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Abstract
This study aims to analyze what factors influence a customer's decision to save at a
sharia bank, especially in the DKI Jakarta. The variables of knowledge, religiosity,and
promotion. The intention-to-save is the mediating variable. This study uses a
quantitative approach with primary data collected through a questionnaire with a
purposive sampling technique. The number of samples used in the study was 400
respondents who were customers of all Islamic banks in Jakarta. Data analysis used
regression test with the SPSS 20 application. The results showed that knowledge,
religiosity, and promotion had a positive and significant effect on the intention-to-save.
The intention has a positive and significant effect on customer decisions. Knowledge,
religiosity and promotion have a positive and significant effect on saving decisions. And
the last, intention-to-save, can mediate knowledge, religiosity, and promotion of saving
decisions. Islamic banks must continue to improve each of the customer's determinants
to improve Islamic banks' existence.
Keywords: knowledge, religiosity, promotion, intentionto save, customer decisions.

Abstrak
Penelitian ini bertujuan untuk menganalisis faktorapa saja yang mempengaruhi
keputusan nasabah untuk menabung di bank syariah khususnya di wilayah DKI Jakarta
dengan variabel pengetahuan, religiusitas dan promosi dan minat menabung menjadi
variabel mediasi. Penelitian ini menggunakan pendekatan kuantitatif dengan data primer
yang dikumpulkan melalui kuesione rdengan teknik purposive sampling. Jumlah sampel
yang digunakan dalam penelitian sebanyak 400 responden yang merupakan nasabah
seluruh bank syariah di Jakarta. Analisis data menggunakan uji regresi dengan aplikasi
SPSS 20. Hasil penelitian menunjukan pengetahuan, religiusitas dan promosi
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berpengaruh positif dan signifikan terhadap minat menabung. Minat berpengaruh positif
dan signifikan terhadap keputusan nasabah. Pengetahuan, religiusitas dan promosi
berpengaruh positif dan signifikan terhadap keputusan menabung. Minat menabung
dapat memediasi pengetahuan, religiusitas dan promosi terhadap keputusan menabung.
Bank syariah harus terus melakukan peningkatan dari setiap factor penentu keputusan
nasabah tersebut untuk meningkatkan eksistensi bank syariah.
Kata kunci: pengetahuan, religiusitas, promosi, niatmenabung, keputusan
nasabah.
INTRODUCTION
The development of the banking world has experienced rapid growth and has
dominated the economy in Indonesia. The bank has the main task of collecting funds
from parties with excess funds to be distributed to parties who need funds within a
certain period(Marimin, Romdhoni, & Fitria, 2015). Banking services also have a
function to support national economic development, making the banking industry
compete to be the best and maintain its existence. This improvement is carried out by
the conventional banking industry in Indonesia and carried out by Islamic banking.
Islamic banks operate according to Islamic principles and are known by the public
as banks without usury (Mujaddid & Nugroho, 2019). Islamic banks are expected to
improve the welfare of the people in Indonesia (Suparyanto, 2018). When viewed from
its inception until now, Indonesia's Islamic banking industry has experienced a
significant increase (Wahyulkarima, 2018). It can be seen based on data taken in August
2020, the number of main branch or sub-branch networks of Islamic banks in Indonesia
is increasing every year. The number of main branch offices is 827, sub-branch offices
are 1,415, and cash offices are 554. Assets owned by Islamic banks also continue to
grow until August 2020. The total assets of Islamic banks are 536,829.
The establishment of a sharia financial institution aims to develop a sharia
economy in every transaction. The next question is how the community responds to the
presence of sharia banks and whether they will decide to implement the sharia concept
in their lives. If you look at this modern era, many people have started to switch to
implementing a closer life to their God. Because society's pattern has begun to shift, the
Sharia industry has a great opportunity to market its products.
Based on previous research, several factorscan influence customer decisions to
save at Islamic banks. The essential factor that must be done to develop Islamic banking
products among the public is knowledge (Wahyulkarima, 2018). Knowledge is all
information that a consumer has about products or services and other things related to
these products or services (Wardana, 2016). Religiosity, which is a religious act in a
person related to the banking world, namely avoiding usury, is considered capable of
influencing the decision to become a customer. This is supported by previous research
conducted by (Zuhirsyan & Nurlinda, 2018). A previous study states that promotional
factors greatly influence making customer decisions to save at Islamic banks
(Hasanuddin, SS, & Nofrianto, 2019). The intention-to-save variable is also said to
influence customer decision-making to save in Islamic banks. This is under previous
research conducted by (Mahendrayasa, Kumadji, & Abdillah, 2013). The intention to
save that arises from consumers to save will be a driving force in determining
customers' decisions to save in Islamic banks.
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The 2020 Islamic banking data snapshot issued by the OJK shows that Islamic
banking's asset level and market share have increased. The largest distribution of assets
was in DKI Jakarta at 54.27% (OJK, 2020). However, the growth in assets and market
share was still below that of conventional banking. The market share of the Islamic
finance industry in Indonesia has indeed experienced growth from the previous year.
However, it is still far behind when compared to conventional banks, which have a
market share of 93.76%, while Islamic banking is only 6.24% of the remainder. If you
look at its potential, Islamic banks have great potential in Indonesia compared to
conventional banks considering Indonesia has the largest Muslim majority globally.
Conventional banks' superior market share indicates that most Muslim communities in
Indonesia prefer to use conventional banks rather than Islamic banks.
One of the determining factors for customer intention to save in Islamic
banking is knowledge. This opinion is reinforced by previous research which states that
