana 
banking industry (GBI), (BoG, June, 2019https://www.bog.gov.gh). There is no full-fledge IB in Ghana; the first IB 
licensed is yet to be issued by the BoG. However, there are IB windows already existing in various forms of Islamic 
finance practices, products and microfinance established by existing conventional banks and Islamic microfinance 
institutions. Two licensed Islamic microfinance institutions exists in Ghana: Ghana Islamic Microfinance (GIMF) 
(ghanaislamicmicrofinance.org) and Salam Capital (salamcapital.net/about-us.html). 
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Few research has been done in the area of IB adoption in Ghana. For example, Mbawuni and Nimako (2017) 
studied the prospects and challenges of IB adoption in Ghana, the perception of Muslims and non-Muslims of the 
introduction of IB in Ghana, and the determinants of IB in Ghana. Drawing from a wide body of knowledge on IB, 
the authors posited that IB has great potentials in Ghana if effective education is given to potential bankers. They 
further found support for the significant influence of perceived religion effect on bankers’ intention to adopt IB in 
Ghana. Their study also found that significant difference existed between Muslims and non-Muslims in terms of 
knowledge, perceived benefits, attitude, perceived innovativeness, perceived threats or risk, promotion of Islam and 
perception of Sharia compliance.  

 

Their study implies that Muslims favour the adoption of IB more than non-Muslims do in Ghana. However, 
their study did not include the influence of other demographic variables in the adoption of IB in Ghana. 

 

Su’un et al. (2018) studied the determinants of Islamic banking adoption across different religious groups in 
Ghana. The study employed a quantitative research paradigm to study individual financial service users in Ghana. The 
results show that perceived knowledge, perceived benefit, perceived innovativeness, perceived religious promotion, 
customer’s attitude and readiness to comply with sharia were significant determinants of IB adoption for the Muslims, 
Christians and Africa Traditional Religion (ATR) sub-groups. However, perceived threat of violence was a significant 
negative determinant of IB adoption for the Christians and ATR sub-groups but insignificant for the Muslims sub-
group. More so, perceived religious promotion was a negative factor for ATR sub-groups intention to adopt IB. The 
result pinpoints the need for formalization and demystification of IB to attract different religious groups. Their study 
did not also examine the impact of bankers’ demography on IB adoption. 

 

Amoah (2019) provides an exploratory study into the effects of IB on banking in Ghana. Using a focus group 
among post graduate students in discussing the issue of Perception, Competition, Challenges and Survival of banks 
with the introduction of Islamic banking in Ghana, the study found great prospects for Islamic banking but states that 
Islamic banking might be very popular in the initial stage but might suffer from weak understanding of its working 
principles. 
 

2.3 Theoretical background 
 

The Theory of planned behaviour (TPB) (Ajzen, 1991) provides a foundational framework to the study of 
intentions toward behaviours in general. According to the TPB (Ajzen, 1991), intention refers to a determination to 
act for a given purpose and captures the motivational factors that drive individual’s intention to behave. Behavioural 
intention, according to the TPB, is the most important determinant of a person's behaviour which is also influenced 
by three factors: attitude toward the behavior, subjective norm and perceived behavioural control. As a general rule, 
the more favourable the attitude and subjective norm with respect to a behaviour, and the greater the perceived 
behavioural control, the stronger should be an individual’s intention to perform the behaviour under consideration. 
Despite its limitations, the TPB provides a useful and validated framework for understanding how attitudes, subjective 
norms, and behavioural control should combine to influence both planned and actual behaviour. Based on the TPB, 
intention to adopt IB is defined as the individual’s determination to use or patronise Islamic banking products and 
operations for a given purpose and time.  

 

Consumer switching behaviour has been defined as “the process by which a consumer abandons his/her relationship 
with a current service/product provider and replaces it with a competitor partially or entirely for a given time period.” (Nimako, 2012 p. 
68).  This definition implies switching from one service provider to another. In the IB context, it also suggests that an 
individual may totally switch from conventional banking to IB or partially switching by using IB and their 
conventional banks concurrently.  Individual’s adoption of IB may or may not include their intention to switch from 
conventional banking to IB. In this study adoption and switching intentions are treated as separate constructs, though 
switching also involve adoption of something new.  

 

2.4 Religion and demographic factors and IB adoption 
 

Many past studies have shown that individual’s demography and religious variables have a considerable 
influence on their perception and intention to adopt or switch from one service provider to another (e.g., Chen & 
Hitt, 2002; Keaveney & Parthasarathy, 2001; Lowe & Alpert, 2016; Nimako & Nyame 2015; Nimako et al., 2014; 
Souiden &Rani, 2015; Yousaf & Malik, 2013).In the IB context, there is some empirical evidence that demographic 
variables and religious factors influence bankers’ choice of banking products (e.g. Abou-Youssef et al., 2015; Haider, 
Changchun, Akram & Hussain 2018) and well as intention to switch financial service providers (Choi et al., 2013). 
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Haider et al. (2018) studied gender differences in intention to adopt Islamic mobile banking in Pakistan. They 
found that males are more task driven and desire for personality, value and status, so their intention is significantly 
impacted by perceived usefulness and perceived self-expressiveness. They also found that females lacked IT 
knowledge and trust; therefore, their intention is significantly impacted by perceived credibility. Their study however 
indicated that, gender did not differ in influence of perceived financial cost and social norms on adoption of Islamic 
mobile banking in the research context. 
 

