
 

 

P-ISSN: 2829-5102 

E-ISSN: 2829-663X 

Vol. 4 No. 1, April 2025 

doi: https://doi.org/10.58223/icie.v4i1.404         

Exploring the Determinants of Digital Banking Adoption Among 

Islamic Banks in Indonesia 

Nanang Setiawan 

nanang.setiawan-2023@feb.unair.ac.id     

Institut Agama Islam Al-Fatimah Bojonegoro, Indonesia 

Alfa Rahmiati 

alfa@feb.unair.ac.id    

Institut Agama Islam Al-Fatimah Bojonegoro, Indonesia 

Abstract: This study analyzes the critical factors influencing the adoption of digital 

banking services within Islamic banks in Indonesia. The rapid digital transformation in 

the Islamic financial sector has created both opportunities and challenges, particularly in 

understanding customer behavior and aligning digital innovations with Sharia principles. 

The primary objective of this research is to identify the extent to which religiosity, 

financial literacy, business expectations, and social influence affect the willingness of 

Muslim users to adopt digital banking platforms. A quantitative survey method was 

applied, involving 265 Muslim students from various universities in East Java, Indonesia, 

who actively utilize digital banking services. The results demonstrate that religiosity is 

the most significant determinant of adoption, highlighting that faith-based values strongly 

shape consumer decisions in the Islamic financial context. In addition, financial literacy, 

perceived business benefits, and peer influence were also found to have a substantial 

impact, reflecting the role of both intrinsic and extrinsic motivators. These findings 

contribute to the growing body of knowledge on technology acceptance in Islamic finance 

by integrating behavioral and spiritual perspectives. The study also offers practical 

insights for Islamic banks to design digital services that are both technologically 

innovative and ethically aligned with customers’ expectations. 

Keywords: Digital banking adoption, Islamic bank, Religiosity, Business 

expectations, Financial literacy, Social influence 

Abstrak: Penelitian ini menganalisis faktor-faktor krusial yang memengaruhi adopsi 

layanan perbankan digital pada bank syariah di Indonesia. Transformasi digital yang 

pesat dalam sektor keuangan syariah menghadirkan peluang sekaligus tantangan, 

khususnya dalam memahami perilaku konsumen serta menyesuaikan inovasi digital 

dengan prinsip-prinsip syariah. Tujuan utama penelitian ini adalah mengidentifikasi 

sejauh mana religiositas, literasi keuangan, ekspektasi bisnis, dan pengaruh sosial 

berperan dalam mendorong pengguna Muslim untuk mengadopsi platform perbankan 

digital. Metode penelitian yang digunakan adalah survei kuantitatif terhadap 265 
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mahasiswa Muslim dari berbagai universitas di Jawa Timur yang aktif menggunakan 

layanan perbankan digital. Hasil penelitian menunjukkan bahwa religiositas merupakan 

faktor paling dominan dalam menentukan tingkat adopsi, menegaskan bahwa nilai-nilai 

keagamaan sangat memengaruhi keputusan konsumen dalam konteks keuangan syariah. 

Selain itu, literasi keuangan, manfaat bisnis yang dirasakan, serta pengaruh dari 

lingkungan sosial juga berperan signifikan, mencerminkan pentingnya motivasi intrinsik 

maupun ekstrinsik. Temuan ini memberikan kontribusi bagi pengembangan kajian adopsi 

teknologi dalam perbankan syariah dengan mengintegrasikan perspektif perilaku dan 

spiritualitas. Secara praktis, penelitian ini memberi masukan bagi bank syariah untuk 

merancang layanan digital yang tidak hanya inovatif secara teknologi, tetapi juga sejalan 

dengan ekspektasi etis, finansial, dan sosial para nasabah.m. 