knowledge influences customers' intention to save in Islamic banking(Kristiyadi &
Hartiyah, 2016; Ramadhani, Susyanti, & ABS, 2019). However, other research states
that knowledge does not influence intention to save in the Islamic banking industry
(Mujaddid & Nugroho, 2019). Religiosity in previous research has also been stated to
be one of the factors driving customer intention to save in Islamic banking(Fitria Nurma
Sari & Anwar, 2018; Khotimah, 2018). On the other hand, there is previous research
which states that religiosity does not affect the intention to save in Islamic
banking(Zakaria, Afifudin, & Mawardi, 2020). Previous research also stated that
promotion is also a factor for customers' intention to save in Islamic banking(Kristiyadi
& Hartiyah, 2016; Pradesyah, 2020). and other research states that promotion does not
affect the intention to save in Islamic banks(Aisya & Riyadi, 2020).
In determining customer decisions to save in Islamic banking, knowledge is
one of the influencing factors(Megawati, 2015; Putribustami & Paramita, 2018;
Wahyulkarima, 2018). However, other research states that knowledge does not affect a
customer's decision to save in Islamic banking(Rahmawati & Hidayati, 2019). Then the
previous research suggested that religiosity influences in determining the decision to
save in Islamic banks(Bawono & Oktaviani, 2016; Maisur, Arifin, & M.Shabri, 2015;
Zuhirsyan & Nurlinda, 2018). But other research states that religiosity does not
influence customers' decisions to save in Islamic banking(Pakkawaru, 2018). Promotion
is also one of the determining factors for customer decisions in saving in Islamic
banking(Gautama Siregar, 2018; Hasanuddin et al., 2019; Tajudin & Mulazid, 2017).
On the other hand, previous research has stated that promotion does not affect
customers' decisions to save in Islamic banking(Fajar Fahrudin & Yulianti, 2015). The
intention to save that customers have in previous research is also said to be the most
important factor in determining a customer's decision to save in Islamic banking(Fauzia,
Pangestu, & Bafadhal, 2019; Syahriyal, 2019).
The new thing in this study is Jakarta's millennial, who was used sample. Study
about intention-to-use sharia banking Jakarta Millennial not be done yet. It is interesting
because millennial has a unique characteristic which different with other generation.
LITERATURE REVIEW
Knowledge
Knowledge is the output produced by the senses of an object. After the senses
capture the object's information, the information will be conveyed, and knowledge is
obtained (Putribustami & Paramita, 2018). Knowledge is a change in individual
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behavior that comes from experience (Wardana, 2016). Each consumer has a different
level of knowledge, where this knowledge will later be used to process the information
obtained and then make decisions. When someone has more knowledge of something,
the consumer will be better at making a decision.
Knowledge indicators are divided into four (Sumarwan, 2017). First, characteristic
knowledge. Consumers have different abilities in mentioning an object's characteristics
because consumers have different knowledge about an object. Second, product
knowledge. Product knowledge contains a collection of information about the product,
knowledge about product characteristics, brands, attributes, etc. Third, purchasing
knowledge. Purchase knowledge can be in the form of knowledge about the object, the
object's location, and the placement of a product in that object. Fourth, usage knowledge
means products will provide maximum benefits and satisfaction if customers use the
product correctly.
Religiosity
Religiosity is the act of someone related to the wider community in developing
creative devotion to God. A religiosity is a form of complete integration between
religious knowledge, feelings, and religious actions within a person(Zuhirsyan&
Nurlinda, 2018). A religiosity is also a form of belief in believing in one's religion by
practicing and obeying all the rules contained therein and doing things related to
worship happily without coercion. Religiosity, according to Islam, is carrying out
religious teachings as a whole.
The indicators of religiosity are divided into five(Putriani & Shofawati, 2015).
First, the dimension of belief. This dimension of belief demands that religious practices
be carried out following religious values. Second, the dimensions of religious practice.
Things that are included in this dimension include worship, obedience, and other things
that a person does in performing rituals in his religion. Third, the experience dimension.
This dimension contains feelings or experiences that have been experienced or felt.
Fourth, the dimension of religious knowledge. This dimension refers to a person's
knowledge and understanding of his religion. Fifth, the dimension of practice measures
the extent to which a person's behavior is motivated by religious teachings, for example,
in social life such as helping and cooperating.
Promotion
Promotion is an activity that communicates the benefits of a product and
persuades target consumers to buy the product (Tajudin & Mulazid, 2017). The
promotion aims to increase sales of a product (Hasanuddin et al., 2019). In a marketing
mix activity, promotion is an activity carried out at the end of the process. In this stage,
each bank tries to introduce all products and services that are owned either directly or
indirectly (Putra & Mulazid, 2018). Advertising, sales promotions, and personal sales
are forms of promotion carried out by companies in introducing the products and
services offered (Aisya & Riyadi, 2020).
Five indicators can be used as promotional indicators (Setyaningsih & Mufida,
2013). First, sales promotion. The forms of this promotion include discounts, coupons,
displays, sweepstakes, and events. Second, advertising. Advertising is a form of nonpersonal presentation and promotion paid for by sponsors to present ideas, goods, or
services. Third, personal selling is sales made face-to-face, which are expected to be
able to influence customers. Fourth, public relations. Public relations is an effort from a
program design to improve, maintain, or company or the image of a product—fifth,
direct sales. Direct selling includes direct relationships with target consumers whose
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aim is to get responses as quickly as possible and build continuous relationships with
consumers.
Intention-to-Save