Kaabachi and Obeid (2016) studied the determinants of Islamic banking adoption in Tunisia: an empirical 
analysis. They found that Islamic bank reputation, relative advantage of Islamic banking and its compatibility with 
consumer religious beliefs, values, lifestyle and banking habits influence positively the intention to use it. However, 
their findings showed that perceived complexity and risk impact negatively the consumer intention to adopt this new 
financing system. The major finding of this study was that there is a general lack of consumer awareness about Islamic 
banking in Tunisia. 

 

Basheer, KhorramI and Hassan (2018) studied patronage factors of Islamic banking system in Pakistan. The 
research found that religious factor was the second most demanded factor by the respondents. Their study also 
confirmed previous work that religion has significant impact on consumer choice for Islamic banks, (e.g., Marimuthu, 
et al., 2010; Dusuki & Abdullah, 2007; El Nagar & El Biely, 2011; Manzoor, et al., 2010). Abou-Youssef et al. (2015) 
researched into the effects of religiosity on consumer attitudes toward Islamic banking in Egypt. The study utilized a 
mixed-methods approach, employing both qualitative in-depth interviews and quantitative surveys. They found that 
religiosity has an impact on consumer attitudes toward Islamic banking in Egypt. Major religiosity clusters were 
identified from the sample and these were associated with attitudes toward Islamic banking. 

 

Han, Yeoh and Ahmad (2018) researched into whether religious obligation of Muslims in Western China 
influence their intention to adopt Islamic Banking. Drawing on the TPB and using structural equation modelling 
(SEM) methodology, the results show that attitude, subjective norms, perceived behaviour control, and religious 
obligation significantly influence the intention to adopt Islamic banking among the Chinese Muslims. 

 

Kontot, Hamali, and Abdullah (2016) studied the determining factors of customers’ preferences using the 
case of deposit products in Islamic banking. Their face-to-face interview revealed that sharia compliance, returns, 
confidence and trust, security, transparency, flexibility of withdrawal scheme were among the determining factors that 
influence customers’ preferences in making decisions. Safety and security, the human touch and zakat (alms) were the 
additional elements found to be missing from the literature. Zinser (2019) researched into the determinants of use by 
Muslims in the USA retail Islamic banking and financial services. The analysis showed that positive attitudes toward 
Islamic financial services were found to be statistically significant, and its path was the strongest. The higher Muslim 
identification path was trending toward being statistically significant. The analysis also showed that lower perceived 
cost of being Muslimwas statistically significant, but in the opposite hypothesized direction.  

 

Chikezie andNwukamaka (2014) studied perceived Relative advantage among Religious Groups ofIslamic 
Banking in Anambra State, Nigeria. They found that the religious groups in Awka, Anambra state, Nigeria showed 
significant difference among theirperceptions of relative advantage of Islamic banking. Their study showed that Islam 
respondents in Awka, Anambra State, Nigeria rated the perceived relative advantage of Islamic banking high,while 
Christian respondents rated the perceived relative advantage low. 

 

Abdullah, Sidek and Adnan (2012) researched into the perception of Non-Muslims Customers towards 
Islamic Banks in Malaysia. They found that the survey result on the gender, race and religion of the respondent against 
the criteria of Islamic bank’s image and reputation does exist. The finding indicated that to the male respondents, the 
bank’s image and reputation is important when selecting an Islamic bank.  This is consistent with Kaynak (1991) study 
on gender of bank’s customers in Turkey against bank’s reputation and image where it was reported that reputation 
and image is considered more important by male customers than female customers in the selection of a bank. 
 

2.5 Conceptual Framework and Hypotheses 
 

The conceptual framework for this study (Figures 1a and 1b) proposes that bankers’ intention to adopt IB 
and switch conventional banking (CB) would be influenced by bankers’ demographic variables such as religion, 
gender, age, education, income, length of banking experience and banking product experience.  
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  Figure 1a       Figure 1b  
 

2.5.1 Religion and intention to adopt IB and switch conventional banking 
 

Religion represented as being a Muslim or a non-Muslim has been found to be a significant factor in IB 
adoption in many countries (Abou-Youssef et al., 2015; Basheer et al., 2018; Mbawuni & Nimako, 2017, 2018;Su’un et 
al. 2018).). Particularly, in non-Islamized countries, non-Muslims could perceive IB as promoting Islam and 
converting non-Muslims to Islam because IB is based on Islam and compliance with Sharia law (Mbawuni & Nimako, 
2017; Loo, 2010; Yunusa and Nordin, 2015). On the other hand, many past studies have confirmed that religion and 
religiosity can affect bankers’ switching behaviour (e.g., Choi, 2010, Choi et al., 2013; Moschis & Ong, 2011; Yousaf & 
Malik, 2013), though Nimako and Nyame (2015) show that there could be contrary findings. Therefore, this study 
proposes that respondents will differ in their intention to adopt IB and switch conventional banking based on their 
religious status. This leads to the following hypotheses: 
 

H1a: Religious groups will significantly differ in the intention to adopt IB. Specifically, Muslim bankers will rate their intention 
to adopt IB higher than non-Muslim bankers.  
H1b: Religious groups will significantly differ in the intention to switch conventional banking to IB. Specifically, Muslim 
bankers will rate their intention to switch conventional banking to IB higher than non-Muslim bankers.  

