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Eko Tama Putra Saratian (Indonesia), Agung Dharmawan Buchdadi (Indonesia),
Agung Wahyu Handaru (Indonesia)

DRIVERS OF ISLAMIC
FINANCIAL INCLUSION AMONG
NON-MUSLIMS: A RATIONAL-

EMOTIONAL-SPIRITUAL APPROACH

Abstract

Islamic finance plays a crucial role in promoting inclusive and sustainable economic
growth, particularly in emerging economies such as Indonesia. Despite the rapid ex-
pansion of Islamic banking, participation from non-Muslim consumers remains rela-
tively low, revealing a gap in understanding the motivational factors that drive their
engagement. This study aims to analyze how the Islamic Product Brand Image influ-
ences Islamic Financial Inclusion among non-Muslim consumers through rational,
emotional, and spiritual motivational factors. A quantitative research approach was
employed using Partial Least Squares Structural Equation Modeling (PLS-SEM) with
data from 384 non-Muslim respondents who intend to use Islamic banking products
in Indonesia. The analysis included tests of validity, reliability, and hypothesis using
bootstrapping procedures. The results show that Islamic Product Brand Image does
not directly affect Islamic Financial Inclusion (f = -0.187, p = 0.258), but has a signifi-
cant indirect effect through Product Features (f = 0.164, p = 0.045) and Religiosity (f =
0.200, p = 0.031). Sustainable Finance, representing emotional motivation, was found
to be insignificant (f = 0.093, p = 0.348). These findings indicate that rational and spiri-
tual motivations are stronger determinants than emotional ones in influencing non-
Muslim consumers’ inclusion in Islamic banking. Theoretically, this study contributes
to understanding cross-religious financial inclusion by integrating multidimensional
motivational constructs. Practically, it suggests that Islamic banks should emphasize
product innovation, transparency, and ethical trust-building to enhance inclusivity
across faith boundaries.

Keywords branding, product features, sustainability, religiosity,
inclusion
JEL Classification G41, G21

INTRODUCTION

Over the past few decades, Islamic finance has grown rapidly, particu-
larly in emerging economies such as Indonesia, where it contributes
positively to long-term economic growth (Trianto et al., 2021; Rofik et
al., 2025). Its development is considered strategic in accelerating inclu-
sive and sustainable economic progress through stronger support for
productive sectors (Athief et al., 2025). The Indonesian government
reinforces this agenda through the National Strategy for Financial
Inclusion (SNKI), enacted under Presidential Regulation No. 82/2016,
which aims to reduce poverty and promote equitable economic growth
(Juniyar et al., 2023). In line with this, Islamic banks have continuous-
ly innovated products and services to reach unbanked communities
and improve financial access (Saratian et al., 2022; Ofori-Okyere et
al., 2023), thereby supporting inclusive and sustainable development.

Islamic banking plays a central role in expanding equitable access to

financial services through profit-sharing mechanisms and ethical fi-
nancial practices, which enhance social welfare and economic justice
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(Fasya, 2021; Saratian et al., 2019; Dirie et al., 2024). Collaborative efforts among financial institutions,
the government, and non-governmental organizations are essential to strengthen outreach and encour-
age financial inclusion (Pandey et al., 2022; Pratiwi et al., 2023; Affini et al., 2026). However, despite
its universal values, participation from non-Muslim consumers in the inclusion of Islamic banking
remains limited. This raises a critical scientific problem: why do non-Muslim consumers, who are not
bound by religious obligations, show relatively low engagement with Islamic banking products despite
their ethical and inclusive appeal? Prior studies suggest that individual motivation, comprising rational,
emotional, and spiritual dimensions, may shape this behavior (Aronovitch, 1979; Turaga et al., 2010;
Resti et al., 2021; Saratian et al., 2023; Hazarillah & Rosyidah, 2023). Therefore, this study addresses a
significant empirical and theoretical gap by developing an integrated model of rational, emotional, and
spiritual motivational factors influencing non-Muslims’ adoption of Islamic banking products, offering
a novel contribution to the advancement of Islamic financial inclusion and sustainable economic devel-

opment in pluralistic societies.