In the large Indonesian dictionary, intention to save is defined as the heart's
tendency towards a desire (Khotimah, 2018). Intention to save can be a driving factor
that causes a person to pay more attention to an object. Intention to save is also said to
be the cause of people doing something. Intention to save is present when an individual
is interested in something according to his needs or feels he wants to learn it(Aisya &
Riyadi, 2020).
Intention to save indicators that can be used in the intention to savea variable,
namely. First, transactional intention to save, which is a person's tendency to buy
products. Second, referential intention to save is a tendency to refer a product to others.
Third, preferential intention to save, where this intention to save describes the behavior
of someone who prefers the product and the preference can only be replaced if
something happens with his preference and finally, exploratory intention-to-save. This
intention-to-save describes individuals who are always looking for information about
the product they will buy and looking for their positive side.
Customer's Decision
The decision is to determineconsumers' choice for two or more alternatives
deemed capable of meeting their needs (Augustinah & Dwijosusilo, 2018). Basic
psychological processes play an important role in understanding how consumers make
their purchasing decisions(Aisyah, Umiyati, & Apriansyah, 2017). The decision is a
problem-solving process consisting of identifying needs and wants, searching for
information, assessing selection sources for purchase alternatives, purchasing decisions,
and post-purchase behavior.
The process of making a purchase decision for a product or service is described
in the form of a purchasing activity process with the following stages—first,
identification of needs. The buying process begins with the introduction of needs where
potential customers recognize a problem or need. Prospective buyers feel the difference
between the actual situation and the desired state. Second, information search. Interested
potential buyers will be looking for more information. If the urge is strong and a
satisfying service product is near the potential customer, the prospective customer will
likely buy it. If not, prospective customers will store these needs in their memory or
search for information related to their needs. Third, alternative evaluation, consumers
process information to evaluate various alternatives. Consumers evaluate various
alternative products or services to be purchased depending on each individual and the
specific buying situation. Fourth, the purchase decision. The purchase decision is when
consumers will buy or not—two factors influence: buying tendency and purchasing
decisions. The first factor is the attitude of other people, and the second factor is the
factor of unexpected situations. Consumers may form purchasing tendencies based on
the income, price, benefits of the product or service—fifth, post-purchase behavior.
After a product or service purchase occurs, the consumer will then experience a level of
satisfaction or dissatisfaction. Buyer satisfaction or dissatisfaction with the product will
affect subsequent behavior. Satisfied consumers will show higher buying opportunities
at the next opportunity.
Hypothesis Development
In the Theory of Planned Behavior (TPB), the perception of behavior control is
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determined by a person's beliefs about the competencies that will support or inhibit the
behavior (Ajzen, 2005). This means that when an individual has more knowledge of
something, the individual can control the next action to be taken. According to research
conducted previously, there is a positive and significant relationship regarding the
interest in saving money in Islamic banking which is based on science (Kristiyadi &
Hartiyah, 2016; Ramadhani et al., 2019). From this explanation, it can be concluded that
the first hypothesis for this research
H1: There is also a significant positive effect of knowledge on saving among Jakarta
millennials in Islamic banking.
Relativity is the main factor that influences customer switching intention
(Suwarsi, 2017). Religiosity can be realized from many sides of life, one of which is the
economic aspect. It is felt that muamalah activities following Islamic law can be found
in Islamic banks. Previous research states that there is a significant influence of
religiosity on the interest in saving vocational students in Islamic banking (Mujaddid &
Nugroho, 2019). The level of religiosity can also influence intention to deposit money
in Islamic banking (Damayanti, 2013). Then from this description, the second
hypothesis for this research is obtained
H2: There is a positive and significant influence of religiosity on the intention to save
Jakarta millennials in Islamic banking
Promotion is an activity that offers and provides descriptions of the products
offered to consumers interested in these products (Aisya & Riyadi, 2020). Previous
research has said that promotion influences people's intention to save in making
transactions at Islamic banks (Pradesyah, 2020). Promotions carried out properly by the
company will generate interest from customers to save their money in Islamic banks.
From this description, the third hypothesis for this research is obtained.
H3: There is also a significant positive effect of promotion on saving Jakarta
millennials in Islamic banking.
In the Theory of Planned Behavior (TPB), intention to save is a factor influencing
action or behavior (Ajzen, 2005). There must first be an intention to save in DKI Jakarta
people, which will later encourage their decision to save at an Islamic bank. Previous
research results state that the intention to save factor influences the decision to save in
Islamic banking in Banda Aceh (Syahriyal, 2019). Based on this description, the fourth
hypothesis for this research is obtained.
H4: There is also a significant positive effect of intention to save in millennial Jakarta
customers' decisions to save in Islamic banking.
Knowledge is a change in individual behavior that comes from experience(Kotler
& Keller, 2016). Each individual has a different level of knowledge to translate the
information they get and make decisions. There is a positive and significant influence
on customer decisions in choosing Islamic banks(Putribustami & Paramita, 2018;
Wahyulkarima, 2018). Based on the description, the fifth hypothesis for this research is
obtained.

