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ABSTRACT 

This study aims to see the relationship between job type and the knowledge about Islamic financial institution products, 

either directly or through the intervening variable of smartphone usage. It also explores the role of religion as a 

moderating variable between these two aspects. The data were collected from the results of the questionnaires distributed 

via the Google Form service. These data were processed using the partial least squares approach. The findings show 

that job type affects the knowledge about Islamic financial institution products. The use of smartphones weakly affects 

the awareness about Islamic financial institution products. It shows that smartphones are not used as information support 

for the products of Islamic financial institutions. The study also finds that religion has a significant impact on the 

relationship between job type and awareness about Islamic financial institution products. 
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1. INTRODUCTION 

The product of Islamic financial institutions is 

generally a product that is consistent with the teachings 

of the Qur'an and hadith with the aim of bringing benefits 

both in this world and in the hereafter. Even though it is 

based on Islamic teachings, this product can be used by 

the public regardless of their religion. Products of Islamic 

financial institutions are essentially based on profit-

sharing in various forms and do not use the interest 

system (known as an interest-free bank) [1]. Thus, 

knowledge about the products of Islamic financial 

institutions is necessary in order for people not to expect 

interest but share profits [2].  

A study from [3] states that the people in Samarinda 

consider Islamic financial institutions, especially Islamic 

banking, to be an alternative after conventional banking. 

This is in line with the opinion of [4] which states that 

urban communities are more open to Islamic retail banks, 

but [4] do not find that religion moderates the relative 

advantages, compatibility, and complexity of the desire 

to use Islamic retail banks, although it remains an 

element determinant to influence the desire to use Islamic 

retail banks. 

Based on the search for interest through Google 

Trends for the topic of sharia cooperatives, sharia 

banking, and conventional banking, it appears that people 

in East Kalimantan still prefer conventional banking 

(yellow line) compared to sharia cooperatives (blue line) 

and Islamic/sharia banking (red line). 

 

Figure 1 Trends in the search for sharia cooperatives, 

sharia banking, and conventional banking 

This inclination illustrates that urban communities 

that are more open to technological developments can 

lead to the same trend, preferring conventional banking 

to Islamic financial institutions. This condition will be an 

obstacle to the development of Islamic financial 

institutions in East Kalimantan, especially in Samarinda. 

Individuals who work in the Islamic banking 

environment, of course, have sufficient knowledge about 

the products of Islamic financial institutions [5], but this 

cannot be generalized to those who have jobs outside the 

environment of Islamic financial institutions. Research 

from [6] proves this. 

Further, it is now possible to rapidly acquire 

knowledge or information about anything using 
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smartphones [7]. Smartphones can also improve the 

performance of bank employees in providing information 

to customers and prospective clients [8]. The use of 

smartphones in the workplace can increase autonomy, 

enhance relationships with colleagues and superiors, and 

increase knowledge sharing among them. Other 

researchers state that the use of smartphones in the 

workplace can have both positive and negative 

consequences [9]. In addition, smartphones can also be 

used by the elderly who use them for accessing social 

media or reading news [10]. 

Based on the above description, this study is carried 

out to (1) observe how people from different professions 

perceive the products of Islamic financial institutions, (2) 

know whether smartphones can serve as a mediator for 

the public to acknowledge the products of Islamic 

financial institutions, and (2) discover whether religion 

plays a moderating role between the type of job and the 

knowledge about Islamic financial institution products. 

1.1 Related Work 

1.1.1 Islamic Financial Institution Product 

According to [1], the products of Islamic financial 

institutions are inseparable from the principles of ijarah, 

murabaha, mudharaba, and musharaka. Some examples 

of these products are salam and istisna [11]. The profit-

sharing system is always applied to every product of 

Islamic financial institutions. 

1.1.2 Job Type 

[2] states that one's job has a relationship with his 

knowledge of banking products. However, this only 

applies to those who have a lot to do with banking 

activities [13], [14] while those who are engaged in other 

fields, apparently do not have sufficient knowledge about 

banking products [6]. 