1. LITERATURE REVIEW

Prior studies suggest that consumer behavior may
be influenced by various motivational factors: ra-
tional, emotional, and spiritual, but empirical
findings are inconsistent. The use of Islamic bank-
ing products is influenced by motivation, encom-
passing rational (Aronovitch, 1979; Asyari, 2021;
Fitri et al., 2023; Saratian et al., 2023), emotional
(Turaga et al., 2010; Saratian & Arief, 2018; Resti
et al., 2021; Daffa & Sanjaya, 2022; Soelton et al.,
2020; Rohman etal., 2020; Imaningsih et al., 2022),
and spiritual values (Losoncz, 2011; Hazarillah &
Rosyidah, 2023), as well as brand image reflect-
ing Islamic product identity (Abd Aziz, 2018;
Widiawati, 2020; Wahono & Masykuroh, 2022;
Ati, 2022; Satiti, 2020).

Nevertheless, empirical inconsistencies remain
regarding the relationships among brand im-
age, motivation, and product usage. Some stud-
ies confirm significant effects (Ahmad et al., 2011;
Albaity & Rahman, 2019; Sardiana & Sari, 2019),
while others report insignificant relationships
(Wahono & Masykuroh, 2022; Barqiah & Marsasi,
2022). Moreover, the moderating role of financial
literacy (Zaman et al., 2017; Mahdzan et al., 2024)
and the mediating role of sustainable finance as an
emotional driver have not been empirically tested.
Importantly, no study has examined these mecha-
nisms among non-Muslim consumers.

Siahaan et al. (2023), Hadiyati et al. (2023), Ayuni
et al. (2016), and Massad et al. (2023) found that
Islamic Product Brand Image has a positive in-
fluence on the Intention to Use Islamic Banking
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Products. This indicates that a strong and trust-
worthy brand image enhances consumers’ confi-
dence in the ethical integrity, transparency, and
reliability of Islamic banking services. A well-es-
tablished Islamic brand also conveys consistency
with sharia principles, which strengthens per-
ceived value and reduces uncertainty in financial
decision-making. Consequently, consumers are
more likely to view Islamic banks as credible, so-
cially responsible, and aligned with universal ethi-
cal standards.

A study by Massad et al. (2023) shows that
Islamic Product Brand Image positively influ-
ences consumer motivation to use Islamic finan-
cial products. In this research design, motivation
is viewed from several perspectives, including
rational value (Asy’ari, 2021; Fitri et al., 2023;
Saratian et al., 2023), emotional value (Saratian
& Arief, 2018; Resti et al., 2021; Daffa & Sanjaya,
2022; Soelton et al., 2020; Rohman et al., 2020;
Imaningsih et al., 2022), and spiritual value
(Hazarillah & Rosyidah, 2023). Rational motiva-
tion is represented by the product features vari-
able, emotional motivation by the sustainable fi-
nance variable, and spiritual motivation by the
religiosity variable.

Studies by Nelvi (2015), Ayuni et al. (2016),
Bargiah and Marsasi (2022), and Fitri et al. (2023)
found that motivation has a positive and signifi-
cant effect on the intention to use Islamic Banking
Products. In this research design, motivation is
analyzed through the perspectives of rational
value (Asyari, 2021; Fitri et al., 2023; Saratian et
al., 2023), emotional value (Saratian & Arief, 2018;
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Resti et al., 2021; Daffa & Sanjaya, 2022; Soelton et
al., 2020; Rohman et al., 2020; Imaningsih et al,,
2022), and spiritual value (Hazarillah & Rosyidah,
2023; Hamadou et al., 2025).

Based on research by Ayuni et al. (2016) and
Mustapha et al. (2023), consumer motivation
can mediate the relationship between Islamic
Product Brand Image and the Intention to Use
Islamic Banking Products, particularly spiritual
motivation. Other studies on rational motivation
have not yet explored specific variables such as
product features as proposed in this study. Other
variables studied under rational approaches in-
clude location (Putri et al., 2021), digital market-
ing, and product knowledge (Siahaan et al., 2023).
Moreover, there has been no study highlighting
the mediating role of emotional motivation, such
as sustainable finance or the application of sus-
tainability principles. According to Massad (2023),
Financial Literacy can moderate the effect of
Islamic Product Brand Image on the Intention to
Use Islamic Banking Products. However, it is still
unclear whether Financial Literacy can moderate
the effect of Product Features on the Intention to
Use Islamic Banking Products.

This study aims to examine how Islamic Product
Brand Image influences non-Muslim consumers’
intention to use Islamic banking products through
rational, emotional, and spiritual motivational
factors, namely Product Features, Sustainable
Finance, and Religiosity, while also assessing the
moderating role of Financial Literacy.