 

2.5.2 Gender and and intention to adopt IB and switch conventional banking 
 

Several studies have shown that gender could influence individual’s banking choice (Al Jar & Reyad, 2019; 
Haider et al. 2018). In particular, Haider et al. (2018) found difference in male and female regarding specific 
determinants of IB adoption in Pakistan. On the other hand, past studies have shown that, generally, female 
customers tend to experience higher levels of anxiety than males in adopting innovations (Gilbert, Lee-Kelley, & 
Barton, 2003). This anxiety is likely to discourage females from switching from conventional banking to IB. While 
some past studies show that gender can influence banker’s switching intentions (Ranganathan et al., 2006; Effah-
Bediako et al., 2013), others show contradictory results (Nimako & Nyame 2015; Shin & Kim, 2008). This suggests 
that the role of gender in bankers’ intention to adopt IB and switch conventional banking might be different in the 
Ghanaian banking context. Therefore, it is hypothesized that: 
 

H2a: Gender groups will significantly differ in the intention to adopt IB. Specifically, male bankers will rate their intention to 
adopt IB higher than female bankers.  
H2b: Gender groups will significantly differ in the intention to switch conventional banking to IB. specifically, male bankers are 
more likely to rate their intention to switch conventional banking to IB higher than female bankers.  
 

2.5.3 Age and intention to adopt IB and switch conventional banking 
 

Religion 

Gender  

Age  

Education 

Income 

Experience  

Intention to 

adopt IB 

H1a 

H2a 

H4a 

H5a 

H6a 

H3a 

Religion 

Gender  

Age  

Education 

Income 

Experience  

Intention to 

switch CB to 

IB  

H1b 

H2b 

H4b 

H5b 

H6b 

H3b 



Joseph Mbawuni                                                                                                                                                         19 

 
 

Young bankers may differ from older bankers in their bank selection in general and IB in particular. While 
young people are more adventurous and willing to adopt innovations of Islamic banking products, older people may 
be reluctant to be part of early or late adopters (Gilbert, Lee-Kelley, & Barton, 2003). On the other hand, young 
people are more willing to change existing banking providers to new ones who are able to provide them with more 
socio-economic value for their banking needs. Therefore, the present study hypothesizes that: 

H3a: Age groups will significantly differ in the intention to adopt IB. Specifically, younger bankers will rate their intention to 
adopt IB higher than older bankers.  
H3b: Age groups will significantly differ in the intention to switch conventional banking to IB. Specifically, younger bankers are 
more likely to rate their intention to switch conventional banking to IB higher than older bankers.  

 

2.5.4 Education and intention to adopt IB and switch conventional banking 
 

The level of education of bankers could influence their choices in bank selection and products (Che-Ha et al., 
2016). Bankers with higher education are more likely to learn to know more about IB products and compare with 
conventional banking than less educated bankers. Since knowledge of IB plays a vital role in adoption of IB (Mbawuni 
& Nimako 2017) and education level is positively linked to switching (e.g., Dholakia & Uusitalo, 2002; Keaveney & 
Parthasarathy, 2001; Shin & Kim; 2008; Ranganathan et al., 2006).It is expected that bankers with higher education 
will differ in their intention to adopt IB and switch conventional banking in Ghana than bankers who are less 
educated. This leads to the hypotheses that:  
 

H4a: Education groups will significantly differ in the intention to adopt IB. Specifically, bankers with high levels of education 
will rate their intention to adopt IB higher than those with lower levels of education.  
H4b: Education groups will significantly differ in intention to switch conventional banking to IB. specifically, bankers with high 
levels of education are more likely to rate their intention to switch conventional banking to IB higher than those with lower 
education levels.  

 

2.5.5 Income and intention to adopt IB and switch conventional banking 
 

The interest-free assumption implied in Islamic banking coupled with its profit-loss sharing concept suggest 
that the poor will benefit immensely from IB (Faye et al., 2013; Gelbard et al., 2015), In fact, IB has been described as 
a solution to catering for financial inclusion of the poor in many developing countries (Demirguc-Kunt et al., 
2014).Since naturally, most rational bankers would want to reduce the risk and cost of banking transaction, they are 
likely to favour IB that generally favour low transaction risk or cost. Aside this, some past studies have found income 
as a significant moderating variable in bankers’ switching behaviour (Effah- Dholakia & Uusitalo, 2002; Keaveney, & 
Parthasarathy, 2001; Nimako & Nyame 2015). Consequently, lower income bankers are likely to adopt IB and switch 
from conventional banking more than higher income groups. This leads to the hypotheses that: 
 

H5a: Income groups will significantly differ in the intention to adopt IB. Specifically, bankers with high levels of income will rate 
their intention to adopt IB higher than those with lower levels of income.  
H5b: Income groups will significantly differ in intention to switch conventional banking to IB. specifically, bankers with high 
levels of income are more likely to rate their intention to switch conventional banking to IB higher than those with lower income 
levels.  

