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Abstract. Savings Sukuk is one of the sharia investment products issued by the Indonesian Government.
Investors from the millennials generation always dominate Savings Sukuk sales, although it is a new
investment instrument in Indonesia. Therefore, we interest in examining the intention towards Savings
Sukuk more deeply. In particular, this study analyzes the effect of religiosity, product knowledge, and
pricing on Muslim millennials' intention toward Savings Sukuk in Indonesia. This study used a
quantitative approach, and the data collected was analyzed by Partial Least Square — Structural Equation
Modeling (PLS-SEM). Purposive sampling was used to get the required sample. Respondents in this
study were Muslim millennials in Indonesia and were not limited by region. There are at least 138
respondents who participated in the survey. The results showed that product knowledge and pricing
influenced Muslim millennials' intention toward Savings Sukuk. In contrast, religiosity does not affect
Muslim millennials' intention toward Savings Sukuk in Indonesia.

Keywords: Pricing, product knowledge, religiosity, sukuk.

Abstrak. Sukuk Tabungan merupakan salah satu produk investasi syariah yang dikeluarkan oleh
Pemerintah Indonesia. Investor dari generasi milenial selalu mendominasi penjualan Sukuk Tabungan,
meskipun sukuk merupakan instrumen investasi baru di Indonesia. Oleh karena itu, kami tertarik untuk
mengkaji minat terhadap Sukuk Tabungan lebih dalam. Secara khusus, penelitian ini menganalisis
pengaruh religiositas, pengetahuan produk dan harga terhadap minat milenial Muslim terhadap Sukuk
Tabungan di Indonesia. Penelitian ini menggunakan pendekatan kuantitatif, dan data yang terkumpul
dianalisis dengan Partial Least Square — Structural Equation Modeling (PLS-SEM). Purposive sampling
digunakan untuk mendapatkan sampel yang dibutuhkan. Responden dalam penelitian ini adalah
kalangan milenial Muslim di Indonesia dan tidak dibatasi wilayah. Sedikitnya ada 138 responden yang
mengikuti survei. Hasil penelitian menunjukkan bahwa product knowledge dan pricing berpengaruh
terhadap minat milenial Muslim terhadap Sukuk Tabungan. Sebaliknya, religiositas tidak memengaruhi
minat kaum milenial Muslim terhadap Sukuk Tabungan di Indonesia.

Kata kunci: Harga, pengetahuan produk, religiositas, sukuk.

INTRODUCTION

Sukuk which is also known as the Islamic bond is one of the Islamic investment instruments. Based
on sharia standards number 17 of 2009, The Accounting and Auditing Organization of Islamic
Financial Institution (AAOIFI) defines sukuk (plural of Sak) are certificates of equal value
representing undivided shares in ownership of tangible assets, usufruct, and services or (in ownership
of) the assets of particular projects or special investment activity. The Malaysian Government is the
first to issue sukuk in 2002 with a US$ 600 million value, followed by the Solidarity Trust Sukuk's
issuance with $ 400 million in September 2003 by the Islamic Development Bank (Ayub, 2009).
Then, sukuk has become popular as a financing instrument for corporations and the Government.

In Indonesia's Islamic finance industry, PT Indosat issued the first sukuk for Rp175 billion in 2002
(Nasution et al., 2012). Sukuk with mudharabah (profit-and-loss sharing) scheme issued by PT
Indosat received tremendous response from capital market players so that many other companies
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began to participate in issuing sukuk. Meanwhile, the Indonesian Government began issuing State
Sukuk in 2008 as an alternative source of the State Expenditure Budget (Law number 19 of 2008).

Since its introduction in 2008, the growth of sukuk issuance by the Indonesian Government has
continued to increase. Sukuk issued by the Indonesian Government is known as SBSN (Surat
Berharga Syariah Negara). It can also be called State Sukuk (Sukuk Negara). As a result, State Sukuk
has a positive impact on the Indonesian Islamic finance industry. Several positive effects summarized
from the Press Release of the Ministry of Finance Indonesia Number 55 (2018) are the State Sukuk
received the largest number of investors from both retail and individual. The second is that the global
sukuk issuances that have been routinely carried out every year since 2009 have made Indonesia the
largest sukuk market globally. Third, the State Sukuk received 29 international awards, including
Alpha Southeast Asia, The Asset, Finance Asia, and Euromoney Islamic Finance Awards (Press
Release of Indonesia Ministry of Finance, 2018).

