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Abstract: The purpose of this study was to examine the influence of Islamic
financial literacy and trust on savings interest, with demographics as a
mediator. A descriptive quantitative approach was used, involving a
population of active students in Lumajang Regency, with a sample size of 170
selected through purposive sampling. Path analysis was employed as the
technique. The findings show that Islamic financial literacy directly affects
demographics, while trust does not. Islamic financial literacy does not
influence savings interest, but trust and demographics do. Indirectly, Islamic
financial literacy impacts savings interest through demographics, while trust

does not.
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INTRODUCTION

Generation Z, born between 1997 and 2012, is now one of the most influential
demographic groups in the world. They grew up in an environment dominated by digital
technology and have wide access to information, including financial information. However,
even though access to information is increasingly easy, the level of financial literacy among
Generation Z is still a concern. Financial literacy, especially sharia financial literacy, is
important because Generation Z in Indonesia, as a country with the largest Muslim
population, is increasingly interested in financial products that comply with sharia principles
(Ningrum et al., 2024). Sharia Financial Literacy is a person's understanding, knowledge, and
skills in managing their personal or business finances in accordance with sharia principles
(Islamic law) (Rahman & Arsyianti, 2021). This literacy includes the ability to understand
sharia-compliant financial products, services, and concepts, as well as how to apply them in
everyday life. Sharia financial literacy is becoming increasingly important as interest in
sharia financial products increases in various countries, including Indonesia (Bastomi &
Sudaryanti, 2024). This literacy helps individuals to not only understand but also apply sharia
principles in their financial lives.

Trust also plays an important role in determining savings interest among Generation Z.
Trust in financial institutions, both Islamic and conventional banks, influences their decision
in choosing where to save their money (Roihan et al., 2023). In the context of Islamic finance,
trust in the sharia principles applied by financial institutions is also a determining factor.
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Generation Z's Trust in Saving Interest is an important aspect in understanding their financial
behavior, especially in the context of their choice to save money in financial institutions, both
conventional and Islamic (Fauzi et al., 2022). This trust includes various factors that
influence their beliefs about the security, benefits, and reliability of the institutions where
they save their money. Generation Z tends to be more selective in choosing where to save
their money. Trust in financial institutions, the products offered, and economic stability play
an important role in shaping their interest in saving (Buono & Suryanto, 2022). Institutions
that are able to effectively address their needs and concerns are likely to be more successful
in attracting Generation Z to become loyal customers.

In addition, demographics such as age, gender, education, and income also influence
savings decisions among Generation Z. Therefore, this study aims to examine the effect of
Islamic financial literacy and trust on savings interest among Generation Z, with
demographics as a mediator variable (Setyowati et al., 2018). This study is expected to
provide deeper insight into how Islamic financial literacy and trust can increase savings
interest among Generation Z, as well as the role of demographics in strengthening this
relationship. The relationship between Demographics and Generation Z Saving Interest is a
complex and diverse relationship, where demographic factors such as age, gender, education,
income, and geographic location influence savings decisions and habits among Generation Z
(Susanti et al., 2023). Each demographic factor has a different influence on savings interest,
both directly and indirectly. The Relationship between Demographics and Generation Z
Saving Interest reveals that each demographic factor has a significant influence, both as a
direct determinant and as a variable that mediates or moderates savings decisions.
Understanding how these factors interact can help financial institutions design more effective
products and strategies to encourage Generation Z to be more active in saving (Ashurov &
Othman, 2019).

This background illustrates the importance of Islamic financial literacy and trust in the
context of Generation Z, and how demographics can mediate the relationship between the
two with savings interest. The purpose of this study is to determine and analyze the effect of
Islamic financial literacy and trust on savings interest and demographics as an intervening
variable.

LITERATURE REVIEW
Savings Interest

Savings interest is a person's desire or tendency to set aside part of their income to be
saved or invested, rather than spending it directly. Savings interest reflects an individual's
attitude, motivation, and decision in managing their finances with the aim of achieving
financial security, future planning, or achieving certain financial goals (Novita Angraini et al.,
2024).