69

H5: There is a positive and significant influence of knowledge on millennial Jakarta
customers' decisions to save in Islamic banking.
The level of one's faith will determine an individual's economic behavior(Maisur
et al., 2015). This behavior will then form a tendency in economic behavior such as
consumption, production, and saving. This indicates that the level of a person's faith
will affect his decisions, including choosing an Islamic bank. Like previous research,
religiosity has a significant effect on customers' savings decisions in Islamic banks
(Maisur et al., 2015; Zuhirsyan & Nurlinda, 2018). From this description, then the sixth
hypothesis is created.
H6: There is a positive and significant influence of religiosity on Jakarta millennial
customers' decisions to save in Islamic banking.
Promotion can be used as a tool to influence consumers to buy a (Putra &
Mulazid, 2018). A study said that promotional variables positively influenced customer
decisions to use Islamic bank products(Hasanuddin et al., 2019). Agree with previous
research, promotional factors also positively influence customer decisions to save at the
North Sumatra branch of the Islamic bank(Gautama Siregar, 2018). From this
description, the following seventh hypothesis.
H7: There is also a significant positive effect of promotingJakarta millennial
customers' decisions to save in Islamic banking.
The knowledge that a person has can determine his behavior in something
(Wardana, 2016). Their knowledge of Islamic banks can also influence intention to save
in Islamic banks owned by Jakarta millennials. If the intention to save held by the
community is high, the customer's decision to save will also be higher. In previous
research, it was stated that the intention to save as a mediating variable could strengthen
the relationship between knowledge and the decision to save at Islamic banks
(Syahriyal, 2019). From this description, then the eighth hypothesis is created.
H8: There is also a significant positive effect of knowledge on Jakarta millennial
customers' decisions to save in Islamic banking with be mediated intention to
save.
A high level of faith will greatly affect the customer's decision to save in an
Islamic bank. Likewise, the intention to save in Islamic banks is also influenced by
one's religiosity. Individuals with a high level of faith will always do things following
the law of their religion. In muamalah, the individual will choose to be on the path
ordered by his religious teachings. This is what makes the level of religiosity influence
an individual's decision to save in a sharia bank, especially when the individual already
intends to save. Then the hypothesis for research based on this description is obtained,
namely:
H9: There is a positive and significant influence of religiosity on Jakarta millennial
customers' decisions to save in Islamic banking by being mediatedintention-tosave.
Promotion can be used as a tool to influence consumers to buy a product (Putra &
Mulazid, 2018). The promotion or marketing that is carried out contains things that will
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later be able to attract the intention to save potential customers. When there is a sense of
intention to save, usually consumers will quickly decide on purchase activity. From this
description, the tenth hypothesis for this research is obtained.
H10: There is a positive and significant effect of promotingmillennial Jakarta customers'
decision to save in Islamic banking with be mediated by the intention to save.
From the description of the above hypothesis, a research model is compiled as follows:
H6
H5

Knowledge
X1

H8

H1

Religiosity
X2

H2

Intention to
Save (Z)

H4

Customer’s
Decision (Y)

H9
H3
H10

Promotion
X3

H7

Figure 1. Research Model

METHOD
This research uses quantitative research. In this study, researchers researched
Islamic bank customers with the millennial group's age criteria in the DKI Jakarta area.
The time of the research was December-January 2020. This study's data source was
primary data, where the data were obtained through online questionnaires. This study's
measurement scale is the Likert scale 1-5 with the choice points of strongly disagree,
disagree, neutral, agree, and strongly agree.
Sampling Procedure
The population in this study are millennials who are customers of Islamic banks in
DKI Jakarta. Because the population in this study is known, the author uses the Slovin
formula to take samples. The number of respondents in this study was 400 people who
became customers of Islamic banks. The respondents' characteristics in this study were
gender, age, occupation, education, and monthly expenses. The following table presents
the classification data of respondents in this study.
Table 1. Respondents Data
Demographic respondent
Percentage
Gender
Male
32.3
Female
67.8
Age
17-22
64.8
23-28
33.0
29-34
1.3
35-39
1.0
Profession
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College student
Government employees
Private employees
Entrepreneur
Other
Education
Senior High School
Diploma (D1/D2/D3)
Bachelor (S1)
Postgraduate (S2)
Other
Monthly Expenses

81.0
1.0
9.3
0.8
8.0

<Rp 1.000.000
Rp 1.000.000 - Rp 2.000.000
Rp 2.000.001 - Rp 3.000.000
Rp 3.000.001 - Rp 4.000.000
>Rp 4.000.000
Source: Data processed in 2021