Even sukuk assets dominate Islamic financial assets with total assets of Rp979.9 trillion (see figure 1).
So that the role of the sukuk is increasingly essential in the Islamic financial market in Indonesia.
According to the Financial Services Authority of Indonesia (OJK) (2020), the Islamic financial
industry's assets increased by 22.79% yoy as of December 2020. Islamic banking assets are in the
second position of Rp593.95 trillion. While the smallest assets are Non-Bank Islamic Financial
Institutions, Islamic Insuranc, and Islamic Financing Institution assets of Rp44.44 and Rp21.9 trillion.
But overall assets of Non-Bank Islamic Financial Institutions reached Rp116.34 trillion, including
Islamic Pension Funds, Special Islamic Financial Services Institutions, Islamic Microfinance
Institutions, and Islamic Financial Technology (Financial Services Authority of Indonesia (OJK),
2020). Moreover, State Sukuk asset is the first largest.

Source: Financial Services Authority (OJK), 2020.
Figure 1 Indonesian Islamic financial industry assets as of December 2020

Savings Sukuk (Sukuk Tabungan) is a variant of retail sukuk issued by the Indonesian Government.
The first Savings Sukuk (ST-001) was issued in 2016 and earned an investment return of IDR 2.6
trillion (Press Release of Indonesia Ministry of Finance, 2016). According to DJPPR Indonesia
(2018), the Government targeted IDR 1.7 trillion for the second Savings Sukuk (ST-002). In the
issuance of ST-002, the Government lowered the minimum order price from IDR 2 million to only
IDR 1 million. As a result, the sales of ST-002 increased to IDR 4.9 trillion (Press Release of DJPPR
Indonesia Ministry of Finance, 2018). The oversubscribed sales results show the high enthusiasm of
the public to invest in Savings Sukuk. 2019 has been a productive year for the Government to issue
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Savings Sukuk up to the sixth series. In 2020, the Government issued another seventh Savings Sukuk
(ST-007) at the end of the year.

One thing that catches our attention when discussing this instrument is because we see investors'
dominant composition. Press Release of DJPPR Indonesia Ministry of Finance regarding the first to
sixth Savings Sukuk acquisition shows that most investors are millennials (born in 1980 - 2000).
Figure 2 explains that the millennials generation's participation in investing in Savings Sukuk
increases and dominates.
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Source: Directorate General of Budget Financing and Risk Management Ministry of Finance Indonesia, 2016-
2020.

Figure 2 Millennials participation rate in Savings Sukuk

In ST-001, millennials' participation was only 26%, but at the issuance of ST-002, millennials
investors' participation increased significantly to 44.61%. Then on ST-003, ST-004, ST-005, and ST-
006 millennial participation continued to grow. Even Millennials, who are now 20 to 40 years old,
dominate the sixth Savings Sukuk (ST-006) investors with a percentage of 56%. Although it finally
dropped in the last series issued during the pandemic COVID-19, millennials' participation in ST-007
of 44.51% still dominates with 7,563 investors. And ST-007 new investors as many as 4,276 investors
are dominated by millennials as 56.71% (Press Release of DJPPR Indonesia Ministry of Finance,
2020).

It follows the Government's goal to encourage millennial investors to become smart investors while
caring about the environment because ST-007 is green sukuk sustainable financing. It can be
concluded that the Savings Sukuk, among the many investment instruments, is one that millennials
are interested in. At the same time, Savings Sukuk is a new investment instrument in Indonesia.
Therefore, the authors feel the need to examine the intention towards Savings Sukuk more deeply.

Studies on intention in sukuk investment are not the first. We find some of them, such as research
conducted by Warsame and Ireri (2016) and Ashidigi and Arundina (2017), using the theory of
planned behavior to measure investment decisions in sukuk instruments. Awn and Azam (2020) also
use a theory of planned behavior to measure Libyan investors' attitudes toward investing in sukuk.
Meanwhile, Yuliati (2011) found that the risk of investment and Islamic attributes of the product
positively affect public intention to invest in sukuk. Firdaus et al. (2018) revealed the factors
influencing sukuk investment: risk level, income level, personality, sharia comparative, and investor
satisfaction. Religiosity and subjective norms appeared to be the significant factors affecting the
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intention to choose Islamic investment schemes in Malaysia's Islamic capital markets (Abduh and
Hussin, 2018).

