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Abstract

This research investigates the impact of financial literacy, religiosity, and brand image on the
millennial generation’s desire to use Islamic insurance in South Jakarta. This research employs a
quantitative methodology via a survey instrument, with 100 participants chosen via purposive
selection. Surveys gathered data, which SPSS software analysed using multiple linear regression.
The study findings indicate that financial literacy, religiosity, and brand image greatly affect the
millennial generation’s interest in using Islamic insurance, contributing 53% to this desire. This
effect arises when financial literacy improves comprehension of the product, religiosity fosters the
alignment of financial choices with spiritual beliefs, and brand image cultivates confidence in
service providers. Conversely, the other 47% is shaped by external variables like economic
circumstances, cultural influences, individual motivation, and product accessibility, which impact
consumer choices. This research suggests that we should enhance digital financial literacy,
strengthen brand image, and include Islamic principles in services to increase millennial interest in
Islamic insurance.

Keywords: Brand Image, Financial Literacy, Islamic Insurance, Millennial Generation,
Religiosity

1. Introduction

Islamic insurance in Indonesia has shown sustained growth in recent years,
reflecting demographic momentum and increasing demand for Islamic-compliant
financial solutions. According to the Financial Services Authority (OJK, 2023), Islamic
general insurance assets experienced a significant increase from IDR 8.47 trillion in
September 2022 to IDR 9.33 trillion in September 2023, marking a year-on-year (YoY)
growth of 10.15%. By September 2023, the sector's total assets reached IDR 17.63 trillion,
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growing at an annual rate of 2.90%. The entire industry's assets stood at IDR 45.75 trillion,
indicating robust long-term potential, supported by the growing Muslim population and
the strengthening of Indonesia's Islamic financial system. This development is driven by
collaboration among the government, regulators, and industry stakeholders, who have
helped build a strong Islamic insurance ecosystem and a solid foundation for long-term
sustainability.

Figure 1. Perceptions of Industry Growth and Its Challenges
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Source: Financial Services Authority, processed (2023)

Based on a survey by the Financial Services Authority (2023), 93% of insurance
industry stakeholders are optimistic that their companies will improve over the next five
years. However, 33% of respondents believe it still lags behind its international
counterparts. The main barriers include low public literacy and limited domestic
reinsurance support. Rahmadion et al. (2021) also highlight a poor public understanding
of Islamic financial products, which limits demand and participation. Limited awareness
of Islamic insurance compared to conventional options further compounds the issue. Thus,
improving Islamic financial literacy and stronger regulations and law enforcement are
critical for industry advancement. To address these challenges, five strategies are
proposed: digital system development (25%), ecosystem strengthening (24%), marketing
channel expansion (17%), additional marketing staff (17%), and capital strengthening
(11%). Among these, digital transformation is viewed as a key lever for improving
scalability. However, financial literacy remains a barrier, particularly when individuals
lack awareness of Islamic-compliant products.

Financial literacy is essential to improve financial decision-making, especially in
high-income communities. According to the 2022 National Survey of Financial Literacy
and Inclusion (SNLIK), financial literacy in Indonesia increased from 38.03% in 2019 to
49.68% in 2022. Despite the progress, more than half of the population still lacks basic
financial skills, including knowledge of Sharia insurance products. The Financial Services
Authority report highlights the need for digital learning materials tailored to the needs of
the younger generation. Financial literacy includes budgeting, risk awareness, and the
ability to choose financial products that align with Islamic principles. Therefore, better
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financial literacy improves understanding of quantity and quality, so that people can make
financial decisions that align with Sharia law (SNKI, 2022).

Rossela and Muhammad (2024) noted that public interest in Islamic insurance is
primarily driven by a preference for Sharia-compliant products, which is influenced by
product quality (competitive pricing, efficient service) and religiosity. Religiosity in this
context reflects the internalisation of Islamic values into financial behaviour. Studies by
Fauzi (2020), Hamzah and Arif (2023), and Ulya (2020) support this claim, showing that
people with higher levels of religiosity are more likely to make prudent financial decisions
that are consistent with their faith, which has a significant impact on purchase intentions.
Millennials, who have varying levels of religiosity, provide a rich context for considering
how religious and cultural values influence financial decision-making.

