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ABSTRACT 
Indonesia is one of the countries with the largest Muslim population in the world, but 
the number of Islamic bank customers is still small compared to conventional banks. 
Although there have been many studies that have tried to identify factors that 
influence intention in saving in Islamic banks, none have discussed the role of religious 
learning in high schools. Therefore, this study aims to determine whether there is an 
effect of compulsory Islamic religious learning for 3 years at the high school level on 
saving intention in Islamic banks. This study uses a quantitative method by taking a 
sample of 125 alumni of State High Schools in Jakarta who graduated in 2020-2023, 
which were then analyzed using the Partial Least Square Structural Equation Model 
(PLS-SEM). Based on the Theory of Reasoned Action (TRA) used, the results of this 
study indicate that Islamic religious learning provided during school has a significant 
effect on saving intention in Islamic banks. Meanwhile, the variables of religiosity, 
attitude, and subjective norms also have an effect, with a higher significance value, 
on interest in saving in Islamic banks.based on the present context to clear the barrier 
of making decision in future.  
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ABSTRAK 
Apakah Pembelajaran Keagamaan Berpengaruh Terhadap Minat Menabung di 
Bank Syariah? Bukti Empiris Alumni SMA di Jakarta. Indonesia merupakan salah satu 
negara dengan jumlah muslim terbanyak di dunia, tetapi jumlah nasabah bank 
syariah masih sedikit dibandingkan dengan bank konvensional. Meskipun sudah 
banyak penelitian yang mencoba mengidentifikasi faktor-faktor yang mempengaruhi 
minat menabung di bank syariah, namun belum banyak bahkan belum ada penelitian 
yang membahas tentang efek dari pembelajaran wajib agama Islam selama 3 tahun 
di SMA Negeri terhadap minat menabung di bank syariah. Oleh karena itu, penelitian 
ini bertujuan untuk mengetahui apakah ada efek dari pembelajaran agama islam 
tersebut terhadap minat menabung di bank syariah. Penelitian ini menggunakan 
metode kuantitatif dengan 125 data alumni SMA Negeri Jakarta lulus tahun 2020-
2023 dan dianalisis menggunakan Partial Least Square Structural Equation Model 
(PLS-SEM) dengan SmartPLS 3.0. Berdasarkan Theory of Reasoned Action (TRA) yang 
digunakan, hasil penelitian ini menunjukkan bahwa pembelajaran agama Islam, 
religiusitas, sikap dan norma subjektif berpengaruh signifikan terhadap minat 
menabung di bank syariah. 
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INTRODUCTION 
 

Islamic banks in Indonesia have basically experienced quite rapid progress, as a result 

of government support through various regulations, one of which is by establishing operational 

banking policies in accordance with sharia principles in Law Number 10 of 1998. Although 

there are adequate policies to encourage the development of Islamic banking, and supported by 

the fact that Indonesia is the country with the second largest Muslim majority in the world, the 

number of people who save money in Islamic banks is still relatively small. According to data 

provided by PT Bank Syariah Indonesia Tbk, as of November 2020, only 30.27 million of 

Indonesia's 180 million Muslim population were Islamic bank customers (CNN Indonesia). 

One opportunity to increase the number of Islamic bank customers is to penetrate the 

young generation (Gen Z) which is the group of people with the largest composition compared 

to other groups. Based on the results of the 2020 Central Statistics Agency census, most 

Indonesians are Generation Z (27.94 percent), which is the generation born from 1997 to 2012. 

In addition to being the largest composition, young people's digital knowledge is also an 

important consideration considering the trend of Islamic banking which is heading towards the 

era of system digitalization (Central Statistics Agency, 2021). 

Therefore, to encourage the growth of Islamic banking, it is important to optimize the 

role of educational institutions where the majority of the Gen Z group is there. One aspect of 

the role of educational institutions is in religious learning where according to Government 

Regulation (PP) Number 55 of 2007 concerning Religious Education, schools are required to 

conduct Islamic religious learning for 3 years of compulsory education at the high school level. 

