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A B S T R A CT A R T I C L E I N F O
Islamic banking is a type of financial services that provides
banking services based on Islamic principles and values. In
this study, the authors intend to conduct research again
with the title Influence of Sharia Financial Literacy and
Religious Motives on the Decision to Become a Customer of
an Islamic Bank for Generation Z in Pontianak City. This
study was conducted by collecting data from 97
respondents belonging to Generation Z with the limitation
that generation Z taken as the sample of this study was
born in 1997-2003. The results of the study showed that
the understanding of Islamic financial literacy owned by
respondents did not influence someone’s decision to a
customer in an Islamic bank. It was also found that the
religious motives variable has a significant effect on
decision making using Islamic banking. Therefore, it can be
concluded that individual decisions to choose Islamic
banking are influenced by factors, including personal and
psychological factors. This study implications is re-evaluated
financial literacy campaigns, this study shows the
importance of psychological factors and religious
motivations in shaping customer decision-making in this
context. Islamic banks should focus on the ethical and
spiritual dimensions of their services. The study also
recommends innovative approaches that integrate religious
teachings and financial education to captivate Generation Z.
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1. INTRODUCTION
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The presence of islamic banking within the center of conventional banking in

Indonesia offers choice to the banking system and turns into an alternative for

muslims who need or get banking service without the element of usury in the

banking system (Antonio, 2011). With this, islaming banking has a large market in

Indonesia due to the fact this country has the largest muslim population in the world.

Islamic banking is provided by the government to meet the needs of the community,

especially those who are Muslim, as a trusted alternative and can fulfill the

community's desire for banking services based on Islamic values based on the Quran

and hadiths. Islamic banking is a banking system whose operational activities are

based on sharia principles (Kasmir, 2005: 511). With the main principle of partnership

and togetherness, both parties between the customer and the bank benefit. Islamic

banking aims to support the implementation of national development in order to

increase justice, togetherness and equitable distribution of people's welfare

(Andrianto and Firmansyah, 2019).

Despite the fact that Indonesia with the Islamic banking system is considered to

have a large market share, it turns out that the contribution of the Islamic banking

system is still less attractive to the people in Indonesia. This is evidenced by the

relatively small population ratio of Islamic banks compared to conventional banks.

Financial Services Authority (OJK) showed data in 2021, the market share ratio for

conventional banks is 93.48% in comparison with islamic bank just 6.52% (OJK,

2021). Afterward in 2023, it shows that the market share of Islamic banks only

increased by 1 percentage point from 2021, which amounted to 7.27% with total

assets reaching IDR 831.95 trillion in September 2023. Of the total 13 Islamic

commercial banks and 20 Islamic business units operating in Indonesia, 11

commercial banks and 17 business units only have assets below IDR 40 trillion. This

still identifies that the performance of the national Islamic banking industry is still on

a small scale so that it is not yet competitive in the national banking industry (Sari &

Setiawan, 2023). When viewed from the percentage of Indonesia's Islamic banking

market share as of September 2023, it only reached 7.27% consisting of 12 Islamic

commercial banks and 20 Islamic business units. Meanwhile, the market share of

Islamic banking in Malaysia as of May 2023 has reached 46% of the total number of

Islamic banks. Seeing this, of course, there needs to be more active efforts from the

Islamic banking sector to catch up with the Islamic financial industry in Indonesia,

especially since the total number of Muslim communities in Indonesia is far greater

than Malaysia (Halim and Anisa, 2024).

The problems that rise up are caused by the low level of public knowledge

about Islamic banking due to the dominance of conventional banking in the

community. Because of this, the existence of knowledge or literacy about Islamic

finance plays an crucial role in influencing individual behavior in making decisions so

they can manage finances and achieve prosperity (OJK, 2017). Financial literacy is an

effort to increase public understanding of the financial services sector based on
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knowledge, understanding and skills in financial management issues so that they are

classified as a well literate group. If the community already has a high level of

financial literacy, it can encourage acceleration in the economic growth of a nation

(Adiyanto & Setyo, 2021). Therefore, Islamic financial literacy is an important factor

in increasing people's decision making to become customers in Islamic banks. This is

in line with some of the results of research by Tafsir et al (2020), Rachmatulloh &

Solekah (2021) and Thohari & Hakim (2021) which show that Islamic financial literacy

has a significant effect on the decision to become an Islamic bank customer.