However, studies on this topic are still limited, especially in the case of Indonesia. Sukuk has become
a critical Islamic financial investment instrument for advancing the Islamic financial industry in
Indonesia, so it still needs to be explored deeper. This study will mainly review the Muslim
millennials’ intention of Savings Sukuk and its determinants.

LITERATURE REVIEW

Peter and Olson (2017) stated buying intention is a prediction of purchase behavior in the future.
Similar to that expressed by Ajzen and Fishbein in the Theory of Planned Behavior (TPB). The
intention is the desire to do something in the future (Ajzen and Fishbein, 2011). TPB is a theory that is
often used in measuring consumer intention. Likewise, to measure intention on Islamic financial
products such as in the research of Warsame and Ireri (2016), Ashidigi and Arundina (2017) Awn and
Azam (2020). To measure Muslim millennials' intention of Savings Sukuk, we used the concept of
intention expressed in the TPB.

Furthermore, as a sharia financial instrument, sukuk emphasizes the value of Islam in its use. Likely,
investors who are interested to invest in Savings Sukuk are mainly Muslims. According to Huda et al.
(2017), the sukuk market's basis is sharia-minded and conventional investors, while bonds are only for
conventional investors. Sharia-minded investors are investors who prioritize Islamic financial
products rather than conventional ones for sharia reasons. It because they decided something based on
the rules of their religion. Therefore, religiosity can undoubtedly be a factor that encourages investors
to invest in Savings Sukuk. In religion, some values are believed by its adherents and are always
attached to its adherents. Values will become teachings that can be used as guidelines or basic
teachings in living life. Therefore, every religious community will view things as influenced by their
religious views. Including if Muslim consumers buy a product will consider buying a product if they
are assured that it does not contradict their sacred beliefs (Sharma et al., 2017).

Souiden and Rani (2015) used the term religiosity to indicate individuals' respect for their professing
religion. According to Glock and Stark (1968) in a book written by Ancok and Suroso (2011),
religiosity has five dimensions; belief (agidah), practice ('amal), knowledge (ma'rifah), experience
(ihsan), and consequence (natijah) (Sharma et al., 2017). Another measurement scale of religiosity
was proposed by a team of researchers supported by the Fetzer Institute and the National Institute on
Aging (NIA) Working Group (1999) (Souiden and Rani, 2015). They detail the 12 dimensions of
religiosity; daily spiritual experiences, meaning, values, beliefs, forgiveness, private religious
practices, religious/spiritual coping, religious support, religious/spiritual history, commitment,
organizational religiousness, and religious preferences (Souiden and Rani, 2015). The dimensions of
religiosity above can be used to assess a person's spiritual level.

Sharma et al. (2017) explained how Muslims' religiosity dimensions support purchase intention of
Islamic financial products in Bangladesh. They explained that devout consumers place greater
importance than less religious consumers on Shariah-compliant financial products. More specifically,
Newaz et al. (2016) stated that religiosity was influenced positively toward the intention to Islamic
financial products for insurance and capital market products. Bananuka et al. (2020) indicate that
religiosity is significantly associated with intention to adopting Islamic financing. There is a positive
influence of religiosity on Muslim students' intention with and without Islamic economics educational
backgrounds to save in Islamic banks (Nugraheni and Widyani, 2020). Several other studies have also
found that religiosity positively influences intention (Fauzi et al. 2020; Kristiyadi and Hartiyah, 2016;
Zahri and Hafasnuddin, 2016; Abduh and Hussin, 2018).
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Product knowledge becomes an essential part of this research because Islamic products have different
unique characteristics. Islamic products and services must comply with sharia standards such as halal
and haram regulations, which are legalized by fatwas. The fatwa issued refers to the main guidelines
for Muslims, namely the Quran and Sunnah. So, if the investor knew about the unique characteristics
of Islamic financial products, they will perceive this product differently and especially. Therefore,
apart from religiosity, product knowledge can influence buying intention in Islamic financial
products.