The purpose of teaching Islamic religious lessons for 3 years in high school is to create 

intelligent, religious and characterful human resources. 

Religious lessons are given, one of which is to improve students' understanding of the 

concepts, principles, and practical theories of religion such as the prohibition of usury or interest 

in conventional banks. So that students who have completed Islamic religious learning in high 

school for 3 years can have a reason to carry out banking transactions with the Islamic system 

rather than the conventional system. This means that high school alumni can be used as targets 

and market share for Islamic financial institutions, in addition to preparing practitioners and 

scientists in their fields. 

A study conducted by Hati (2021) found that the product knowledge factor has a positive 

and significant impact on the desire to save in Islamic banks. When in a decision-making 

situation, knowledge becomes very important to be the main reference. In the context of Muslim 

consumers, religious knowledge is also something that is highly considered in decision-making, 

in addition to general knowledge. Therefore, increasing knowledge about Islamic finance and 

economics is expected to increase interest in saving in Islamic banks. 

Several previous studies have basically found factors that can influence young people's 

interest in saving in Islamic banks. Some of them, such as Noversyah and Hotniar (2015) who 

used the Theory of Reasoned Action (TRA) model, found that subjective norms have a strong 

influence, attitude has an effect on the intention to save in Islamic banks. Further research from 

Nugraheni and Widyani (2020) using the SEM method with data from 144 students majoring 

in Accounting from UNY, UMY, UIN, UPN found that profit sharing, religiosity, knowledge 
and openness of financial information influenced the intention of Muslim students to save in 

Islamic banks. The importance of religiosity was also found by Junaidi et al. (2021) who used 

the structural equation modeling method from data from 658 Muslims and Islamic bank 

customers in Indonesia.  

Further research conducted by Rifdah (2020), by using data from 78 respondents of 

Surakarta Islamic boarding school students with an analysis of multiple linear regression. The 

results of the study stated that religious education has a positive effect and environmental 
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variables have a positive and significant effect on the decision to use Islamic banking. Another 

study by Amer Azlan (2015) used the Structural Equation Modeling method with primary data 

of 1124 private and public students in Kota Kinabalu, Malaysia. This study proves that profit 

sharing, religiosity, knowledge and openness of financial information have an effect on the 

intention of Muslim students to save in Islamic banks.  

Based on previous studies, it can be concluded that many have studied the intention in 

saving in Islamic banks but only a few have focused on the influence of Islamic Education 

variables, especially on school students. Therefore, this study will examine the impact of the 

role of Islamic Education on interest in Islamic banking by emphasizing the effect of 

compulsory Islamic religious education obtained for 3 years in Indonesian high school using 

the national standard curriculum. This study will also add additional variables of religiosity, 

attitude, and subjective norms as part of the theory of reasoned action, to see consistency as 

used in previous studies. 

 

RESEARCH METHODS 
 

The Purposive sampling method was chosen in this study which is based on probability 

and the sample is not taken randomly. The selected sample members must meet several criteria, 

namely being Muslim, alumni of High Schools in Jakarta who graduated in 2020-2023, and not 

being students in Islamic study programs or universities. The reason for selecting the 

respondents is because it is expected to describe the actual behavior of the current Gen Z who 

have graduated from high school and received Islamic religious lessons for 3 years of 

compulsory education. This study is also to see the interest of today's young people in saving 

in Islamic banks. 

This study uses the theory of reasoned action (Ajzen and Fishbein, 1980). There are four 

independent variables, namely religiosity, Islamic religious learning, subjective norms, 

attitudes, in addition of a dependent variable, namely the intention of State High School alumni 

in using Islamic banking as shown in Figure 3.1. The data source used was 125 respondents 

from an online questionnaire through social media. Then, processed with PLS-SEM using 

SMART-PLS 3. 
 