Kata kunci: Adopsi perbankan digital, Bank syariah, Religiositas, Ekspektasi bisnis, 

Literasi keuangan, Pengaruh sosial 

Introduction 

The development of digital technology has brought significant changes 

across various sectors, including the banking industry (Machkour & Abriane, 

2020; Nichkasova & Shmarlouskaya, 2020). One of the rapidly growing 

innovations is super apps banking, a multifunctional application that allows 

users to access a variety of services on a single platform (Fang et al., 2024; Rizki 

et al., 2024). Super apps banking offers faster, more practical, and efficient 

financial services, including fund transfers, payments, investments, credit 

management, and even lifestyle-related needs (Jameaba, 2020; Murinde et al., 

2022). In Indonesia, the adoption of super apps banking has become increasingly 

relevant with the rising penetration of the internet and the widespread use of 

smartphones (Situmorang, 2023). According to a 2022 report by the Indonesian 

Internet Service Providers Association (APJII), approximately 77% of the 

Indonesian population are active internet users, with millennials being the 

primary users of digital services (Haryanto, 2024).  

Recently, Islamic banking in Indonesia has also introduced super apps 

banking, spearheaded by Bank Syariah Indonesia (BSI), the largest Islamic bank 

in the country (Kusumaningrum et al., 2024). The presence of super apps banking 

in the Islamic banking sector presents a strategic opportunity to enhance Islamic 

financial inclusion in Indonesia, the country with the largest Muslim population 

in the world (Abdul et al., 2022; Ali et al., 2020). This innovation aims to improve 
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customer satisfaction by offering greater convenience in transactions, while also 

promoting the broader adoption of Islamic banking in the country. As of June 

2024, Indonesia’s total population reached 282.48 million, with approximately 

87.2% identifying as Muslim (www.bps.go.id). However, the market share of 

Islamic banking remains relatively low, accounting for only about 7% of the total 

national banking assets (www.ojk.go.id). In this context, research on the adoption 

of Sharia-compliant super apps banking is essential to identify the key drivers 

influencing consumer behavior. Understanding these factors will not only 

support the strategic development of Islamic digital banking services but also 

inform policies aimed at expanding financial inclusion and strengthening the 

competitiveness of Islamic banks within Indonesia’s digital economy. 

Previous studies have examined various aspects related to the adoption of 

digital banking services and super apps banking. Research on the adoption of 

digital banking and super apps banking has been conducted from multiple 

perspectives; however, several gaps remain that present opportunities for further 

investigation—particularly within the context of Islamic banking in Indonesia. 

Roa et al. (2021) and Alfonso-Sánchez et al. (2024) focused on the use of artificial 

intelligence (AI) and credit risk analysis in the digital banking industry. 

Meanwhile, Kusmanto & Surja (2024) explored the factors influencing the 

adoption of super apps banking in Indonesia using the UTAUT2 model. Alnemer 

(2022) applied the Technology Acceptance Model (TAM) to understand digital 

banking adoption in Saudi Arabia. Bankuoru Egala et al. (2021) examined the 

relationship between digital banking service quality and customer satisfaction. 

Additionally, Mahsus & Utama (2021) discussed customer sentiment analysis via 

social media to support bank decision-making. 

Expanding on the study conducted by Andriyanto et al. (2024), which 

analyzed factors influencing the use of Sharia mobile banking among 233 

Indonesian Muslim students at State Islamic Universities in East Java using nine 

variables: performance expectations, interest in usage, business expectations, 

social influence, confidence, facilitating conditions, literacy, behavioral use, and 
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religiosity. Expanding on Andriyanto et al. (2024), the present study focuses on 

three key areas: first, it investigates the adoption of super apps banking, a recent 

innovation launched by Islamic banks in Indonesia. Second, this study broadens 

the scope of previous research by expanding the sample to 292 Muslim students 

from various universities across Indonesia, rather than limiting the respondents 

to Islamic universities in East Java. Third, the study enriches its analysis by 

linking the empirical findings to a comprehensive review of existing literature, 

thereby offering a more nuanced discussion of each factor that influences the 

adoption of super apps banking. 

This study seeks to analyze the main factors that drive the adoption of 

super apps banking services offered by Islamic banks in Indonesia, with a focus 

on understanding user behavior among Indonesian Muslim consumers. 