According to BPS (2023), millennials are the second largest population group in
Indonesia, with a population of 69.38 million. Born between 1981 and 2000, this generation
is primarily of working age and financially stable (Bolton et al., 2013). Lestari (2023) sees
millennials as a promising market for the insurance industry. To realise this potential,
Islamic insurance companies need to raise awareness of the benefits of Sharia-compliant
insurance, foster positive perceptions through digital outreach, and engage with
millennials through platforms such as social media, websites, and community networks.

Islamic insurance has two strategic elements, namely brand image and advertising
strategy, which significantly impact consumer perception and decision-making (Keller,
2020). The brand image reflects the credibility and commitment of the insurance company
to Islamic principles, while advertising efforts aim to educate and inform consumers.
Nanda and Susanti (2024) show how Al-Amin Padang Life Insurance improved its
reputation through digital and traditional branding strategies, emphasising Islamic values.
Furthermore, several studies have highlighted other essential factors of Islamic insurance,
such as financial literacy ( Sinambela et al.,, 2023; Azizurrahman et al., 2024), product
quality and religiosity (Nurhaliza et al., 2024), service accessibility (Syaputri et al., 2024)
and brand trust (Hayani et al., 2024). However, intergenerational differences persist. For
example, Pramudya and Rahmi (2022) found that insurance literacy and service quality
influenced decision-making more than religiosity among young people.

This study provides an in-depth analysis of the combined effects of financial literacy,
religiosity, and brand image on Islamic insurance intentions among Millennials,
particularly among digitally literate Muslim millennials living in South Jakarta. Although
this combined approach contributes to a deeper understanding of Islamic financial
decision-making, the study has severe limitations in measuring religiosity. The study uses
a generic measure that does not distinguish between religious beliefs, traditions, or
intrinsic commitments. Since religiosity is multidimensional, including ideological, ritual,
cognitive, experiential, and outcome dimensions, such simplifications may hide the depth
of underlying beliefs that help shape financial behaviour. Radianti et al. (2024) found that
religiosity significantly impacts satisfaction with Islamic insurance depending on
perceptions and levels of religious beliefs, while Aristyanto et al. (2021) found that service
quality and price moderate this relationship. Future research should employ more
nuanced instruments and behavioural measures to capture the multifaceted influence of
religiosity on financial decision-making across diverse Muslim communities.
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2. Literature Review
2.1 Financial Literacy
According to Andreansyah and Meirisa (2022), financial literacy is an ongoing

process to enhance an individual's ability to manage personal finances. It includes insights
into making appropriate investment decisions, such as understanding various investment
instruments, assessing risks, analysing returns, and determining strategic investment
timing. In a broader context, Mustika and Latifah (2020) define literacy as disseminating
knowledge to enhance public understanding through various channels, including print
media, extension programs, digital platforms, and social media. Rozikin and Sholekhah
(2020) expand on the concept by defining Islamic financial literacy as a combination of
economic knowledge, management skills, and attitudes regarding utilising financial
services that comply with Islamic principles, ensuring that financial transactions remain

within the ethical boundaries of Islamic teachings.

2.2 Religiosity
Religiosity is closely related to financial decision-making. According to Maharani

(2024), Muslim individuals with high levels of religiosity tend to prefer Islamic-compliant
financial products and services. They also pay close attention to the halal aspects of
transactions, uphold principles of economic justice, and actively engage in charitable
giving and almsgiving to balance worldly and spiritual responsibilities. Al-Fajriyyah
(2023), referring to Glock and Stark's Theory, outlines five interrelated dimensions of
religiosity:
1. Ideological Dimension: adherence to specific theological beliefs;
2. Ritualistic Dimension, religious practices such as worship and obedience;
3. Experiential Dimension: personal spiritual experiences and one's relationships with
God;
Intellectual Dimension : understanding of religious doctrines and traditions;
5. Consequential Dimension: application of religious beliefs in everyday behaviour.
Together, these dimensions provide a comprehensive framework for understanding
how religiosity can influence behaviour, particularly in the context of Islamic finance.