Besides, product knowledge is essential for purchase intention and purchasing decisions. Because
when consumers have a lot of knowledge about a particular product, it will be a reference in
purchasing decisions (Nurhayati and Hendar, 2020), especially if consumers' knowledge is positive
about the product. Awn and Azam (2020) said the main factors that can increase sukuk and Islamic
financial assets' popularity were the information availability, issuance of sukuk, and source features
for investors.

Product knowledge collects various kinds of information that consumers have about the product
physically and abstractly (Nurhayati dan Hendar, 2020). It involves knowledge about product
categories, brands, product attributes, prices, benefits of the product, and satisfaction. Hierarchically,
consumers have product knowledge levels; product attributes knowledge, product consequences
knowledge, and product value knowledge (Peter and Olson, 2017). Product attributes knowledge is
the consumer's knowledge of product characteristics, including actual and abstract attributes. Product
consequences knowledge is knowledge about the results that will be felt after the product is
purchased. Product Consequences Knowledge is divided into two, functional consequences and
psychosocial consequences. Meanwhile, product value knowledge involves emotional affection
related to the needs and goals of life in depth.

So, this study's second factor in measuring millennials' Muslim intention on Savings Sukuk is product
knowledge. Refers to Johan et al. (2020), there is a positive relationship between knowledge and
intention to hold sharia-compliant credit cards for Muslim customers. Knowledge also became a
significant variable in influencing intention to use Islamic banks among the Muslim community
(Wahyuni, 2012). Meanwhile, Nugraheni and Widyani's research (2020) found a significant positive
influence of knowledge on Muslim students' intention with Islamic economics educational
backgrounds to save in Islamic banks. Meanwhile, Nurhayati and Hendar (2020) use variable product
knowledge to test halal products' intention. The results show a positive relationship between halal
product knowledge and halal product intention. Sriminarti and Nora (2018) also did the same, and the
results showed that product knowledge has significant and positive value on purchase intention.

Lastly, we discuss about pricing. Pricing refers to the act of selecting the most appropriate price to sell
the financing product and striking a balance between the bank and the customers' intention (Ebert and
Griffin, 1998). As such, the price of sukuk refers to selecting the best practice of pricing to sell the
financing product by taking into consideration an issue of sukuk profit generation and a customer's
welfare. The consumer's perception of the product's value becomes the upper limit of the price (Kotler
and Armstrong, 2018). The price limit is the fair limit of the price paid. Consumers will not buy if
consumers consider the price of a product to be greater than the benefits obtained.

Kotler and Armstrong (2018) explain four price indicators: Affordability, the suitability of the price
with the quality of the product, price competitiveness, and the suitability of the price of benefit.
Islamic financial products have a different method of pricing. Islamic financial institutions use profit
and loss sharing in charging for financial transaction services. Therefore, the pricing and price of
Islamic financial products are different from conventional finance. That is why pricing will affect
customer intention in Islamic financial products.
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Previous research found that pricing provided a significant influence on intention to use sharia micro-
financing (Shabrina et al., 2018). Sharfia (2019) also found that price has a positive effect on
intention. Meanwhile, Amin et al. (2010) argue that the price of financing was also the key
determinant for financing acceptance, in this case for Islamic financial products Qardhul Hasan.

Based on background theory and previous studies above, three hypotheses developed in this research,
they are:

H: Religiosity have a positive and significant impact on Muslim millennials' intention toward

Savings Sukuk

Ho Product knowledge have a positive and significant impact on Muslim millennials’ intention
toward Savings Sukuk

Hs Pricing have a positive and significant impact on Muslim millennials' intention toward
Savings Sukuk

METHOD

This study uses a quantitative approach that aims to test the hypothesis. The data used comes from
primary and secondary sources. Secondary data comes from various literature, such as research
articles, books, and official websites. It is needed to summarize the theory to form a conceptual
framework. Primary data is necessary to empirical test using Partial Least Square — Structural
Equation Modeling (PLS-SEM). It was collected from respondents through an online survey. The
sample in the study amounted to 138. In the PLS-SEM, the minimum sample size should be five to
ten total indicators (Hair et al., 2017). Consider the total indicators that we used are 27 items (see
Model Development). Therefore, the minimum sample size is 135 to 270. However, PLS-SEM
allowed using less sample. Bootstrapping method used in PLS-SEM makes no assumptions about the
shape of the variables' distribution or the sampling distribution of the statistics (Hair et al., 2017). So,
it can be applied to small sample sizes with more confidence.

