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ABSTRACT
The study examines students' behavior described through planned
behavior (TPB) to use Islamic financial services by moderating
knowledge. Primary data was used with 350 samples of a random
population. Data were analyzed using Smart PLS assistance. The
results of this study indicate that there is a significant influence on
attitude has a positive relationship. Still, it does not substantially
affect the intention to use Islamic financial services. The subjective
norms and perceived behavioral control positively influence a
positive relationship with Islamic financial services. As for
moderating the choice to use Islamic financial services on the
personal norm variable, it has a negative direction but significant
effect. On the other hand, the perceived behavioral control variable
has a positive relationship and significantly impacts using Islamic
financial services to moderate knowledge. Meanwhile, attitudes
moderating knowledge do not positively affect the intention to use
Islamic financial services.

http://dx.doi.org/10.31332/lif
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1.

Introduction
Some studies have found a relationship between financial literacy and the use of

financial services. (Bongomin et al., (2017); Njoroge (2013); Simeyo et al., (2011); Lusardi and
Tufano (2009)) Found that there is an influence between financial literacy and financial
services. Specifically, Sardiana (2014) found an effect of Islamic financial literacy on the use of
Islamic financial services.
In line with the findings in several of these studies, the third National Financial
Literacy Survey (SNLIK) conducted by the Financial Services Authority (OJK) in 2019 showed
that the financial literacy index increased to 38.03% inclusion reached 76.19 percent. This
figure increases compared to the OJK survey results in 2016, namely the financial literacy index
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of 29.7 percent and the financial inclusion index of 67.8 percent. Thus, there was an increase
in public financial understanding (literacy) by 8.33% in these three years and an increase in
access to financial products and services (financial inclusion) by 8.39%. This synergy and hard
work show that the target of the financial inclusion index proclaimed by the government
through Presidential Decree Number 82 of 2016 concerning the National Strategy for Financial
Inclusion (SNKI) of 75% in 2019 has been achieved (OJK, 2019).
As in 2016, SNLIK 2019 also uses the same methods, parameters, and indicators, namely
the financial literacy index, which consists of parameters of knowledge and ability, while the
financial inclusion index uses usage parameters. (OJK, 2019). Sardiana (2014), in her study,
found that partially only indicators of knowledge have a significant influence on preferences
for the use of Islamic financial services. In the tri component model, knowledge (cognitive)
will give rise to feelings, and in the end, lead to action (Purwanto, (2016). The story shows an
attitude towards something.
Correspondingly, attitude is prevalent in many studies (Spear and Singh, 2004). This
finding is due to two reasons. First, that attitude can predict consumer behavior (Mitchell and
Olson 1981). Second, several social psychology researchers have carried out several frameworks
for research on philosophy (Eagly and Chaiken, 1993). Djou (2019) found that financial
attitudes positively and significantly influence financial management behavior.
Planned Behaviour theory states that behavior is influenced by behavioral intention,
which, in turn, is controlled by attitudes toward behavior. Attitudes can be defined as the
results of consumer assessments of specific behaviors (Ajzen 1991). Thus, this study analyzes
the effect of TPB on the intention to use Islamic financial services with the moderation of
knowledge.
2.

Literature Review
The theory most frequently cited about the attitude-behavior relationship is the