The hypotheses proposed in this study are present-
ed as follows:

HI: Islamic Product Brand Image has a posi-
tive effect on the Intention to Use Islamic
Banking Products.

H2: Islamic Product Brand Image has a positive
effect on Product Features.

H3:  Product Features have a positive effect on the
Intention to Use Islamic Banking Products.

H4: Product Features can mediate the influ-

ence of Islamic Product Brand Image on the
Intention to Use Islamic Banking Products.

http://dx.doi.org/10.21511/bbs.21(2).2026.12
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H5:  Islamic Product Brand Image has a positive

effect on Sustainable Finance.
Hé6: Sustainable Finance has a positive effect
on the Intention to Use Islamic Banking
Products.
H7:  Sustainable Finance can mediate the influ-
ence of Islamic Product Brand Image on the
Intention to Use Islamic Banking Products.
HS8: Islamic Product Brand Image has a positive
effect on Religiosity.
H9: Religiosity has a positive effect on the
Intention to Use Islamic Banking Products.
HI0: Religiosity can mediate the influence
of Islamic Product Brand Image on the
Intention to Use Islamic Banking Products.
HI1: Financial Literacy can moderate the effect
of Product Features on the Intention to Use
Islamic Banking Products.
HI12: Financial Literacy can moderate the effect
of Islamic Product Brand Image on the
Intention to Use Islamic Banking Products.

Previous research on Islamic banking product
usage has mostly focused on Muslim consumers,
emphasizing variables such as service quality,
religiosity, and brand image. While some studies
have examined motivational aspects, few have
adopted an integrative framework that includes
multiple forms of motivation, namely rational,
emotional, and spiritual. Additionally, there is
limited insight into how non-Muslim consum-
ers perceive Islamic banking, despite the inclu-
sive and universal principles underlying Islamic
finance. Very few studies consider sustainable
finance as a reflection of emotional motivation,
or test the role of financial literacy as a moder-
ating variable in the adoption of Islamic bank-
ing products. Accordingly, this study aims to
analyze how the Islamic Product Brand Image
influences Islamic Financial Inclusion among
non-Muslim consumers through rational, emo-
tional, and spiritual motivational factors, offer-
ing an integrative understanding of inclusive
Islamic finance.
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MOTIVATION

Source: Authors’ conceptual model (2025).
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Figure 1. Conceptual model
2. METHOD The questionnaire was designed based on validated

This study employs a quantitative research ap-
proach using a causal research design. Causal re-
search aims to explain cause-and-effect relation-
ships between variables, which are often devel-
oped in management and behavioral finance stud-
ies (Ferdinand, 2014). This study specifically aims
to examine the influence of Islamic Product Brand
Image on Islamic financial inclusion, particularly
the intention to use Islamic banking products by
non-Muslim consumers, with product features,
sustainable finance, and religiosity as mediating
variables. In addition, financial literacy serves as
a moderating variable in the relationship between
Islamic Product Brand Image and Islamic finan-
cial inclusion, as well as between product features
and Islamic financial inclusion. Primary data were
collected through a survey distributed both online
and offline using structured questionnaires. This
study involved 384 non-Muslim respondents se-
lected using purposive sampling. The respondents
were adult and productive individuals (aged 21-55
years) residing in major Indonesian cities, who ex-
pressed an intention or interest in using Islamic
banking products. Non-Muslim participants were
chosen to represent the segment of society that
has not been fully integrated into Islamic financial
services, making them relevant for examining in-
clusion barriers and motivational factors.
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measurement items from previous studies, cover-
ing variables such as Islamic Product Brand Image,
Product Features, Sustainable Finance, Religiosity,
Financial Literacy, and Financial Inclusion. Each
item was measured on a five-point Likert scale (1 =
strongly disagree to 5 = strongly agree), chosen for
its simplicity and ability to capture the intensity of
respondents’ evaluations. Respondents’ anonymity
and consent were ensured in accordance with COPE
ethical standards, and participation was voluntary.
The demographic characteristics of respondents, in-
cluding gender, age, and religion, are presented in
Table 1 to demonstrate sample representativeness.

Table 1. Sample demographics

Source: Processed data (2025).