Savings interest is an important part of healthy personal financial management and can
help individuals achieve their financial goals and provide protection against economic
uncertainty (Firdaus & Amalia, 2024).

Here are some key indicators of savings interest (Hati et al., 2020): 1) Savings
Frequency, 2) Savings Amount, 3) Savings Purpose, 4) Savings Motivation, 5) Use of
Financial Products, 6) Financial Literacy, 7) Attitude Towards Savings, 8) External
Influences, 9) Risk Assessment, 10) Changes in Savings Patterns.

Sharia Financial Literacy

Sharia Financial Literacy is a person's understanding, knowledge, and skills in
managing personal or business finances in accordance with sharia principles (Islamic law).
This literacy includes the ability to understand and use products, services, and financial
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concepts that comply with sharia rules, such as the prohibition of riba (interest), gharar
(uncertainty), and maisir (speculation), as well as compliance with halal investments (Putri &
Ristianawati, 2024).

Sharia financial literacy enables individuals to make financial decisions that are not
only economically intelligent, but also in accordance with their religious beliefs. This
includes the ability to choose sharia financial products such as sharia banking, sharia
insurance (takaful), and investments that comply with Islamic law, as well as understanding
the implications of financial transactions within the sharia framework (Hariyanto & Nafi’ah,
2022).

The following are some of the main indicators used to assess Islamic financial literacy
(Indana & Pambekti, 2022): 1) Knowledge of Islamic Financial Principles, 2) Understanding
of Islamic Financial Products, 3) Ability to Manage Finances in Accordance with Islamic
Law, 4) Attitudes towards Islamic Finance, 5) Awareness and Compliance with Islamic Law.

Trust

Trust is the belief or confidence that a person has in something or someone, based on
their experience, evidence, or reputation. Trust involves the belief that the party being trusted
will act in a way that is expected, reliable, honest, and has integrity (Maulana et al., 2022).

In the context of finance, trust often refers to consumers' confidence in the stability,
security, and transparency of a financial institution or financial product. For example,
someone who has high trust in a bank is more likely to save money at that bank because they
believe their money is safe and that the institution will act in their best interests (Bastomi &
Sudaryanti, 2024).

Here are some key indicators of trust (Buono & Suryanto, 2022): 1) Reliability, 2)
Honesty, 3) Competence, 4) Benevolence, 5) Reputation, 6) Past Experience, 7) Security, 8)
Engagement and Responsiveness.

Demography

Demography is the study of human populations, including their structure, distribution,
and dynamics of population change over time. Demography involves the analysis of data
related to population characteristics, such as age, sex, race, ethnicity, marital status, education
level, and other socioeconomic factors (Setiyaningsih & Pramuka, 2022).

Demography plays a vital role in a variety of fields, such as urban planning, social
policy, economics, and public health. Demographic information helps in designing policies
that are appropriate to the needs of the population, allocating resources effectively, and
understanding social and economic trends that may affect a society (Rahman & Arsyianti,
2021).

Here are some of the main indicators in demography (Setiyaningsih & Pramuka, 2022):
1) Population, 2) Age Distribution, 3) Sex, 4) Birth Rate, 5) Death Rate, 6) Migration, 7)
Marital Status, 8) Education Level, 9) Income and Welfare, 10) Population Density, 11)
Population Projections.

RESEARCH METHODOLOGY

This study uses a descriptive quantitative research method that is analyzed using
statistics and obtains data in the form of numbers and uses a population of students from
universities throughout Lumajang Regency. The sampling method uses purposive sampling,
namely a sampling technique by considering several things. (Weisberg et al., 2011) states that
one way to calculate the sample size is five times the number of indicators, so the number of
samples used in this research is 170 respondents with the criteria of active students. The
analysis technique used is path analysis, using SPSS 21.
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RESULTS AND DISCUSSION

Characteristics of Respondents

The number of respondents was 170 people and it is known that based on gender, there
were 86 male respondents, more than 84 female respondents. This shows that in this study the
majority of respondents were male.