Figure 1: Research Model 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Source: Data Analysis 2024 
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The following are the definitions and measurement indicators of each variable, 

  

Islamic Religious Learning (X1)  

 

According to Law No. 20 of 2003 concerning the National Education System, learning 

is the process of interacting students with educators and learning resources in a learning 

environment. Here are the measurement indicators:  

1. I learned about Islamic economic contracts from high school. 

2. I apply the religious knowledge that I learn at school. 

3. I know the haram of usury from religious studies at school. 

Religiosity (X2)  

 

Religiosity is the extent to which a person’s level of religion (Bonne et al., 2009). The 

following are the measurement indicators: 

1. I understand basic knowledge about my religion 

2. I feel guilty when I do something that goes against my religious beliefs 

3. The five daily prayers are my daily habit. 

4. Religion is important to me 

 

Attitude (X3) 

  

Attitude is conceptually an individual’s good or bad assessment of an object or behavior 

(Ajzen, 2005). Here are the measurement indicators: 

1. I believe saving in an Islamic bank is a good idea. 

2. Saving at an Islamic bank has a positive impact on the blessing of my life 

 

Subjective Norm (X4)  

 

Subjective norms are individual perceptions of social pressure in the environment and 

the individual’s response to doing or not doing this behavior (Ajzen, 2005). The following are 

the measurement indicators: 

1. My family supports me to save at an Islamic bank 

2. I opened a savings account at an Islamic bank because of the influence of my social 

environment 

3. Being part of a Muslim-majority society, I can accept Islamic banking products.  

 

Interest in Saving (Y) 

 

According to Crown L and A Crow (1988), interest can be obtained from then part of 

their experience from the environment in which they live. The following is the measurement 

indicator: 

1. Of my own free will, I am willing to open a savings account at an Islamic bank. 
2. I am interested in saving at an Islamic bank because it is usury-free 

3. For the security of the world and the hereafter, I am interested in saving at an Islamic bank. 

4. Because it is in accordance with Islamic teachings, I am interested in saving at an Islamic 

bank. 
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RESULT AND DISCUSSION  
 

Result of Measurement Model 
 

The measurement model or what is often called the outer model in PLS-SEM is the 

relationship between latent variables and their indicators. It can be seen in Figure 3.1 that the 

composite reliability values are all above 0.6, indicating that all variables in this research 

model are reliable. 

 

Figure 2: Composite Reliability 

 

  

 

 

 

 

 

 

 

 

 

  

 

  Source: Data Analysis 2024 

 

To determine whether the data used is reliable or not, a limit of 0.7 is used. (Chin & 

Dibbern, 2010). It can be seen in Figure 3.1 that the data is reliable. 

 

Figure 3:  HTMT 

 

 
   Source: Data Analysis 2024 

 

Based on Smart PLS software, if the HTMT value is less than 0.90, the variable is valid. 

Figure 3.2 shows that the HTMT value <0.90 indicates that all variables are valid. 
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Result of Structural Model  

 

Figure 4: Path Coefficients 

 

 
Source: Data Analysis 2024 

 

The structural model or what is commonly referred to as the inner model in PLS-SEM, 

describes the relationship between constructs or latent variables. The effect of the independent 

variable on the dependent variable can be categorized as statistically significant if it is more 

than 10% or 0.1. shows the results of the path coefficient measurement which explains how 

strong the influence between one variable is on another. All variables have a significant effect 

on intention in saving at Islamic banks. 

 

Discussion 
 

Table Results of Test 

 

 Sample 

Mean 

Standard 

Deviation 

T- Statistics  P-Values 

Subjective Norm – Saving 

Intention in Islamic Bank 

0.396 0.077 5.101 0.000 

Islamic Religious Learning - 

Saving Intention in Islamic 

Bank 

0.160 0.073 2.097 0.036 

Religiosity - Saving Intention 

in Islamic Bank  

0.145 0.070 2.136 0.033 

Attitude - Saving Intention in 

Islamic Bank 

0.296 0.090 3.284 0.001 

Source: Data Analysis 2024 

 

The table above shows that all variables have an effect on the interest in saving in 