49.8
40.3
4.5
2.8
2.8

75.0
2.5
17.5
0.5
4.5

Variable Operationalization
Knowledge is the output produced by the senses of an object. After the purposes
capture the object's information, the information will be conveyed, and knowledge is
obtained (Putribustami & Paramita, 2018). The indicators of knowledge used to
measure this variable are characteristic knowledge, product knowledge, purchasing
knowledge, usage knowledge.
A religiosity is a form of complete integration between religious knowledge,
feelings, and religious actions within a person (Zuhirsyan & Nurlinda, 2018). The
indicators used to measure this variable are the dimension of belief (ideological), the
dimension of religious practice (ritualistic), the dimension of experience (experiential),
the dimension of religious knowledge (intellectual), and the dimension of experience
(consequential).
Promotion is an activity that communicates the benefits of a product and
persuades target consumers to buy the product (Tajudin & Mulazid, 2017). The
promotion aims to increase sales of a product (Hasanuddin et al., 2019). Promotion
indicators used to measure this variable are sales promotion, advertising, personal
selling, public relations, direct selling.
Intention to saveis defined as the inclination of the heart towards a desire
(Khotimah, 2018). Intention to save is present when an individual is interested in
something according to his needs or feels he wants to learn it (Aisya & Riyadi, 2020).
The indicators of an intention to save used to measure this variable are transactional
intention to save, referential intention to save, preferential intention to save, and
explorative intention to save.
The decision is to determineconsumers' choice for two or more alternatives
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deemed capable of meeting their needs(Augustinah & Dwijosusilo, 2018). The decision
indicators used to measure this variable are recognizing needs, seeking information,
evaluating alternatives, purchasing decisions, and post-purchase behavior.
Analysis Technique
This research's analysis method is a validity test, reliability test, linear regression
test, classical assumption test, and path analysis test operated with the SPSS program.
SPSS is a statistical computer program application that quickly processes statistical data
and produces the right output according to decision-making wishes.
Before entering the hypothesis test, this study has passed the research instrument's
validity and reliability test. The validity test can be fulfilled if each indicator's
calculated r-value is more than the r table, namely, 0.098 with a significant <0.05. From
the test results, it can be seen in Table 3 that no indication has a calculated r-value
greater than the r-table, namely 0.098, so it can be said to be valid.
The reliability test is measured by looking at the Cronbach Alpha value. The
accuracy of the measurement scale can be seen from the size's consistency and stability
(Amir et al., 2009). Reliability test in this study using the Cronbach alpha statistical test.
If Cronbach alpha> 0.7, then a variable is declared reliable. In table 2 below, it can be
seen that the reliability test results of all variable indicators have a Cronbach Alpha
value above 0.7, so it can be concluded that all measuring instruments used in this study
are declared reliable.
Table 2. Validity and Reliability Test Results
Item
Loading
Knowledge (CR = 0,831)
Knowledge of what is an Islamic bank
0,789
Knowledge of products in Islamic banks
0,913
Knowledge of the location of Islamic banks
0,906
Knowledge of contracts in Islamic banks
0,622
Religiosity (CR = 0,738)
Belief in God, Angels, Heaven, and Hell
0,380
Carry out religious orders and other muamalah practices
0,737
Carry out good behavior in everyday life
0,738
Carry out the teachings that exist in Islam
0,735
Belief in every action will get a reward from Allah SWT
0,537
Promotion (CR = 0,826)
Interest in saving in Islamic banks because of advertising
0,799
Interest in saving in Islamic banks because of brochures
0,834
Interest in saving in Islamic banks because of gifts
Interest in saving in Islamic banks because the product
explanation is good
Interest in saving in Islamic banks due to charity activities
Intention to save(CR = 0,750)
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0,730
0,772
0,713

The desire to save in an Islamic bank is because there are goals to
be achieved
The desire to recommend a sharia bank to people around you
The desire will not turn to banks other than Islamic banks
The desire to find information related to Islamic banks
Customer’s Decision (CR = 0,901)
The decision to become a customer at an Islamic bank is because
it can solve financial problems
The decision to save at an Islamic bank is based on the
information obtained
The decision to save at an Islamic bank is because it can be an
alternative financial management
The decision to save at an Islamic bank is because it can be an
alternative financial management
The decision is satisfied with the products in Islamic banks
Source: Data processed in 2021