The number of respondents was 170 people who filled out the questionnaire with an
age of <20, 79 people. For the age group 21-29, there were 91 people.

The following occupations: with a profession of students/college students as many as
46 people, for the profession of employees as many as 51 people, self-employed as many as
40 people, and the profession of honorary ASN/PNS as many as 33 people.

Descriptive Statistics
Based on the descriptive statistics table above, it can be explained as follows:

a. For the variable of Islamic financial literacy level (X1) has an average value of 26.35
with a standard deviation of 2.904.

b. For the trust variable (X2) has an average value of 23.46 with a standard deviation of
2.027.

c. For the demographic variable (Z) has an average value of 25.77 with a standard
deviation of 3.234.

d. For the variable of interest in saving (Y) has an average value of 23.57 with a

standard deviation of 1.855.

Classical Assumption Test

This test is used to see the normality of the data used in the study, the data is said to be
normal if the data points are spread along the diagonal line (Santoso, 2018). The normality
test tested based on the p-plot diagram can be stated as normal because the data is spread
along the diagonal line.

The multicollinearity test aims to see that the data used does not have multicollinearity
problems or excessive correlation, this can be seen from the VIF and Tolerance values, if the
VIF value <10 and tolerance> 0.1 then it is said that there are no symptoms of
multicollinearity in the data (Sujianto, 2018). Based on the test carried out, it can be decided
that there are no symptoms of multicollinearity in the data. Because the VIF and tolerance
values of each variable are in the multicollinearity test requirements.

The heteroscedasticity test is used to see that the data used does not have any variance
abnormalities from each observed residue. A good test should not have symptoms of
heteroscedasticity. Testing for symptoms of heteroscedasticity can be done using the scatter
plot test, this test is seen based on the distribution of the data. If the data is spread between
the number 0 and does not form any pattern then there is no problem with the data (Perdana,
2016). Based on the scatter plot image above, it is concluded that the data is suitable for use
because the data is spread randomly without forming any pattern.

Multiple Linear Regression Analysis
Multiple linear regression analysis aims to determine the magnitude and direction of the
influence of the independent variables on the dependent variables (Ghozali, 2018).
Multiple Linear Regression Model 1
Table 1. Multiple Linear Regression Model 1
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Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 9.005 1.970 4571 .000
1 Sharia  Financial .350 116 496 3.028 .003
Literacy
Trust .035 107 054 328 .744
R R Square Adjusted Std. Error of
1 R Square the Estimate
.699 449 419 2.50470

Source: Data processing (2024)

Based on the data above, the following regression model can be made:
Y =9.005+ 0.350X1+ 0.035X2

t-Test (Partial) Model 1

This test is used to determine the influence of each variable used, therefore this test is
assessed individually or partially. To see the influence of each variable, it is assessed from
the large significance must be less than the alpha value (sig <0.05) or t count> t table
(Sujarweni, 2014).

Based on table 1 of multiple linear regression above, the t-test value can be seen in the t
column which will be explained as follows:

1. For the Independent variable of Islamic financial literacy (X1), it can be seen that the
significant value of 0.000 is greater than 0.05 (0.000 <0.05), meaning that there is a
significant influence given by the variable of the level of Islamic financial literacy on
demographics, so H1 is accepted. This shows that Islamic financial literacy refers to a
person's understanding of financial principles in accordance with Islamic law, such as
the prohibition of usury (interest), the application of profit sharing, and investment
ethics in accordance with Islamic values. This literacy includes knowledge of Islamic
financial products such as Islamic savings, Islamic financing, Islamic insurance, and
other Islamic investment instruments. In addition, Islamic financial literacy has the
potential to influence various demographic aspects, and this relationship can vary
depending on the social, economic, and cultural context in which the individual is
located. Research on Islamic financial literacy and demographics often aims to
identify groups in need of increased literacy and how effective literacy strategies can
be tailored to specific demographic characteristics. The results of this study are
supported by (Kaharuddin et al., 2024), Different age groups may have different
levels of Islamic financial literacy. For example, the younger generation who are
more exposed to technology and information may have easier access to information
about Islamic finance, so their literacy is higher than the older generation.
(Sulistiowati et al., 2023), Education level affects Islamic financial literacy. Those
with higher education tend to have an easier time understanding Islamic financial
concepts that may be more complex. This makes them more open to Islamic financial
products. (Fauzi et al., 2022), Income level can also have an effect. People with
higher incomes may be more interested in understanding and utilizing Islamic
financial products to manage their wealth in accordance with Islamic principles.

2. For the Independent variable of trust (X2) it is seen that the significant value of 0.821

is greater than 0.05 (0.821 > 0.05), meaning that there is no influence given by the
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trust variable on demographics, so H2 is rejected. This shows that Trust, in the
context of Islamic finance or more broadly, does not always have a direct relationship
with demographic variables such as age, gender, education, income, or geographic
location. Trust cannot always be predicted or explained by demographic variables,
because trust involves a complex combination of emotional, rational, and contextual
factors that go beyond just demographic data. This condition is in line with (Susanti et
al., 2023) who said that a person's Trust is often influenced by the social environment,
community, and family more than demographics. For example, someone from the
same age group or with the same educational background may have different levels of
trust in Islamic financial institutions due to differences in personal experience or the
influence of their social environment. Likewise, the opinion of (Rambe et al., 2021)
explains that Trust is a very personal and subjective psychological element. While
demographics can influence a person's views, trust tends to be more determined by an
individual's personal experiences, values, and beliefs, which do not necessarily
correlate with specific demographic factors. The researchers' explanation is supported
by (Setyowati et al., 2018), The distribution of information about an Islamic financial
product or institution can vary across demographics, but trust in that information is
not always tied to demographics. Individuals from different demographic
backgrounds may receive the same information, but interpret it and decide their level
of trust based on other factors such as past experiences or religious beliefs.
(Muhammad et al., 2023) also argues that trust is often shaped by an individual's
experience in interacting with a financial product or service, not solely by
demographic factors. For example, two people with the same demographic may have
very different levels of trust in an Islamic bank based on the service experience they
receive.

Determination Coefficient (R2)

The R square test is used to see how big the relationship or influence is given by all

independent variables to the dependent variable. If the value is close to 1, then the influence
and relationship given are greater and closer, and vice versa if the value is closer to 0, then
the relationship and influence given are weak and small (Sugiyono, 2019)

Based on the test above, the R Square result is 0.449, which means that the independent

variable has a relationship of 44.9% with the dependent variable and the remaining 55.1% is
not discussed in this study.

Multiple Linear Regression Model 2

Table 2. Multiple Linear Regression Model 2

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 17.829 3.355 5.314 .000
Sharia  Financial .029 102 032 .281 .780
1 Literacy
Trust 241 142 272 2.702 .003
Demographics 289 170 271 2,701 .004
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R Square Adjusted Std. Error of
1 R Square the Estimate
.7186 541 511 3.21470
Source: Data processing (2024)

Based on the data above, the following regression model can be made:
Y =17.829+ 0.029X1+ 0.241X2+0.289X3

t Test (Partial) Model 2

This test is used to determine the influence of each variable used, therefore this test is
assessed individually or partially. To see the influence of each variable, it is assessed from
the large significance must be less than the alpha value (sig <0.05) or t count> t table
(Sujarweni, 2014).