planned behavior theory (TPB) (Ajzen 1991). The theory of planned behavior includes five
essential dimensions that are considered capable of explaining human behavior: (i) attitudes
towards certain behaviors, which measure the general attitudes of individuals and are
identified as evaluative responses that reflect beliefs about those behaviors (Oskamp 1977); (ii)
subjective norms, as social pressure that is felt to perform the behavior in which the individual
is considered responsible for behaving following external opinions that influence what he
does; and (iii) perceived behavioral control (PBC) refers to individual beliefs about their ability
to perform certain behaviors based on their skills and external forces that can influence
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alternatives (Staats 2003). These three variables determine (iv) intention to perform behavior
and (v) intention, which, in turn, directly influences behavior (Ajzen 1985).
TPB states that behavior is influenced by behavioral intention, which, in turn, is
influenced by attitudes toward behavior. Attitudes can be defined as the results of consumer
assessments of specific behaviors (Ajzen 1991). Many researchers study the attitude-behavior
relationship when it comes to purchasing concerns, and all conclude that there is a wide gap
between what consumers think and what they do about making purchase decisions (Eck
2009; Anon 2009; Finisterra et al. 2009; Basu and Hicks 2008; Darnall et al. 2012; Ferguson
2011). The popularity of attitude is reflected in the annual conferences on attitude sponsored
by the American Marketing Association since the 1970s and often uses a hierarchy of effects
models rooted in attitudes. Two attitude constructs appear particularly popular: attitudes
toward brands, or A, purchase intentions (PI), or personal action tendencies related to brands
(Bagozzi et al. 1979; Ostrom 1969). A and PI are routinely used in a variety of advertising
domains, including copy testing, tracking studies, brand evaluation, and branding (Boush and
Loken 1991; Broniarczykand Alba 1994; Hastak and Olson 1989; Kalwani and Si 1982; Keller
and Aaker 1992; Morwitz, Johnson, and Schmittlein 1993).
The intention to behave is preceded by knowledge (Kotler, 2014). Saptasari's (2016)
findings show that consumer knowledge has a positive and significant effect on consumer
intention to use Islamic banks. This finding aligns with Pasi's (2017) findings, where
knowledge can influence behavior. Knowledge is obtained from information received
throughout his life. Attitudes provide an overview of the actions to be taken so that attitudes
can influence a person's behavior in life. Knowledge about Islamic banking that the public
accepts cannot be realized if you do not have a good attitude to be translated into action,
namely becoming a customer of Islamic banks, which is a form of behavior. In other words,
knowledge, attitudes, and actions are a unity of behavior. Likewise, the findings of Muflih et
al. (2020) were used to examine the Behavioural Intention of Sharia Cooperative Savings Users
by looking at the Role of Product Knowledge, Trust, Perceptions of Profits Perceptions of
Quality. The results of these studies indicate that product knowledge and interest in saving
have a positive and significant relationship.
Regarding research findings related to the relationship between TPB on the intention
to use Islamic financial services and knowledge of using Islamic financial services, several
studies were found to use Islamic financial services that used moderator variables. For
example, in Akib and Santoso's research (2019), Subjective norms and perceived behavioral
control were found to have a positive and significant effect on the intention to use Islamic bank
products. In other research related to the use of Islamic financial services, both Amalia (2018)
94
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and Wahyuni, Basri, and Shabri (2019) found that there was an influence between TPB on the
intention to use Islamic financial services where Amalia (2018) looked at the factors that
influence the intention to use Sharia fintech with the TPB approach while Wahyuni, Basri and
Shabri (2019) see the effect of TPB on the intention to have a Sharia-based home financing in
the city of Banda Aceh. Mudrikah (2018) uses knowledge as a moderating variable in his
research, which analyzes the effect of perceived returns on investment decisions in Islamic
stocks with knowledge as a moderating variable. As for other research, Yoga (2020) and
Hayati (2020) use religiosity as a moderating variable to use Islamic financial services. Besides,
the moderating variable used in research related to the use of Islamic financial services includes
religious commitment (Riza, 2018), service (Hamim, 2018), and financial literacy (Wijayantie,
Nurachma, and Sunarsih, 2020).
3.

Research Method
This study is a quantitative study using primary data obtained from the distribution of

questionnaires to a student population with a total sample size of 350 respondents. The data
was collected by using the purposive random sampling method. The research data were
processed and analyzed using the SEM approach with Partial Least Square (PLS) as a method
for model building and calculated with the help of SmartPLS V3.2.6 software. Using the PLS
method shows the complexity of the relationship between one construct and another, as well
as the relationship between a construct and its indicators. Two equations form PLS: the inner
model, which determines the relationship between constructs and other constructs, and the
outer model, which determines the relationship between constructs and their indicators.

4. Result
95
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The of the respondent's data description based on gender, age, education, occupation,
and monthly expenses can be seen as follows :
Respondent Characteristics Table
Profile of Respondents
Gender

