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Introduction

The world in 2021 is much further forward in its battle against 
Covid-19, and this is reflected in the recovery seen across several 
industry sectors, including the overall financial sector.   
This upward trend is strongly evident in the Islamic banking 
sector in the UAE, and the latest Islamic Banking Index by 
Emirates IslamicTM supports this. With the percentage of 
respondents using Islamic banking products and intending to use 
them within the next six months rising significantly in 2021, it is 
now competing equally with conventional banking products. 

The timing of this upswing is opportune. 2021 marks a milestone 
in the history of the UAE, as Dubai hosts the much-awaited 
Expo 2020 Dubai. As the Official Islamic Banking Partner of this 
extraordinary mega event, we have a never-before opportunity 
to bring the message of Shariah-compliant financial products to 
the world – an ethical view to banking borne out accountability, 
responsibility, equity and sustainable development. We see our 
approach has particularly resonated with respondents to our 
Index this year, as factors such as support for the community, 
trustworthiness and sustainability have become more important 
than ever.

As the world adapts to new ways of living, working and travelling, 
digital has emerged as a trend that is here to stay.  Institutions 
the world over continue to focus on investing in technology to 
enhance their digital offerings, with the banking sector being a 
frontrunner when it comes to digitisation

This year’s report presents new evidence that Islamic banking will 
need to adopt a similar approach by investing deeply in digital 
solutions to further level the playing field between conventional 
and Islamic banking when it comes to seamless banking and 
world-class service. This will enable Islamic banks to continue to 
bridge the consumer perception gap on these critical metrics and 
reap rich rewards in terms of growth and customer loyalty. 

The pandemic has sharpened focus on major global challenges 
such as climate change and global wealth distribution. As the 
eyes of the world focus on these challenges, we have a once-in-
a-lifetime opportunity to position the Islamic banking sector as 
part of the solution to these challenges.
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The 2021 ISLAMIC BANKING INDEX by EMIRATES ISLAMICTM 
survey was conducted in the UAE to determine the penetration 
of Islamic banking in the emirates: as well as current 
knowledge, perceptions and future intentions of consumers on 
Islamic banking. Our methodology, questionnaire and sample 
size has remained consistent with the first index which was 
carried out in 2015, to provide accurate information on this 
fast-growing sector, with one change – our Knowledge section 
is now entitled Awareness, as it was concluded that it was more 
important to gauge customers’ awareness of Islamic banking 
products, rather than their understanding of the structure of 
the Islamic banking system. 

Using the YouGov Public Opinion Research Panel, responses 
were gathered online in August 2021 from 900 panelists 
aged 18+ who have a bank account in the UAE with a 
minimum income of AED 5,000/- per month. The sample is 
representative of banking consumers in the UAE who are above 
18 years; in terms of gender and nationality and covers all 
seven emirates.

The findings of the survey show the uptake, perception, 
attitude and receptiveness of UAE consumers towards 
Shariah-compliant banking, as well as industry progress, and 
areas of untapped potential. As the survey is based on the 
consumers’ personal reporting and opinions, the findings may 
not equate with publicly reported figures.

The ISLAMIC BANKING INDEX by 
EMIRATES ISLAMICTM is a benchmark 
survey revealing the progress, 
penetration and perception of the 
Shariah-compliant banking sector in the 
UAE, as well as the future intentions of 
the nation’s banking customers.

Methodology
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Four indicators of Islamic banking in the UAE

Notes:

•  Penetration score is the percentage of consumers who have any Islamic product from any financial provider 

•  Perception score is the average rating of Islamic banks on a range of attributes 

•  Awareness score is the percentage of respondents aware of any Islamic concept

•  Intention score reflects the percentage of respondents who indicated they would subscribe to an Islamic banking product within six 
months

Top Findings

2021 2020 2019 2018 2017 2016 2015

PENETRATION 
SCORE 60% 58% 60% 55% 52% 51% 47%

PERCEPTION 
SCORE 38% 38% 38% 35% 31% 29% 26%

AWARENESS 
SCORE 71% 73% 74% 69% 65% 62% 59%

INTENTION 
SCORE 78% 77% 80% 80% 74% 79% 75%
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Islamic banking products no longer an “option”, they are now part of the mainstream. 
61% of the surveyed customers say they have a conventional product compared to 60% who 
have an Islamic product.

