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INTRODUCTION

Saving intention has become a central construct in understanding
consumer behavior within Islamic banking. It represents an individual’s
psychological readiness and motivation to save in Sharia-compliant institutions,
bridging awareness, attitude, and actual saving behavior. Although Islamic
banks operate under Sharia principles prohibiting riba and promoting profit-
and-loss sharing, the intention to save among Muslim consumers remains
relatively low, suggesting a gap between religious awareness and financial
action.

Saving intention is shaped by both internal and external factors.
Religiosity strengthens moral commitment toward Islamic finance, while Islamic
financial literacy enhances trust and perceived security in Sharia-based products
(Yusufi et al., 2023; Hidayah & Mardian, 2023). Technological development and
social media promotion also play significant roles in increasing saving intention
by improving accessibility, engagement, and perceptions of credibility (Sholikha,
2023). However, the relative importance of these determinants varies across
studies.

Empirical findings remain inconsistent. Some research highlights
religiosity and attitude as key predictors of saving intention (Lestari &
Pramudito, 2022; Hanida et al., 2025), while others emphasize financial literacy,
perceived benefits, and digital promotion as more influential (Rahman & Fauzi,
2023; Sari et al., 2023). Attitude frequently acts as a mediator linking belief and
behavior, yet its significance depends on contextual factors such as accessibility
and perceived fairness (Azizah, 2024; Anwar & Hidayat, 2022).

Despite rapid growth, Islamic banks still hold a small market share about
7.7% of total assets in Indonesia as of 2024 indicating the need to strengthen
customers’ saving intention to sustain long-term development. The mixed
findings across studies demonstrate that saving intention in Islamic banking is
multidimensional, influenced by religiosity, literacy, technology, and social
interaction.

Therefore, this study conducts a Systematic Literature Review (SLR) to
synthesize prior research on saving intention in Islamic banking. The review aims
to identify consistent patterns, resolve empirical contradictions, and clarify the
mechanisms through which internal and external factors shape saving intention.
By doing so, it contributes to a deeper understanding of saving intention as the
behavioral foundation for promoting sustainable participation in Islamic
financial systems.

2518



International Journal of Integrative Sciences (1JIS)
Vol.4, No.10, 2025: 2530

LITERATURE REVIEW
Theory of Planned Behavior

The Theory of Planned Behavior (TPB), introduced by Ajzen (1991),
explains that an individual’s intention to perform a behavior such as saving in
Islamic banks is influenced by attitude, subjective norms, and perceived
behavioral control (Maryam et al., 2022). In Islamic banking, a positive attitude
toward Sharia-compliant products, shaped by perceived benefits and ethical
conformity, strengthens saving intention (Khan et al., 2022). Social influences
from family, peers, and religious leaders also reinforce saving behavior
(Purwanto et al., 2022), while ease of access, digital convenience, and transaction
security enhance perceived behavioral control (Effendi et al., 2021). However,
barriers such as low financial literacy and limited digital infrastructure may
weaken saving intention, suggesting that the TPB model can be expanded to
include variables like trust, literacy, and technological innovation for a more
comprehensive understanding of saving behavior in Islamic banking (Abid & Jie,
2023).
Technology Acceptance Model

The Technology Acceptance Model (TAM), developed by Davis (1989),
explains individuals’ adoption of technology through two key constructs:
perceived usefulness (PU) and perceived ease of use (PEOU), which influence
user attitude and subsequently behavioral intention. In Islamic digital banking,
TAM effectively explains saving intention through users” belief that technology
enhances performance and provides convenience in financial transactions.
Studies show that PU and PEOU significantly affect the intention to use Islamic
digital services, including mobile banking and e-wallets (Khomsatun et al., 2024;
Riptiono et al., 2021). When integrated with variables such as trust, security,
religiosity, and perceived risk, TAM becomes more robust in predicting saving
intention in Sharia-based financial platforms. Religiosity strengthens the
perceived usefulness of technology in aligning financial behavior with faith
values (Sukmawati et al., 2021), while digital promotion improves users’ positive
attitudes toward Islamic banking applications (Zahra, 2024). Thus, TAM
provides a relevant theoretical foundation for understanding how technological
facto
Social Media Promotion

Social media promotion has become one of the main marketing strategies
in the Islamic banking industry, allowing banks to reach wider audiences at
lower costs compared to traditional methods (Rosi, 2025). Through interactive
digital platforms, Islamic banks can build stronger relationships with customers,
enhancing trust and loyalty (Ali et al., 2025). Promotional content often highlights
Islamic values such as transparency, fairness, and Sharia compliance, which can
effectively attract saving intention among potential customers (Movaghar &
Safari, 2025). However, the impact of social media promotion on saving intention
is not always consistent. Limited Islamic financial literacy and the lack of
persuasive, audience-oriented messages reduce its effectiveness (Maulida, 2025;
Ali et al, 2025). Therefore, innovative and educational strategies such as
incorporating Sharia-based financial education and collaborating with Muslim
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influencers are needed to strengthen saving intention and customer loyalty as
social media continues to shape consumer behavior in the digital era.
Religiosity