Purposive sampling uses to ensure the netted sample follows the research needs. The sample criteria
are Muslim millennials Indonesian citizens. Millennials are identified as the generation born between
1980 and 2000 (DeBard, 2004). The questionnaire was used as a measurement tool with a five-point
Likert scale ranging from "strongly disagree" to "strongly agree."

Then, the measurement items in this study developed from theory and previous researches. Three
measurement items of intention (11, 12, 13) adapted from Amin et al. (2011), Sharma et al. (2017),
Warsame and Ireri (2016), Ashidigi and Arundina (2017), Effendi et al. (2020), Hati et al. (2020). Ten
items for measuring religiosity refer to Sharma et al. (2017), Newaz et al. (2016), Sriminarti and Nora
(2018). Six items of product knowledge adapted from Ashidigi and Arundina (2017), Sriminarti and
Nora (2018), Effendi et al. (2020), Hati et al. (2020). Meanwhile, to measure pricing, eight items are
used that refer to Amin et al. (2010), Amin et al. (2011), Shabrina et al. (2018).

The data collected were analyzed by Partial Least Square — Structural Equation Modeling (PLS-SEM)
using smart PLS software 3.2.9. PLS-SEM is one type of structural equation modeling based on
variance. PLS-SEM is evolving as a statistical modeling technique and is primarily used to develop
theories in exploratory research (Hair et al., 2017). It is used because it can be to predict and explain
target constructs. Hair et al. (2017) stated that PLS-SEM also works efficiently with small sample
sizes and complex models because makes practically makes no assumptions about the underlying
data. Another advantage over other SEM methods is that PLS-SEM has high efficiency in parameter
estimation, manifested in the method's greater statistical power (Hair et al., 2017).
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The PLS-SEM method has two steps; the first step is to analyze the outer model, also called the
measurement model. The outer model describes the relationships between the latent variables and
their indicators. The second is an analysis of the inner model, also called the structural model. The
inner model describes the latent variables' relationships (Hair et al., 2017; Garson, 2016).

RESULT AND DISCUSSION

Descriptive Analysis
This study analyzes the results of a survey filled out by 138 Muslim millennials respondents with the
following characteristics:

Table 1 Characteristics of respondents
Amount of sample: 138

Variable Criteria Frequency % Percentage
Gender Male 64 46
Female 74 54
Education Under Senior High School 2 2
Senior High School 46 33
University 90 65
Income per < Rp3,000,000 51 37
month Rp3,100,000 — 5,000,000 39 28
Rp5,100,000 — 10,000,000 35 25
Rp10,100,000 — 15,000,000 4 3
> Rp15,000,000 9 7

Source: Authors, 2020.

Measurement Model

The first step of PLS-SEM analysis is to test the outer model or measurement model as a validity and
reliability test. The validity test with PLS-SEM is divided into two: convergent validity and
discriminant validity. The convergent validity measure correlates positively with alternative measures
of the same construct by evaluating outer loading values and Average Variance Extracted (AVE). The
outer loading values must be more than 0.70. It should consider indicators with outer loadings
between 0.40 and 0.70 to remove the scale because it is not loaded in the construct (Hair et al., 2017;
Garson, 2016). However, according to Hair et al. (2017), weaker outer loading does not need to
remove if it does not affect the AVE score (> 0.50). The result of convergent validity is under the
threshold and affects the AVE score of Religiosity (0.350) (see Table 2). Therefore, to continue the
analysis with PLS-SEM, we removed measurement items with low outer loading values, namely R1,
R2, R3, R4, and R5.

Table 2 Construct reliability and validity 1
Cronbach's Composite

Variable Alpha  Reliability  ~VE
Intention 0.908 0.942 0.845
Pricing 0.879 0.905 0.546
Product Knowledge 0.915 0.934 0.701
Religiosity 0.761 0.803 0.350

Source: Authors, 2020.

145
AL-MUZARA’AH Vol. 10 No. 2, 2022
(ISSN p: 2337-6333; e: 2615-7659)
DOI: 10.29244/jam.10.2.139-153



Prasetya R, Fauziah S, Kasmo ABP Determinants of Muslim Millenials’ Intention

Table 3 Final construct reliability and validity
Cronbach's  Composite

Variable Alpha  Reliability  “VE
Intention 0.908 0.942 0.845
Pricing 0.879 0.905 0.546
Product Knowledge 0.915 0.934 0.701
Religiosity 0.767 0.844 0.522

Source: Authors, 2020.