Some other factor behind customer preferences for using banking services is

the individual's motivation to avoid the element of usury which directs and

encourages behavior to achieve certain goals. A consumer decides to link Islamic

banking with a matter of belief, namely the belief as a Muslim to avoid things that

contain elements of usury that are contrary to sharia values (Putri et al, 2021).

Religiosity is a manifestation of the belief system that has been adopted by living the

values that already exist in the religion in substance which has an impact on attitudes

and behavior that directs a decision on existing choices (Hasanah, 2019).

The existence of religious motives can be said to have an influence on affecting

decisions to use and select Islamic banking services. It can be seen from the results of

research by Nurmaeni et al (2020), Rusliani et al (2021), Daga & Indriakati (2022),

and Pratiwi et al (2023) which show the influence of religious motives on decision

making to become Islamic bank customers. However, in other studies by

Rachmatulloh & Solekah (2021) and Rachmawati & Widana's research (2019) show

the results that the religious motives variable is insignificant effect on saving

decisions at Islamic banks. This shows that there is still a need for further research

with the religious motives variable on the research gap that occurred in previous

studies.

The existence of generation Z is an important generation in the digitalization of

Islamic banking to enter a very potential market because in this generation the level

of literacy towards digitization is very high compared to other generations. Based on

data from GoodStats, BPS census results show that the population in Indonesia is

currently dominated by Generation Z with a total of around 74.93 million people, or

27.94% of the population. In 2020, the number of generation Z in Indonesia reached

75.49 million people or equal to 27.94 percent of the total population of 270.2

million people. Generation Z is categorized by birth from 1997-2012 which shows

that some of these groups have entered college, especially those born in 1997-2005.

Based on the background previously described and the results of previous studies

that show there is a research gap, the authors intend to conduct research again with

the title Influence of Sharia Financial Literacy and Religious Motives on the Decision

to Become an Islamic Bank Customer for Generation Z in Pontianak City.

Research Question
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This research aims to provide answers to the following important questions.

Accordingly, there are three question can be formulated. First, is there an influence

of the Islamic financial literacy on saving decision at sharia banks. Second, is there an

influence of the religious motives on saving decision at sharia bank. And third, is

there an influence of islamic financial literacy and religious motives on saving

decision at sharia banks. These three question are expected to be able to give a

picture of the existence of islamic banks in facing economic in Indonesia. The

hypotheses in this study consist of H1: Islamic financial literacy affects saving

decision at sharia banks. H2: Religious motives affects saving decision at sharia

banks. H3: Islamic financial literacy and religious motives affects on saving decision at

sharia banks.

2. Literature Review

Islamic Financial Literacy

The term Islamic financial literacy based on the Financial Services Authority (OJK) is

knowledge, abilities and beliefs that impact attitudes and behavior in enhancing the quality

of decision making and financial management to achieve prosperity. According to Triani and

Mulyadi (2019) islamic financial literacy is defined as a financial skill as a result of

knowledge, understanding and evaluation of informatioan that can affect a person’s attitude

in making decisions. Islamic financial literacy includes various aspects of finance such as the

management of money and property, aspects of financial planning which include aspects of

social assistance such as waqf, infaq, sadaqah and zakat. So from several definitions and

concepts regarding Islamic financial literacy explained previously, it can be concluded that

Islamic financial literacy is the ability of individuals to access, understand and use Islamic

banking services in accordance with Islamic principles and values. The indicators of Islamic

financial literacy according to Remund (2010) are four indicators there is 1) knowledge; 2)

ability; 3) attitude; 4) trust.

Religious Motives

Motivation and motives have a relationship between the two because the term

motivation comes from the word motive which is defined as the power that exists in the

individual that causes the individual to act or do something (Uno, 2008: 3). Motive is an

impulse that has been tied to a goal in an individual that will manifest a goal-directed

behavior to achieve a certain satisfaction (Ghufron and Risnawati, 2012). Motivation is the

driving force in each individual that encourages him to take actions to fulfill his needs

(Schiffman, 2008). The motive of religiosity is basically a measure of religion in each person

life. It provides a perspective on how religion is used to interact with a person’s internal and

external life (Jennings, 2016). Religious motives is a driving force behind religious belief,

religious behavior, and religious belonging (Allport and Ross, 1967).