Islamic banks. Based on the results of processing on the Smart-PLS software. Each variable 

produces a significant effect , which shows that all variables have an effect on the intention in 

saving in Islamic banks where the p value is less than 0.05. 
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Islamic religious learning has a significant effect on the interest in saving in Islamic-

based finance with a p-value of 0.036. These results indicate that religious learning has an 

important role in building students' motivation and interest in applying the knowledge they 

receive. In the context of Islamic finance, learning about halal and haram provides an 

understanding that conventional banks are haram because they contain usury, thus building 

students' interest in finding out and saving their funds in Islamic banking. 

These results support the findings of previous studies which found that knowledge and 

openness of financial information have an effect on the intention of Muslim students to save in 

Islamic banks (Nugraheni and Widyani, 2020). In this case, Islamic religious learning can 

increase knowledge and information where they will prefer to save in Islamic banks. Likewise, 

when they have been willing to take the time to study Islamic economic contracts and ultimately 

have a basic knowledge of Islamic financial economics, they will be more interested in saving 

in Islamic banks. 

Religiosity also has a positive effect on the interest in saving in Islamic banks, by 

producing a p-value of 0.033. The importance of the level of religiosity to build the belief that 

religious values are important to apply in everyday life including in the financial aspect in line 

with what was found by Junaidi et al., (2021). Those study revealed the results that a high level 

of religiosity will have a positive influence on the interest in placing funds in Islamic banking. 

On the other hand, saving behavior in usury-based banking is influenced by low religiosity 

Meanwhile, the third variable namely attitude, positively influences the interest in 

saving in Islamic banks with a p-value of 0.001. This shows that the way of speaking and acting 

plays an important role in influencing the interest in doing an activity including in relation to 

the financial sector. As also found by Noversyah (2015), which shows that attitudes influence 

the interest in saving in Islamic banks. 

The last variable, namely subjective norms, produces a p-value of 0.00 so that subjective 

norms greatly influence the interest in saving in sharia-based finance. These results support the 

findings of previous studies such as the findings that state that subjective norms have a positive 

effect on the preference for saving in Islamic banks (Amer Azlan, 2015). 

Based on the results of the hypothesis above it can be concluded that although the 

religious learning is found to be a crucial factor, the most influential factor in the intention in 

saving in Islamic banks is subjective norms followed by religiosity. The more supportive the 

social environment, the more likely the person is to be interested in saving in Islamic banks. So, 

the parties involved need to work together to increase interest in saving in Islamic banks, such 

as through Islamic religious education which is expected to increase a person's religiosity. 

 

CONCLUSION AND SUGGESTION  
 

Conclusion 

 

Based on the test results that have been analyzed in the previous chapter, there are 

conclusions that can be drawn. First, it is scientifically proven that Islamic religious learning 

has components that can increase interest in saving in Islamic banks. Furthermore, two variables 

from the theory of reasoned action consisting of attitudes and subjective norms have a 

significant influence on the preference for saving in Islamic banks. A person's religiosity also 

has an influence on interest in saving in Islamic banks where the more religious a person is, the 

higher the interest in Islamic banks.  

In general, it can be said that knowledge and openness of financial information influence 

the intention of Muslim students to save in Islamic banks. As also found by other studies, 

religiosity, attitudes and subjective norms do play an important role in interest in Islamic banks. 
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However, the existence of religious learning provides positive reinforcement for the interest in 

interacting with Islamic banks better. More specifically, Islamic religious learning can increase 

students' knowledge and information from the start where they will prefer to save in Islamic 

banks later.   

 

Suggestions 

 

The results of the study show the importance of religious knowledge as a variable 

considered in saving in Islamic banks. Therefore, the role of secondary educational institutions 

is very important in instilling a proper understanding of Islamic economics and finance. The 

government is expected to continue to accommodate religious learning at the formal high school 

level with material that is more relevant to contemporary practices of Islamic economics and 

finance. The Islamic banking industry is also expected to build synergy with educational 

institutions in the form of programs that are in line with the needs of both parties. 