Variables /

Criteria Frequency Percentage

Gender

Male & s 46.61%

Female 205 53.39%

Age

21to25yearsold ¢ 224 58.33%

>25to35yearsold : 128 33.33%

>35to 55yearsold : 32 8.33%
Religion

Christian ¢ 92 50%

Catholic 96 25%

B T

Buddhist 64 16.67%

http://dx.doi.org/10.21511/bbs.21(2).2026.12



Table 1 presents the demographic profile of 205
females (53.39%) and 179 males (46.61%), indi-
cating a relatively balanced gender distribution.
Most respondents are young adults aged 21-25
years (58.33%), followed by those aged 25-35 years
(33.33%) and 35-55 years (8.33%), reflecting the
dominance of a digitally active and financially
aware age group. In terms of religious affiliation,
the majority identify as Christian (50%), followed
by Catholic (25%), Buddhist (16.67%), and Hindu
(8.33%). This composition represents the religious
diversity of Indonesia’s non-Muslim population
and ensures the data’s relevance to understand-
ing inclusive participation in Islamic banking.
Such demographic characteristics are significant,
as younger and well-informed consumers are of-
ten more responsive to innovative financial prod-
ucts and more likely to evaluate Islamic banking
through rational and ethical considerations rather
than purely religious motivations.

Data analysis was conducted using Variance-
Based Structural Equation Modeling (VB-SEM)
with the SmartPLS software. This method is suit-

Banks and Bank Systems, Volume 21, Issue 2, 2026

able for nominal, ordinal, interval, and ratio scales
and allows for flexible assumptions. PLS also sup-
ports bootstrapping tests on both the outer and
inner models. The testing stages include: Outer
Model: tests for convergent validity, discriminant
validity, Cronbach’s alpha, composite reliabil-
ity, and model fit. Inner Model: tests for the coef-
ficient of determination (R?), effect size (?), and
hypothesis testing using the bootstrapping pro-
cedure. Hypothesis testing was conducted with a
confidence level of 95%, a margin of error of 5%
(o = 0.05), and a critical t-statistic value of 1.96
(Schermelleh-Engel et al., 2003).

3. RESULTS

The data analysis results using Partial Least
Squares Structural Equation Modeling (PLS-
SEM) are presented in this section, summarizing
key findings from validity, reliability, and hypoth-
esis testing. The results are organized into two
main parts: the measurement model (outer model),
which evaluates the quality of indicators, and the

Table 2. Reliability and convergent validity indicators

Source: Processed data (2025).

. . Outer : Composite
Variable | Measurement Item Indicator : L : . P o
: : . Loading ¢ Reliability
i Islamic Brand Image-1 i Halal Product ; ; ;
1] e _ 0.831
........ Islamic Brand Image-12 Brand Image Attributes
Produc’gfeature—lw Feature Diversity
FP ProductﬁFeature—Zw Feature Quality 0.750
........ Product Feature-3 Feature Completeness
Sustainable Finance-3 Distribution of credit for new and renewable energy sectors
oF Sustainable Finance-5 Corporate Social Responsibility (CSR) 0.843
Sustaingple Financg‘—G Corporate Governance Structure '
........ Sustainqple Finance-7 Compliance with Regulations
Religiosity-1 Belief in One’s Religion
Religiosity-2 Obedience in Performing Ritual Activities
Religios'i"'t‘y—S Degree of Experiencing Religious Experiences .
Rel Religiosity-4 Feeling of Closeness to God 0.833 0.583 0.893
Religiosity-5 ; Level Qf Knowledge and Understanding of Religious 0724
: i Teachings
Religiosity-6 anwledge of the Basic Teachings Contained in Holy 0801
........ : i Scripture
Financial Literacy-1 Digital Financial Literacy 0.819
Financial Literacy-2 Lack of Government Support in Infrastructure and Facilities 0.730
LKB : e - SR S R 0.536 0.821
Financial Literacy-3 Level of Financial Knowledge 0.687
........ Financial Literacy-4 Financial Management Skills 0.683
Financial Inclusion-2 Level of Mobile Banking Service Penetration 0.852
Financial Inclusion-3 Funding Products
IKB : e . 0.835
Financial Inclusion-4 Access to Credit Products

: Financial Inclusion-5

i Impact on Economic Growth

http://dx.doi.org/10.21511/bbs.21(2).2026.12
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structural model (inner model), which tests the
relationships among latent variables. The analysis
reveals several significant relationships among the
constructs, which are summarized in Tables 2-8.
These results provide empirical evidence support-
ing most of the proposed hypotheses, as discussed
below.