0,714
0,794
0,754
0,766
0,829
0,804
0,895
0,879
0,830

Table 2 shows the reliability instrument test's value by showing each variable's
Cronbach alpha value in this research. From the table, it can be seen that the Cronbach
alpha value for the knowledge variable is 0.831, the religiosity variable is 0.738, the
promotion variable is 0.826. The intention variable is 0.750, and the decision variable is
0.901. All variables' Cronbach alpha value shows a number above 0.7, meaning that all
instruments in this research are reliable.
RESULT AND DISCUSSION
Result
The test used to prove the hypothesis in this research is to use regression analysis.
This test is carried out to see the effect between the independent and dependent
variables. The test tool used in research is the SPSS program.
Table 3. Determination and Adjusted R Square Test and
T-Test Results and F-Test Results
Uji Determinasi R²
Uji T
Uji F
R
R²
Adj. R²
T
Sig.
F
Sig.
0,436 0,192 0,190
9,727 0,000 94,616 0,000
KNon IN
0,370 0,137 0,135
7,955 0,000 63,276 0,000
REon IN
0,641 0,411 0,410 16,677 0,000 278,135 0,000
PRonIN
0,676 0,457 0,456 18,301 0,000 334,933 0,000
INonCD
0,456 0,208 0,206 10,233 0,000 104,717 0,000
KNonCD
0,239 0,057 0,055
4,911 0,000 24,121 0,000
REon CD
0,583
0,340
0,338
14,318
0,000 205,012 0,000
PRon CD
Source: Data processed in 2021
From the first hypothesis test, it can be seen that the R-value is 0.436, R Square is
0.192, and Adjusted R Square is 0.190. From the R Square value, it can be seen that the
role of knowledge in saving intention is 19.2%. In other words, the remaining 80% is
influenced by other factors than knowledge. Knowledge has a positive and significant
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effect on the intention to save. This can be seen from the regression test of 0.192, with a
t value of 9.727 and a significance of 0.000. This significance value is more than 0.05,
so Jakarta millennials' knowledge about Islamic banking can increase their intention to
save. The F test was also carried out, which in this research resulted in the calculated F
value of 94.616 with a significance value of 0.000. These results can also imply that
knowledge has a significant influence on saving Jakarta millennials in Islamic banking.
Furthermore, from the second hypothesis test, it can be seen that the R-value is
0.370, R Square is 0.137, and Adjusted R Square is 0.135. From the R Square value, it
can be seen that the role of religiosity in saving interest is 13.7%. In other words, the
remaining 86.3% was influenced by factors outside of religiosity. Religiosity has a
positive and significant effect on the intention to save. This can be seen from the
regression test of 0.137, with a t value of 7.955 and a significance of 0.000. The
significance value is more than 0.05 so that the level of religiosity in millennial Jakarta
can increase intention to save. The F test was also carried out, which resulted in the
calculated F value of 63.276 with a significance value of 0.000. These results can also
imply that religiosity has a significant influence on saving Jakarta millennials in Islamic
banking.
The third hypothesis test shows that the R-value is 0.641, R Square is 0.411, and
Adjusted R Square is 0.410. From the value of R Square, it can be seen that the role of
promotion in intention in saving is 41.1%. In other words, the remaining 60% is
influenced by other factors. The promotion has a positive and significant effect on
intention in saving. This can be seen from the regression test of 0.411, with a t value of
16.677 and a significance of 0.000. The significance value is more than 0.05 so that the
promotion carried out by Islamic banking can increase intention to save. The F test was
also carried out, which resulted in a calculated F value of 278.135 with a significance
value of 0.000. These results can also imply that promotion significantly influences the
intention-to-save Jakarta millennials in Islamic banking.
Furthermore, in the fourth hypothesis test, it can be seen that the R-value is 0.676,
R Square is 0.457, and Adjusted R Square is 0.456. From the R Square value, it can be
seen that the role of intention to save decisions is 45.7%. In other words, the remaining
54.3% is influenced by other factors. Intention to save has a positive and significant
effect on saving decisions. This can be seen from the regression test of 0.457, with a t
value of 18.301 and a significance of 0.000. The significance value is more than 0.05 so
that the existing intention to save in consumers can increase the decision to save. The F
test was also carried out, which resulted in the calculated F value of 334,933 with a
significance value of 0,000. These results can also imply that intentionsignificantly
influences the decision-to-save Jakarta millennials in Islamic banking.
The fifth hypothesis test shows that the R-value is 0.456 R Square 0.208 and
Adjusted R Square 0.206. From the R Square value, it can be seen that the role of
knowledge in decisions is 20.8%. In other words, the remaining 79% is influenced by
factors outside of knowledge. Knowledge has a positive and significant effect on saving
decisions. This can be seen from the regression test of 0.208, with a t value of 10.233
and a significance of 0.000. The significance value is more than 0.05 so that the
knowledge that Jakarta millennials have about Islamic banking can increase customer
decisions. The F test was also carried out, which resulted in the calculated F value of
104.717 with a significance value of 0.000. These results can also imply that knowledge
significantly influencesJakarta millennial customers' decisions to save in Islamic
banking.
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In the sixth hypothesis test, the R-value results are 0.239, R Square 0.057, and
Adjusted R Square 0.055. From the R Square value, it can be seen that the role of
religiosity in customer decisions is 5.7%. In other words, the remaining 94% is
influenced by factors outside of religiosity. Religiosity has a positive and significant
effect on customer decisions. This can be seen from the regression test of 0.057, with a t
value of 4.911 and a significance of 0.000. The significance value is more than 0.05 so
that the level of religiosity in Jakarta millennials can influence their decisions. The F
test was also carried out, which resulted in the calculated F value of 24,121 with a
significance value of 0,000. These results can also imply that religiosity has a
significant influence on Jakarta millennial customers' decisions to save in Islamic
banking.
Based on the seventh hypothesis test, it can be seen that the R-value is 0.583, R
Square is 0.340, and Adjusted R Square is 0.338. From R Square's value, it can be seen
that the role of promotion in customer decision interest is 34%. In other words, the
remaining 66% is influenced by other factors. The promotion has a positive and
significant impact on customer decisions. This can be seen from the regression test of
0.340, with a t value of 14.318 and a significance of 0.000. The significance value is
more than 0.05 so that the promotion carried out by Islamic banking can increase
customer decisions. The F test was also carried out, which in this research resulted in a
calculated F value of 205.012 with a significance value of 0.000. These results can also
imply that promotions significantly influenceJakarta millennial customers' decisions to
save in Islamic banking.
Furthermore, the analysis model used to examine the mediating variables' role in
this research is path analysis. This test is carried out to see how the mediating variable's
role can become a bridge between the independent and dependent variables.
e1 =
0,714
e2 =
0,687
P3 = - 0,156