Base: Total respondents

% Penetration score amongst consumers
Don’t know Don’t knowConventional ConventionalIslamic Islamic

ALL BANKING PRODUCTS

Current Account with 
Salary Transfer

Current Account

Savings Account

Personal Finance

Auto Finance

2021 2020

In-depth Insights

Penetration

For the first time since the launch of the Islamic Banking Index by 
Emirates IslamicTM in 2015, the gap between the penetration of 
conventional and Islamic banking products in the UAE has narrowed 
to just 1%.  This year, 60% of the respondents to the survey said 
they have an Islamic banking product compared with 61% for a 
conventional banking product. 

In 2015, only 47% of the respondents said they had an Islamic 
product compared to 70% who said they had a conventional banking 
product. 

In terms of specific products, Islamic auto Finance and Savings 
Accounts continue to have a higher penetration than their 
conventional banking counterparts, while Personal Finance from 
both Islamic and conventional banks seems to be equally popular 
among the UAE population. In Current Accounts, Islamic banks 
have narrowed the gap with conventional banks. However, the 
conventional offering of Current Account with Salary Transfer and 
Credit Cards continues to show higher penetration as compared to 
their Islamic banking counterparts.

% Penetration score amongst Muslims

Base: Muslim respondents

Islamic IslamicDon’t 
know

Don’t 
know

ALL BANKING PRODUCTS

Current Account with 
Salary Transfer

Current Account

Savings Account

Personal Finance

Auto Finance

Conventional Conventional

2021 2020

61 64

55 53

53 55

47 45

48 47

40 4555 53

48 52

50 51

42 40

40 44

60 58

5 3

5 5

5 2

100 100

47 49

52 53

48 46

14 17

11 15

1 4

4 4

4 1

3 2

3 3

4 4

3 1

3 2

71 69

48 54

52 51

61 51

54 59

70 58

54 59

49 44

45 47

35 45

44 40

27 40

0 4

Credit Card
62 6333 3448 505 3

Credit Card 6 340 3454 63
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Among Muslims, the penetration score for conventional banking 
products has fallen from 59% in 2020 to 54% in 2021, while 
the penetration for Islamic banking products increased by 2 
percentage points to 71%, clearly indicating a marked preference 
for choosing an Islamic banking option. Muslim consumers are 
more likely to choose an Islamic current account, savings account, 
personal finance or auto finance. 

Markedly, among non-Muslims, the penetration of Islamic banking 
products increased by 5 percentage points, from 40% in 2020 to 
45% in 2021, highlighting the growing appeal of Islamic banking 
among the larger population. 

One of the key trends of the Covid-19 pandemic was the growth 
of digital and online services across all sectors. In 2020, we had 
asked survey respondents for the first time about their usage 
of digital banking, and unsurprisingly in 2021, we see a slight 

increase in customers who said they use online banking for all their 
requirements. Thanks to its convenience and accessibility, there is 
now a general acceptance that the shift to online and mobile banking 
is indeed permanent.

Shift to digital banking continues to grow 

  Total    Muslims    Non-MuslimsOnline/Mobile Banking

I always use it for all my 
requirements

I always use it for all my 
requirements

I use it sometimes

I use it sometimes

I do not use it at all

I do not use it at all

I rarely use it-prefer going to the 
bank/ATM directly

I rarely use it-prefer going to the 
bank/ATM directly

Base: Total respondents

% Penetration score amongst non-Muslims

Base: Non-Muslim respondents

Islamic Islamic
Don’t 
know

Don’t 
know

ALL BANKING PRODUCTS

Current Account with 
Salary Transfer

Current Account

Savings Account

Personal Finance

Auto Finance

Conventional Conventional
2021

2021

2020

2020

3 6

9 3

8 10

3 7

5 6

9 2

45 40

29 32

25 19

34 32

41 42

24 43

72 71

62 65

67 71

63 61

54 58

67 55

Credit Card 4 424 28
73 68

63 58
70

31 35
24

5 5 5 1 2 1

62 60 65

30 32 28

6 6 5 2 2 2
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% Strongly agree amongst consumers