The measurement model was assessed using re-
flective indicators to evaluate convergent valid-
ity based on factor loadings. Each construct con-
sisted of 3-6 indicators measured on a five-point
Likert scale. Indicators with loadings above 0.5
were retained, while those below the threshold
were excluded. The results show that only two in-
dicators (IBI-1 and IBI-12) were valid for Islamic
Brand Image, while all indicators for Product
Features (FP1-FP3) met the validity criteria. For
Sustainable Finance, four indicators (SF-3, SF-5,
SF-6, and SF-7) were retained, whereas all indi-
cators for Religiosity (Rel-1-Rel-6) and Financial
Literacy (LKB-1-LKB-4) remained valid. In the
Financial Inclusion construct, four indicators
(IKB-2-IKB-5) met the loading criteria and were
retained for analysis.

Construct reliability was confirmed through com-
posite reliability values exceeding 0.70, indicat-
ing internal consistency across all variables. The
strongest indicators were halal product attributes
(IBI-1 and IBI-12) for Islamic Brand Image, fea-
ture accessibility (FP1-FP3) for Product Features,
and governance-related items (SF-3, SF-6, SE-7)
for Sustainable Finance. Religiosity (Rel-1-Rel-
6) and Financial Literacy (LKB-1-LKB-4) also
demonstrated high reliability, with digital literacy
(LKB-1) showing the strongest loading. Similarly,
Financial Inclusion indicators (IKB-3-IKB-5) ef-
fectively represented financial access and usage,
suggesting that most measurement constructs are

valid, reliable, and suitable for further structural
analysis.

The discriminant validity was assessed using the
Fornell-Larcker criterion, which requires that
the square root of each construct’s AVE exceed
its correlations with other constructs to confirm
theoretical and empirical distinctiveness. The re-
sults show that all constructs, including Product
Features (VAVE = 0.709), Islamic Brand Image
(\/AVE = 0.843), Financial Inclusion, Financial
Literacy, Religiosity, and Sustainable Finance,
meet this criterion, indicating satisfactory dis-
criminant validity. The structural model evalua-
tion was then conducted by testing multicollinear-
ity, path significance, and effect size.

Table 4. VIF — Inner model

Source: Processed data (2025).

Variable Relationship VIF

Product Features = Financial Inclusion 1.813

1.000

1.747

1.000

1.000

1.750

1.744

1.923

Financial Literacy - Product Features - Financial 3008

ndusion '

Financial Literacy - Islamic Brand Image -

Financial Inclusion 2.772

All VIF values were below 5, confirming no mul-
ticollinearity. Hypothesis testing using t-statistics
and p-values indicated that relationships were
significant when t > 1.96 or p < 0.05, while the {2
effect size categorized the magnitude of relation-
ships as small (0.02), medium (0.15), or large (0.35)
(Hair et al., 2019). This strengthens the robustness
of the parameter estimation results in SEM-PLS.

Table 3. Discriminant validity using the Fornell-Larcker criterion

Source: Processed data (2025).

Constructs  FP—Product 1Bl - Islamic IKB - Fin.ancial %LKB - Financial' I.%e.l - SF - S-ustainable
Features : BrandlImage @ Inclusion Literacy Religiosity Finance
FP —Product Features 0.709 :
R Bra,‘r;a,‘lmage S
IKB— Financial Inclusion 0465 0323 o700
KB Financialliteracy 0338 . 0364 0376 0732
_Rel~Religiosity 037 L0477 L0061 WO215 0763 IR
SF —Sustainable Finance 0.561 0.522 0.536 0.305 0.489 0.758
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Table 5. R-square

Source: Processed data (2025).

. R-square
Variable i R-square : .. : Remarks
: 9 . Adjusted :
_FP—Product Features ' low

. 0264
0521
0.228
0.272

0.251
.0.214
0.260

IKB — Financial Inclusion Low

_Rel—Religiosity

SF —Sustainable Finance Low

According to Chin (1998), R-square values above
0.19, 0.33, and 0.66 indicate low, moderate, and
high explanatory power, respectively. The results
show that the R2 values for Product Features,
Financial Inclusion, Religiosity, and Sustainable
Finance fall within the low category, suggesting
that additional unobserved factors may influence
these variables.

SRMR (Standardized Root Mean Square
Residual) is a measure of model fit. According to
Schermelleh-Engel et al. (2003), if the SRMR value
falls within the range of 0.05 < SRMR < 0.1, it in-
dicates an acceptable level of model fit.