Knowledge
X1

P3 = 0,239

P1 =
0,206

Religiosity
X2

Promotion
X3

P1 =
0,233

Intention to
Save (Z)

P2 =
0,593

Customer’s
Decision (Y)

P1 =0,410

P3 = 0,255

Figure 2. Model Path Analysis
The picture above shows the testing results through the path analysis carried out in
this research. The test results are then retranslated for a single test, which will answer
the hypothesis regarding the mediating variable's role in this research.
Table 4. Sobel Test Analysis
PR toCD
KNtoCD viaIN RE to CD
via IN
viaIN
Direct Influence
0,239
-0,156
0,255
Indirect Influence
0,122
0,138
0,243
76

Total Iinfluence
0,361
-0,018
0,498
Influence of Sobel Test
Mediation
5,304
3,450
7,594
Source: Data processed in 2021
Based on the results of testing the eighth hypothesis, it can be seen that the direct
effect of the knowledge variable on the decision is 0.239. Furthermore, the indirect
effect in this research is 0.122, with a total effect of 0.361. The mediating effect of
intention calculated using the Sobel test obtained a value of 5.304. These results
illustrate that indirectly knowledge impacts customers' decisions to save in Islamic
banks according to the t value, which is more than the t table, namely 5.304> 1.649 and
a significance of 5%. The conclusion is that the mediation coefficient of 0.122 is
significant, and there is a mediation effect. This means that research shows that their
intention to savecan become a bridge for knowledge for customer decisions.
Furthermore, from the results of the ninth hypothesis testing, it can be seen that
the direct effect of the religiosity variable on the decision is -0.156. Furthermore, the
indirect effect that occurs in this research is 0.138 with a total effect of -0.018. The
mediating effect of intention calculated using the Sobel test obtained a value of 3,450.
These results illustrate that indirectly religiosity impacts customers' decisions to save in
Islamic banks according to the t value, which is more than the t table, namely 3,450>
1.649 and a significance of 5%. The conclusion is that the mediation coefficient of
0.138 is significant, and there is a mediation effect. This means that in research, it is
proven that the intention they have can become a bridge for religiosity for customer
decisions
And the last of the tenth hypothesis test shows that the direct effect caused by the
promotion variable on decisions is 0.255, then the indirect effect is 0.243, and the total
effect is 0.498. For the effect of mediation through the Sobel test, the value was 7.594.
These results imply that promotion indirectly affects customers' decisions to save at
Islamic banks according to the t value, which is more than the t-table, namely 7.594>
1.649 and a significance of 5%. It can be concluded that the mediation coefficient of
0.243 is significant, and there is a mediating effect. This means that in this research, it is
proven that the interests they have can be a bridge for promotion in customer decisions.
DISCUSSION
There is a positive and significant influence of knowledge variable on the
intention-to-save in Islamic banks among DKI Jakarta millennials. It means that the first
hypothesis in the research is accepted. The knowledge possessed by the DKI Jakarta
millennial community about Islamic banking is considered good enough so that it is
directly proportional to increasing their intention to save at Islamic banks. This result is
in line with previous research, which states that the knowledge possessed by a student
will have a positive effect on his intention to save at an Islamic bank (Ramadhani et al.,
2019). In line with previous research, customers who have more knowledge about
religion will also increase their intention in moving and using sharia services (Kristiyadi
& Hartiyah, 2016).
In the results of further research, it is concluded that there is a positive and
significant influence of the religiosity variable on the intention to save in Islamic banks
in the DKI Jakarta millennial class so that H2 in the research is accepted. This result is
in line with previous research that states that the religiosity factor can increase the
intention to save in Islamic banks in vocational students. This was done as an effort to
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carry out the commands of Allah SWT and leave things that are prohibited by religion
(Mujaddid & Nugroho, 2019). The level of religiosity possessed by the DKI Jakarta
millennial community is considered good enough so that it is directly proportional to
increasing their interest in saving at Islamic banks.
The promotion factor in this research also has a positive and significant effect on
Jakarta millennials' intention-to-save in Islamic banking. Promotion will provide all
information on the products offered and then will influence customers to buy these
products. This result is in line with previous research, which states that promotional
factors can influence the intention to save in Islamic banks(Pradesyah, 2020). In line
with previous research, the promotion has a positive and significant effect on the
intention to save(Kristiyadi & Hartiyah, 2016). The promotion carried out by the
company is considered good, so that it is directly proportional to increasing intention to
save at Islamic banks among DKI Jakarta millennials. It was then concluded that the
increased promotion that was carried out would also increase customers' intention to
save their money in Islamic banking.
Furthermore, the research concluded a positive and significant influence of the
intention-to-save variable on customer decisions to save at Islamic banks among the
DKI Jakarta millennial class. The fourth hypothesis in the research was accepted. This
result is in line with previous research, which states that interest can influence a
consumer's decision (Fauzia et al., 2019; Syahriyal, 2019). Companies' breakthrough to
build interest in customers has had a big impact on increasing customer decisions to
save in Islamic banking. Thepeople of Jakarta's intention to deposit their funds in
Islamic financial institutions is considered good enough. It is directly proportional to
increasing the millennial generation of DKI Jakarta's decisions to save their money in
Islamic banks.
The positive influence is also significant from the knowledge variable on customer
decisions to save at Islamic banks in the DKI Jakarta millennial class. The fifth
hypothesis in the research is accepted. This result is in line with previous research,
which states that knowledge is the dominant factor in determining customer decisions to
choose Islamic banks (Wahyulkarima, 2018). The amount of knowledge that customers