2.3 Brand Image
Brand image reflects consumer perceptions and beliefs about the brand. Hayani et

al. (2024) state that a positive brand image can stimulate consumer buying interest, while a
negative image may hinder it. Saputra and Barus (2020) support this, finding a strong
positive correlation between brand image and purchasing decisions, with consumers
tending to favour reputable brands to reduce perceived risk. Similarly, Sufi and Kusnanto
(2024), in their research at PT Seven Stars Indonesia, found that brand image, employee
competence, and competitive premium pricing accounted for 33.4% of the purchasing

decisions among Smile Medical Syariah customers.
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2.4 Millennial Generation
Millennials, defined as individuals born between 1981 and 2000, represent a

generation shaped by rapid technological advancement. They are more influenced by
user-generated content, prefer cashless transactions, and often exhibit consumptive
behaviour (Syafrida et al., 2020). These traits underscore the need for technology-driven
marketing strategies that align with their values and consumption patterns.
Understanding their interest in financial products is also essential. According to
Renninger and Hidi (2022), interest is both a psychological state and a motivational factor
that drives individuals to act. It is influenced by personal factors (e.g., age, lifestyle,
economic conditions), mental factors (motivation, beliefs), and social factors (e.g., cultural
norms, family interaction). Ferdiana Fasha et al. (2022) add that interest may also be

reflected in active efforts to seek more information about a product.
2.5 Islamic Insurance
In the Islamic context, protection is known. For example, Takaful is a risk-sharing

concept based on the teachings of the Qur'an and Sunnah. According to Azmi (2022),
Islamic insurance is part of the takaful system, providing financial protection against
accidents, illness, and death. The National Islamic Council (DSN-MUI), through Fatwa No.
21/DSN-MUI/X/2001, states that Islamic insurance operates based on the principles of
justice, transparency, and Islamic compliance, utilising core contracts such as tabarru’
(donation) and mudharabah (profit-sharing). Islamic insurance is an innovative system
rooted in cooperation (ta’awun) and voluntary contribution (tabarru’), where participants
share risk collectively. This system aims to minimise the financial burden on individuals
or organisations in the event of unforeseen losses. Furthermore, Wahid et al. (2022)
emphasise that Islamic insurance also incorporates accountability and mutual protection

to help participants overcome various financial hardships.

2. Research Methods

This study used a quantitative research design with purposive sampling to select
respondents from the Indonesian generation, especially those born between 1980 and 2000.
According to Morrisan (2012, p.117), sampling aims to choose participants based on
specific predetermined characteristics and exclude participants who do not meet these
criteria. I developed a structured questionnaire that assesses four key variables:
"productivity intentions." The first three variables are independent, and the last is
dependent. Each variable is measured using standard indicators and the Ricketts scale to
ensure consistency, adaptability, and reliability.

Figure 1 shows the conceptual framework of this study. The conceptual framework
describes the relationship between variables. Data were analysed using SPSS (Statistical

Package for Social Sciences) version 27. Multiple regression analysis was conducted to test
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the effect of the three independent variables on the dependent variable. The hypotheses
include F (joint significance), t (partial relevance), and coefficient of determination (R?) to
assess the explanatory power of the model.

Figure 2. Research Framework

Financial Literacy
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Millennial Generation
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giosity (x) Interest in Using Islamic
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Brand Image (x) H3
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Source: Researcher, 2025

The questionnaire data were analysed using SPSS (Statistical Package for the Social
Sciences) version 27. Statistical methods included validity and reliability tests, multivariate
analyses, and multiple linear regression analyses to evaluate the influence of financial
Education, religiosity, and brand image on Generation Y's intention to purchase Sharia
insurance. Hypothesis tests used the F-test for the overall significance of the model, the T-
test for the importance of individual variables, and the coefficient of determination (R?) to
measure explanatory power. SPSS was chosen over alternatives such as AMOS, SmartPLS,
or Excel because of its strength in traditional parametric analysis, suitability for Likert
scales and observable variable relationships, and integrated tools for regression analysis
and analytical testing. SPSS is widely available and supported in academic research and
provides a reliable method for testing conceptual models in quantitative studies involving

structured questionnaires and ordinal data, such as those used in this study.