1.1.3 Smartphone Use 

The use of mobile internet can increase worker 

productivity [17]. [18] states that smartphones in the 

workplace can be used to share knowledge. Further, [8] 

explains that in this context, people use smartphones to 

share information about financial institution products. 

1.1.4 Religion 

In Malaysia, many Muslim and non-Muslim 

communities want Islamic banking products [20]. Thus, 

[4] states that religion does not moderate the intention to 

use Islamic banks, but [19] state that Muslim students 

have better financial knowledge than non-Muslim 

students. 

 

1.2 Our Contribution 

This study contributes to empirically explaining the 

role of religion in moderating the relationship between 

job type and knowledge of Islamic financial institution 

products. This study states that religion can increase 

public knowledge of Islamic financial institution 

products. The consequence is that the Muslim 

community must strengthen religious education in order 

to increase their financial knowledge in general and the 

knowledge about Islamic financial institution products in 

particular. This condition applies especially in the 

context of Samarinda, East Kalimantan, Indonesia.  

1.3 Paper Structure 

This paper is structured as follows: the first part 

comprises the introduction, research related to this study, 

and our contribution to this research. The second part 

includes a literature review of the variables used in this 

study. Part three carries the research methods used, while 

part four holds the results and discussion. Then, it ends 

with part five, which contains conclusions and 

recommendations for further research. 

2. BACKGROUND 

2.1. Sharia Product 

Islamic financial institutions can take various forms, 

such as sharia commercial banks, sharia business units, 

sharia people's credit banks, or sharia cooperatives, in 

addition to sharia insurance and other similar companies. 

These Islamic financial institutions hold on a financial 

contract basis and sharia principles [11]. Thus, the 

products of Islamic financial institutions are essentially 

based on the principles of ijarah, murabahah, 

mudharabah, and musharaka [1]. Salam and ishtishna 

are some of the well-known products [11]. Each of these 

products has its own criteria.  

The use of the profit-sharing principle has been 

applied since the beginning of the development of 

Islamic financial institutions, and this principle is then 

reviewed and adapted to modern business circumstances 

[12]. Therefore, knowledge about products that exist in 

Islamic financial institutions is very important for people 

to understand each product and can choose them properly 

[2].  

2.2. Job Type 

Job is a person's status in everyday life with the aim 

of earning income. Research from [2] states that one's job 

has a significant influence on his knowledge of banking 

products. An Islamic bank employee has positive 

perceptions about the practices, goals, and development 

of Islamic banks [13], [14]. However, as stated by [6], an 

ordinary farmer may not have sufficient knowledge about 

what is needed to obtain financing. In other words, he is 
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less aware of banking products. Another study states that 

the type of job has a significant influence on people's 

perceptions of Islamic banking [15]. In fact, [2] states that 

the better the community's field of work, the higher their 

knowledge related to Islamic banking products.  

Thus, the proposed hypothesis is: 

H1: Job type has an effect on knowledge about 

Islamic financial institution products. 

2.3. Smartphone Use 

The use of smartphones is allegedly able to reduce 

productivity at work, especially if it is already at the level 

of addiction [16]. However, other researchers state that 

mobile internet, accessed through, one of which, 

smartphones, can increase worker productivity [17].  

The smartphone is used for various things, such as 

social and non-social activity, as stated by [10] that the 

elderly in Australia use smartphones to access social 

media and also to read the news. In addition, [18] argues 

that the use of smartphones in the workplace can be 

classified into three parts: developing autonomy, 

strengthening relationships with colleagues and 

superiors, and increasing knowledge sharing. In the 

context of increasing knowledge sharing, we can use 

smartphones to search for information and to explain 

products both to bank customers and prospective clients 

[8] 

Thus, the proposed hypotheses are: 

H2: Job type affects the use of smartphones. 