% Strongly agree amongst Muslims

Base: Total respondents

Islamic banks Conventional banks

Islamic banks Conventional banks

In-depth Insights

2021

2021

Base: Muslim respondents

Perception

Islamic banks’ perception score remained stable at 38% - they continue to be strong in areas that 
inspire long-term loyalty as they are perceived to be more financially sound, more supportive of their 
communities and more trustworthy.

2020

2020

Both conventional and Islamic banks have maintained a steady overall 
perception score of 38%. True to its core values that encourage 
customer loyalty, the Islamic banking sector continues to be strongly 
perceived in key areas such as trustworthiness, being supportive of 
the community, offering the best rates on deposits, being financially 
sound and having lower fees. This is true among both Muslims and 
non-Muslims in the UAE.

However, in an increasingly digital world, Islamic banks still have to 

catch up with conventional banks when it comes to the perception of 
being innovative, technologically advanced and providing outstanding 
apps for online banking. Among both Muslims and non-Muslims, 
the perception for Islamic banks on these parameters is lower than 
conventional banks. Another key area that Islamic banks have to work 
hard to match their conventional counterparts is in terms of providing 
outstanding customer service, as consumers become more discerning 
and demanding.

48

45

38

40

32

3745

35

30

37

33

35

44

39

36

37

39

3536

51

34
35

45

37

40

46

44
42

3736

33

38

39

36

36

30

3440
33

31

37

32

34

38
38

42

38
46

34

46

36

Have outstanding apps for 
mobile/internet banking

Are technologically 
advanced

Are innovative

Provide fast service

Have easy procedures

Provide solutions 
according to my needs

Offer superior 
customer service

Offer the best rates for 
borrowing / financing

Are trustworthy

Have low transaction fees

Support the community in 
meaningful ways

Are financially sound

Offer the best profit/
interest rates on 

deposits

Have outstanding apps for 
mobile/internet banking

Are technologically 
advanced

Are innovative

Provide fast service

Have easy procedures

Provide solutions 
according to my needs

Offer superior 
customer service

Offer the best rates for 
borrowing / financing

Are trustworthy

Have low transaction fees

Support the community in 
meaningful ways

Are financially sound

Offer the best profit/
interest rates on 

deposits

46
44

38

39

39

33

37
44

35

32

38

34

34

43
39

35

35

38

3435

48

34

35

45

39

40

37

33

32

46

42

36

33

45

3835

37 39

34

33

3641

33

39

31

44

41

40

37

34

44

32

Have outstanding apps for 
mobile/internet banking

Are technologically 
advanced

Are innovative

Provide fast service

Have easy procedures

Provide solutions 
according to my needs

Offer superior 
customer service

Offer the best rates for 
borrowing / financing

Are trustworthy

Have low transaction fees

Support the community in 
meaningful ways

Are financially sound

Offer the best profit/
interest rates on 

deposits

Have outstanding apps for 
mobile/internet banking

Are technologically 
advanced

Are innovative

Provide fast service

Have easy procedures

Provide solutions 
according to my needs

Offer superior 
customer service

Offer the best rates for 
borrowing / financing

Are trustworthy

Have low transaction fees

Support the community in 
meaningful ways

Are financially sound

Offer the best profit/
interest rates on 

deposits
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Base: Non-Muslim respondents