Age

Monthly Expenditures

Category

Frequency

Percentage

Male

141

40.3

Female

209

59.7

18 - 28 Years

340

97.1

29 - 38 Years

5

1.4

39 - 48 Years

4

1.1

Over 49 Years

1

0.3

1.000.001 - 3.000.000

202

57.7

3.000.001 - 5.000.000

31

8.9

5.000.001 - 10.000.000

12

3.4

Above 10.000.001

4

1.1

Below 1 Million

101

28.9

Source: Primary Data Processed

The table of respondent characteristics shows that out of 350 respondents, most
respondents based on gender are women, with a percentage of 59.7% or 209 respondents from
a total of 350 respondents. In the age category, most respondents were 18-28 years old, with a
percentage of 97.1% or 340 respondents out of 350 respondents in this age category and a total
of 350 respondents. As for the monthly expenditure category, most respondents who use
Islamic financial services in the monthly expenditure category are 1,000,000 - 3,000,001, where
respondents in this monthly expenditure category reach 202 respondents (57.7% of 350
respondents).
4.1 Data Descriptions
Statistical descriptions aim to describe or provide information about data or the state
of a phenomenon. Statistical data deduction is only aimed at existing data sets. Based on the
independent variables examined in this study, namely the intention to use Islamic financial
services with knowledge moderation, it can be described that the mean of each indicator of
the moderating research variable of knowledge on the intention to use Islamic financial
services was answered by 350 respondents showing that the research sample was measured in
a scale 1-5 where scale 5 is more significant than scale 1-4 which shows attitude, subjective
norm, perceived behavioral control (PBC), knowledge level, and intention to use Islamic
96
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financial services. In general, the average value of a variable is between 3.35 - 4.13. The lowest
mean value is found in the subjective norm (SN2), which shows that the respondent's closest
environment, namely family and friends, does not use Islamic financial services. The highest
mean indicator value is in intention, where most respondents believe that regulators and their
stakeholders guarantee Islamic financial services in Indonesia.
4.2 Research Data Analysis
This study's data analysis begins with testing the value of convergent validity,
discriminant validity, and reliability testing of each variable in the study. The purpose of this
validity test is to see whether or not the questions in the questionnaire are valid. Convergent
validity is used to measure the value of the correlation between the indicator score and the
construct score. A reliability test was conducted to determine the reliability level of the
questionnaire. A reliable instrument is an instrument that will produce the same data when
used several times to measure the same object. In SmartPLS, this correlation value is indicated
by the outer loading value, the size of which individually is said to be high if the value is more
than 0.7 with the construct being measured. Evaluation of the measurement model (outer
model) can be done by looking at the results of indicator validity and construct reliability
(convergent validity and discriminant validity)
4.3 Construct Validity Testing
The validity test is done using the evaluation measurement (outer) model, namely,
using the convergent validity of each indicator's Loading Factor (LF). According to the rule of
thumb (Haryono, 2017), indicators are valid if the LF value is ≥ 0.7 against the intended
variable. The following is the output measurement model or outer model with PLS:
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Outer Model Figures
Source: Processed SmartPLS, 2020
The output in the outer model image explains the relationship between latent variables
and their indicators. Besides, the LF value also shows the convergent validity criteria, which
can be analyzed as follows:
a. Attitude / Attitude has five indicators, namely ATT1, ATT2, ATT3, ATT4, and ATT5.
These five indicators have a loading factor (LF) as follows: ATT1 with a loading factor of 0.824,
ATT2 has an LF value of 0.859, ATT3 has an LF value of 0.876, ATT4 has an LF value of 0.841,
while the ATT5 indicator has a loading factor of 0.850. Thus, these five indicators are included
in the criteria for convergent validity because they have an LF value of ≥ 0.7.
b. Subjective Norm has five indicators, namely SN1, SN2, SN3, SN4, and SN5. Of these five
indicators, the loading factor is SN1 with a loading factor of 0.782, SN2 has an LF value of 0.788,
SN3 has an LF value of 0.880, SN4 has an LF value of 0.874, while the SN5 indicator has a
loading factor of 0.825. Thus, these five indicators are included in the criteria for convergent
validity because they have an LF value of ≥ 0.7.
c. Perceived Behavioural Control has five indicators, namely PBC1, PBC2, PBC3, and
PBC4. Of the four indicators, each has a loading factor: PBC1 with a loading factor of 0.747,
PBC2 has an LF value of 0.849, and PBC3 has an LF value of 0.865 PBC4 has an LF value of
98
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0.834. Thus, these five indicators are included in the criteria for convergent validity because
they have an LF value of ≥ 0.7.
d. Knowledge has five indicators, namely KNOW1, KNOW2, KNOW3, KNOW4, and
KNOW5. Of these five indicators, the loading factor is as follows: KNOW1 with a loading
factor of 0.769, KNOW2 has an LF value of 0.789, KNOW3 has an LF value of 0.765, KNOW4
has an LF value of 0.807, while the KNOW5 indicator has a loading factor of 0.791. Thus, these
five indicators are included in the criteria for convergent validity because they have an LF value
of ≥ 0.7.
e. Intention has five indicators, namely NIAT1, NIAT2, NIAT3, NIAT4, and NIAT5. Of
these five indicators, the loading factor is as follows: NIAT1 has a loading factor of 0.829,
NIAT2 has an LF of 0.875, NIAT3 has an LF of 0.878, NIAT4 has an LF of 0.840, while the
NIAT5 indicator has a loading factor of 0.747. Thus, these five indicators are included in the
criteria for convergent validity because they have an LF value of ≥ 0.7.
The following table shows the Validity Test results with Discriminant Validity. All
variables have met the criteria where the AVE value is> 0.5 so that all indicators are considered
valid to measure latent variables. While the Reliability Test with Composite Reliability and
Cronbach's alpha shows that all latent variables have a composite reliability value of> 0.8,
meaning that all independent latent variables are appropriate and feasible to be used as the
tested variables to determine their effect on the latent dependent variable, namely the
intention to use Islamic financial services. Cronbach alpha shows ≥ 0.6, which means that all
variables in this study are consistent in testing the moderation of knowledge on the intention
to use Islamic financial services.
AVE, Composite reliability and Cronbach's alpha Table
Variable