H3: Smartphones have an effect on knowledge about 

Islamic financial institution products. 

2.4. Religion 

Research from [4] states that religion does not 

moderate the relationship between relative advantage, 

compatibility, and complexity on the desire to use 

Islamic retail banks, but it remains a driving factor for 

using Islamic retail banks. 

The study from [19] states that Muslim students have 

better financial knowledge compared to non-Muslim 

students. This is because of the education they receive 

from childhood. In addition, [20] states that in the 

Malaysian context, Muslim and non-Muslim 

communities both want Islamic banking products. 

Thus, the proposed hypothesis is: 

H4: Religion moderates the relationship between job 

type and knowledge about Islamic financial institution 

products. 

 

2.5 Framework 

As can be seen in Figure 2, the type of work is suspected 

to affect knowledge about Islamic financial institution 

products, and the use of smartphones may be a bridge to 

increase public knowledge, with various types of 

professions, on products of Islamic financial institutions. 

Besides, religion is also suspected of being able to 

strengthen the awareness of the public, who have various 

professions, on the products of Islamic financial 

institutions. 

 

Figure 2 Conceptual Framework 

3. RESEARCH METHODS 

This research used a quantitative approach. The 

population in this study was Samarinda people from 

various professions including students and university 

students. The research instrument in the form of a 

questionnaire was distributed through Google forms and 

resulted in 121 responses. This sample size is much larger 

than the minimum sample size required by PLS-SEM 

according to the approach of [21], which is ten times the 

relationship that occurs in latent indicators (30 samples) 

or on the constructs of existing latent variables (40 

samples). The data were processed using the partial least 

square approach considering that it can give good results 

even though the number of samples is not too large and 

the data are randomly distributed. Each question on the 

questionnaire was adapted from previous research, as 

shown in the following table: 

Table 1. Constructs of questionnaire 

Construct #item Source 

Financial 

Product 

3 Salman & Nawaz (2018) 

Job Type 1 Hasyid & Salam (2015) 

Smartphone 

usage 

1 Jocom (2013) 

Religion 1 Sabri & Falahati (2014) 
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4. RESULTS AND DISCUSSION 

Although not all goodness of fit measures meet the 

requirements, eight tests are declared fit for further 

analysis. 

Table 2. The Goodness of Fit Model 

Goodness of Fit p-value cut-off 

value 

Comment 

Average path 

coefficient 

(APC)=0.317, 

P<0.001 

0.142 0.027 Fit 

Average R-

squared 

(ARS)=0.3338, 

P<0.001 

0.064 0.118 UnFit 

Average adjusted 

R-squared 

(AARS)=0.329, 

P<0.001 

0.049 0.147 UnFit 

Average block VIF 

(AVIF)=2.311, 

acceptable if <= 

5, ideally <= 3.3 

1.158 <=3.3 Fit 

Average full 

collinearity VIF 

(AFVIF)=2.167, 

acceptable if <= 

5, ideally <= 3.3 

1.088 <=3.3 Fit 

Tenenhaus GoF 

(GoF)=0.477, 

small >= 0.1, 

medium >= 0.25, 

large >= 0.36 

0.250 >=0.25 Medium 

Fit 

Sympson's 

paradox ratio 

(SPR)=0.833, 

acceptable if >= 

0.7, ideally = 1 

1.00 >=0.7 Fit 

R-squared 

contribution ratio 

(RSCR)=0.998, 

acceptable if >= 

0.9, ideally = 1 

1.00 >=0.9 Fit 

Goodness of Fit p-value cut-off 

value 

Comment 

Statistical 

suppression ratio 

(SSR)=0.667, 

acceptable if >= 

0.7 

1.00 >=0.7 Fit 

Nonlinear 

bivariate causality 

direction ratio 

(NLBCDR)=0.833, 

acceptable if >= 

0.7 

1.00 >=0.7 Fit 

The following table states whether the proposed 

hypotheses are supported by research data or not. 