3. Results and Discussion
This section presents the results of a statistical analysis conducted to assess the
influence of financial Education, religiosity, and brand image on the millennial
generation's interest in purchasing Islamic insurance.
41  Result
4.1.1 Instrument Validity and Reliability
Table 1. Reliability Test Results

Variables Cronbach's Alpha Description I\IT;ESe(rNO)f
Financial Literacy 0,817 Reliability>0.60 4
Religiosity 0,890 Reliability>0.60 3
Brand Image 0,728 Reliability>0.60 4
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Millennials' Interest in Using 0,865 Reliability>0.60 4
Islamic Insurance

Source: Data Processing Results 2025

All questionnaire items passed the validity test, as none had a correlation value
below 0.195. Therefore, all indicators used in the study are considered valid and can be
included in the model. The reliability test using Cronbach's Alpha shows all variables are
reliable, with values above the threshold of 0.60.
4.1.2 Normality Test

Table 2. Normality Test of Kolmogorof Smirnof
Unstandardised Predicted

Value
N 100
Asymp. Sig. (2-tailed) 163¢

Source: Data Processing Results, 2025
By the data in Table 4, the normality test results are obtained by using Kolmogorov-
Smirnov (K-S) in the Asymp. Sig (2-tailed) section, which shows results of 0.163> 0.05. This
confirms that the data is usually distributed and appropriate for parametric analysis using
regression.
4.1.3 Multicollinearity Test
Table 3. Multicollinearity Results

Unstandardised Standardised Collinearity
Coefficients Coefficients T Sig. Statistics

Model B Std. Error Beta Tolerance  VIF
1 (Constant) -.714 1.762 -405 .686

Financial 423 122 341 3.469 .001 507 1.972

Literacy

Religiosity 230 102 191 2255 .026 .682 1.466

Brand Image 426 130 319 3.270 .001 514 1.944

Source: Data analysis 2025
Tolerance values for all independent variables are above 0.1, and the VIF values are
below 10, indicating no multicollinearity issues.
4.1.4 Coefficient of Determination (R?)
Table 4. Determination of Correlation Coefficient Test Results®

Adjusted R Std. Error of the
Model R R Square Square Estimate Durbin-Watson
1 7282 530 515 1.687 2.242
Source: Data Processing 2025

The R? value of 0.728 indicates a strong correlation between the independent

variables and millennials' interest in using Islamic insurance. The R? value of 0.530
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suggests that the independent variables explain 53% of the variation in interest. The
remaining 47% may be influenced by factors not examined in this study, such as peer
influence, digital marketing exposure, or socioeconomic conditions.
4.1.5 Simultaneous Test (F-Test)

Table 5. Parameter Results of the F Test

ANOVA:
Model Sum of Squares df Mean Square F Sig.
1 Regression 308.341 3 102.780 36.094 .000°
Residuals 273.369 96 2.848
Total 581.710 99

a. Dependent Variable: Millennials' Interest in Using Islamic Insurance

b. Predictors: (Constant), BrandImage, Religiosity, Financial Literacy

The table shows that the significance value with several 0.000 <0.05 and for the
value owned by F count> F table, with the comparison is 36.094> 3.09, it can be concluded
that the variables in the form of financial literacy (X1), religiosity (X2), along with brand
image (X3) simultaneously significantly affect the millennial generation's interest in using
Islamic insurance.

