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I. Introduction 
 

Economic development cannot be separated from the development of the Islamic 

finance industry (Ahdan, 2020). There are many conventional banks also diversifies their 

products into Islamic products. Banks tries to provide mutual benefits for both banks and 

customers (Sakti, 2020). Islamic bank products are of course based on the principles of 

Islamic values Islam (Nur’aini Ika Ramadhani; Jeni Susyanti; M Khoirul ABS, 2019). This 

is due to the fact that the majority of the population in Indonesia is Moslem (Tripuspitorini, 

2019). Efforts to stay survive must be made by banks by providing attractive offers to 

customers (Purwaliani, 2017). 

Interest in saving in Islamic bank products has an important meaning for the progress 

of Islamic banks (Widowati, 2019). Saving interest or better known as buying interest is a 

desire for a product or service (Tjiptono, 2014). The desire of a customer will also be 

formed from the attitudes of others (Keller, 2012). However, a consumer who has his own 

thoughts and beliefs will certainly not be affected by the attitudes of other people. A 

customer's interest in saving will come arise when trust in Islamic banks is proven to be 

good for the customer (Durianto Darmadi, 2013).   

Efforts to keep increasing the number of customers either new customer or existing 

customers to utilize the latest banking products by understanding the level of customer 

religiosity (Harahap, 2020). Religiosity means the level of confidence of customer trust or 

confidence in applying their buying and selling activities (Tripuspitorini, 2019). Run a 

business without breaking any values in customers’ belief is very important (Yoganingsih, 

2020). Furthermore, customers who have a high level of religiosity believe that life is not 

only for the world life, but this is also for the afterlife (Nur’aini Ika Ramadhani; Jeni 
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Susyanti; M Khoirul ABS, 2019). Religiosity in customers tends to make customers 

welcome when banks offer various benefits of new products (Umiyati, 2018).   

Not only efforts to understand the level of customer religiosity, but also efforts to 

increase interest in saving need to be made, it is by building product perceptions in 

customers’ minds (Soesanto, 2016). It will be very hard to increase interest in saving if 

people's perceptions are still very low on knowledge of various sharia products 

(Hendrawan, 2018). It is no wonder to find the society's understanding is still low since 

conventional banks have been so close to the community (Ibrahim, 2017). A customer who 

has a product perception will find it is easy to pick and choose product-related information, 

to manage new information and even interprete the information (Keller, 2012). In general, 

the public's perception of this sharia product is specifically for Muslim customers only. 

Then the profit sharing that will be received is still confusing. Because the community is 

difficult to calculate how much profit they will receive. In contrast to conventional banks 

set the interest rate system. 

The last factor that affects customers' interest in saving on Islamic bank products is 

the knowledge they have (Hakim, 2019). Customer knowledge of sharia products will be 

seen from their ability to minimize the level of risk that exists (Ratnasari, 2018). The effort 

to increase knowledge of Islamic bank products is namely by supporting religious activities 

actively (Nugroho, 2019). Furthermore, banks are also actively do socialization due to the 

advantages that exist in Islamic banking products compare with conventional banks 

(Syahriyal, 2019). So that the product knowledge possessed by customers has an important 

meaning for the banks (Warnaby, 2008). 

For Islamic banks, of course this research is very important. Because it can help to 

formulate various policies in recognizing and increasing the number of new customers 

related to Islamic bank products. Then the aim of this research is to analyze the effect of 

religiosity, product perspectives and knowledge on interest in saving in Islamic banking 

products. 

 

II. Review of Literatures 
 

2.1 Interest in Saving 

In the world of marketing, consumers are assets that must be maintained and 

maintained their existence in order to remain consistent with the products we produce. One 

form of commitment that must be given to consumers is by providing good and satisfying 

services and leading to the creation of customer loyalty (Romdonny, 2019). A customer's 

interest in saving is the same as a consumer's interest in buying products and services. It is 

very complex and complicated to understand the problem of consumer buying interest. 

However, for marketers, it needs special concern in order to be able to combine various 

stimuli in increasing consumer buying interest. Purchase interest can be defined as the 

stages that exist in consumers that form a choice and at last decide to buy from many 

options of products and services offered. Furthermore, consumers will sort the products 

that best suit their needs (Pramono, 2012). For (Ferdinand, 2014) purchase interest is the 

emergence of consumer behavior on the response of an object which is reflected in the 

desire to buy it. 

According to(Assael, 2010) there are some factors that must be considered by 

marketers in increasing costumer buying interest. They are: 

a. Environment 

Costumer can not live alone but in need of others. The environment that exists around 

costumer will influence the buying interest in a product or service with a certain brand. 
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b. Marketing Stimulus 

When the work environment is unable to influence a costumer's buying interest, so any 

stimulus that costumer gets will influence his buying interest. This stimulus will go to 

costumer's five senses. 

 

2.2 Religiosity 

Everybody has values of belief in their religion. This aspect of religion convinces 

everyone's heart to behave and act in accordance with the demands of his holy book. This 

forms a character in socializing and doing business. This concept is known as religiosity 

(Karim, 2011). Then according to (Nur;aini Ika Ramadhani; Jeni Susyanti; M Khoirul 

ABS, 2019) to measure the level of religiosity of a customer consists of the following 

aspects of belief, religious practice, experience, religious knowledge. Previous research 

results indicate that religiosity has a significant effect in increasing customer interest in 

using Islamic bank products (Wahyoedi, 2017)(Kusuma, 2017)(Singh, 2019)(Streimikiene, 

2020). It shows that better religiosity means higher interest of costumer in saving Islamic 

bank products. 