 

2.5.6 Length of banking experience and intention to adopt IB and switch conventional banking 
 

Length of banking experience fall within relationship length. Generally, Length of experience with a service 
provider could influence adoption of innovation and switching decision (Lopez et al., 2006; Nimako & Nyame, 2015). 
This is because consumers who stay in longer relationship with current service providers are also less likely to switch 
to a new one because they develop love, attachment and commitment (Batra et al., 2012; Carroll & Ahuvia, 2006; 
Sheth & Lopez et al., 2006). 
 

However, whether experienced conventional bankers will adopt IB as a complement or as a substitute will 
depend on many factors. One such factor is the overall value Islamic banking offers existing customers relative to 
conventional banking. Innovative banking solutions offered by IBcould serve as strong alternative attractiveness to 
existing convention bankers to adopt IB and even switch conventional banking.  

Generally, less-experienced conventional bankers are more likely to adopt IB in its introductory stages than 
more-experienced conventional bankers.  Therefore, it is hypothesized that: 
 

H6a: The length of experience with conventional banking will significantly influence intention to adopt IB. Specifically, bankers 
with long banking experience will rate their intention to adopt IB higher than those with short banking experience.  
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H6b: The length of experience with conventional banking will significantly influence intention to switch conventional banking to 
IB. Specifically, bankers with long banking experience will rate their intention to switch conventional banking to IB higher than 
those with short banking experience. 

 

3. Methodology  
 

This study was part of a larger study that utilized a cross-sectional survey design. The population comprised 
conventional bankers with various banking and financial institutions in Ghana. A survey was conducted in the central 
business district of Kumasi involving a conveniently chosen sample size of 1000 respondents. Out of the 1000 
questionnaires administered, 975 usable questionnaires were obtained, representing 97.5% response rate for data 
analysis.The self-administered and structured questionnaire was developed based on constructs derived from empirical 
research in IB context (e.g., Abedifar, et al., 2015; Amin et al., 2011; Loo, 2010; Jinjiri, 2014; Md Husinand Ab 
Rahman, 2016), and modified to suit the research context. It consisted of many constructs including intention to 
adopt IB and intention to switch from conventional banking to IB completely, which are the key constructs for this 
purpose of this paper. 

 

The questionnaire was pre-tested, adjusted and finally administered to the customers through personal 
contact for about two weeks. Using informed consent form, respondents’permission was sought and were assured of 
anonymity and confidentiality of their responses. A five-point Likert scale was used to measure variables for the 
research constructs that ranged from strongly disagree to strongly agree, coded 1 to 5 respectively. The Cronbach 
alpha reliability of the two main constructs for this paper were above the recommended 0.70 for social science 
research (Straub et al., 2004). This indicates good reliability of the research instrument. The questionnaire also 
contained respondents’ background data: gender, age, education, income, religious affiliation, length of relationship 
with bank, and financial products owned. Descriptive analysis and Kruskal-Wallis ANOVA was used to test 
differences between categorical sub-groups using SPSS 16.0. In this regard, the background demographic variables 
were reduced into two categories for age (young and old), education (University or high and pre-university or low), 
income (high and low), religious groups (Muslim and non-Muslim) and Length of banking experience (old and recent 
bankers). 
 

4. Results 
 

4.1 Respondents’ profile 
 

For the characteristics of the respondents, in terms of gender, 55.5% of the respondents were males and 
45.5% were females, implying an approximately even gender distribution. In addition, 93.2% of the respondents were 
35 years and below, 5.8% were between 36 and 45 years, while 0.6% were 46 years and above, indicating the 
dominance of relatively younger population.  
 

Table 1. Respondents’ profile 
 

Variable Category No. % 

Gender Male 541 55.5 
 Female 434 44.5 
Age <25 471 48.3 
 25-35 438 44.9 
 36-45 57 5.8 
 46+ 6 0.6 
Education Pre-Higher Education 408 41.9 
 Higher Education 567 59.1 
Income < usd 1000 871 90.2 
 >usd 1000 104 9.8 
Religion Christians 663 68 
 Muslims 299 30.7 
 Other  13 1.3 
Length of Banking experience < 6years 726 74.5 
 6-10 years 204 20.9 
 >10 years 45 4.6 

 

                       Note: n = 975  
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In terms of education, about 41.9% of them had pre-higher education (such as senior high school) and 59.1% 
had higher education (Diploma/Higher Diploma and degrees). About 90.2% of the respondents earned monthly 
income below USD 1000, 9.8% of them earned monthly income amounting to USD 1000 and above. Moreover, 68% 
of the respondents were Christians, 30.7% were Muslims and 1.3% were in other religions. Clearly there is a 
dominance of Christians in Ghana more than Muslims because Ghana is considered a typical Christian nation. 
Furthermore, most of the respondents representing 95.4% banked with 27 conventional commercial banks, while a 
few 4.6% banked with conventional rural banks.  In terms of length of banking relationship, 74.5% of them had 
below 6 years of banking relationship with their banks, 20.9% had between 6-10 years of banking relationship and a 
few 4.6% had over 10 years of banking relationship experience with their banks. Thus most of them had some 
considerable banking relationship experience with their banks.   
4.2 Analysis of intention to adopt IB and switch conventional banking 
 

To describe respondents’ ratings, mean ratings below 3.5indicate no agreement and represents low intention 
to adopt or weak switching intention, while mean rating above 3.5 indicate agreement, representing high intention to 
adopt or switch.  The results are presented in Table 2. 
 