4.1.6 Partial Test (t-Test)
Table 6. Parameter Results of T-Test

Unstandardised Standardised
Coefficients Coefficients T )

Model B Std. Error Beta Sig:
1 (Constant) -714 1.762 -.405 .686

Financial 423 122 341 3.469 .001

Literacy

Religiosity 230 102 191 2.255 .026

Brand Image 426 .130 319 3.270 .001

Source: Data Processing 2025
The t-test reveals that each independent variable significantly affects millennials'

interest in using Islamic insurance.

4.2  Discussion
This section interprets and contextualises the statistical results to evaluate the

research hypotheses and their implications.
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4.2.1 Financial Literacy and Millennials' Interest

Financial literacy's positive and significant effect (t = 3.469, p = 0.001) confirms that
higher financial literacy increases millennials' interest in using Islamic insurance. This is
evident in the real-world context, where millennials with greater financial knowledge are
more likely to evaluate the benefits and principles of Islamic insurance before making a
decision. This finding aligns with Saputra and Barus (2020), who found that financial
literacy improves decision-making regarding financial products. However, Rahmania
(2020) observed that cultural and familial environments could sometimes override
financial understanding, suggesting that awareness campaigns should also incorporate
community-based Education to be more effective. From a theoretical perspective, these
findings are consistent with the Theory of Planned Behaviour (Ajzen, 1991), which
proposes that financial literacy is a key component of behavioural control and enhances
behavioural intentions by increasing perceived understanding and ability. In practice,
millennials who understand Islamic financial principles, such as the prohibition of gharar
(an Islamic financial principle) and risk sharing, are more likely to view Islamic insurance
as a legitimate and moral option.
4.2.2 Religiosity and Millennials' Interest

Religiosity also significantly influences interest (t = 2.255, p = 0.026). This finding
reinforces the notion that religious observance influences insurance interest among highly
religious individuals and those with moderate levels of religiosity. This broader inclusion
provides a more realistic depiction of Islamic insurance interest in diverse religious
practice levels. Irfan et al. (2020) also found a positive relationship, while Pramudya and
Rahmi (2022) highlighted that religiosity's influence can vary depending on how deeply
religiosity is internalised in daily life. Thus, while religiosity matters, Islamic insurance
providers should not rely solely on religious appeal but combine it with practical value
propositions. This finding is consistent with the Values, Beliefs, and Norms (VBN) Theory,
which states that personal values and internal beliefs, such as religiosity, guide behaviour
when aligned with moral imperatives. In the context of Islamic insurance, field data
suggests that religiosity drives preference for Islamic-compliant products and strengthens
trust when products are perceived as ethical, transparent, and aligned with Islamic values.
(Stern et al., 1999)
4.2.3 Brand Image and Millennials' Interest

Brand image also significantly influences interest (t = 3.270, p = 0.001). In practical
terms, millennials are highly responsive to branding, often associating it with credibility
and trust, especially in financial services. This finding is consistent with Pradana (2021),
who noted that a positive brand image can enhance the perceived value of Islamic
financial institutions. In contrast, Sulistiani (2022) found that brand image had no
significant effect in Islamic banks, showing that branding may be more effective in some

sectors than others. This suggests that Islamic insurance companies must tailor their brand
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strategies specifically to resonate with millennial values such as transparency, innovation,
and ethical commitment. This is consistent with the brand equity Theory (Aaker, 1993),
which posits that brand image is an intangible asset that determines consumer perception,
loyalty, and purchasing interest. According to field observations, the millennial
generation, which prioritises digital standards and experiences, is more inclined to
embrace Islamic insurance brands perceived as socially responsible, technologically agile,
and trustworthy.

The results include both theoretical and practical significance. The results
theoretically bolster significant behavioural hypotheses, including the Theory of Planned
Behaviour, the Values-Beliefs-Norms Theory, and the brand equity Theory regarding
Islamic insurance usage among Millennials in Indonesia. Stakeholders, including Islamic
insurance firms, schools, and politicians, must implement a multifaceted strategy.
Enhancing financial literacy via Education and digital resources will facilitate informed
decision-making. Articulating Islamic ideals in accessible language helps improve
engagement across all levels of religiosity. Furthermore, it is essential to establish a
transparent and ethical brand image via digital communication, fostering a trustworthy
Persona that aligns with the identity and values of Millennials. This approach aligns with
theoretical and practical frameworks in the area and is crucial for enhancing the adoption

of Islamic insurance in Indonesia.