 

REFERENCES  

A'inina, F. Q., Mardi, M., & Susanti, S. (2021). The Influence of Knowledge, Religiosity, and 

Pocket Money on Students Interest for Saving in Sharia Commercial Banks. Cashflow: 

Current Advanced Research on Sharia Finance and Economic Worldwide, 1(1), 1-11. 

Afiatin, T. (2001). Experiential learning to improve memory. Anima, Indonesian Psychological 

Journal, 17(1), 26-35. 

AFRIDITA. (2018). The Influence of Social Cognitive Career Theory and Religiosity on Career 

Preferences in Sharia-Based Financial Institutions. 

Alfin, R. (2023). The Impact of Motivation, Educational Background, and Financial Incentives 

on Students' Career Aspirations in the Sharia Banking Sector. MANAZHIM, 5(2), 692-

711. 

Ali, R. (2023). How Can Students Be Encouraged to Use Islamic Banks? An Analysis Based 

on Experimental Survey. 

Ayub, M. (2007). Understanding Islamic Finance (A-Z of Islamic Finance). Jakarta: PT 

Gramedia Pustaka Utama. 

Central Statistics Agency, (2021). Official Statistics News of Population Census Results 2020, 

Ministry of Internal Affairs. Official Statistics News No. 7/01/Th. XXIV, 21 January 

2021 

CNN Indonesia. (2021). 180 Million Muslims, Only 30 Million are Customers of Islamic 

Banks. Retrieved from cnnindonesia.com: 

https://www.cnnindonesia.com/ekonomi/20210210164446-78-604821/180-juta-umat-

muslim-baru-30-juta-jadi-nasabah-bank-syariah 

Epafras, L., Kaunang, H., Jemali, M., & Setyono, V. (2021, March). Transitional religiosity: 

The religion of generation Z. In Proceedings of the 3rd International Symposium on 

Religious Life, ISRL 2020, November 2-5, 2020, Bogor, Indonesia. 

https://www.cnnindonesia.com/ekonomi/20210210164446-78-604821/180-juta-umat-muslim-baru-30-juta-jadi-nasabah-bank-syariah
https://www.cnnindonesia.com/ekonomi/20210210164446-78-604821/180-juta-umat-muslim-baru-30-juta-jadi-nasabah-bank-syariah


Vol. 4, No. 2: December 2024   110 

Gathergood, J. (2012). Self-control, financial literacy and consumer over-indebtedness. Journal 

of economic psychology, 33(3), 590-602. 

Hassan, M. K., & Aliyu, S. (2018). A contemporary survey of Islamic banking literature. 

Journal of Financial Stability, 34, 12-43. 

Hati, S. R. H., Wibowo, S. S., & Safira, A. (2020). The antecedents of Muslim customers' 

intention to invest in an Islamic bank's term deposits: evidence from a Muslim majority 

country. Journal of Islamic Marketing, 12(7), 1363-1384. 

Hilgert, M. A., Hogarth, J. M., & Beverly, S. G. (2003). Household financial management: The 

connection between knowledge and behavior. Fed. Res. Bull. 89, 309. 

Indonesia, P. R. (2006). Law of the Republic of Indonesia number 20 of 2003 on the national 

education system. 

Iranati, R. B. O. (2017). The influence of religiosity, trust, knowledge, and location on public 

interest in saving at Islamic Banks (Bachelor's thesis, Jakarta: Faculty of Economics 

and Business UIN Syarif Hidayatullah Jakarta). 

Jamal, A. A. A., Ramlan, W. K., Karim, M. A., & Osman, Z. (2015). The effects of social 

influence and financial literacy on savings behavior: A study on students of higher 

learning institutions in Kota Kinabalu, Sabah. International Journal of Business and 

Social Science, 6(11), 110-119. 

Junaidi, J. (2021). The awareness and attitude of Muslim consumer preference: the role of 

religiosity. Journal of Islamic Accounting and Business Research, 12(6), 919-938. 