Indonesia is selected as the research setting due to its status as the world’s largest 

Muslim-majority country with a growing digital economy but relatively low 

Islamic banking market share. Theoretically, this research contributes to the 

literature by extending the application of technology adoption models in the 

context of Islamic digital finance. Practically, the findings offer valuable insights 

for Islamic banks and policymakers to develop targeted strategies that enhance 

user engagement and accelerate financial inclusion through digital Sharia-

compliant services. The structure of this paper is organized as follows: Section 2 

provides a review of the relevant literature; Section 3 outlines the research 

methodology used in the study; Section 4 reports and discusses the main findings 

based on data analysis; and Section 5 concludes with a summary of the key 

results, highlights the theoretical and practical implications, acknowledges the 

study’s limitations, and suggests directions for future research.  

Method 

This study employed a quantitative approach by collecting data through 

a questionnaire distributed via Google Forms to Muslim students from several 

universities in East Java, Indonesia. Google Forms was selected as the data 
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collection tool due to its various advantages, including ease of use for 

respondents, accessibility that enables wide geographical distribution, real-time 

data collection which facilitates analysis, data security and confidentiality, and 

cost efficiency (Raju & Harinarayana, 2016). 

A purposive sampling method was employed, selecting respondents 

based on specific criteria—namely, being Muslim and active users of Islamic 

bank super apps in their daily activities. A total of 292 respondents participated 

in this study. Table 1 presents the research sample, comprising 292 valid 

responses from 400 distributed questionnaires, yielding a response rate of 73.0%. 

All returned questionnaires were complete and deemed suitable for analysis. The 

respondents were Muslim university students from several higher education 

institutions in East Java, Indonesia, who actively use Sharia-compliant super 

apps for banking. This sample was considered appropriate for examining the 

determinants of super app adoption in Islamic banking, particularly among the 

younger generation, who represent a substantial and growing segment of 

potential digital banking users. 

Table 1. Research sample 

Sample  Total                                     % 

Number of questionnaires distributed 400 100,0 
Number of returned questionnaires 292 73,0 
Number of incomplete questionnaires 0 0,0 
Total Sample 292 73,0 

Source: Tables created by authors  

Variable measurement 

The questionnaire, adapted from Andriyanto et al. (2024), encompassed a 

comprehensive set of factors relevant to the adoption of Islamic bank super apps. 

These factors included performance expectancy (PE), which reflects users’ 

perceptions of the app’s usefulness in enhancing financial transactions, measured 

by four items (PE1–PE4); business expectation (BE), which captures anticipated 

benefits in terms of efficiency and productivity, measured by four items (BE1–

BE4); social influence (SI), referring to the extent to which users’ decisions are 

shaped by the opinions of peers, family, or community, measured by four items 
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(SI1–SI4); and self-confidence (SC), indicating users' confidence in their ability to 

use the app effectively, also measured by four items (SC1–SC4).  

Additionally, the instrument measured interest in use (IU), representing 

users’ enthusiasm and willingness to engage with the technology, assessed by 

three items (IU1–IU3); facilitating conditions (FC), referring to the availability of 

resources and support, measured by four items (FC1–FC4); and behavioral use 

(BU), which assessed the frequency and consistency of actual app usage, 

measured by two items (BU1–BU2). The questionnaire also included measures of 

literacy (LI) and religiosity (RE), reflecting users’ understanding of 

financial/digital systems and the extent to which religious beliefs influence their 

banking preferences, each measured by four items (LI1–LI4 and RE1–RE4, 

respectively).  

A six-point Likert scale was used, ranging from 1 ("strongly disagree") to 

6 ("strongly agree"), intentionally omitting a neutral midpoint. This scale design 

aimed to minimize central tendency bias, as discussed by by Kulas & Stachowski 

(2009). The list of variable indicators is presented in Table 3.  

The collected data were analyzed using SPSS version 29.0 to generate 

descriptive statistics and determine the percentage contribution of each factor. 

This analysis provided insights into the relative importance of various variables 

influencing the adoption of super apps banking in Islamic banks, allowing for a 

clearer understanding of user preferences and behavioral tendencies. 

Result and Discussion 

Table 2 summarizes the demographic characteristics of the respondents. 