The existence of Islamic banking aims to apply empathy by applying sharia values to

meet the needs of Muslims. The attitude of religiosity is a benchmark for a consumer who

has a religious motives so that he prefers a consideration, especially in choosing sharia
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compliant banking services (Sunarsih & Wijayantie, 2021). Therefore, the religiosity motives

is one of the factors in shaping consumers because of the attitude of individuals, especially a

Muslim who applies what are the principles and values in his religion by not choosing

prohibited goods as a form of behavior that reflects his relationship with God. According to

Glock & Stark quoted by Ancok and Suroso (2011), there are five indicators of religious

motives, namely belief, religious practice, experience, religious knowledge, and

consequences.

Sharia Bank

Based on Law No. 21 of 2008 concerning Islamic Banking, it is stipulated that Islamic

banking is everything related to Islamic banks and Islamic Business Units (UUS) which

includes an institution, business activities, as well as how and the process of carrying out its

business activities. According to Article 3, Islamic Banking aims to support the

implementation of national development increase justice, togetherness and equitable

distribution of people's welfare.

Islamic banks are banks that operate in accordance with sharia principles. This

implementation is the main differentiator from conventional banks. In essence, the sharia

principle refers to Islamic sharia which is guided primarily by the Quran and Hadith. Islam as

a religion is a concept that regulates human life comprehensively and universally both in

relationships with the Creator and relationships with fellow humans (OJK).

Purchasing Decision Making

Schiffman and Kanuk (2008) define a decision as choosing an action from two or more

alternative choices. The decision to purchase a good or service is defined as a decision

process through recognizing needs and wants and searching for information (Pasaribu,

2022). Decision making in purchasing a good or service is an attitude that arises from

consumer behavior regarding how these individuals choose, buy and use these goods or

services according to ideas or experiences that satisfy their needs and desires (Adabi, 2020).

The existence of consumer decision making in buying goods or services is caused by

differences in the characteristics of each individual (benefits, needs, past experience values,

attitudes and lifestyles) and also in the form of social influences which include family

conditions and differences in social class (Putranto, 2019). According to Gstrein and Teufel

(2014), the steps in the decision selection process begin with individual need for something,

in other words, the emergence of motives for the individual. According to Kotler and

Armstrong (2013), there are five stages in the consumer decision-making process there is

problem recognition (need), search information, evaluation of alternatives, purchase

decision, and post purchase behavior.
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3. METHODS
The research method used in this study was a survey method, employing a

questionnaire as the research instrument for data collection. This approach aims to discover

facts about a phenomenon or individual behavior within a group, with the results being

utilized as material for planning or decision-making. Population is a generalized area that

consists of objects or subjects that have certain quantities and characteristics determined by

researchers to study and draw conclusions (Sugiyono, 2013: 126). According to Arikunto

(2013) population is the whole of the subject in research. The population taken was

generation Z in Pontianak City with the limitation that generation Z taken as the sample of

this study was born in 1997-2003. The sample is part of the population that has certain

characteristics or conditions that will be studied, because not all data and information will

be processed and not all people or objects will be studied but it is sufficient to use a sample

that represents it (Riduwan and Kuncoro, 2017). According to Sugiyono (2013:127), a sample

is a subset of the population, reflecting its characteristics. If the population size is very large

and the researcher cannot ascertain the total population due to limitations, a sample can be

drawn using a non-probability sampling technique, specifically purposive sampling.

Purposive sampling is a method of selecting samples based on specific criteria relevant to

the research objectives. If the population size is unknown, the sample size can be calculated

using Cochran's formula (Sugiyono, 2013:136) as follows:

𝑛 =
𝑧 ²𝑧 2𝑝𝑞

𝑒²

𝑛 =
1,96( )2(0,5)(0,5)

(0,10)²

𝑛 = 96,04 = 97 respondents

Description:

𝑛 = Sample size

Z = Z-value from the normal distribution curve for a 5% margin of error, with a

value of 1.96

𝑝 = Probability of success (50% = 0.5)

𝑞 = Probability of failure (50% = 0.5)

e = Margin of error (10%)

Based on the result above, the calculated sample size of 96.04 is rounded up to 97

respondents (Sugiyono, 2019:143).