Overall, the findings indicate that Islamic Product
Brand Image has no direct effect on Islamic
Financial Inclusion among non-Muslims but
exerts a significant indirect influence through
Product Features and Religiosity. Rational and
spiritual motivations show stronger predictive
power than emotional motivation, represented
by Sustainable Finance. The moderating role of

Table 6. Model fit

Banks and Bank Systems, Volume 21, Issue 2, 2026

Financial Literacy, however, remains insignificant.
The Islamic Product Brand Image was found not
to have a direct positive effect on Islamic Financial
Inclusion among non-Muslims (B = -0.187, p =
0.258 > 0.05). However, it showed a strong positive
effect on Product Features (p = 0.513, p = 0.000
< 0.05), suggesting that strengthening halal val-
ues and brand identity within product design en-
hances consumer perception. Likewise, Product
Features positively affected Islamic Financial
Inclusion (B = 0.320, p = 0.015 < 0.05), indicating
that non-Muslim consumers are influenced by ra-
tional factors such as product quality and service
accessibility when considering Islamic banking
products.

Furthermore, Islamic Product Brand Image
positively influenced Sustainable Finance (B =
0.522, p = 0.000 < 0.05), reflecting that a strong
Islamic brand aligns with environmentally and
socially responsible financial principles. However,
Sustainable Finance did not significantly affect
Financial Inclusion ( = 0.178, p = 0.315 > 0.05),
implying that emotional or ethical appeal alone
may not attract non-Muslim consumers without
tangible value propositions. Meanwhile, Islamic
Product Brand Image also had a significant pos-
itive impact on Religiosity (p = 0.477, p = 0.000
< 0.05), and Religiosity in turn significantly in-
creased Islamic Financial Inclusion ( = 0.418, p
=0.010 < 0.05). This indicates that spiritual aware-
ness and moral trust foster stronger behavioral in-

Source: Processed data (2025).

Measurement Result

Criteria Description

SRMR 0.1

:0.05<SRMR £0.1 (Schermelleh-Engel et al., 2003) :

Acceptable Fit

Table 7. SEM results with direct effects

Source: Processed data (2025).

95% confidence interval
. Path ath coefficient
Hypothesis . . P-value s T F-square : Remarks
Coefficient . ... Upper
Lower limit : s
: Limit
_H1.1BI > Intention to Use Islamic Bank Products 70187 ;0258 : ;0488 0169 :..0.042 . Rejected
.H2. 1Bl > Product Features (FP) 8513 1 0000 : 0290 0702 50358 . Accepted
13, FP > Intention to Use Islamic Bank Products 9320 0015 & 0001 0532 10117 Accepted
15, 1Bl > Sustainable Finance (SF) L0522 : 0000 & 0273 0707 50374 . Accepted
_H8. SF > Intention to Use Islamic Bank Products ol 1 0315 70138 9567 50034 : Rejected
_H8. 1Bl > Religiosity . 0477 00000 © 0274 0658 1029 ! Accepted
H9. Religiosity — Intention to Use Islamic Bank Products : 0.418 0.010 0.046 0.69 0.209 i Accepted

http://dx.doi.org/10.21511/bbs.21(2).2026.12
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Table 8. SEM output with indirect mediation effect

Source: Processed data (2025).

Relationship Between Variables

95% confidence
interval path

Path : s :
: .. p-value : coefficient : Upsilonv | Remarks
- Coefficient | P - 0 P :
. ‘ ‘ ower er
Indirect Model . ?p'
: i Limit Limit :
H4. FP - IBI > Intention to Use Islamic Bank Products 0164 : 0045 @ -0002 : 0.324 0129 : Mediated
H7. SF = IBI = Intention to Use Islamic Bank Products 0.093 0.348 —0.080 0.323 0.040 N_Ot
: : : Mediated
H10. Rel = IBI = Intention to Use Islamic Bank Products |  0.200 0022 : 0390 0.215 i Mediated
H11. FL - FP = Intention to Use Islamic Bank Products —0.057 0.788 -0.398 0.476 0.134 Not
: Moderated
H12. FL = IBI = Intention to Use Islamic Bank Products 0.316 0.136 -0.222 0.652 0.133 Not
i Moderated

tentions among non-Muslim consumers toward
Islamic banking participation.