Religiosity is a crucial determinant of financial behavior, influencing
individuals” decisions to save and engage with Islamic banking services. Highly
religious individuals tend to prefer Sharia-compliant financial products, avoid
riba-based transactions, and seek spiritual fulfillment in managing their finances
(Naqvi et al.,, 2025). Studies show that religiosity positively affects saving
intention in Islamic banks, especially when accompanied by awareness of the
social and economic benefits of Islamic finance (Dela, 2025). However, religiosity
alone does not fully determine banking choices; factors such as financial literacy,
digital accessibility, and bank reputation also play significant roles (Aditya,
2025). In some cases, even highly religious individuals continue to use
conventional banks due to limited understanding of Sharia principles or a lack of
suitable Islamic products (Rachman & Nugroho, 2024). Therefore, enhancing
public education and promotional strategies is essential to translate religious
awareness into actual saving intention. Religiosity also shapes attitudes and
preferences toward Islamic banks, and when combined with literacy, innovation,
and transparency, it can strengthen both customer loyalty and participation in
Islamic financial systems.
Attitude

Attitude is a key determinant influencing individuals” intentions to save
in Islamic banks. Understanding the economic benefits, trust in the Islamic
financial system, and adherence to Sharia principles shape positive attitudes
toward Islamic banking (Subagiyo et al., 2025). Individuals with favorable
attitudes tend to consider ethical and religious aspects in financial decisions,
thereby increasing their likelihood to save in Sharia-compliant institutions.
External influences also play a vital role Nurzaman and Hidayah (2025) found
that early Islamic financial education fosters positive attitudes toward Islamic
banking, while Eva (2025) noted that financial literacy enhances rational financial
decision-making. However, positive attitudes do not always translate into saving
intention; practical factors such as service accessibility, transparency in profit-
sharing, and digital innovation also affect decision-making (Tufail et al., 2024).
Rachman and Nugroho (2024) observed that some customers with positive
attitudes still prefer conventional banks due to competitive advantages like
interest rates. Thus, while attitude is crucial in shaping saving intention, it must
be supported by improved service quality, financial literacy, and digital
innovation to effectively enhance public participation in Islamic banking.
Technology

Technology plays a vital role in encouraging people to save in Islamic
banks. Digital services such as mobile banking, internet banking, and Sharia-
based financial applications make transactions, including saving, more
convenient (Pramita, 2024). Studies indicate that trust in system security and
perceived ease of use significantly influence saving decisions in Islamic banks
(Novandarz et al., 2025). Moreover, the practical benefits of technology, such as
time efficiency and accessibility, enhance saving interest, particularly among
younger generations who are accustomed to financial technology (Ekawati et al.,
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2024). However, challenges remain, including concerns about data protection
and transaction transparency (Tufail et al., 2024), as well as low digital financial
literacy among some users (Suroso et al., 2025). Therefore, the application of
technology in Islamic banking to increase saving intention depends on trust,
perceived usefulness, and ease of access. Islamic banks need to provide secure,
transparent, and user-friendly digital systems to strengthen public motivation to
save.
Saving Intention in Islamic Banks

Saving intention in Islamic banks refers to an individual’s willingness or
motivation to deposit funds in financial institutions that operate under Sharia
principles. Several key factors influence this intention, including religiosity,
Islamic financial literacy, perceptions of security and transparency, and the
adoption of digital technology in Islamic banking services (Subagiyo et al., 2025).
Individuals with high religiosity are more likely to save in Islamic banks as a way
to practice Islamic teachings, avoid riba, and support Sharia-based economic
systems (Nurzaman & Hidayah, 2025). Financial literacy also plays an essential
role, as those who understand Islamic finance principles are more inclined to
choose Islamic banks over conventional ones (Zahra, 2024). Additionally,
transparency in profit-sharing systems and trust in fund security strengthen
customers’ confidence in Islamic banking (Rahayu, 2024). The advancement of
digital technology further supports saving intention, as Sharia-based mobile and
internet banking services offer convenient, accessible, and efficient financial
management (Suroso et al., 2025; Novandarz et al., 2025). Overall, saving
intention in Islamic banks is shaped by the integration of religiosity, financial
literacy, trust, and technological innovation. Therefore, Islamic banks must
continue to enhance their marketing strategies and digital services to be more
transparent, innovative, and user-friendly in order to attract and retain
customers.