Based on table 2 of the multiple linear regression above, the t test value can be seen in
the t column which will be explained as follows:

1. For the Independent variable of Islamic financial literacy (X1), it can be seen that the
significant value of 0.780 is greater than 0.05 (0.780 > 0.05), meaning that there is no
significant influence given by the variable of Islamic financial literacy level on the
interest in becoming a customer, so H1 is rejected. The results showing that Islamic
financial literacy has no effect on the interest in saving may indicate that knowledge
alone is not enough; other factors, such as trust or demographics, may play a greater
role in influencing the interest in saving. When Islamic financial literacy has no effect
on the interest in saving, there are several factors that may be the cause: (Muhammad
et al., 2023), The Islamic financial literacy possessed by individuals may be shallow
or limited. An in-depth understanding may not be enough to change their financial
behavior, such as choosing Islamic savings products. (Roihan et al., 2023), The
interest in saving is often influenced by various factors other than financial literacy,
such as income, culture, social environment, and other urgent needs. If these factors
are more dominant, Islamic financial literacy may not have a significant effect.
(Ningrum et al., 2024), The lack of effective educational campaigns on the advantages
of Islamic financial products compared to conventional ones can cause existing
literacy to have no significant impact on interest in saving. (Khasanah & Aulia, 2024),
Despite having Islamic financial literacy, the level of trust in Islamic financial
institutions or the products offered may be low. This can be a barrier for individuals
to decide to save at Islamic banks.

2. For the Independent variable of trust (X2) it is seen that the significant value of 0.003
is smaller than 0.05 (0.003 <0.05), meaning that there is an influence given by the
trust variable on the interest in becoming a customer, then H2 is accepted. These
results indicate that Trust is an important factor that influences a person's interest in
saving, especially in the context of Islamic finance. When someone has a high level of
trust in a financial institution or Islamic financial product, this tends to increase their
interest in saving. Trust is a crucial element in building long-term relationships
between customers and financial institutions. Without trust, even good financial
literacy may not be enough to encourage someone to save at an Islamic financial
institution. This reason is in line with (Nada & Setyono, 2023), Individuals who
believe that Islamic financial institutions are safe and trustworthy will be more likely
to put their funds there. They are confident that their funds will be managed in
accordance with Islamic principles and are protected from unwanted risks, such as
fraud or loss of funds. (Rachman et al., 2023), For people who are very concerned
about religious aspects, the belief that Islamic financial institutions truly follow
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Islamic principles is the main driver of their interest in saving. If they are confident
that the financial products offered are in accordance with religious teachings, they
will be more motivated to choose those products. (Rahmawati & Rahayu, 2024),
Some people put their trust in Islamic financial institutions because they see the
institution's commitment to supporting the community's economy or running social
programs. This belief increases their motivation to contribute through saving.

3. For the Independent variable demographic (Z) it can be seen that the significant value

of 0.004 is smaller than 0.05 (0.004 <0.05), meaning that there is a significant
influence given by the demographic level variable on the interest in becoming a
customer, so H3 is accepted. These results indicate that Demographics play an
important role in influencing a person’'s interest in saving. Demographic factors, such
as age, gender, education level, occupation, income, and marital status, can influence
savings preferences and behavior. These demographic factors do not stand alone, but
often interact with each other. For example, an adult with a higher education and a
stable income may be more likely to save than a teenager with an unstable income.
Understanding the influence of these demographics can help financial institutions
design savings products that are more in line with the needs of various demographic
groups. This reason is in accordance with (Dinarjito, 2023), Younger people tend to
have lower interest in saving than adults because they are more likely to focus on
consumptive expenses such as education, entertainment, or lifestyle. Meanwhile,
adults, especially those approaching retirement age, are usually more focused on
saving for future needs such as retirement or health. (Takidah & Kassim, 2021), Men
and women may have different saving behaviors. Women tend to be more careful in
managing their finances and are more likely to save than men. However, this may
vary depending on the cultural and social context. (Saputra & Rahmawaty, 2023),
People with higher levels of education tend to have a better understanding of the
importance of saving and ways to manage their finances well. This often increases
their interest in saving compared to those with lower levels of education. (Yuslem et
al., 2023), Income level greatly influences a person's ability and interest in saving.
Individuals with higher incomes usually have a greater capacity to save after meeting
their basic needs. Conversely, individuals with lower incomes may find it difficult to
save because most of their income is used for daily needs.