For the mediation effects, this study employed
the upsilon (v) effect size as recommended by
Lachowicz et al. (2018) and Ogbeibu et al. (2023),
where 0.02, 0.075, and 0.175 represent low, me-
dium, and high mediation levels, respectively.
The results show that Product Features signifi-
cantly mediate the relationship between Islamic
Product Brand Image and Islamic Financial
Inclusion (f =0.164, p =0.045,v =0.129). This in-
dicates that, although the direct effect of Islamic
Product Brand Image on Financial Inclusion is
insignificant, the mediation through Product
Features, encompassing quality, completeness,
and product variety, creates a strong ratio-
nal motivation for non-Muslim consumers to
adopt Islamic banking. Conversely, Sustainable
Finance does not mediate the relationship (
= 0.093, p = 0.348, v = 0.040), suggesting that
emotional motivation derived from environ-
mentally responsible initiatives has yet to at-
tract non-Muslim consumers toward Islamic fi-
nancial inclusion effectively.

Furthermore, Religiosity is found to signifi-
cantly mediate the effect of Islamic Product
Brand Image on Islamic Financial Inclusion (
= 0.200, p = 0.031), demonstrating that spiritual
motivation plays a crucial role in strengthen-
ing consumer trust and behavioral intention to-
ward Islamic banking. The mediation is classi-
fied as strong, confirming that higher levels of
religiosity enhance individuals’ preference for
Islamic-oriented financial products. Meanwhile,
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Financial Literacy does not moderate either the
effect of Product Features (f = -0.057, p = 0.788)
or Islamic Product Brand Image (p = 0.316, p
= 0.136) on Financial Inclusion. This implies
that current literacy programs have not yet en-
hanced the influence of brand or product per-
ceptions on inclusion outcomes, underscoring
the need for targeted educational initiatives that
improve financial understanding and accessibil-
ity for non-Muslim consumers. These findings
provide empirical confirmation that rational
and spiritual motivations are more influential
in promoting Islamic financial inclusion among
non-Muslim consumers, while emotional moti-
vation and financial literacy play comparatively
weaker roles.

4. DISCUSSION

The findings reveal that Islamic Product Brand
Image has no direct impact on Islamic Financial
Inclusion among non-Muslims, suggesting that
brand perception alone is insufficient to encour-
age financial participation unless it is supported
by functional and ethical product characteris-
tics. This interpretation refines the conclusions
of Wahono and Masykuroh (2022) and Massad
(2023), who emphasized brand-driven appeal, by
showing that for non-Muslim consumers, brand
image must translate into tangible product val-
ue. This suggests that while the Islamic label
has a strong appeal to Muslim consumers, its
impact on non-Muslims depends on addition-
al product-related factors. Hence, non-Muslim
consumers are more responsive when Islamic
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financial products emphasize universal values
such as trust, transparency, and ethical respon-
sibility rather than solely religious identity.

In contrast, Islamic Product Brand Image
strongly affects Product Features, confirming
previous findings by Sardiana and Sari (2019).
This relationship highlights that an Islamic
brand image helps strengthen consumer percep-
tions of product functionality and quality, espe-
cially when products integrate halal principles
with innovation and accessibility. Furthermore,
Product Features significantly influence Islamic
Financial Inclusion, consistent with studies by
Ayuni et al. (2016), Nelvi (2015), and Fitri et
al. (2023). These results reinforce the idea that
non-Muslim consumers are motivated more by
rational considerations, such as service quality,
convenience, and competitive benefits, than by
emotional or religious factors when deciding to
use Islamic banking products. This suggests that
non-Muslim consumers evaluate Islamic bank-
ing products more through a utilitarian lens.
The consistency of these findings with Ayuni et
al. (2016) and Fitri et al. (2023) reinforces the
argument that Islamic banking adoption is in-
creasingly shaped by pragmatic value proposi-
tions, rather than ideological alignment.

The study also found a significant relation-
ship between Islamic Product Brand Image and
Sustainable Finance, supporting Asyari (2021),
Fitri et al. (2023), and Saratian et al. (2023), which
suggests that Islamic financial institutions are per-
ceived as more environmentally and socially re-
sponsible. However, Sustainable Finance does not
significantly enhance Financial Inclusion, echo-
ing Amsal et al. (2020). This finding indicates that
emotional motivations tied to ethical or green ini-
tiatives remain insuflicient to attract non-Muslim
participation unless accompanied by tangible eco-
nomic incentives. This gap highlights the need for
Islamic banks to strengthen their CSR programs,
governance transparency, and environmental fi-
nancing awareness. This divergence from the find-
ings of Asy’ari (2021) and Saratian et al. (2023),
who reported stronger emotional engagement in
Muslim segments, indicates that non-Muslims may
view sustainable finance as a secondary or sym-
bolic value rather than a decisive factor. Therefore,
environmental and CSR-based appeals should be
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reframed as instruments of transparency and fair-
ness rather than purely moral messaging.