% Strongly agree amongst non-Muslims

Islamic banks Conventional banks2021

Have outstanding apps for 
mobile/internet banking

Are technologically 
advanced

Are innovative

Provide fast service

Have easy procedures

Provide solutions 
according to my needs

Offer superior 
customer service

Offer the best rates for 
borrowing / financing

Are trustworthy

Have low transaction fees

Support the community in 
meaningful ways

Are financially sound

Offer the best profit/
interest rates on 

deposits

Have outstanding apps for 
mobile/internet banking

Are technologically 
advanced

Are innovative

Provide fast service

Have easy procedures

Provide solutions 
according to my needs

Offer superior 
customer service

Offer the best rates for 
borrowing / financing

Are trustworthy

Have low transaction fees

Support the community in 
meaningful ways

Are financially sound

Offer the best profit/
interest rates on 

deposits

It would be impossible to produce any consumer survey in 2021 without 
addressing the question of COVID-19 and how the global pandemic 
has impacted preferences. Nearly half of those surveyed – 48%, agreed 
that they prefer Islamic banks more since the onset of the pandemic, up 
from 45% from when we first asked that question in 2020. 

This suggests that areas in which Islamic banks perform more strongly 

in our index – supporting the community, being financially sound and 
trustworthy - have become more critical to consumers as a result of the 
pandemic, making them more likely to better value those attributes, and 
as a result Islamic banking

2020

43
43

38

38

40

35

36
43

35

35

40

35

33

42
39

34

32

35

34

34

44

33

34
45

40

39

47
46

39

39

32

32

42

33

33

43

35

41

31

38

37

3943

30

30

43

32

31

40
34

39

32

  2021   2020

Attitude towards Islamic Banks due to COVID 19

Yes I prefer them 
more now

No I do not prefer 
them now

Don’t know/
can’t say

COVID-19 - A TURNING POINT FOR ISLAMIC BANKING?

48 45

2221

3431
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71
74

67

Total Muslims Non-Muslims

73 75
70

20202021

In-depth Insights

Awareness 

71% of the respondents are aware of at least one Islamic banking product even if they’ve never used 
them, compared to 59% in 2015.

*This year, Emirates Islamic has made changes to the way we gather information about respondents 
understanding of Islamic banking products, with a focus on the more straightforward concept of 
awareness. We no longer measure respondents’ ability to select the correct definition of certain Islamic 
banking structures and definitions, as our results indicated that for banking consumers, particularly non-
Muslim consumers, having theoretical knowledge of definitions and structures was not a factor when it 
came to choosing Islamic banking products. 

Takaful

Murabahah

Mudarabah

Ijarah

Musharaka

Bina’

None

% Islamic banking product

Base: Total respondents   2021   2020

49

30

19

16

21

9

27

43

29

19

13

17

10

29

Awareness score

*Awareness Score is the percentage of consumers who are aware of any of the Islamic banking products even if they’ve never used them.
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As Islamic banks continue to expand their footprint in the UAE and 
Islamic banking products become part of the mainstream, there has 
been a steady growth in the awareness of Islamic banking since the 
Index began in 2015 growing from 59% in 2015 to 71% in 2021. 
Particularly among non-Muslims, 67% of customers now say that they 
were aware of at least one Islamic banking term compared with just 
46% in 2015. Takaful and Murabahah have remained the best-known 
Islamic banking products since 2015. 

In order to understand if consumers are influenced by their 
awareness or knowledge of the structure of an Islamic banking 
product, we added a new question to our survey in 2020. The 
findings in 2021 remained consistent with 2020, with 35% of the 
total stating that understanding the structure of Islamic banking 
products does influence their decision to a large extent. Again, 
consistent with 2020, the percentage of Muslims (43%) for whom 
the understanding of the product greatly influenced their purchase 
decision was considerably higher than non-Muslims (23%).  

Influence on decision making process

2020

2021

34
41

24

38
43

32

15
9

23

13
7

21

35
43

23

36
39

33

16
11

24

12
7

21

  Total    Muslims    Non-Muslims

Influences my decision 
to a great extent

Influences my decision 
to a great extent

Somewhat influences 
my decision

Somewhat influences 
my decision

Does not influence 
my decision

Does not influence 
my decision

Don’t know/ 
can’t say

Don’t know/ 
can’t say
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% Islamic potential score

Base: Total respondents

Total

  2021   2020

Muslims Non-Muslims

Purchase intention has remained stable for both Islamic and conventional banking products, 
but still lower than 2019.