% : '_u'::

0.015

Intention

1
“ 3;8: Pricing
| |

Source: Authors, 2020.
Figure 3 Final research model

After removing measurement items with low outer loading values and reanalyzing them, we got an
AVE value above 0.5 for all variables (Table 3). The AVE values as follows: Intention: 0.845,
Pricing: 0.546, Product Knowledge: 0.701, Religiosity: 0.522. Then the analysis was continued by
evaluating the cross-loadings and Fornell-Larcker criterion for discriminant validity assessment. The
role of thumb on the PLS-SEM, all indicators' outer loading on the associated construct, is must
higher than any of its cross-loadings on other constructs (Hair et al., 2017; Garson, 2016). Table 4
shows variable intention with three indicators, 11 (0.9115), 12 (0.941), 13 (0.901) are higher than any
of its correlations besides on other constructs. The cross-loading table describing all outer loading
values is higher than any of its correlations besides.
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Table 4 Cross-loading

Indicators  Intention Pricing Kl:lg(\i\(/jltejgge Religiosity
(W 0.915 0.569 0.593 0.281
12 0.941 0.598 0.601 0.160
13 0.901 0.569 0.618 0.215
P1 0.343 0.640 0.461 0.208
P2 0.429 0.668 0.572 0.177
P3 0.401 0.735 0.467 0.228
P4 0.511 0.807 0.645 0.274
P5 0.622 0.837 0.649 0.327
P6 0.490 0.824 0.584 0.210
P7 0.353 0.584 0.408 0.161
P8 0.490 0.775 0.571 0.222

PK1 0.556 0.522 0.799 0.326
PK2 0.564 0.603 0.872 0.217
PK3 0.428 0.572 0.760 0.214
PK4 0.544 0.707 0.870 0.198
PK5 0.566 0.656 0.852 0.247
PK6 0.617 0.685 0.866 0.287
R10 0.153 0.202 0.145 0.604
R6 0.190 0.167 0.200 0.771
R7 0.144 0.240 0.245 0.773
R8 0.195 0.275 0.329 0.794
R9 0.165 0.245 0.139 0.651

Source: Authors, 2020.

The Fornell-Larcker criterion is the second approach to assessing discriminant validity. In the
discriminant validity test using the Fornell-Larcker criterion, AVE's square root should be higher than
its correlation with any other latent variable (Hair et al., 2017; Garson, 2016). On the Fornell-Larcker
criterion (Table 5), AVE's square root appears in the diagonal cells, and correlations appear below it.
As can be seen, all the square roots of AVE are higher than its correlation with the values of 0.919
(Intention), 0.739 (Pricing), 0.838 (Product knowledge), 0.723 (Religiosity).

Table 5 Fornell-Larcker criterion

Variable Intention Pricing E‘noc()jvlvjl(;tdge Religiosity
Intention 0.919

Pricing 0.630 0.739

Product 0.657 0747  0.838

Knowledge

Religiosity 0.237 0.312 0.298 0.723

Source: Authors, 2020.

The final part of the measurement model is to test the inconsistency reliability. The internal
consistency reliability is evaluated by cronbach's alpha and composite reliability values. Referring to
Hair et al. (2017) and Garson (2016), all indicators are equally reliable if all variables have a
cronbach'’s alpha and composite reliability value higher than 0.70. Meanwhile, cronbach's alpha and
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composite reliability values are shown in Table 3. All variables are well with values greater than 0.70.
It explains that all statements of items that are valid and reliable have also met the criteria.

Structural Model

Firstly, we do the collinearity test to examine each predictor construct separately for each structural
model subpart. According to Hair et al. (2017) and Garson (2016), VIF values above 0.2 and below
5.0 are needed to prove no multicollinearity in the model. And we get sufficient VIF values on the
outer and inner models. So, we can move on to the inner model analysis. Inner model is done to see
construct's accuracy and hypothesis.

Construct's accuracy or model fit is analyzed from the resulting R2 (R-square) value. The R2 values
show inside the ellipses in figure 5. R2 or also called the coefficient of determinant is 0.476. The
independent variable explains the dependent variable by 47.6%, and other variables outside the model
explain the rest. Following the role of thumb, an R2 value of 0.476 can be considered moderate (Hair
et al., 2017). It is mean the model has a medium predictive power to calculated the correlation
between X variables and Y variable.