Table 2 Respondents’ Intention to adopt IB and Intention to switch from conventional bank to IB 
 

 Full sample analysis (n = 975) 

Statement Mean StDv. Remarks 

Intention to adopt IB (Cronbach alpha = 0.924) 
 

   

I am likely to adopt IB in the few years in Ghana 3.25 0.97 Low 

I will accept IB concept in Ghana 2.20 1.47 Low 

I am determined to patronise IB products/services 2.24 1.48 Low 

I will bank with an Islamic bank in the next few years 2.14 1.46 Low 

All items combined for Intention to adopt  2.45 1.43 Low 

 
Intention to switch from conventional bank to IB (Cronbach 
alpha = 0.946)   

 

I will consider switching from my bank to an Islamic bank soon 2.78 1.42 Low 

I prefer banking with an Islamic bank to my current non-Islamic 
bank  

2.85 1.39 Low 

I will consider changing from my current bank to an Islamic 
bank in the next few years. 

2.82 1.41 Low 

I will be better-off if I switch to an Islamic bank 2.80 1.40 Low 

All  items combined for Intention to switch  2.81 1.41 Low  

         Notes: n = 975, scale: 1- strongly disagree, 5- strongly agree, p-values significant at 0.05,  
 

From Table 2, generally, the mean ratings for eight constructs are below the cut-off point (3.5) implying most 
of the respondents have low knowledge of IB, unfavourable attitude towards Islamic banking, lack the readiness to 
comply with the Sharia law, do not perceive IB to pose potential threat of violence in Ghana’s economy, do not 
perceive IB to forcefully convert bank customers to Islam, thought they think IB would promote Islamic religion in 
Ghana somehow. Respondents have weak intentions of adopting IB in Ghana generally. 
 

4.2 Demography and intention to adopt IB and switch conventional banking 
 

To assess the influence of demography on intention to adopt IB and switch conventional banking, the 
combined items for intention and switching variables were used for K-Wallis Analysis with minimum significance of 
0.05. The results are presented in Tables 3 and 4. 
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Table 3 Influence of demography on intention to adopt IB 
 

Variable  X2 df  P Mean rank Mean rank 

Religious status   335.972 1 0.000*** Muslim = 735.69 Non- Muslim = 378.44 

Gender 16.336 1 0.000*** Male = 520.53 Female= 447.44 

Age  9.030 1 0.003** Young = 515.94 Old = 461.89 

Education  1.504 1 0.220 Low =500.99 High =478.65 

Income  30.848 1 0.000*** Low  = 523.46 High = 417.73 

Length of banking experience  4.427 1 0.035* Recent =496.27 Old =463.87 

  Notes: scale: 1- strongly disagree, 5- strongly agree, p-values significant at 0.05*, 0.01**, 0.001***   
 

Table 3 shows that, for intention to adopt IB in Ghana, significant differences exist in the sub-groups of five 
demographic variables, which are religious status (X2 = 335.972, df = 1, p = 0.000), gender (X2 = 16.336, df = 1, p = 
0.000), age (X2 = 9.030, df = 1, p = 0.000), income (X2 = 30.848, df = 1, p = 0.000), length of banking experience (X2 
= 4.427, df = 1, p = 0.035), except education (X2 = 1.504, df = 1, p = 0.225). Specifically, in terms of religious status, 
Muslim sub-group rated their intention to adopt IB (mean rank = 735.69) significantly higher than non-Muslim sub-
group (mean rank = 378.44). For gender, male bankers rated their intention to adopt IB (mean rank = 520.53) higher 
than female bankers (mean rank = 447.44).  

 

For age, young bankers rated their intention to adopt IB (mean rank = 515.94) higher than old bankers (mean 
rank = 461.89). For income, low-income bankers rated their intention to adopt IB (mean rank = 523.46) higher than 
high-income bankers (mean rank = 417.73). For length of banking experience, recent bankers rated their intention to 
adopt IB (mean rank = 496.27) higher than experienced bankers (mean rank = 463.87). In terms of education level, 
although bankers with low education rated their intention to adopt IB (mean rank = 500.99) higher than bankers with 
high education (mean rank = 478.65), the difference was not significant (p>005). A critical examination of the chi-
squares which shows the largeness of the difference within the sub-groups indicate that, among the significant 
demographic variables, religious status had the greatest chi-square value (X2 = 335.972) followed by income (X2 = 
30.848), gender (X2 = 16.336), age (X2 = 9.030) and length of banking experience hadthe least chi-square value (X2 = 
4.427).  
 