Data was collected using a questionnaire, with variables measured using a Likert scale

offering five response options. The questionnaire will be distributed online via Google Forms

to respondents meeting the research criteria. Before distributing the questionnaire, a

validity and reliability test was be conducted on 30 respondents outside the sample to

ensure the questionnaire's suitability as a research instrument. The measurement scale

employed in this study was the Likert scale, which includes five levels of responses indicating

the respondent's agreement with the statements presented through the provided answer

options. This study consisteds of two independent variables and one dependent variable: X1,

Islamic financial literacy, and X2, religious motives, are the independent variables, while Y
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represents the decision to turn out to be a customer of an Islamic bank. The data analysis in

this study is performed by SPSS version 29, which includes classical assumption tests such as

normality, multicollinearity, and heteroscedasticity tests. Following these, multiple

regression analysis and hypothesis testing are performed, including t-tests and F-tests.

According to Sugiyono (2011), regression analysis is used to determine the influence

between two or more variables. The resulting multiple linear regression equation is as

follows:

Y = α+β1X1+β2X2+ℇ
Description:

Y = Predicted value of Y

α = Constant term

β1, β2,.. = Coefficients of independent variables

X1, X2.. = Independent variables

Hypothesis testing was conducted using the t-test to measure the impat of the

independent variables on the dependent variable on this research. This test is performed by

comparing the tcount value with ttable. If the tcount > ttable, then H0​is rejected and H1​is
accepted, indicating that the variable has a significant effect. Additionally, an F-test

(simultaneous test) is conducted to evaluate whether the independent variables have a

significant simultaneous effect on the dependent variable. If the calculated fcount < f table

then H0​ is accepted and H1​ is rejected, indicating that the independent variables don not

have a significant simultaneous effect.

4. RESULTS AND DISCUSSION

Table 1. Skewness and Kurtosis Normality Test Result

As shown in Table 1, the data analysis in this study employed the skewness and

kurtosis normality tests, which consist of statistical values and standard errors. The

normality of the data is determined when the skewness and kurtosis statistics are divided by

the standard error of skewness and kurtosis. The results showed that the skewness ratio for

the X1 variable, Islamic financial literacy, was 0.064/0.245 = 0.26, and for the X2 variable,

religious motives, it was -0.320/0.245 = -1.31. Furthermore, the kurtosis ratio for the X1

variable, Islamic financial literacy, was 0.571/0.485 = 1.18, and for the X2 variable, religious
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motives, it was 0.045/0.485 = 0.09. These findings indicate that the ratio values were

between -2 and +2, meaning that the data were normally distributed.

Table 2. Multicollinearity Test Result

Based on the data analysis presented in Table 2 above, this study employed the

multicollinearity test. The multicollinearity test results indicated that the VIF value was 1.191

< 10 and the tolerance value was 0.840 > 0.1, suggesting that there is no multicollinearity

between the two variables.

Table 3. Heteroscedasticity Test Result (Glejser Method)

Data analysis in this study which was carried out using the Glejser method for the

heteroscedasticity test showed that the X1 variable, Islamic financial literacy, had a

significance level of 0.107 > 0.05, and the X2 variable, religious motives, had a significance

level of 0.99 > 0.05. This implies that the significance levels for both the X1 variable, Islamic

financial literacy, and the X2 variable, religious motives were greater than 0.05, indicating

that heteroscedasticity was not present.

Based on the statistics analysis, which indicated the effect of Islamic financial literacy

and religious motives on the decision to become an islamic bank customer in generation Z in

Pontianak City, t-tests and F-tests were conducted using SPSS version 29, with a significance

level of 5% or 0.05. The t-test results are presented in Tables 4 and 5 as follows:

Table 4. T-Test Result of Islamic Financial Literacy and Religious Motivation

The analysis indicated that the first variable, Islamic financial literacy, had a

significance value of 0.245 > 0.05 and a t-value of 1.171 < 1.985, indicating that H1wass
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rejected, meaning there was insignificant effect of the X1 variable, Islamic financial literacy,

on the Y variable, the decision to become a customer of an Islamic bank. Furthermore, the

X2 variable, religious motives, had a significance value of 0.001 < 0.05 and a t-value of 3.859

> 1.985, leading to the conclusion that H2 was accepted, meaning there was a significant

effect of the religious motives on the someone’s decision to become a customer of an

Islamic bank.