METHODOLOGY

This study employed a Systematic Literature Review (SLR) guided by the
PRISMA framework to identify and synthesize research on factors influencing
saving intention in Islamic banking. Articles were collected from major databases
such as Scopus, ScienceDirect, Emerald, and Google Scholar using keywords like
“saving intention,” “Islamic bank,” “religiosity,” “attitude,” “technology,” and
“social media.” The review focused on studies published between 2021 and 2025,
limited to peer-reviewed journals and conference papers in English or
Indonesian. The inclusion criteria targeted empirical studies examining saving
intention or related constructs in Islamic banking, while theoretical or non-
Sharia-related studies were excluded. The selection process involved title,
abstract, and full-text screening, followed by data extraction covering study
context, variables, theoretical framework, and main findings. Data were analyzed
using a narrative synthesis, grouping results by themes such as religiosity,
attitude, technology adoption, and digital promotion. The SLR aimed to identify
key determinants, highlight research gaps, and provide insights for
strengthening saving intention within Islamic banking practices.
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RESULTS AND DISCUSSION

The systematic literature review of studies published between 2021 and
2025 identified five key variables influencing saving intention in Islamic banks:
religiosity, technology adoption, attitude, social media promotion, and saving
intention itself as the dependent variable. These variables are interrelated and
influence saving behavior both directly and indirectly through mediating and
moderating relationships. Religiosity is one of the strongest internal factors
shaping saving intention in Islamic banking. Individuals with high levels of
religiosity tend to prefer Sharia-compliant financial institutions because they
seek to avoid riba and aim to gain spiritual fulfillment through ethical financial
management. However, several studies found that religiosity alone does not
always produce a significant effect on saving intention if not accompanied by
sufficient understanding of Islamic banking products. This suggests that
religiosity must be supported by financial literacy and trust to translate beliefs
into consistent saving behavior.

Technology adoption has become a crucial external factor in the digital
era. The availability of mobile and internet banking services based on Sharia
principles provides convenience, accessibility, and efficiency for users. Trust in
system security, transaction transparency, and ease of use are proven to enhance
saving intention, particularly among younger generations who are familiar with
digital finance. Nonetheless, limited digital financial literacy among some users
remains a challenge for optimizing the use of these services. Attitude plays an
important mediating role in linking beliefs to behavioral intentions. A positive
attitude toward Islamic banking is shaped by perceptions of fairness, economic
benefits, and compliance with Islamic values. When individuals view Islamic
banking as ethical, transparent, and beneficial, they are more likely to develop a
stronger intention to save. However, this attitude may weaken if customers
perceive conventional banks as more practical or financially advantageous.
Therefore, improving service quality and maintaining innovation are essential
for sustaining positive attitudes toward Islamic banks.

Social media promotion significantly influences public awareness and
perceptions of Islamic banking. Informative and engaging promotional content
that aligns with Islamic values helps build trust and attract potential customers.
Social media also serves as an interactive platform that fosters closer
relationships between banks and the community. However, its effectiveness
depends on the credibility of the content and the ability of banks to design
educational and persuasive messages that resonate with target audiences.
Finally, saving intention in Islamic banks is shaped by the interaction between
internal and external factors. Religiosity and attitude provide the moral and
psychological foundation for behavioral intention, while technology adoption
and social media promotion act as external enablers that strengthen motivation
to save. The integration of spiritual values and digital innovation serves as the
key to enhancing public participation in Islamic banking.

Overall, the findings indicate that increasing saving intention in Islamic
banks requires a holistic approach that combines religious motivation,
technological accessibility, positive attitudes, and effective digital promotion
strategies. Strengthening the synergy among these variables can help Islamic
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banks expand their customer base and reinforce their role in the broader financial
system.

CONCLUSION AND RECOMMENDATION

This study concludes that saving intention in Islamic banks is influenced by
an integrated interaction of five major variables: religiosity, technology adoption,
attitude, social media promotion, and saving intention itself as the behavioral
outcome. Religiosity provides a spiritual foundation that shapes ethical financial
preferences, while technology adoption enhances convenience and accessibility in
performing financial transactions. Attitude functions as a psychological bridge
that converts belief and perception into action, and social media promotion plays
a strategic role in shaping awareness, trust, and engagement with Islamic financial
institutions. The findings emphasize that internal factors such as religiosity and
attitude must be supported by external enablers such as technology and promotion
to create sustainable saving behavior. Inconsistent results across previous studies
suggest that saving intention is not solely driven by faith or marketing efforts, but
by the alignment between moral values, digital innovation, and user experience.
Therefore, strengthening the synergy among these dimensions is essential for
expanding participation in Islamic banking.

1. Islamic banks, it is recommended to strengthen digital transformation by
providing secure, transparent, and user-friendly systems to improve
customer trust and convenience. Promotional strategies through social media
should be more educational and value-driven, emphasizing the ethical and
social benefits of Islamic finance rather than only product features. Banks
should also collaborate with universities, communities, and influencers to
enhance public financial literacy and awareness of Sharia-compliant
products.

2. Academics and researchers, future studies are encouraged to employ
longitudinal and mixed-method approaches to better capture the dynamic
relationship between religiosity, technology, and saving behavior. Exploring
moderating variables such as trust, perceived risk, and user satisfaction could
provide deeper insights into saving intention formation.

3. Regulators, itis suggested to support policies that encourage digital inclusion
and literacy in Islamic finance, ensuring that technological advancements
remain aligned with Sharia principles and accessible to broader segments of
society.

FUTHER STUDY

This research still has delays, so it is necessary to conduct further research
related to the topic Integrating Religious Values and Technology Acceptance in
Predicting Saving Intention in Islamic Banks: A Systematic Literature Review in
order to improve this research and add insight for readers.
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