Junaidi, J., Anwar, S. M., Alam, R., Lantara, N. F., & Wicaksono, R. (2022). Determinants to 

adopt conventional and Islamic banking: evidence from Indonesia. Journal of Islamic 

Marketing, (ahead-of-print). 

Junaidi, J., Wicaksono, R., & Hamka, H. (2022). The consumers' commitment and materialism 

on Islamic banking: the role of religiosity. Journal of Islamic Marketing, 13(8), 1786-

1806. 

Junaidi, J., Wicaksono, R., & Hamka, H. (2022). The consumers' commitment and materialism 

on Islamic banking: the role of religiosity. Journal of Islamic Marketing, 13(8), 1786-

1806. 

Kholis, N., & SEI, M. (2020). Analysis of the Influence of Religious Education and 

Environment on Decisions to Use Islamic Banking (Case Study of Santri Pondok 

Pesantren Modern Islam Assalaam Surakarta). 

Lusardi, A. (2008). Financial literacy: an essential tool for informed consumer choice (No. 

w14084). National Bureau of Economic Research. 

Mariyono, J. (2013). Determinants of customers in selecting sharia banking system for saving 

in East Java-Indonesia. Journal of Economics, Business, & Accountancy Ventura, 

16(3), 457-472. 



Vol. 4, No. 2: December 2024   111 

Mintarja, E., Wahab, A. A., & Masduki, U. (2017). The relationship between teaching Islamic 

economics courses and students' interest in saving at Islamic banks. Hayula: Indonesian 

Journal of Multidisciplinary Islamic Studies, 1(2), 189-208. 

Muliani, A. (2021). ANALYSIS OF FACTORS THAT INFLUENCE THE PURCHASE 

INTENTION OF HALAL COSMETIC PRODUCTS: A CASE STUDY ON 

GENERATION Z IN INDONESIA. 

Nugraheni, P., & Widyani, F. N. (2021). A study of intention to save in Islamic banks: the 

perspective of Muslim students. Journal of Islamic Marketing, 12(8), 1446-1460. 

Nugroho, A. P., Hidayat, A., & Kusuma, H. (2017). The influence of religiosity and self-

efficacy on the saving behavior of the Islamic banks. Banks and Bank Systems (open-

access), 12(3), 35-47. 

Sayani, H., & Miniaoui, H. (2013). Determinants of bank selection in the United Arab Emirates. 

International Journal of Bank Marketing, 31(3), 206-228. 

Noversyah (2015). The theory of reasoned action of Islamic banking consumer behavior. 

International Journal of Research in Management Science and Technology, 3(5), 3501-

3511. 

Tucker, M. (2017). Student Banking Behaviour in Australia: A Mixed Methods Study of 

Muslims and Non-Muslims. Unpublished PhD, Swinburne University of Technology, 

Melbourne. 

Widyanto, H. A., & Sitohang, I. A. T. (2022). Muslim millennials' purchase intention of halal-

certified cosmetics and pharmaceutical products: the mediating effect of attitude. 

Journal of Islamic Marketing, 13(6), 1373-1394. 

Lutz, J. M. (1991). Determinants of protectionist attitudes in the United States house of 

representatives. The International Trade Journal, 5(3), 301-328. 

Albarracin, D., Johnson, B. T., Fishbein, M., & Muellerleile, P. A. (2001). Theories of reasoned 

action and planned behavior as models of condom use: a meta-analysis. Psychological 

bulletin, 127(1), 142. 

Nejati, M., Shafaei, A., Salamzadeh, Y., & Daraei, M. (2011). Corporate social responsibility 

and universities: A study of top 10 world universities' websites. African Journal of 

Business Management, 5(2), 440-447. 

Lada, S., Harvey Tanakinjal, G., & Amin, H. (2009). Predicting intention to choose halal 

products using theory of reasoned action. International journal of Islamic and Middle 

Eastern finance and management, 2(1), 66-76. 