Table 5. F-Test Result of Islamic Financial Literacy and Religious Motivation

Based on Table 5 above, the significance value for the effect of Islamic financial literacy

(X1) and religious motives (X2) on the decision to become a customer of an Islamic bank (Y)

is 0.001 < 0.05, and the calculated F-value is 11.843, which is greater than the critical F-value

of 3.09. This evidence leads to the rejection of H03 and the acceptance of H3. It can be

concluded that there is a significant effect of the Islamic financial literacy variable (X1) and

the religious motives variable (X2) on the decision to become a customer of an Islamic bank.

Table 6. Coefficient of Determination Analysis Results

The coefficient of determination (R Square) value of 0.201 indicates that

simultaneously, the variables and X2 influence the decision to become a customer of an

Islamic bank by 20.1%, while the remaining 79.9% is influenced by other variables.

Table 7. The Result of Multiple Linear Regression Analysis
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Based on the multiple linear regression analysis calculations, the regression equation

can be derived as follows:

Y = 15.019 + 0,147 + 0,617

Description:

Y = Decision to become a customer

X1 = Islamic Financial Literacy

X2 = Religious Motives

The value of a=15.019 represents the constant or the condition when the decision to

become a customer of an Islamic bank was not influenced by other variables, namely,

Islamic financial literacy (X1) and religious motives (X2). The value of b1 (the regression

coefficient of X1) was 0.147, indicating that Islamic financial literacy has a positive effect on

the decision to become a customer of an Islamic bank. This means that for every unit

increase in Islamic financial literacy, the decision to become a customer increases by 0.147,

assuming other variables are not considered in this study. The value of b2​(the regression

coefficient of X2) was 0.617, showing that religious motives has a positive effect on the

person’s decision to become a customer of an Islamic bank. This implies that for every unit

increase in religious motives, the decision to become a customer increases by 0.617,

assuming other variables are not considered in this study.

Discussion

This study was conducted by collecting data from respondents belonging to

Generation Z, born between 1997 and 2012. In relation to this, the researcher narrowed the

scope of respondents to those born between 1997 and 2001. Based on the demographic

results, respondents were aged between 22 and 27 years, falling within the productive age

group. Thus, many respondents were aware of the information and knowledge needed to

make decisions, including choosing an Islamic bank. Out of a total of 97 respondents, 50

were female, and 47 were male.

The demographic results regarding the respondents' educational background show

that the majority of them hold a bachelor's degree. This indicates that education is an

external factor influencing an individual's thought process in obtaining information,

especially information related to Islamic banking. The more knowledge and information an

individual possesses about Islamic banking, the higher the likelihood of engaging with an

Islamic bank.

Based on the results of the t test, it was found that the Islamic financial literacy

variable is t count> t table or 1.171 < 1.661 and a significant value of 0.245> 0.05,. so it can

be concluded that H1 was rejected, because of this can concluded that there was no

influence on variable X1 financial literacy on variable Y of choice making to become an

Islamic bank customer. This can be interpreted that if a person's understanding of Islamic

financial literacy increases, it will not necessarily increase the decision of generation Z to

become Islamic bank customers.
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According to Rahim (et al., 2016) mention Islamic financial literacy is a concept related

to one's ability to utilize financial knowledge, skills, and attitudes to manage financial

resources according to Islamic principles. Up to now, Generation Z's Islamic financial literacy

and understanding of Islamic financial institutions, products, and services remain relatively

low, coupled with a stagnant inclusion in the Islamic financial sector, with the latest data

showing the level of Islamic financial inclusion in 2022 was only 12.12%. This is one of the

reasons why not all decisions to become Islamic bank customers are influenced by the level

of understanding of Islamic financial literacy.