Table 4 Influence of demography on intention to switch conventional banking (CB) to IB 
 

Variable  X2 df  P Mean rank Mean rank 

Religious status   359.106 1 0.000*** Muslim = 743.56 Non- Muslim = 374.97 

Gender 29.905 1 0.000*** Male =531.93 Female =433.24 

Age  15.915 1 0.000*** Young = 525.01 Old = 453.41 

Education  10.130 1 0.001** Low =521.65 High =463.79 

Income  32.075 1 0.000*** Low  = 524.08 High = 416.50 

Length of banking experience  2.472 1 0.116 Recent =499.05 Old =455.78 

Notes :scale: 1- strongly disagree, 5- strongly agree, p-values significant at 0.05*, 0.01**, 0.001***   
 

Table 4 shows that, for intention to switch conventional banks to IB in Ghana, significant differences exist in 
the sub-groups of five demographic variables, which are religion (X2 = 359.106, df = 1, p = 0.000), gender (X2 = 
29.905, df = 1, p = 0.000), age (X2 = 15.915, df = 1, p = 0.000), income (X2 = 32.075, df = 1, p = 0.000), education 
(X2 = 10.130, df = 1, p = 0.035), except length of banking experience (X2 = 2.472, df = 1, p = 0.225). Specifically, in 
terms of religious status, Muslim sub-group rated their intention to switch conventional banks to IB (mean rank = 
743.56) significantly higher than non-Muslim sub-group (mean rank = 374.97). For gender, male bankers rated their 
intention to switch conventional banks to IB (mean rank = 531.93) higher than female bankers (mean rank = 433.24). 
For age, young bankers rated their intention to switch conventional banking to IB (mean rank = 525.01) higher than 
old bankers (mean rank = 453.41). For income, low-income bankers rated their intention to switch conventional 
banking to IB (mean rank = 524.08) higher than high-income bankers (mean rank = 416.50).  
 

In terms of education level bankers with low education rated their intention to switch conventional banking 
to IB (mean rank = 521.65) higher than bankers with high education (mean rank = 463.79).For length of banking 
experience, although recent bankers rated their intention to switch conventional banking (mean rank = 499.05) higher 
than experienced bankers (mean rank = 455.78), the difference was not significant (p>005).  
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A critical examination of the chi-squares which shows the largeness of the difference within the sub-groups 
indicate that, among the significant demographic variables, religious status had the greatest chi-square value (X2 = 
359.106) followed by income (X2 = 32.075), gender (X2 = 29.905), age (X2 = 15.915) and education had the least chi-
square value (X2 = 10.130).  
 

5. Discussion of Results 
 

The overarching purpose of this study was to examine the influence of demographic variables on bankers’ 
intention to adopt IB and switch from conventional banking to IB in Ghana. This section discusses the results of this 
study. 
 

5.1 Demography and Intention to adopt IB and switch conventional banking 
 

The results of this study show that, significant differences exist in the sub-groups of five demographic 
variables (religion, gender, age, income, length of banking experience) for intention to adopt IB. Also, different sub-
groups of religion, gender, age, income and education differed significantly on their intention to switch conventional 
banking to IB. These findings generally indicate that, bankers’ demography has influence on their intention to adopt 
IB in Ghana. These findings are consistent with the general financial service literature and IB literature in particular 
that bankers’ background characteristics could significantly influence their bank selection (e.g., Abou-Youssef et al., 
2015; Haider, Changchun, Akram & Hussain 2018) and bank switching (Laksamana, Wong, Kingshott, Muchtar, 
2013). 
 

5.2 Influence of Religion 
 

This study found that Muslims have stronger intention to adopt IB than non-Muslims in Ghana, which is 
consistent with the findings of many previous studies that religion and religious reasons positively influenced IB 
selection and patronage among Islamic bankers (e.g., Abou-Youssef et al., 2015; Basheer et al., 2018; Kaabachi & 
Obeid, 2016; Kontot, et al., 2016; Zinser, 2019; Chikezie &Nwukamaka 2014; Mbawuni & Nimako, 2017, 2018).  

 

Also, this study found that Muslims have stronger intention to switch conventional banking to IB more than 
non-Muslims do. This finding confirms past studies that showed positive influence of religion and religiosity on 
bankers switching behaviour (e.g., Choi, 2010, Choi et al., 2013; Moschis & Ong, 2011; Yousaf & Malik, 2013). The 
reasons for religion influence have been elucidated by Mbawuni and Nimako (2017, 2018) that, generally, Muslims 
bankers have more positive attitude towards Islam, promoting Islamic principles of Sharia law which form that bases 
for IB, have better knowledge of Islamic banking products, and therefore are more willing to welcome IB and switch 
conventional banking to IB on grounds of religion more than non-Muslims do. Generally past studies have shown 
that knowledge of IB could be generally low, especially among non-Muslims (Yunusa and Nordin, 2015; Onuoha et 
al., 2013; Rammal and Zurbruegg, 2007). Yunusa and Nordin (2015) reported that, Christians showed negative 
attitude towards the introduction of IB in many Nigerian states because they perceived IB as exclusively for Muslims. 
In spite of the perceived benefits of IB adoption, most non-Muslims may still be reluctant to adopt Sharia Law-based 
IB for the “Islamic” religious tag on IB and for fear that adopting IB may eventually lead to being Islamized 
(Mbawuni & Nimako 2018; Yunusa & Nordin, 2015).  However, a typical Islamic banker should have no problems 
complying with Sharia Law-based IB (Amin et al., 2014).  
 