Average

Variance

Composite Reliability

Cronbach's Alpha

Extracted (AVE)
Attitude (ATT)

0.723

0.929

0.904

Subjective Norm

0.690

0.917

0.887

PBC

0.681

0.895

0.843

Knowledge

0.615

0.889

0.844

Intention

0.698

0.920

0.891

ATTx Knowledge

1.000

1.000

1.000

SNx Knowledge

1.000

1.000

1.000

PBCx Knowledge

1.000

1.000

1.000

Source: Processed SmartPLS, 2020
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In the Structural Model Analysis (Designing the Inner Model), R Square's output value
is 0.736. This R Square result number explains that the influence of the variable Attitude
(ATT), Subjective Norm (SN), Perceived Behavioural Control (PBC), Knowledge (KNOW),
and Intention (NIAT) gives a value of 0.736, which can be interpreted that the latent
dependent variable can be explained by the independent latent variable of 73.6%. In
comparison, other variables explain the remaining 26.4% outside of this research model. From
this figure, it can be categorized that the dependent variable can be defined by the independent
variable on a moderate scale.
The Adjusted R Square has a value with an interval between 0 and 1. If the Adjusted R
Square value is getting closer to 1, the independent latent variable (X) explains the variation
of the latent dependent variable (Y) better. The Adjusted R Square value was 0.730 or 73% in
this study. So it can be concluded that the independent latent variable can explain 73% of the
variations in variable Y. In contrast, the rest is explained by other variables not included in the
model.
4.4 Hypothesis test
Hypothesis testing in this study uses direct effect analysis. Immediate effect analysis
helps test the hypothesis of a variable's direct effect that affects (exogenous) the affected
variable (endogenous). In testing this hypothesis, what is analyzed is the path coefficient and
the p-value generated from the PLS Bootstrapping output with the Bootstrapping Path
Coefficient output as follows:
Bootstrapping-PLS Output Summary Table
Original

Sample

Standard

Sample

Mean

Deviation

(O)

(M)

(STDEV)

T Statistics
(|O/STDEV|)