Then we check the F2 value (F-square) to find out the size of the effect. The F2 value of pricing of
0.80 means that pricing has a large impact on intention. In contrast, product knowledge has a small
effect on the intention, with an F2 value of 0.148. Religiosity is known to not affect with an F2 value
of 0.00.

Table 6 F-square values

Variable Effect to Intention
Pricing 0.080
Product Knowledge 0.148
Religiosity 0.000

Source: Author, 2020.

The last and most important of all the test series is testing the hypothesis. Hypothesis test using the
path coefficient, t-value, and p-value. Garson (2016) noted that the path coefficient is between -1 to
+1, and weights closest to absolute 1 reflect the positive most robust paths. On the contrary, weights
relative to O reflect the weakest paths. The path weight of 0.015 shows religiosity has a positive effect
on Intention but weak. Meanwhile, pricing and product knowledge have a medium positive effect on
Intention.

Furthermore, t-statistics' value must be greater than the t-table, and the t-table value for the two-tailed
model is 1.96 (Hair et al., 2017; Garson, 2016). Suppose the result meets the criteria >1.96. In that
case, it means that there is a significant influence between the X variable on the Y variable. But if it
does not meet the criteria or <1.96, it does not impact the Y variable on the X variable. While the
conclusion of the hypothesis based on the results of p-value is that X variable affects Y variable if p-
value <0.05.

Table 7. The hypothesis test values

Hypotesis Path Cosf?itcr;en t T-statistics P-values  Result
H1 Religiosity = Intention 0.015 0.247 0.805 Rejected
H2 IPrOd”.Ct Knowledge > 0.420 3.638 0.000  Accepted

ntention
H3 Pricing = Intention 0.311 2.750 0.006  Accepted

Source: Author, 2020.
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As shown in Table 7, the decision to test the hypothesis of this study is as follows:

1. H1 is rejected because t-value for religiosity is 0.247 < 1.96 and p-value is 0.805 > 0.05, so
religiosity has positive paths but does not have a significant effect on Muslim millennial
intention toward Savings Sukuk.

2. H2 is accepted because t-value product knowledge 3.638 > 1.96 and p-Value 0.00 < 0.05,
then product knowledge has a positive and significant impact on the Muslim millennial
intention toward Savings Sukuk.

3. H3is accepted because t-value pricing is 2.750 > 1.96 and p-value 0.006 < 0.05 then pricing
has a positive and significant impact on Muslim millennial intention toward Savings Sukuk.

Discussion

It is interesting to conclude that religiosity does not significantly affect Muslim millennials' intention
toward Savings Sukuk. However, sukuk is one of the Islamic investment instruments. That means
Muslim religiosity is not the main factor that will support Muslim intention in Islamic products,
especially for the millennial generation. Therefore, this finding contradicts Sharma et al. (2017) 's
research which found that religiosity supports the purchase intention of Islamic financial products in
Bangladesh. Also contrary to many other studies including Newaz et al., (2016), Bananuka et al.,
(2020), Nugraheni and Widyani (2020), Fauzi et al. (2020), Kristiyadi and Hartiyah, (2016), Zahri and
Hafasnuddin (2016), Abduh and Hussin (2018). However, this conclusion is not the first because
Johan et al. (2020) also revealed that religiosity does not support Muslims' intention to hold sharia-
compliant credit cards. Shabrina et al. (2018) also stated that a religious factor is not a factor that can
affect the intention to use sharia micro-financing.

In this research, we concluded Muslim religiosity does not affect intention. It happens not because
Muslim millennials in Indonesia have low religiosity. The survey results show respondents have a
high average value of religiosity on a scale of 4.64 out of 5. Therefore, other factors can cause
religiosity to have no significant effect on interest. We analyze that this can happen because the issuer
of investment products has not been maximized in promoting its religiosity. Such as emphasizing
riba-free and other sharia standards. So, the promotion of Savings Sukuk has not attracted sharia-
minded investors. Another reason, according to Souiden and Rani (2015) likewise, some Muslims
might not believe in spiritual matters when dealing with business and financial transactions.