have about the Islamic banking industry is considered good enough. It is directly
proportional to increasing the millennial generation of DKI Jakarta's decisions to save
their money in Islamic banks. Previous research also said that knowledge plays an
important role in saving Islamic banks in the Ponorogo community (Putribustami &
Paramita, 2018).
Then there is a positive and significant influence of the religiosity variable on
customer decisions to save at Islamic banks in the DKI Jakarta millennial group to
accept H6 in the research. This result is in line with previous research, which states that
religiosity is an important factor in determining customer decisions to choose Islamic
banks (Zuhirsyan & Nurlinda, 2018). Also, previous research states that the level of
religiosity will greatly influence the decision to save in Banda Aceh City (Maisur et al.,
2015). The high level of faith in a customer is considered sufficient to make decisions
by the millennial generation of DKI Jakarta to save their money in Islamic banks. Then
the conclusion is drawn, the level of a customer's religiosity can be a factor in
increasing the decision to save money in Islamic banking.
The same is the effect of the knowledge and religiosity factors. There is a positive
and significant influence of the promotional variable on customer decisions to save at
Islamic banks in the DKI Jakarta millennial class. The seventh hypothesis in the
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research is accepted. Promotions carried out by the Islamic banking industry are deemed
good enough to make customers decide to save their money in the Islamic banking
industry. This result is in line with previous research, which states that promotion is an
important factor in determining customer decisions to choose Islamic banks(Hasanuddin
et al., 2019). The good response obtained is an increase in the customer's decision to
save their money in an Islamic bank, a form of promotion that is carried out correctly.
The company's targets will be achieved when implemented with careful planning and
maximum implementation.
Furthermore, the path test conducted states that there is an effect of mediation in
the research. These results can explain, indirectly, the knowledge factor has a significant
influence on the customer's decision to save in an Islamic bank through intention to
save. It is in line with previous research that states that there is an influence on decisions
and that the increasing number of decisions is due to their interests(Selviana, 2018). The
research states that customers' knowledgeof the Islamic banking industry will
automatically make customers interested in buying the product and then decide to use it.
In this way, this research shows the effect of mediation that gives interest in knowledge,
influencing Islamic banking customers' decision to save. When the millennial
generation has sufficient knowledge about the Islamic banking industry, there must be
an intention to savein using these products. The intention to save will turn into a buying
decision to save money in Islamic banking.
The next path test carried out in the research indirectly affects the religiosity factor
and significantly influences the customer's decision to save in an Islamic bank through
interest. This also proves that interest can be a bridge for religiosity in determining
customer decisions to save at Islamic banks to accept the ninth hypothesis in the
research. This research is in line with previous research stating that religiosity
influences the interest in saving in Islamic banks. This interest will turn that desire into
a decision to use the product (Fauzia et al., 2019). The Muslim generation will have an
interest in using products that are under what they embrace. After being sure of their
intention to save, consumers then make behavioral changes, namely buying or using
these services. Therefore intention to save is said to be a bridge in linking religiosity's
influence on customer decisions.
The final test results conclude that indirectly the promotion factor has a significant
influence on a customer's decision to save at an Islamic bank through intention to save.
This is proof that interest can be a bridge for promotion in determining customer
decisions to save at Islamic banks to accept the research's tenth hypothesis. When
Islamic banking companies carry out promotional activities so that the millennial
generation can accept, there must be an intention to save that arises when trying to use
these products. When the intention to save is in his mind coupled with the lucrative
promotions carried out by Islamic banks, the intention to save will turn into a purchase
decision which in research is a decision to save at an Islamic bank.
CONCLUSION
From a series of data analysis results, hypothesis testing, and discussion, it can be
concluded that all hypotheses in this research are accepted. First, the variable factor X
(knowledge, religiosity, and promotion) has a positive and significant influence on
saving (Z) of saving Jakarta millennials in Islamic banking. Then, the next conclusion
that can be drawn is that the variable X factor (knowledge, religiosity, promotion, and
intention to save) has a positive and significant effect on Jakarta millennial customers'
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decisions (Y) to save in Islamic banking. This research also concludes that the
mediating variable of intention to save (Z) influences variable X (knowledge,
promotion, and religiosity) on Jakarta's millennial customers' decisions to save at
Islamic banks.
Based on the research and discussion results, the suggestions that can be put
forward are as follows: for further research actors who take the same topic as this
research, it is better to further expand the independent variables. Looking for other
variables that will see other factors outside of this research related to things that can
determine customer decisions to save in Islamic banking and add scientific references.
Further suggestions for Islamic banking institutions based on the research
conducted, it is found that knowledge, religiosity, and promotion have a positive and
significant influence on customer decisions. The suggestions given are based on
research. The Islamic banking industry continues to educate the public about Islamic
banking in Indonesia, both in operations and so on. Also, it is better to carry out
promotional activities if Islamic banking should carry out more attractive activities and
inspire people to want to use these savings products.
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