4. Conclusions

This study concludes that financial literacy, religiosity, and brand image
significantly and positively influence millennials' interest in using Islamic insurance
services in South Jakarta. These three variables explain 53% of the variation in interest,
while other external factors, such as economic conditions, cultural values, individual
motivation, and product accessibility, likely influence the remaining 47%. These findings
directly address the research questions and confirm the relevance of behavioural finance
and consumer decision-making theories in Islamic financial services.

The study offers practical implications for Islamic insurance providers, who are
encouraged to enhance financial literacy among millennials through targeted Education
and digital outreach initiatives. Emphasising Islamic compliance with insurance products
and strengthening the brand image through transparent communication and reliable
service delivery are crucial strategies for attracting this demographic. Theoretically, this
research contributes to the existing body of knowledge by providing empirical evidence
on the behavioural factors influencing Islamic insurance preferences among millennials —a
relatively underexplored topic in the Indonesian context.

However, this study is limited by its geographic focus on South Jakarta and by
including only three independent variables. Future research should involve broader and

more diverse populations and explore additional factors, such as digital literacy, social
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influence, and promotional strategies, to achieve a more comprehensive and generalisable

understanding of the drivers behind millennials' interest in Islamic insurance.

References

Ajzen, 1. (1991). The theory of planned behavior. ScienceDirect, 50(2), 179-211.
https://doi.org/10.1016/0749-5978(91)90020-T

Al-Fajriyyah, atiqotul maula. (2023). Hubungan Antara Religiusitas Dengan Motivasi
Berprestasi Pada Mahasiswa Program Studi Psikologi Islam Di IAIN Kediri. Journal,
1978, 13-33.

Andreansyah, R., & Meirisa, F. (2022). Analisis Literasi Keuangan, Pendapatan, Dan
Perilaku Keuangan, Terhadap Keputusan Investasi. Publikasi Riset Mahasiswa
Manajemen, 4(1), 17-22. https://doi.org/10.35957/prmm.v4i1.3302

Aristyanto, A., Azzahra, D., & Hidayati, N. (2021). The Influence of Religiosity, Services,
and Tariffs on Islamic Insurance Customers through Interest in Islamic Insurance at
the Surabaya Branch of Islamic Insurance Company. Perisai: Islamic Banking and
Finance Journal, 5(2), 174-203. https://doi.org/10.21070/perisai.v5i2.1508

Azizurrahman, N., & Suhartanto, D. (2024). Analisis Pengaruh Literasi Keuangan Islam
terhadap Inklusi Keuangan Syariah pada Generasi Milenial. 4(2).

Azmi, K. (2022). Risk Management in Islamic Insurance. Budapest International Research and
Critics Institute Journal, 5(1), 4267-4276. https://doi.org/10.33258/birci.v5i1.4133

Bolton, R. N., Parasuraman, A., Hoefnagels, A., Migchels, N., Kabadayi, S., Gruber, T.,
Loureiro, Y. K., & Solnet, D. (2013). Understanding Generation Y and their use of
social media: A review and research agenda. Journal of Service Management, 24(3), 245—
267. https://doi.org/10.1108/09564231311326987

David A. Aaker, A. L. B. (1993). Brand Equity & Advertising (1st Editio). The Free Press.
https://doi.org/10.4324/9781315799537

F, M. F. (2024). PENERAPAN KONSEP TAWAZUN SEBAGAI SOLUSI DAN
PENCEGAHAN DARI SIKAP HUSTLE CULTURE PADA KARYAWAN SEKTOR
PERBANKAN (Studi kasus pada Bank BPD DIY). DSpace Repository, Dsp. Repos.
DSpace Repository