Determination Coefficient (R2)

The R square test is used to see how big the relationship or influence is given by all
independent variables to the dependent variable. If the value is close to 1, then the influence
and relationship given are getting bigger and closer, and vice versa if the value is getting
closer to 0, then the relationship and influence given are weak and small (Sugiyono, 2019)

Based on the test above, the R Square result is 0.541, which means that the independent
variable has a relationship of 54.1% with the dependent variable and the remaining 45.9% is
not discussed in this study.

Analysis of the Influence of Islamic Financial Literacy on Interest in Saving through
Demographics

It is known that the direct influence given by Islamic Financial Literacy on Interest in
Saving is 0.032. while the indirect influence of Islamic Financial Literacy on Interest in
Saving through Demographics is the multiplication of the beta value of Islamic Financial
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Literacy on Demographics with the beta value of Demographics on Interest in Saving, which
is 0.496 x 0.271 = 0.134. then the total influence given by Islamic Financial Literacy on
Interest in Saving is the direct influence plus the indirect influence, which is 0.032 + 0.134 =
0.166. based on the calculation results above, it is known that the direct influence value is
0.032 and the indirect influence is 0.134, which means that the indirect influence value is
greater than the direct influence value, these results indicate that indirectly Islamic Financial
Literacy through Demographics has a significant influence on Interest in Saving. These
results indicate that demographic factors such as age, education, income, occupation, and
marital status can mediate or strengthen the relationship between Islamic financial literacy
and savings interest (Satoto & Putra, 2021). Demographic factors function as a connector or
moderator that strengthens or weakens the relationship between Islamic financial literacy and
savings interest. In other words, the impact of Islamic financial literacy on savings interest is
not direct, but can be strengthened or weakened by individual demographic characteristics.
Understanding these interactions is important for designing more effective strategies to
increase savings interest among various demographic groups through increasing Islamic
financial literacy (Fadila et al., 2021).

Analysis of the Influence of Trust on Interest in Saving through Demographics

It is known that the direct influence given by Trust on Interest in Saving is 0.272. while
the indirect influence of Trust on Interest in Saving through Demographics is the
multiplication of the beta value of Trust in Demographics with the beta value of
Demographics on Interest in Saving, which is 0.054 x 0.271 = 0.015. then the total influence
given by Trust on Interest in Saving is the direct influence plus the indirect influence, which
is 0.272 + 0.015 = 0.287. based on the calculation results above, it is known that the direct
influence value is 0.272 and the indirect influence is 0.015, which means that the indirect
influence value is smaller than the direct influence value, these results indicate that indirectly
Trust through Demographics does not have a significant influence on Interest in Saving.
These results indicate that even though someone has a good understanding of Islamic finance,
demographic factors such as age, education, income, occupation, or marital status are not
enough to bridge or mediate the relationship between financial literacy and savings interest
(Hartono & lIsbanah, 2022). When Islamic financial literacy does not affect savings interest
through demographics, this indicates that demographic factors are unable to mediate or
bridge the relationship between Islamic financial literacy and savings interest. This can
happen for various reasons, including a mismatch between the literacy possessed and the
individual's needs or perceptions, other more pressing priorities, or even external factors such
as limited access to financial services. This also suggests that efforts to improve Islamic
financial literacy may need to be accompanied by other, more comprehensive strategies, such
as increasing access, trust, and innovation of Islamic financial products (Novitasari et al.,
2024).

Conclusion

Islamic financial literacy affects demographics, while trust has no effect on
demographics. However, Islamic financial literacy does not affect savings interest, while trust
and demographics have an effect on savings interest. The results of the study indirectly show
that Islamic financial literacy affects savings interest through demographics. Conversely,
trust does not directly affect savings interest through demographics.
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