Joshi, Y., & Rahman, Z. (2015). Factors affecting green purchase behavior and future research 

directions. International Strategic management review, 3(1-2), 128-143. 

Hussain, I., Rahman, S. U., Zaheer, A., & Saleem, S. (2016). Integrating factors influencing 

consumers' halal products purchase: Application of theory of reasoned action. Journal 

of international food & agribusiness marketing, 28(1), 35-58. 



Vol. 4, No. 2: December 2024   112 

Sya'bani, M. A. Y. (2018). Islamic modernism movement in Indonesia (muhammadiyah 

modernization and dynamism in education and socio-religious). Journal of Social 

Science Studies, 5(2), 159-170. 

Amilia, S., Bulan, T. P. L., & Rizal, M. (2018). The influence of financial literacy, parental 

socialization, and peers on the saving behavior of aiming mission students of the 

Faculty of Economics, Universitas Samudra. Samudra Ekonomika Journal, 2(2), 97-

107. 

Briliana, V., & Mursito, N. (2017). Exploring antecedents and consequences of Indonesian 

Muslim youths' attitude towards halal cosmetic products: A case study in Jakarta. Asia 

Pacific Management Review, 22(4), 176-184. 

Efendi, R., & Indartono, S. (2019). The Factor of Intention to Buy Snacks Labeled Halal on 

Muslim Students in Yogyakarta. Journal of Islamic Economics and Business, 12. 

Haro, A. (2018). Determinants of halal cosmetics purchase intention on Indonesian female 

Muslim customers. Journal of Entrepreneurship, Business and Economics, 6(1), 78-

91. 

Widyanto, H. A., & Sitohang, I. A. T. (2022). Muslim millennials' purchase intention of halal-

certified cosmetics and pharmaceutical products: the mediating effect of attitude. 

Journal of Islamic Marketing, 13(6), 1373-1394. 

Susetyo, D. P., & Firmansyah, D. (2023). Economic Literacy, Financial Literacy, Digital 

Literacy and Financial Behavior in the Digital Economy Era. Economics and Digital 

Business Review, 4(1), 261-279. 

Handriana, T., Yulianti, P., Kurniawati, M., Arina, N. A., Aisyah, R. A., Ayu Aryani, M. G., & 

Wandira, R. K. (2021). Purchase behavior of millennial female generation on Halal 

cosmetic products. Journal of Islamic Marketing, 12(7), 1295-1315. 

Bakar, A., Lee, R., & Rungie, C. (2013). The effects of religious symbols in product packaging 

on Muslim consumer responses. Australasian Marketing Journal, 21(3), 198-204. 

Abd Aziz, N. N., Yazid, Z. N. A., Tarmuji, N. H., Samsudin, M. A., & Abd Majid, A. (2021). 

The Role of Religiosity on Work-Family Conflict, Work-Family Enrichment and Well-

Being among Muslim Women Academicians in Malaysia. International Journal of 

Academic Research in Business and Social Sciences, 11(3). 

Bonne, K., Vermeir, I., & Verbeke, W. (2008). Impact of religion on halal meat consumption 

decision making in Belgium. Journal of International Food & Agribusiness Marketing, 

21(1), 5-26. 

Shahid, H., Rehman, R., Niazi, G. K., & Raoof, A. (2010). Efficiencies comparison of Islamic 

and conventional banks of Pakistan. International Research Journal of Finance and 

Economics, 49(9), 24-42. 

 



Vol. 4, No. 2: December 2024   113 

Zanna, D. A. M. P., Johnson, B., & Kumkale, G. (2005). Attitudes: Introduction and scope. 

Handb. attitudes, 2, 3-20.  

 

 

Copyright Holder: 
© Nurzaman, M. S., & Hidayah, T. (2024) 

 

Fisrt Publication Right: 
Talaa : Journal of Islamic Finance 

Department of Sharia Financial Management Institut Agama Islam Negeri Sultan Amai Gorontalo, Indonesia 

 