P Values

Attitude -> Intention

0,055

0,060

0,050

1,089

0,138

Subjetive Norm -> Intention

0,265

0,264

0,071

3,743

0,000

PBC -> Intention

0,315

0,308

0,051

6,196

0,000

Knowledge -> Intention

0,304

0,307

0,073

4,186

0,000

0,024

0,025

0,053

0,455

0,325

-0,092

-0,093

0,051

1,799

0,036

0,079

0,078

0,042

1,894

0,029

ATTx Knowledge ->
Intention
SNx Knowledge -> Intention
PBCx Knowledge ->
Intention
Source: Processed SmartPLS, 2020
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1. Hypothesis Testing The Effect of Attitude on Intention to Use Islamic Financial
Services. The bootstrapping table (Path Coefficient) above shows the original sample value of
0.055 and a p-value of 0.138. With a significance level of 5% = 0.05, the measurement results
show 0.138> 0.05 or a p-value> 0.05, it can be concluded that the first hypothesis in this study
is rejected. Thus, based on the data from the bootstrapping results (Path Coefficient), it can
be interpreted that the sample data for the independent latent variable (Attitude) has a
positive relationship directly with the latent dependent variable (intention) but is not
significant or in other words attitude does not have a significant influence on Intention to Use
Islamic financial services with a positive relationship direction.
2. Hypothesis Testing The Influence of Subjective Norms on Intention to Use Islamic
Financial Services. The bootstrapping table (Path Coefficient) above shows the original
sample value of 0.265 and a p-value of 0.000. With a significance level of 5% = 0.05, the
measurement results show 0.000 <0.05 or a p-value <0.05, it can be concluded that the first
hypothesis in this study is accepted. Thus, based on the data from the bootstrapping results
(Path Coefficient), it can be interpreted that the sample data for the independent latent
variable Subjective Norm has proven to be a positive and significant relationship with the
latent dependent variable (intention), or in other words Subjective Norm (Subjective Norm).
) has a significant influence on the Intention of Using Islamic financial services positively.
3. Hypothesis Testing The Effect of Perceived Behavioural Control (PBC) on the
Intention of Using Islamic Financial Services. The bootstrapping table (Path Coefficient)
above shows the original sample value of 0.315, a p-value of 0.000. With a significance level of
5% = 0.05, the measurement results show 0.000 <0.05 or a p-value <0.05, it can be concluded
that the first hypothesis in this study is accepted. Thus, based on the data from the
bootstrapping results (Path Coefficient), it can be interpreted that the sample data for the
independent latent variable Perceived Behavioural Control (PBC) succeeds in proving a
positive and significant relationship with the latent dependent variable (intention), or in other
words Perceived Behavioural Control (PBC). ) has a significant influence on the Intention of
Using Islamic financial services positively.
4. Hypothesis Testing The Influence of Knowledge (KNOW) on the Intention of Using
Islamic Financial Services. The bootstrapping table (Path Coefficient) above shows the
original sample value of 0.304 and a p-value of 0.000. With a significance level of 5% = 0.05, the
measurement results show 0.000 <0.05 or a p-value <0.05, it can be concluded that the first
hypothesis in this study is accepted. Thus, based on the data from the bootstrapping results
(Path Coefficient), it can be interpreted that the sample data of the independent latent variable
Knowledge (KNOW) has proved a positive and significant relationship with the latent
101
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dependent variable (intention), or in other words Knowledge (KNOW) has a significant
influence. Towards the Intention of Using Sharia financial services with a positive direction.
5. Hypothesis Testing The Effect of Attitude on Intention to Use Islamic Financial
Services with Knowledge as a Moderating Variable. The bootstrapping table (Path
Coefficient) above shows the original sample value of 0.024 and a p-value of 0.325. With a
significance level of 5% = 0.05, the measurement results show 0.325> 0.05 or a p-value> 0.05, it
can be concluded that the first hypothesis in this study is rejected. Thus, based on the data
from the bootstrapping results (Path Coefficient), it can be interpreted that the knowledge
variable sample data does not significantly moderate the effect of attitudes on the dependent
variable (intention to use Islamic financial services), or in other words, ATT * KNOW does
not have a significant effect on NIAT with positive relationship direction.
6. Hypothesis Testing on the Effect of Subjective Norms on Intention to Use Islamic
Financial Services with Knowledge as a Moderating Variable. The bootstrapping table (Path
Coefficient) above shows the original sample value of -0.092 and a p-value of 0.036. With a
significance level of 5% = 0.05, the measurement results showed 0.036 <0.05 or a p-value <0.05,
it can be concluded that the first hypothesis in this study was accepted. Thus, based on the
data from the bootstrapping results (Path Coefficient), it can be interpreted that the sample
data of the knowledge variable significantly moderate the effect of the Subjective Norm
(Subjective Norm) on the dependent variable (intention to use Islamic financial services), or
in other words, SN * KNOW has a significant effect. Towards INTENTION with an
antagonistic relationship direction.
7. Hypothesis Testing on the Effect of Perceived Behavioural Control (PBC) on
Intention to Use Islamic Financial Services with Knowledge as a Moderating Variable. The
bootstrapping table (Path Coefficient) above shows the original sample value of 0.079 and a
p-value of 0.029. With a significance level of 5% = 0.05, the measurement results showed 0.029
<0.05 or a p-value <0.05, it can be concluded that the first hypothesis in this study was accepted.
Thus, based on the data from the bootstrapping results (Path Coefficient), it can be
interpreted that the data sample of knowledge variables can moderate the effect of Perceived
Behavioural Control (PBC) on the dependent variable (intention to use Islamic financial
services), or in other words, PBC*KNOW has a significant effect. Towards INTENTION with
a positive relationship direction.
Based on the results of the hypothesis test above, here are the overall results that show
the conclusion of the hypothesis test:
Hypothesis Testing Conclusion Table
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Original
Sample
(O)