5.3 Influence of Gender 
 

This study found that male bankers are more likely to adopt IB and switch conventional banking to IB than 
their female counterparts. These findings are consistent with those of Haider et al. (2018) who found that gender 
influenced respondents’ intention to adopt Islamic mobile banking in Pakistan. One possible reasons could be that, as 
males are more task driven and desire for personality, they are likely to adopt IB for the value of self-expression, while 
females tend to be trust-inclined, they would adopt IB for the value of perceived credibility, protecting vulnerable 
bankers and promoting consumer welfare (Haider et al., 2018).Another possible reason is that, generally Islam tends 
to project men to have more authority than women (Charrad, 2011), thereby promoting masculinity among male 
Muslims than female Muslims. Therefore, bankers who are more inclined to expressing their masculine personality 
might find IB as a safe haven as it aligns with their personality traits.  Thus, IB is more likely to be favoured by male 
bankers in Ghana than their female counterparts. 

 

Moreover, the finding on gender difference in switching conventional banking to IB lends support to those 
of Shin and Kim (2008) who found that gender may not affect subscribers’ decisions on switching, but contradicts 
others studies such as Nimako and Nyame (2015), Ranganathan et al. (2006) and Effah-Bediako et al. (2013).  
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One possible reason for male dominance in switching conventional banking to IB is that since female tend to 
be have high anxiety in adoption of innovations (Gilbert, Lee-Kelley, & Barton, 2003) such as IB, they are more likely 
to be reluctant in switching conventional banking to IB than their male counterparts do as found in this study. 
 

5.4 Influence of Age 
 

This study found that intention to adopt IB was stronger among young bankers than old bankers. This study 
is the first, as far as the researcher knows, to find support for the influence of bankers’ age in IB adoption. Moreover, 
this study found that young bankers have stronger intention to switch than old bankers, providing new findings on 
the influence of age on bankers switching behaviour. One explanation to these findings is that younger people 
younger bankers tend to favour innovation in banking (Gilbert et al., 2003), and IB has been discussed extensively as 
an innovative banking approach (Faye et al., 2013; Gelbard et al., 2015). Therefore, younger bankers are more willing 
to adopt IB as an innovative banking system that is fundamentally different from conventional banking in Ghana than 
their older counterparts.  
 

5.5 Influence of Income 
 

This study found that low-income bankers showed stronger intention to adopt IB than high-income bankers. 
This finding is consistent with the thinking that Islamic banking because it would be beneficial to the socio-economic 
development of developing countries because it is interest-free, promotes consumer welfare (Faye et al., 2013; 
Gelbard et al., 2015) and improves financial inclusion (Demirguc-Kunt et al., 2014). In particular, Mbawuni and 
Nimako (2017, 2018) argue that, given the high rate of poverty in Ghana and high interest rates for businesses, IB will 
favour lower income bankers, promote consumer welfare and business development and, therefore, receivefavourable 
adoption intentions among lower income groups for its perceived benefits.  

 

Moreover, this study found that low-income bankers showed stronger intention to switch their conventional 
banks to use IB than high-income bankers do. This finding lends support to those found in several past studies that 
income was a significant moderating variable in bankers’ switching behaviour (Effah- Dholakia & Uusitalo, 2002; 
Keaveney, & Parthasarathy, 2001; Nimako & Nyame, 2015). One reason is that lower-income bankers are not likely to 
be able to afford high interest on loans and other financial services provided by conventional banking, especially in 
developing countries like Ghana. Aside this, most rational bankers would want to reduce the risk and cost of banking 
transaction, so they are likely to favour IB that generally favour low transaction risk or cost. Therefore, as indicated in 
this study, low-income bankers would have stronger intentions to switch from conventional banking than high-
income groups.  
 

5.6 Influence of Education 
 

This study found that, while bankers with low formal education and those with high formal education did not 
show any significant difference in intention to adopt IB, bankers with low formal education showed stronger intention 
to switch conventional banking than those with high formal education. This means that bankers with low education 
are more likely to quit conventional banking and switch to IB than those with higher levels of formal education. 
Unfortunately, this finding contradicts the assertion that bankers with more knowledge of IB will favour IB because it 
is interest-free and promote consumer welfare and financial inclusion of the poor masses. 
 

5.7 Influence of Length of banking experience 
 

This study found that, while bankers with little banking experience and those with more years of banking 
experience did differ significantly on their intention to adopt IB, those with little banking experience were more 
willing to switch conventional banking to IB than those with more years of banking experience. Contrary to what 
some research shows that more experienced bankers will adopt innovative and ethical banking systems (Lopez et al., 
2006), in this study less experienced bankers are associated with intention to adopt IB. This means IB is likely to be 
more welcome by bankers with little banking experience than those with more years of banking experience in Ghana. 
 

6.1 Contribution/Implications of the Study 
 

This study makes the following important theoretical and practical contributions. 
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6.1 Theoretical Implications  
 

Theoretically, the present study makes a major contribution to the banking and finance literature by assessing 
the extent to which bankers’ background demography such as gender, age, income, religion and length of banking 
experience could influence bankers’ intention to adopt Islamic banking and intention to switch conventional banking 
to IB in Ghana, a developing country perspective. This is in response to the call for more research into how bankers’ 
background characteristics influences their response and choices in bank selection as well as the adoption of Islamic 
banking in comparison with conventional banking. 