The majority of participants were female (61.0%), while male respondents 

accounted for 39.0%. In terms of age distribution, most respondents were 

between 20 and 25 years old (63.7%), followed by those aged 20 and below 

(20.5%), 30 and above (10.6%), and 25–30 years old (5.1%). Regarding educational 

background, the vast majority held a bachelor's degree (90.1%), while a smaller 

proportion had attained a master's degree (7.9%) and a doctoral degree (2.1%). 

https://doi.org/10.58223/icie.v4i1.404
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These characteristics indicate that the sample predominantly consisted of young, 

educated individuals, which aligns with the target population of active users of 

Sharia super apps banking in Indonesia. 

Table 2. Characteristics of the respondent 

Description Item 
Frequenc

y % 

Gender Male 114 39.0 

 Female 178 61.0 
Age 20 and below 60 20.5 

 20-25 186 63.7 

 25-30 15 5.1 

 30 and above 31 10.6 
Education Bachelor 263 90.1 

 Master 23 7.9 

 Doctor 6 2.1 

Source: Tables created by authors  

Table 3 presents the descriptive statistics of the variables used to assess the 

determinant factors influencing the adoption of super apps banking in Islamic 

banks in Indonesia. Each construct—PE, BE, SI, SC, CF, LI, and RE—was 

measured using four indicators, except for IU, which was measured with three 

indicators, and BU, which was measured with two indicators. Most items exhibit 

mean scores above 4.00, indicating generally positive perceptions among 

respondents. The highest mean values are found in the RE dimension (e.g., RE2 

= 5.48; RE1 = 5.41), followed by PE (e.g., PE1 = 5.20; PE3 = 5.18), suggesting strong 

perceived usefulness and religious motivation for adopting Islamic banking 

super apps. On the other hand, the BU indicators, particularly BU1 (2.27), show 

a significantly lower mean, indicating that while the intention and perceptions 

are positive, actual usage behavior is still limited. The standard deviations vary, 

with constructs like IS and IU (IU3) displaying higher variability, implying 

differences in individual experiences or perceptions. These findings highlight the 

importance of bridging the gap between positive perception and actual usage 

behavior. 

 

Table 3. Descriptive statistics 
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Variable Indicators N Mean SD 

Performance Expectation (PE) 
   

PE1  Using the Sharia Super Apps Banking can 
help me to finish my work quickly 

292 5,20 1,02 

PE2 If I use the Sharia Super Apps Banking, I can 
improve my performance 

292 5,01 1,01 

PE3 I feel that using the Sharia Super Apps 
Banking will be useful for my work 

292 5,18 0,90 

PE4 Using the Sharia Super Apps Banking can 
increase my productivity 

292 4,99 0,99 

Business Expenctation (BE)    
BE1 I found it easy to learn the Sharia Super Apps 

Banking 
292 4,85 1,03 

BE2 Procedures for using the Sharia Super Apps 
Banking clear and understandable 

292 4,96 0,96 

BE3 I find it easy to use the Sharia Super Apps 
Banking  

292 5,01 0,96 

BE4 found it easy to become proficient and skilled 
in using the Sharia Super Apps Banking 

292 4,81 1,06 

Influence Social (IS)    
IS1 The head of the agency has influenced me to 

use the Sharia Super Apps Banking 
292 4,07 1,49 

IS2 Most of my co-workers influenced me to use 
the Sharia Super Apps Banking. in 
completing work 

292 4,31 1,44 

IS3 In general, the agency has supported me to 
use the Sharia Super Apps Banking 

292 4,49 1,32 

IS4 People who are important to me (the 
community and local government), think that 
I should use the Sharia Super Apps 
Bankingfor village fund management 

292 4,50 1,33 

Self Confidence (SC)    
SC1 I am confident in my own ability to use the 

Sharia Super Apps Banking 
292 4,98 1,01 

SC2 I have the necessary skills to use the Sharia 
Super Apps Banking 

292 4,88 0,97 

SC3 I have the necessary 
qualifications/requirements to use the Sharia 
Super Apps Banking 