Direction of
Relationships

P Values

Conclusion

Attitude -> Intention

0,055

Positive

0,138

Not significant

Subjetive Norm -> Intention

0,265

Positive

0,000

Significant

PBC -> Intention

0,315

Positive

0,000

Significant

Knowledge -> Intention

0,304

Positive

0,000

Significant

ATTx Knowledge -> Intention

0,024

Positive

0,325

Not significant

SNx Knowledge -> Intention

-0,092

Negative

0,036

Significant

PBCx Knowledge -> Intention

0,079

Positive

0,029

Significant

Source: Processed SmartPLS, 2020

Based on the conclusion table above, it can be seen that attitudes have a positive
relationship but have no significant effect on the intention to use Islamic financial services.
The subjective norms and perceived behavioral control significantly influence a positive
relationship to use Islamic financial services. As for moderating knowledge of the intention to
use Islamic financial services on the subjective norm variable, it has a negative direction but
significant effect. In the variable, perceived behavioral control has a positive relationship and
significantly affects the intention to use Islamic financial services with the moderation of
knowledge. Meanwhile, attitudes moderating knowledge do not significantly affect the
intention to use Islamic financial services but positively.
5.

Discussion
Based on statistical calculations in this study, it can be concluded that the attitude

construct variable does not significantly affect the intention to use Islamic financial services.
However, the better the attitude will increase the intention to use Islamic financial services.
According to the results of this study, it can be interpreted that a person's behavior or attitude
does not affect the intention to use Islamic financial services. This data illustrates that
students generally have behavior or attitude that is relatively indifferent to Islamic financial
services. In Banowati and Sholeh's (2018) findings, this is influenced by several factors,
including understanding the principles of Islamic savings, level of religiosity, socio-cultural
factors, perceptions of Islamic banking simultaneously to save in Islamic Bank.
The theory that explains the relationship between attitude and behavior says that
actual behavior will appear if the individual concerned intends to manifest the behavior.
Meanwhile, the formation of an intention to behave is directly influenced by the person's
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attitude to behave and the subjective norms that the individual has (Elfrida, 2006). Therefore,
the positive relationship on attitudes towards intention in this study shows that the better
the attitude, the more likely it will be to use Islamic financial services.
The results of this study are also in line with Saud's (2016) results and Park and
Blenkinsopp's (2009) that attitude has no significant effect on intention. However, the results
contradict the findings of Banowati and Sholeh (2018), Elfrida (2006), Dunn et al. (2001);
Downs (2006); Dominanto (2008); Ahmadi et al. (2010) found that attitudes have a positive
and significant effect in explaining intentions.
Meanwhile, on the influence of subjective norms on the intention to use Islamic
financial services, this study is consistent with the research of Mukodim (2007), Marhaini
(2008), Bellman (2009), and Istiana (2010) concluded that subjective norms have a significant
effect on intention.
Thus, even though it is not directly in line with the hypothesis about the influence of
belief on the use of Islamic financial services, self-confidence as a dimension at the level of
Islamic financial literacy has a significant effect on the use of Islamic financial services. This
finding is consistent with Maski's (2010) research, which shows that belief has a significant
influence on the preference for Islamic banks, in this case, Islamic financial services.
6.

Conclusion
Based on the objectives and results of this study, it can be concluded that attitudes

have a positive relationship but have no significant effect on the intention to use Islamic
financial services. The subjective norms and perceived behavioral control positively influence
Islamic financial services. As for moderating knowledge of the intention to use Islamic
financial services on the subjective norm variable, it has a negative direction but significant
effect. Perceived behavioral control variable has a positive relationship and significantly affects
the intention to use Islamic financial services with the moderation of knowledge. Meanwhile,
attitudes moderating knowledge do not significantly affect the intention to use Islamic
financial services but positively.
Based on the above conclusions, it can be suggested in the following research to use knowledge
as a mediating variable and add factors used as variables that have been proven to influence
behavior intention, especially in Islamic financial services.
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