Ferdiana Fasha, A. Rezqi Robi, M., & Windasari, S. (2022). Determinasi Keputusan
Pembelian Melalui Minat Beli: Brand Ambassador Dan Brand Image (Literature
Review Manajemen Pemasaran). Jurnal Manajemen Pendidikan Dan Ilmu Sosial, 3(1), 30—
42. https://doi.org/10.38035/jmpis.v3i1.840

Hamzah, Z., & Arif, M. (2023). Peran Kepemimpinan Islam Terhadap Kinerja Karyawan
Bank Syariah di Kota Pekanbaru. Jurnal Tabarru’: Islamic Banking and Finance, 6(2),
441-452.

Hayani, N. S.,, Rahma, T. I. F., & Nasution, J. (2024). Pengaruh Brand Trust dan Brand
Image terhadap Loyalitas Nasabah dalam Menggunakan Asuransi Jiwa pada Ajb
Bumiputera 1912 Medan. EI-Mal: Jurnal Kajian Ekonomi & Bisnis Islam, 5(3), 1252-1265.
https://doi.org/10.47467/elmal.v5i3.634

Keller, K. L. (2020). Strategic Brand Management Fifth Edition. In Pearson Education
Limited,5(6) (pp. 457-459).

Lestari, S. (2023). Marketing Strategy for Life Insurance Companies in Reaching the

https://journal.uinsgd.ac.id/index.php/aksy/index E-ISSN 2656-548X P-ISSN 2655-9420 | 163


https://journal.uinsgd.ac.id/index.php/aksy/index

Erina Effi Abidah, Muhammad Iman Sastra Mihajat

Millennial ~ Generation.  Sinomics  Journal | Volume,  2(4),  893-900.
https://doi.org/10.54443/sj.v2i4.191

Morrisan. (2012). Metode Penelitian Survei. In Jakarta: Kencana Divisi Prenadamedia Group.
https://books.google.co.id/books?hl=id&lr=&id=LhZNDwAAQBA]&oi=fnd&pg=PA1
&dg=morissan+2012&ots=_JWZXWFB1S&sig=I7mXPpCOGOWQ2k2DQ5wsxaE3vFM
&redir_esc=y#v=onepage&q&f=false

Nanda, B. A., & Susanti, S. (2024). PENGARUH BRAND IMAGE DAN PROMOTION
TERHADAP PURCHASE DECISION MEMILIH PRODUK ASURANSI SYARIAH
(STUDI PADA PT. ASURANSI JIWA SYARIAH AL-AMIN KANTOR PEMASARAN
PADANG) Benny. 2(11), 2211-2228.

Nurhaliza, S., Syasmita, T., & Purwanto, M. A. (2024). Journal of Islamic Economics.
Journal of Islamic Economics, 3(1), 18-39. http://dx.doi.org/10.35896/jse

OJK. (2023). Draft Roadmap Pengembangan Perasuransian Indonesia. Departemen
Pengaturan Dan Pengembangan IKNB, OJK, 1-63. www.ojk.go.id.

Pramudya, R. M., & Rahmi, M. (2022). Pengaruh Literasi Asuransi, Religiusitas, dan
Kualitas Pelayanan terhadap Minat Generasi Milenial Menggunakan Asuransi
Syariah.  Journal of Islamic  Economics and  Finance  Studies, 3(1), 70.
https://doi.org/10.47700/jiefes.v3i1.4350

Radianti, M., Setyawan, D., & K. (2024). The Influence of Service Quality and Brand Image
on Customer Satisfaction Through Purchase Decision as an Intervening Variable at
Mansyur Residence Medan. Economic Journal: Scientific Journal of Accountancy,
Management, and Finance, 4(1), 24-35. https://doi.org/10.33258/economit.v4il.1071

Rahmadion, M., Yetty, F., & Fathoni, M. A. (2021). Pengaruh Literasi Asuransi Syariah
Terhadap Persepsi Masyarakat Dalam Memilih Asuransi Syariah di Jabodetabek.
PROSIDING BIEMA (Business Management, Economic, and Accounting National
Seminar), 2, 1-10.