H1: Religiosity has a positive and significant influence on customers’ saving interest 

 

2.3 Product Perception 

Customer perceptions about banking products will vary from one another. This 

perception arises as a result of the sensation of a customer's senses (Setiadi, 2013). For this 

reason, the sensation of the customer should be stimulated. Then the consumer's perception 

of a product can be interpreted as the process of giving value or meaning to a stimulus by 

customers (Wenas, 2015). There are several things that must be considered in building 

perceptions towards customers, including the location of the bank, the facilities owned by 

the bank, the products offered, attractive advertisements, reliable salespeople and 

competitive prices compared to other banks (Yriyono, 2006). So, it is important for banks 

to see which dominant factors in building product perceptions to customers (Amali, 2018). 

The results of previous research conducted by (Agyeiwaa, 2015)(Krizanova, 2018) (Lee, 

2019)(Indawati Lestari; Nasib, 2019)(Lubis, 2020) stated that product perception has a 

significant effect in increasing consumer interest. 

H2: Product perception has a positive and significant influence on customers' saving 

interest 

 

2.4 Knowledge 

The knowledge of a consumer consists of the benefits of the product, how to use it 

and how to buy it (Sumarwan, 2011). Having knowledge will avoid customer chooses 

products with low benefit value. Costumer knowledge (Huriyati, 2014) has several 

dimensions, including knowledge of the subject of products and services, knowledge of the 

object of a product and service and knowledge of other information related to products and 

services. The results of research conducted by (Sabil, 2013)(Stankevich, 2017)(Ateke 

Brown Walter; Didia, 2018)(Safitri, 2018) state that costumers knowledge has an impact in 

increasing costumer interest. 

H3: Knowledge has a positive and significant influence on customers' saving interest 
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2.5 Theoretical Framework 

In providing a research flow to clarify the existing problem, the theoretical 

framework in this study can be described as follows: 

 

 

 

 

 

 

 

 

Figure 1. Theoritical Framework 

 

III. Research Methods 
 

This research is conducted in Langkat District, North Sumatra Province. The object 

of research is Muslim costumers. Population and sample of 135 respondents selected by 

purposive random sampling. Then the data collection uses a questionnaire that has been 

compiled based on the research indicators of each variable. Finally, the data analysis used 

is multiple linear regression analysis. 

 

IV. Results and Discussion 
 

4.1 Content of Results and Discussion 

The results of data processing can be shown in the table below: 

Table 1. Results of Data Processing 

Effect t count Sig Result 

Religiosity – Saving Interest 3,172 0,00  Positive and Significant 

Product Perception – Saving Interest 
3,945 0,000  Positive and Significant 

Knowledge – Saving Interest 
2,854 0,000  Positive and Significant 

 

4.2 The Effect of Religiosity on Saving Interest 

The results of the study provide evidence that a customer's religiosity affects the 

interest in saving Islamic bank products. This result can be seen from the value of tcount 

3.172> t table 1.978 (n-k = 135-4 = 131). The result of this study is in line with the results 

of research conducted by (Wahyoedi, 2017)(Kusuma, 2017)(Singh, 2019)(Streimikiene, 

2020) which states that the increase one's religiosity will increase saving interest in Islamic 

bank products. The implication of the findings in this study shows that customers who 

practice the religion through religious activities can encourage a customer to be more 

familiar with sharia products than conventional banks. 

 

4.3 The Effect of Product Perception on Saving Interest 

The product perception variable in this study has a positive and significant effect on 

the saving interest in Islamic bank products. The product perception has a value of tcount 

3,9,45> ttable 1,978 (n-k = 135-4 = 131). So, the hypothesis which states that product 

perceptions have a positive and significant effect on customers' interest in saving is 

accepted. Furthermore, this research is in line with the results of previous research 

Saving Interest Product Perception 

Knowledge 

Religiosity 
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(Agyeiwaa, 2015)(Krizanova, 2018)(Nasib, 2019)(Lee, 2019)(Indawati Lestari; Nasib, 

2019)(Lubis, 2020)  which states that better product perception increases costumer interest. 

The finding in this study is that customer have assumed that these Islamic bank products 

are especially for Moslem customers. Then the profit sharing received by costumers is 

difficult to predict, it is not the same with the interest rates on conventional bank products. 

 

4.4 The Influence of Knowledge on Saving Interests 

The results of data analysis indicate that consumer knowledge has a positive and 

significant influence on the saving interest in Islamic bank products. The t-count value for 

the knowledge variable is 2.854> 1.978 (n-k = 135-4 = 131). This result accepts the 

research hypothesis which states that knowledge has a positive and significant influence on 

saving interest of Islamic bank products. This result is in accordance with the results of 

previous research (Nugroho, 2019)(Sakti, 2020)(Ulfha, 2020) which states that customer 

knowledge is able to increase saving interest in sharia products. The implication of the 

findings in this study is that when the socialization by banks in introducing Islamic 

products/ sharia products through recitation only, it is not effective. Actually, the 

knowledge possesed by community is that the Islamic bank community is for profit 

sharing, while conventional banks use interest rates. So, the effort that must be made is not 

just do socialization but by asking customers to migrate to a sharia-based financing system 

that prioritizes the success of living in the world and in the hereafter. 

 

V. Conclusion 
 

The writer concludes all independent variables of religiosity, product perception and 

knowledge have a positive and significant influence on the saving interest in Islamic 

banking products. The most dominant variable in influencing consumers' saving interest is 

product perception. Managerial implications that can be taken, especially Islamic banks, 

should be more intense in building the perception of Sharia products. In addition, the 

reason conventional banks are dominant in controlling the share of the banking market in 

the country, as their existence of certain cooperation contracts in terms of paying 

employees' salaries. It is better if it is possible to build partners among and with Islamic 

banks since customers' knowledge is actually already good, but conditions in the company 

oblige the use of conventional bank products only. 
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