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Establishment of New Index for Evaluating Religiosity that is Applicable to
Analysis on Purchasing Behavior of Islamic Bank Customers
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It is Eointed out that it is necessary to analyze the purchasing behavior of
Islamic bank customers from the viewpoint of consumer behavior. This study aims to clarify the
influence of religiosity on the attitude formation and purchase intention of Islamic bank customers
using data obtained from an interview survey in Jordan, based on an index for evaluating religiosity
that is applicable to analysis on the purchasing behavior of Islamic bank customers.
The results of the statistical analysis using the quantitative data obtained from this survey
revealed that religious knowledge, which is a subscale of religiosity, has a positive and
statistically significant effect on customer attitude toward Islamic banks and that religiosity has
an indirect effect on the intention to use Islamic banking services, mediated by customer attitudes

toward Islamic banks.
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