Another key finding is the strong and positive
link between Islamic Product Brand Image
and Religiosity, as supported by Asy’ari (2021)
and Saratian et al. (2023). Religiosity, in turn,
has a significant positive impact on Financial
Inclusion, aligning with Ayunietal. (2016), Nelvi
(2015), and Fitri et al. (2023). This confirms that
spiritual awareness, expressed through ethical
behavior and belief in divine accountability, can
motivate non-Muslim consumers to engage with
Islamic banking. In this sense, religiosity acts as
a spiritual bridge that connects ethical brand-
ing with behavioral intention, echoing previous
evidence from Jasin et al. (2021). Interestingly,
this result extends Jasin et al. (2021), who linked
religiosity primarily to Muslim faith contexts,
by showing that non-Muslims also respond to
spiritual and ethical consistency embedded in
Islamic finance. It implies that religiosity in this
context represents a universal moral awareness
rather than religious obligation.

The mediation results deepen the understand-
ing of how brand perception translates into be-
havioral intention through motivational mech-
anisms. Both Product Features and Religiosity
serve as strong mediators, suggesting that
Islamic banking inclusion among non-Muslims
emerges from a combination of functional trust
and moral resonance. Product Features and
Religiosity both serve as significant mediators
in the relationship between Islamic Product
Brand Image and Financial Inclusion, with
high upsilon (v) effect values (0.129 and 0.215,
respectively). This means that Islamic brand-
ing indirectly promotes financial inclusion by
enhancing product appeal and strengthening
spiritual trust. Conversely, Sustainable Finance
fails to mediate this relationship, indicating that
non-Muslim consumers prioritize rational and
spiritual motivations over emotional ones, con-
sistent with the theoretical framework of mixed
motivation (Aronovitch, 1979).

Lastly, Financial Literacy does not moderate
the influence of Product Features or Islamic
Product Brand Image on Financial Inclusion.
This finding contradicts Widiawati (2020) and
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Massad et al. (2023), suggesting that financial
education efforts in Indonesia have yet to effec-
tively bridge the perception gap among non-
Muslim consumers. Therefore, regulators and
Islamic financial institutions should collabo-
rate on designing inclusive literacy programs
that highlight the universal benefits of Islamic
finance, such as fairness, transparency, and sus-
tainability, to broaden participation across reli-
gious boundaries.

In summary, this study advances the theoretical
dialogue on cross-religious financial inclusion
by demonstrating that non-Muslim consumers
engage with Islamic finance primarily through
rational and spiritual motivations, not emotion-
al ones. The findings challenge conventional as-
sumptions that Islamic branding is only effective
within faith-based markets and instead position
it as a broader ethical and functional proposition
aligned with sustainable economic values.

CONCLUSION

This study aimed to analyze how the Islamic Product Brand Image influences Islamic Financial
Inclusion among non-Muslim consumers through rational, emotional, and spiritual motivational
factors. The findings show that while Islamic Product Brand Image does not directly influence
Islamic Financial Inclusion, it indirectly affects it through Product Features and Religiosity, which
serve as strong mediating factors. Rational motivations reflected in product quality and diversity,
as well as spiritual motivations represented by religiosity, play a more decisive role than emo-
tional motivations such as sustainable finance initiatives. The insignificant moderating effect of
Financial Literacy suggests that existing financial education efforts are insufficient to strengthen
consumer behavioral responses toward Islamic banking. These results contribute to the broader
understanding of inclusive finance by demonstrating that Islamic financial systems can transcend
religious boundaries when positioned as ethical and transparent alternatives in the banking indus-
try. Theoretically, this study contributes to the literature by integrating rational, emotional, and
spiritual constructs into the context of financial inclusion for non-Muslim markets, offering a more
holistic understanding of consumer motivation in Islamic finance. Practically, the findings call for
Islamic financial institutions and policymakers to focus on enhancing product innovation, spiri-
tual trust-building, and targeted financial literacy programs to broaden inclusion across religious
and cultural boundaries. Future research may extend this framework by exploring cross-cultural
comparisons or incorporating behavioral and digital factors that influence Islamic financial adop-
tion in pluralistic societies.
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