292 4,92 1,04 

SC4 I am confident that I can use the Sharia Super 
Apps Banking to the max 

292 5,14 0,94 

Interset in Use (IU)    
IU1 I predict that I will continue to use the Sharia 

Super Apps Banking 
292 5,01 1,02 

https://doi.org/10.58223/icie.v4i1.404
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Variable Indicators N Mean SD 
IU2 In carrying out work (village fund 

management), I chose to use the Sharia Super 
Apps Banking rather than using a manual 
system 

292 4,96 1,01 

IU3 What percentage of you use the Sharia Super 
Apps Banking in managing village funds? 

292 4,40 1,31 

Conditions that Facilitate (CF)    
CF1 The agency where I work has the facilities 

needed to use the Sharia Super Apps Banking 
292 4,69 1,18 

CF2 I have the knowledge needed to use the 
Sharia Super Apps Banking 

292 4,83 1,05 

CF3 Super Apps Banking Sharia has been in 
accordance with its function for managing 
village funds 

292 5,04 0,90 

CF4 There is a specific person or group to help me 
when I have problems or difficulties in using 
the Sharia Super Apps Banking 

292 4,69 1,19 

Behaviour Use (BU)    
BU1 How much time do you spend using the 

Sharia Super Apps Banking? 
292 2,27 1,05 

BU2 How often do you use the Sharia Super Apps 
Banking? 

292 3,96 1,60 

Literacy (LI)    
LI1 The Islamic method of finance is interest-free 292 5,14 1,11 
LI2 An Islamic bank lends money according to 

profit/loss sharing method 
292 4,96 1,12 

LI3 Preservation of wealth is one of the objectives 
of Islamic finance 

292 4,93 1,07 

LI4 I always make sure that there is no element of 
interest in all financial transactions that I 
make 

292 4,97 1,13 

Religiosity (RE)    
RE1 Islamic business encourages honesty, 

truthfulness, investigation and verification 
before action; right and ethical conduct, true 
witness 

292 5,41 0,89 

RE2 My religion encourages truthfulness, sincerity 
and honesty in any business dealings 

292 5,48 0,81 

RE3 Islamic beliefs encourage multiculturalism in 
international trade and business, group and 
team working 

292 5,30 0,86 

RE4 Islamic business encourages entrepreneurs to 
rely on accurate information before making 

292 5,32 0,88 
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Variable Indicators N Mean SD 

business decisions and taking corporate 
actions 

Source: Tables created by authors  

 

The results presented in Figure 1 and Table 4 illustrate the mean scores 

and percentage distributions of the factors influencing the use of Sharia super 

apps banking in Indonesia. Among the nine variables assessed, RE emerged as 

the most influential factor, accounting for 13.0% of the total influence. This is 

followed closely by PE, BE, SC, and LI, each contributing 12.0%. IU and CF also 

play significant roles, with 11.0% each, while IS accounts for 10.0%. The least 

influential factor was BU, with a contribution of only 7.0%. These findings 

suggest that users’ religious values and perceived benefits significantly drive the 

adoption of Sharia-based super apps, while actual behavioral patterns are less 

dominant in influencing adoption decision 

Figure 1. Results of factors affecting of using Sharia super apps banking 

 

Source: Created by Author 

Table 4. Results of factors affecting of using Sharia super apps banking 

No Variable Avg Mean  % 

1  Religiosity 5.37 13.0 
2  Performance 

expectations 
5.09 12.0 

3  Literacy 5.00 12.0 
4  Self confidence 4.97 12.0 
5  Business expectations 4.90 12.0 
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No Variable Avg Mean  % 

6  Conditions that facilitate 4.81 11.0 
7  Interest in use 4.78 11.0 
8  Influence social 4.34 10.0 
9  Behaviour use 3.11 7.0 

  Total  100.0 

Source: Tables created by authors  

Religiosity 

Religiosity emerged as the factor with the highest average score (mean = 

5.37) and the highest percentage (13%), indicating that religious values serve as 

a strong motivator in the adoption of super apps banking in Islamic banks in 

Indonesia. This finding is supported by Junaidi et al. (2023), who found that both 

extrinsic and intrinsic religiosity positively influence consumer preferences for 

Sharia-based banking products. Similarly, Alshurafat et al. (2024) revealed that 

religiosity supports the adoption of metaverse technology in Islamic banking by 

enhancing perceived ease of use, usefulness, and user satisfaction, while 

Bouteraa et al. (2024) showed that Islamic religiosity significantly shapes Muslim 

consumers’ preferences for green financial products aligned with Sharia 

principles. 