Referring to these findings, it is evident that Islamic financial literacy does not affect

the decision to save in Islamic banks. This could be because respondents do not consider

financial literacy as a primary factor in deciding to save in Islamic banks. This suggests that

the higher an individual's Islamic financial literacy, the less likely they are to choose an

Islamic bank. The lack of understanding of Islamic financial literacy is partly due to various

perceptions in society that Islamic banking operations are seen as similar to conventional

banks, with only terminology differences. According to Hanum et al (2022), consumers

experience cognitive dissonance, a psychological conflict between two or more

simultaneously held beliefs that are not consistent. The main cause of this is the perception

among consumers that conventional banks offer better financial benefits or better service

access than Islamic banks. According to Sharma (2014) consumers tend to rationalize their

decisions to reduce the discomfort caused by cognitive dissonance. In relation to Islamic

financial institutions, customers rationalize their decision by believing that the financial

benefits from conventional banks are more significant than the moral impact of not using an

Islamic bank. This has an impact on consumers will continue to feel that conventional banks

alone provide greater benefits. Antonio (2001) states that constraints that arise in

connection with the development of islamic banks is the lack of public understanding of the

activities of operations of islamic banks, banking regulations haven’t fully accommodate the

operations of islamic banks, the network of islamic bank office that are not yet extensive and

human resource who have expertise is islamic banking are still few. The misunderstanding of

Islamic banking and other Islamic financial institutions indicates that the socialization of

Islamic banking information and other Islamic financial institutions has not been evenly

distributed. Many people do not really understand what Islamic financial institutions are, the

system used, the types of products, and the advantages of Islamic financial institutions

compared to conventional financial institutions (Antonio, 2011). Based on all the

descriptions, it can be concluded that individuals' decisions to choose Islamic banking are

influenced by factors, including personal and psychological factors. According to Kotler

(2008:25), psychological factors influencing individual purchasing choices include

motivation, perception, belief, stance, and learning.

Furthermore, the religious motives is considered to have an influence on the decision

to use Islamic banking. According to the results of research by Utami & Rachman (2015),

95% of religiosity factors influence customer decisions to save at Islamic banks. The results

of other studies that show similar results are Rusliani's research (et al., 2022), and Nurmaeni
DOI: https://doi.org/10.17509/mimbardik.v9i2

p- ISSN 2527-3868 e- ISSN 2503-457X



Mufidah et al., The Influence of Islamic Financial Literacy and Religious Motives … | 216

(et al., 2020). The results of this study also show that the religious motives variable has a

significant effect on decision making using Islamic banking. It is known that the X2 variable

of religious motives with a significant value of 0.001 < 0.05 and the value of t count > t table

of 3.859 > 1.661 so that it can be concluded that H2 is accepted, which means that there is

an influence on the X2 variable of religious motives on the Y variable of decision making to

become an Islamic bank customer. Based on the test results on SPSS, the significance value

of the religious motives variable is <0.001, which is interpreted that the possibility of these

results occurring by chance is very small if the null hypothesis is correct. In other words,

there is very strong evidence that the religious motives variable has a significant influence

on the dependent variable, namely the decision to become an Islamic bank customer. So it

can be interpreted that the greater the level of individual religious motives, the greater the

decision to become an Islamic bank customer.

5. CONCLUSION

The results of this research concluded a significant influence of religious motives on

the person’s decision to become Islamic bank customers in generation Z in Pontianak City.

And the variable of Islamic financial literacy shows that it has insignificant effect on the

decision to become an Islamic bank customer for generation Z in Pontianak City. This study

highlights some significant implications. First, islamic financial literacy campaigns need to be

re-evaluated as Islamic financial literacy does not influence customer decisions. Second,

psychological factors and religious motivations are important in customer decision-making,

suggesting the need to align marketing strategies with religious and cultural values. Third,

Islamic banks need to emphasize ethical and spiritual dimensions in their services to

resonate more with Generation Z. Fourth, banks can develop products that meet the

religious needs of Generation Z. Fifth, innovative approaches that integrate religious

teachings and financial education need to be developed to connect with the Generation Z

demographic. Finally, policymakers should consider utilizing religious institutions or

community leaders to influence decision-making through trusted networks. With a better

understanding of Generation Z's behavior and preferences, future strategies can reflect their

unique priorities.
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