Islamic potential score has increased slightly from 77% in 2020 to 78% in 2021.

In-depth Insights

Intention

% Very likely to subscribe

Base: Total respondents   2021   2020

ANY CONVENTIONAL PRODUCT

Current Account with Salary Transfer

Savings Account

Investment Plan

Insurance Products

ANY ISLAMIC PRODUCT

Current Account with Salary Transfer

Savings Account

Personal Finance

Auto Finance

Islamic banking products Conventional banking products

34 35

35

15
16

13

14

11

10

10

9

33

15
15

14

14

10
9

9  

8

Credit CardCredit Card
14

1513

13

Current AccountCurrent Account
13

14

14

14

77 7778

72

81

77
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  2021   2020

  2021   2020

Factors influencing shift to Islamic Banking by All respondents

Factors influencing shift to Islamic Banking by Muslim Respondents

Factors influencing shift to Islamic Banking by Non-Muslim Respondents

Better Customer 
Service

Better Customer 
Service

Better Customer 
Service

Better Digital 
Technology

Better Digital 
Technology

Better Digital 
Technology

Better Rates 
and Pricing

Better Rates 
and Pricing

Better Rates 
and Pricing

Better Product  
Range

Better Product  
Range

Better Product  
Range

All Options

All Options

All Options

Since the start of the Covid-19 pandemic in early 2020, the intention 
of UAE consumers showed a decrease for both Islamic as well as 
conventional products, attributable to the uncertain economic 
climate. In 2021, however, there has been a cautious increase in 
intention, but the levels are still to catch up with 2019 levels. 

When we calculate the Islamic Potential Score, which is the 
percentage of customers who would subscribe to any Islamic 
product in the next 6 months among total intenders, the survey 
shows a slight increase in 2021 at 78%, up from 77% in 2020. 
Interestingly, the score amongst Muslim respondents increased by 

four percentage points, up to 81% in 2021. Among non-Muslims 
however, this number was lower by 5 percentage points, at 72% in 
2021. 

Importantly, digital has emerged as the key decider for consumers. 
On being asked on the factors that would make them shift to Islamic 
banking, respondents showed a marked preference for better digital 
technology, increasing from 16% in 2020 to 21% in 2021. While better 
rates and pricing remain important, coming in at 32% in 2021, they 
appear to be less of a factor this year, compared to 36% in 2020. 

36

23
19

32

23
20 21

4 6

16

32
22 21

28 23 21 22

6 7
18

42

24
16

39

23 19 17

3 4
14
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The results of this year’s survey are testimony to the growing 
relevance of Islamic banking, especially as we look ahead to a post-
pandemic world.

For the first time since we launched the Index in 2015, we see a 
closing of the gap between the adoption of Islamic and conventional 
banking products – consumers are increasingly choosing Shariah 
compliant solutions when it comes to financing and saving.

This bodes well for Islamic banks as they continue to be considered 
more financially sound, trustworthy, and supportive of their 
communities than conventional banks, which are all factors that will 
inspire long-term loyalty in customers and clients.  

As we move into a crucial time in the history of Dubai and the UAE 
with the hosting of Expo 2020 Dubai, the first world event of its kind 
to take place in the region and in an Islamic nation, it is an opportune 

time to harness the momentum currently being experienced by 
Islamic banking to boost interest in and loyalty to our sector, to stand 
us in good stead for the future. 

However, as digital emerges as a key factor for consumers when it 
comes to opting for Islamic banking, this is an area that needs to 
be strengthened much more if Islamic banking want to outpace 
conventional banking’s growth and grow beyond borders. Given their 
strong correlation, customer experience is another area that needs 
to be prioritised to expand Islamic banking’s base and truly close the 
adoption gap. 

The challenges - and their solutions - remain clear. As Expo 
2020 Dubai’s theme encourages us toward Connecting Minds, 
Creating the Future, this is our time to seize the moment and the 
opportunities afforded to us to bring forth our message to the world.

Conclusion
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