Performance expectation 

The results indicate that performance expectations have the second-

highest average score (mean = 5.09) and account for 12% of the total influence, 

suggesting that Indonesian Muslim students expect Sharia super apps banking 

to provide optimal performance in terms of transaction efficiency, speed, and 

security. This is supported by Zidan & Auliya (2023), who found that 

performance expectations significantly influence the adoption of Sharia-based 

financial technology, as consumers prioritize the perceived ease and benefits of 

service performance. Similarly, Yaseen et al. (2025) demonstrated that 

performance expectations positively impact the intention to adopt Sharia-based 

metaverse banking, emphasizing that perceived performance value is a key 

driver of consumer interest in adopting such innovative services. 
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Literacy 

The literacy variable shows a mean score of 5.00 and a proportion of 12%, 

indicating that students’ understanding of the Islamic banking system and 

financial technology plays a crucial role in the adoption of super apps banking in 

Islamic banks in Indonesia. Both financial literacy and digital literacy are 

essential prerequisites for embracing modern financial technologies. This is 

supported by Pala et al. (2024), who found that a sufficient level of Islamic 

financial literacy significantly promotes the adoption of Islamic banking services, 

as comprehension of Sharia principles and institutional objectives is vital in 

decision-making. Similarly, Al-Awlaqi & Aamer (2022) highlight that Islamic 

financial literacy influences small business customers’ preference for Islamic over 

conventional banking, with limited understanding acting as a key barrier. 

Mahdzan et al. (2024) further affirm that Islamic financial literacy positively 

affects the adoption of Islamic financial products, suggesting that better 

knowledge encourages customers to choose Sharia-compliant digital banking 

solutions. 

Self confidence 

The self-confidence variable has a mean of 4.97 and a proportion of 12%, 

indicating that students' confidence in using technology, including Sharia-based 

super apps banking, is an important factor in adoption. This finding is supported 

by Sudarsono et al. (2021), who found that although not explicitly tested, the 

adoption of Islamic banking services in Indonesia is positively influenced by 

factors closely related to self-confidence—such as awareness and perceived 

compatibility—suggesting that individuals who feel more confident and aligned 

with the system are more likely to adopt Sharia-compliant super apps banking 

services. 

Business expectation 

The business expectations variable has a mean score of 4.90 and a 

proportion of 12%, indicating that students perceive Sharia-based super apps 

banking not merely as a financial tool, but also as a means to support their 
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business and financial activities. This expectation reflects a belief that such 

applications can facilitate transactions and enhance economic activities aligned 

with Sharia principles. This finding is supported by Hosen et al. (2021) who 

stated that business expectations influence the adoption of Islamic banking 

services, as the gap between customer expectations and perceptions of service 

quality—such as accessibility, pricing, technology, and product variety—affects 

satisfaction and interest in using services like those offered by Bank Muamalat 

Indonesia. Yaseen et al. (2025) demonstrate that business expectations, as 

reflected in performance expectancy, significantly influence the adoption of 

super apps banking in Islamic banks, as users are driven by the anticipated 

efficiency and benefits of these digital services. 

Conditions that facilitate 

This variable has a mean of 4.81 and a proportion of 11%, indicating that 

supporting factors such as internet access availability, user-friendly app features, 

and technical assistance influence the use of the application. This finding is 

supported by El Mallouli & Sassi (2022) who show that the adoption of super 

apps banking in Islamic banks is influenced by facilitating conditions, as 

adequate infrastructure, knowledge, and support systems are essential for users 

to effectively adopt and utilize Sharia-compliant digital banking services. 

