Table 1: CRs, AVEs, AVEs’ Roots, Inter correlation between constructs

Con/Dim | AVE | VAVE I(igﬁ%?iltt; IBP | COMI |COM2 | M | NRCPA | PBC |RM |RA |RB |SN | TRADI| UA
IBP 039 | 062 0.94 | 1.00

COM1 0.84 | 092 092 ] 0.12] 1.00

COM2 0.68 | 080 0.81] 0.10] -027| 1.00

M 056 075 095] 094 o0.12] 0.13] 1.00

NRCPA | 069 | 082 0.89) 023] 0.51] -040] 0.18 1.00

PBC 0.58 | 082 0.85] 022 048] -030| 0.20 0.62 | 1.00

RM 062 079 0.89 | 0.62| 0.08| -0.01| 043 022 0.13] 1.00

RA 080 089 092) 021 0.61] -029| 0.19 058 052] 0.17] 1.00

RB 050 075 0.83) 015| 021] -0.18| 0.14 040 041] 0.07]0.29 | 1.00

SN 069 | 083 087 ] 0.19] 041 -034]| 0.16 057 | 059] 0.10]0.50 | 0.38 | 1.00

TRADI 073 085 093] 057 o0.10] 0.00]| 035 021 0.19] 0.28]0.18) 0.11 ] 0.16| 1.00

U.A 072 085 0.88) 070 | -0.06| 0.12] 063 0.02| 006 034)0.03]0.08)| 0.11| 027 1.00

Note: Islamic Brand personality ‘IBP’, Religious beliefs ‘RB’, Subjective norms ‘SN’, Perceived behavioural control ‘PBC’, Relative advantages ‘RA’, Compatibility
‘COMY’, Complexity “COM2’ and New religious compliant products adoption ‘NRCPA’.



Table 2: Path Coefficients and the Hypothesised Relationships Testing of Conceptual Model

Hypothesis Relationship/Direction Path Coefficients/Sign T-tests Decision
H1 RB = IBP (+) 0.091 1.362 Not supported
H2 RB = NRCPA (+) 0.101** 2.068 Supported
H3a IBP = NRCPA (+) 0.086** 2.164 Supported
H4 RB = RA (+) 0.260%** 4.790 Supported
H5a RA = NRCPA (+) 0.190%** 3.222 Supported
He6 IBP = RA () 0.171*** 4.790 Supported
H7 RB = COM1 (+) 0.214%** 3.998 Supported
HS8a COMI1 = NRCPA (+) 0.123%* 2.151 Supported
H9 RB = COM2 (-) 0.185%** 3.642 Not supported
H10a COM2 = NRCPA (-) 0.169%** 3.316 Not supported
H11 RB = SN (+) 0.381*** 7.463 Supported
Hl12a SN = NRCPA (+) 0.166** 2.252 Supported
H13 SN = IBP () 0.155%** 2.714 Supported
H14 RB = PBC (+) 0.409%** 8.390 Supported
Hl15a PBC = NRCPA (+) 0.259%** 4.589 Supported

Note: Islamic Brand personality ‘IBP’, Religious beliefs ‘RB’, Subjective norms ‘SN’, Perceived behavioural control ‘PBC’, Relative advantages ‘RA’, Compatibility
‘COMI’, Complexity ‘COM2’, New religious compliant products adoption ‘NRCPA’ Significance level ***p<0.01 (t= 2.326), **p<0.05 (t= 1.96) and t= *p<0.10
(1.64) and two-tailed probability test. Degree of freedom (5000). Sign changes (no sign changes).



Table 3: Hypothesised Mediation Results via PLS algorithm, PLS bootstrapping and Sobel test

Hypothesis  Relationship/Direction/ (Mediation) Significance  Z-value Decision
H3b RB = (IBP)= NRCPA No 1.194 Not Supported
H5b RB 2(RA)NRCPA Yes 4.706 Supported
H8b RB =2(COM1)>NRCPA Yes 3.768 Supported
H10b RB 2(COM2)>NRCPA Yes 3.286 Supported
HI12b RB=>(SN)=>NRCPA Yes 5.955 Supported
HI15b RB=>(PBC)NRCPA Yes 6.237 Supported

Note: Islamic Brand personality ‘IBP’, Religious beliefs ‘RB’, Subjective norms ‘SN’, Perceived behavioural
control ‘PBC’, Relative advantages ‘RA’, Compatibility ‘COM1’, Complexity ‘COM?2’, New religious compliant
products adoption ‘NRCPA’. Sobel test (z) Significance level > 1.96 and two-tailed probability test <0.05. Degree
of freedom (5000). Sign changes (no sign changes).