 

Therefore, this study extends knowledge on the contribution of demographic and religious factors as valid 
influencers of their adoption of IB and switching of conventional banking in non-Islamic developing countries like 
Ghana. It draws the attention of scholars, practitioners and researchers to the importance of demographic variables in 
the IB adoption and conventional bank switching for the purpose of influencing strategic banking policies andbank 
marketing segmentation. 

 

Generally, the present study found that consumer demography and religious background characteristics can 
influence bankers’ intention to adopt Islamic banking and switch conventional banking. It is empirically proven that 
gender, age, income, religion and length of banking experience significantly influenced bankers’ intention to adopt IB 
in Ghana, while bankers’ religion, gender, age, income, and education significantly influenced their intention to switch 
conventional banking to IB. These findings generally confirm many past research (e.g. Shin & Kim, 2008; Dholakia & 
Uusitalo, 2002; Keaveney, & Parthasarathy, 2001; Ranganathan et al., 2006).  

 

In particular, this study shows that Islamic banking is likely to gain widespread acceptance and adoption 
among bankers who fall into the demographic category of male gender, who are young in age, low-income earners, 
belonging to Muslim religion and having few years of banking experience. Similarly, bankers who are males, young in 
age, low-income earners, Muslim, and have relatively low education are likely to switch conventional banking to IB.  
 

Among the significant demographic variables, religious status had the biggest difference in response between 
the sub-groups, followed by monthly income, gender and age. This implies that, theoretically, religious affiliation is 
likely to exert the greatest influence in bankers’ adoption of IB and switching of convention banking to IB. This will 
be followed by bankers’ monthly income, gender and age. 
 

Moreover, this study found theoretical support that some bankers’ demographic variable might not be 
significant to consider by bankers to adopt IB and switching conventional banking to IB in Ghana in particular and in 
developing countries in general.  In particular, education did not significantly influence bankers’ intention to adopt IB 
but influenced bankers’ intention to switch conventional banking to IB. It has empirically proven that bankers’ 
characteristics are different from one industry and country contexts to another. Thus, this study has contributed to the 
debate on the relative effect of demographic and religious variables as predictors of IB adoption and conventional 
bank switching in non-Islamic developing countries.  
 

6.2 Managerial Contribution 
 

The findings imply that, in Ghana, some of the important bankers’ characteristics such as gender, religion, 
age, income, relationship length with bank could serve as important criteria for Islamic bank marketing segmentation 
and targeting purposes.  

 

For Islamic banking to thrive and survive in the conventional bank-dominated environment of Ghana’s 
banking industry, there is the need to formulate banking policies that are in tandem with consumer characteristics 
(gender, age, income, religion) that favour the adoption of IB and switching of conventional banking in Ghana. In this 
regard, banking policies should favour Islamic religious principles, enhance male gender personality, improve financial 
inclusion of the poor or low-income earners, and appeals to the innovative mind-set of young-aged bankers. 

 

Islamic banking and financial service developers could use the finding of this study to guide them in 
segmenting Islamic bankers into Muslims and non-Muslims, male and females, older and younger age groups, low and 
high income groups, older and newer conventional bankers, and tailor well co-ordinated marketing programmes to 
effectively meet the unique needs and values of these sub-groups. Moreover, for Islamic banking providers who hope 
to compete effectively with conventional banks in Ghana, the findings of this study provide implications for attracting 
bank customer groups that are more vulnerable to switching. This means Islamic banking institutions can develop 
attractive and exciting Islamic banking offerings to entice conventional bankers who are Muslims, young in age, males, 
low-income earners and less educated or experienced in conventional banking. 
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7. Limitations and Future Research 
 

The study is limited in terms of context and variables included. First, since the findings are based on data 
from Ghana only, it places some limitation on the generalizability of the findings to all developing countries. Future 
research could replicate the study in other developing countries and compare the results with those in this study to 
improve upon the generalizability of the findings. Second, in this study many demographic variables as well as cultural 
factors were not included in the research model. Future research should be extended to include such variables in order 
to enhance our understanding of the role of consumer background characteristics in predicting Islamic banking 
adoption, and examine the relative effect of factors that could affect consumers’ intention to switch from 
conventional banking to Islamic banking in other developing countries. 
 

7. Conclusion 
 

The main purpose of this study was to examine the influence of demographic variables on bankers’ intention 
to adopt IB and switch from conventional banking to IB in Ghana, an emerging Islamic banking market perspective. 
The results of the Kruskal Wallis independent test indicated that bankers’ demographic variables such as religion, 
gender, age, income have significant influence on bankers’ intention to adopt IB and switching conventional banking 
in Ghana. The findings highlight the importance of demographic variables such as gender, age, income, religion and 
length of relationship in IB adoption and conventional bank switching. Apart from confirming some existing literature 
and contradicting others, the results also reveal new findings on the influence of relationship length, income, age and 
education on conventional bankers’ switching behaviour. The present study has provided empirical evidence on the 
relative effect of demography and religiosity on consumer switching from a developing country perspective. The 
limitations of this study present avenues for future research. 
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