Similarly, Mohd Thas Thaker et al. (2022) demonstrate that facilitating conditions 

have a direct and positive impact on the adoption of super apps banking in 

Islamic banks, as sufficient infrastructure and support allow users to adopt and 

integrate digital banking services into their daily routines. 

Interest in use 

The interest in using super apps banking applications among students is 

reflected in the mean score of 4.78 and a proportion of 11%, indicating a moderate 

to high level of enthusiasm toward the features and user experience offered by 

Sharia-compliant digital banking platforms. This interest reflects not only 

curiosity but also a growing openness to engage with financial technologies that 

align with Islamic values. Students are increasingly drawn to applications that 
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offer convenience, innovation, and compatibility with their ethical and religious 

beliefs. This finding is supported by Oladapo et al. (2022) who argue that interest 

in using super apps banking significantly influences adoption in Islamic banks, 

as it is closely tied to customers' knowledge, attitudes, and social norms. These 

factors shape behavioral intentions, as interest combined with perceived 

alignment to Sharia principles strongly motivates adoption among young, tech-

savvy Muslim users. 

Influence social 

A mean score of 4.34 and a proportion of 10% indicate that social influence 

plays a notable role in shaping students' decisions to adopt super apps banking 

in Islamic banks. This influence comes from their surrounding environment, 

including peers, family members, and community groups, who may encourage 

or model the use of Sharia-compliant digital banking services. Mindra et al. 

(2022) support this finding by showing that social influence significantly 

moderates the relationship between attitude and the intention to adopt such 

services. However, the extent of this influence can differ depending on user 

perceptions and the specific social and cultural context. Among young users 

especially, social endorsement and peer behavior often act as strong motivators 

in the decision to adopt Islamic digital banking platforms. 

Behavior use 

Behavior use, which recorded the lowest mean score of 3.11 and a 

proportion of 7%, indicates that despite high levels of intention and other 

supporting factors, the actual frequency of using super apps banking among 

students remains relatively low. This suggests a gap between intention and real-

life application, possibly due to barriers such as unfamiliarity with certain 

features, limited need for frequent transactions, or lack of habit formation. This 

finding is supported by Mohd Thas Thaker et al. (2022) who assert that 

behavioral use plays a significant role in the adoption of super apps banking in 

Islamic banks. Their study highlights that consistent usage habits, reinforced by 
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accessible infrastructure and support, directly influence users’ willingness and 

readiness to integrate digital financial services into their daily routines. 

Conclusion 

This study aimed to analyze the determinant factors that influence the 

adoption of super apps banking in Islamic banks in Indonesia. The findings show 

that religiosity emerged as the most influential factor, followed by performance 

expectation, literacy, self-confidence, business expectation, interest in use, 

facilitating conditions, social influence, and behavioral use. These results 

underscore the importance of integrating religious values alongside technical 

usability and social encouragement when designing and promoting Sharia-

compliant digital financial services. Theoretically, this study enriches the existing 

literature on Islamic banking adoption by incorporating a diverse range of 

influencing factors—both spiritual and functional—into the analysis of super 

apps banking, a relatively new phenomenon in Indonesia’s Islamic finance 

landscape. Practically, it provides valuable insights for Islamic banks and app 

developers to formulate more targeted marketing strategies and develop features 

that resonate more deeply with users’ religious beliefs, digital literacy, and usage 

habits.  

Despite its valuable contributions, this study has certain limitations. It 

relied solely on self-reported data, which may be subject to social desirability or 

response bias. Additionally, the study did not explore other potentially 

influential variables, such as trust, perceived security, or user satisfaction, which 

could offer a deeper understanding of the factors affecting Islamic banking 

adoption. Future research is encouraged to incorporate a broader range of 

variables and employ mixed-method approaches to enhance the robustness of 

findings. Importantly, the empirical results of this study provide a strong 

foundation for developing more comprehensive models of Islamic banking 

adoption. As Islamic fintech continues to expand, further research is essential to 

ensure innovations remain aligned with Sharia principles and the evolving needs 

of digital-era consumers. 
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