Rahmania, N. (2020). FAKTOR-FAKTOR YANG MEMPENGARUHI MINAT
MASYARAKAT DALAM MEMILIH ASURANSI BERBASIS SYARIAH DI KOTA
MAKASSAR. 2507(February), 1-9.

Renninger, K. A., & Hidji, S. E. (2022). Chapter Six - Interest: A unique affective and cognitive
motivational variable that develops. ScienceDirect.Com.
https://doi.org/10.1016/bs.adms.2021.12.004

Risa Nur Fauzi. (2020). Pengaruh Literasi Keuangan Syariah, Pengetahuan Agama, Dan
Promosi Terhadap Minat Menjadi Nasabah Bank Syariah. Jurnal Pendidikan Dan
Ekonomi, 9(1), 37-46.

Rossela, A. I, & Muhammad, R. (2024). Faktor-Faktor yang Memengaruhi Minat
Konsumen Berpartisipasi dalam Asuransi Syariah dengan Kepercayaan sebagai
Variabel Moderating. Proceeding of National Conference on Accounting & Finance,
6(2020), 1-12.

Rozikin, A. Z., & Sholekhah, 1. (2020). Islamic Financial Literacy, Promotion, and Brand
Image Towards Saving Intention in Islamic Bank. Igtishadia, 13(1), 95.
https://doi.org/10.21043/iqtishadia.v13i1.6489

Saputra, S., & Barus, F. M. (2020). Pengaruh Electronic Word Of Mouth (e-Wom) Dan Citra
Merek Terhadap Minat Belanja Konsumen Di Batam. Jurnal Ilmiah Manajemen Dan
Bisnis, 5(1), 1-11. http://journal.undiknas.ac.id/index.php/manajemen

164 | E-ISSN 2656-548X P-ISSN 2655-9420 https://journal.uinsgd.ac.id/index.php/aksy/index



Erina Effi Abidah, Muhammad Iman Sastra Mihajat

Sinambela, K. A., Nurhayati, & Syafri Mandai. (2023). Seberapa Jauh Literasi Nasabah
Terkait Asuransi Syariah Dan Juga Minatnya Terhadap Asuransi Syariah. Jurnal
Ekonomi Trisakti, 3(1), 821-830. https://doi.org/10.25105/jet.v3i1.15413

SNKI. (2022). SNLIK OJK 2022: Indeks Literasi dan Inklusi Keuangan Masyarakat Meningkat.
SNKI (Strategi Nasional Keuangan Inklusif). https://snki.go.id/snlik-0jk-2022-indeks-
literasi-dan-inklusi-keuangan-masyarakat-meningkat/

Stern, P. C., Dietz, T., Abel, T., Guagnano, G. A., & Kalof, L. (1999). A value-belief-norm
theory of support for social movements: The case of environmentalism. Human
Ecology Review, 6(2), 81-97.

Syafrida, I, Aminah, A., & Awaludin, T. (2020). Keputusan Penggunaan Jasa Perbankan
Syariah: Perspektif Nasabah Milenial. BISNIS : Jurnal Bisnis Dan Manajemen Islam, 8(1),
49. https://doi.org/10.21043/bisnis.v8il1.6691

Ulya, R. Y. (2020). Pengaruh Gaya Hidup, Religiusitas dan Literasi Kuangan Syariah
Mahasiswa Perbankan Syariah IAIN Purwokerto Terhadap Minat Memilih Produk
Bank Syariah. Skripsi, 1-111.
http://repository.uinjkt.ac.id/dspace/handle/123456789/52371

Wahid, A. Arifin, M. Z.,, & Adawiyah, R. (2022). Journal of Contemporary Islamic
Education (Journal CIE). Journal of Contemporary Islamic ..., 1-13.

https://journal.uinsgd.ac.id/index.php/aksy/index E-ISSN 2656-548X P-ISSN 2655-9420 | 165


https://journal.uinsgd.ac.id/index.php/aksy/index