Meanwhile, we found that product knowledge has a positive effect on intention. Also, the results
show that there is a strong medium relationship between product knowledge and intention. Therefore,
we conclude that product knowledge can be a determinant of Muslim millennial intention toward
Savings Sukuk. It also means that the greater the knowledge of millennial Muslims about Savings
Sukuk, the greater their interest. Nurhayati and Hendar (2019) concluded that consumer knowledge
about products would affect the information search behavior and influence the purchasing decision-
making process, including purchase interest. This result is in line with Johan et al. (2020), Nugraheni
and Widyani (2020), Kristiyadi and Hartiyah (2016), and Wahyuni (2012).

On the other hand, we also found that Muslim millennial's knowledge of Islamic investment products
still lacked even though the hypothesis testing showed significant results. The questionnaire results
show that the average respondent's knowledge about Savings Sukuk products is 3.83 out of 5. It
should be a concern of issuers because if the public's understanding of Savings Sukuk products
increases, it will also increase public interest.

Finally, H3 is also accepted. It's an indication that product pricing significantly influences Muslim
millennials' intention on Savings Sukuk. The result means the welfare pricing of Savings Sukuk
builds Muslim millennial intention towards Savings Sukuk. This empirical study proves that fixing a
fair price is very important to make customer intention in products or services. In this research, the
fair price referred to is stated by Kotler and Armstrong (2018) and is used as a measurement indicator,
namely, affordability, the suitability of the price with quality of the product, price competitiveness,
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and the suitability of the product the price of benefit. This finding also strengthens the previous
research conducted by Shabrina et al. (2018), Lajuni et al. (2017) and Amin et al. (2011).

Besides, we indicate that the millennial generation's intention to invest in Savings Sukuk increased
with the second issuance when the offering price was lowered. According to Kotler and Armstrong
(2018), price adjustment is part of a marketing strategy that influences buying interest. That is why we
think that the beginning of the increasing purchasing power of the millennial generation for Savings
Sukuk was due to a more affordable price.

CONCLUSION

Conclusion

Finally, we got a conclusion based on the survey results and analysis that had been done. Conclusions
refer to the research objectives, as well as the proposed models and hypotheses. The empirical study
results conclude that product knowledge and pricing significantly affect Muslim millennials' intention
toward Savings Sukuk in Indonesia. Meanwhile, religiosity does not work on Muslim millennials'
intention toward Savings Sukuk in Indonesia.

Then, we found some additional findings. The first prospective Savings Sukuk investors, especially
Muslim millennial still have limited knowledge about sukuk even though product knowledge affects
their intention. The second Muslims millennial who have sharia-minded were not yet interested in
sukuk products, especially Savings Sukuk.

Recommendation

Based on the findings of this study, we have recommendations for practitioners, regulators, and
academics. We found that respondents still have limited knowledge about sukuk even though product
knowledge affects their intention. Therefore, practitioners and regulators, especially sukuk issuers or
the Government as issuers of Savings Sukuk should further increase consumer product knowledge
about sukuk. It can be done through promotion and education such as seminars, discussion even
though it holds virtually. We also recommend sukuk issuers carry out promotions and education
through digital media such as social media to attract more potential millennial investors. Postings on
social media can also increase consumer product knowledge about Savings Sukuk because we know
that the millennials very familiar with social media.

We also found that sharia-minded investors were not yet interested in sukuk products, especially
Savings Sukuk. It can happen because the issuer has not maximally promoted the sukuk from the
sharia side. Hence, it is highly recommended for issuers to increase promotion from the sharia side to
attract sharia-minded investors. Issuers can cooperate with the Council of Indonesian Ulama (Majelis
Ulama Indonesia/MUI) or other competent institutions to promote savings sukuk by explicitly raising
the shariah side. Of course, the institution is more trusted and gets the attention of the Muslim
community.

The research topic about intention in sukuk is still interesting to continue because sukuk instrument
continues to develop, especially in Indonesia. So, for further research recommendation, academics can
add another independent variable related to the dependent variable, both qualitative and quantitative
variables such as age and income. It is considered because, generally, investment intention is related
to a person's income. Regarding the use of the religiosity variable, the data is also studied more
deeply, for example, by changing indicators obtained from other theories. Because many studies show
that religiosity's variable influences purchase intention, this is still a gap that can be investigated.
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