Table 3. Hypotheses  

Path (Hypothesis) β p-

value 

Hypothesis 

supported 

Job Type --> Product -0.15 0.05* Yes 

JobType --> SmartUse -0.06 0.27ns No 

SmartUse --> Product 0.14 0.06** Yes 

JobType*Rel --> 

Product 

0.23 <0.01* Yes 

Job Type  SmartUse 

 Product 

-0.61 0.53ns No 

*significant at  = 5%; ** significant at  = 10% 

This study states that job type has a negative and 

significant effect on knowledge about Islamic financial 

institution products ( =-0.15; p-value=0.05). besides, it 

does not affect smartphone use ( =-0.06; p-value=0.27). 

The use of smartphones has no effect on knowledge 

about Islamic banking products at  = 5% ( =-0.14; p-

value = 0.06), but it has an effect on knowledge of Islamic 

banking products at  = 10%. The results of the study 

also show that religion positively moderates the 

relationship between job type and Islamic financial 

institution products awareness ( =-0.19; p-value <0.01), 

but the use of smartphones does not mediate the 

relationship between the two ( = -0.61; p-value=0.53).  
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Figure 3 Hypotheses 

The value of R2 explains that the variation of changes 

in knowledge of banking products can be explained by 

the job type and the use of smartphones by 13%. 

Although this value is not too large, it can still be used as 

a basis for prediction because it is still above the cut-off 

value of 0.02, and there is no need to revise this variable 

(Kock, 2020). 

The community’s job types do not seem to provide 

access to products of Islamic financial institutions, where 

the results of the study state that the more diverse the 

work of the community, the less knowledge they possess 

about Islamic financial institution products. The reason 

that can be given for this condition is that the respondent's 

work may not provide sufficient space for dealing with 

Islamic financial institutions. This result is inversely 

proportional to the result obtained by [15]. On the other 

hand, it indirectly supports [13] and [14] which state that 

work related to Islamic financial institutions will provide 

a positive perception of Islamic banking practices.  

Religion can play a role by providing knowledge 

about muamalah, an activity that regulates human beings' 

matters. This knowledge sharing can be conducted in 

places of worship, such as mosques or surau, as the 

center of the development of religious studies. The Kyai, 

someone who has high religious knowledge (Islam), 

actions, and morals, must of course provide this teaching, 

besides learning about prayer, reading the Qur'an, and 

other similar knowledge. Thus, public awareness of the 

importance of Islamic financial institutions and their 

products can be increased. This result follows [19], who 

argue that Muslim students have better financial 

knowledge than non-Muslim students. 

The smartphone, which is expected to provide 

information about Islamic banking, also has no impact on 

the awareness of Islamic financial institution products. 

The result of this study is not in line with the opinion of 

[18], which states that the use of smartphones can 

increase knowledge sharing. However, we agree with [8], 

which explains that introducing products from Islamic 

financial institutions can be done through smartphones. 

One of the products that can be accessed by 

smartphones is mobile banking. Therefore, banks should 

increase the role of mobile banking, not only for 

conducting transactions but also as a tool for Islamic 

finance education. This education is aimed at all levels of 

society, not only for the bank's customers. Thus, 

smartphone users can access this information and 

obliquely, can increase public financial knowledge, 

especially related to Islamic financial institution 

products. 

4. CONCLUSION 

This study tries to realize the relations between job 

type, smartphone usage, religion, and financial institution 

product awareness. This study shows the role of religion 

in increasing public knowledge of Islamic financial 

institution products. Based on the analysis results, 

religion turns out to have an essential role in increasing 

people's financial knowledge. In contrast, the use of 

smartphones does not have an inherent role in this study. 

The respondent's type of work also does not provide an 

opportunity to distinguish more about the products of 

Islamic financial institutions. 

Theoretically, the inquiry provides a new view related 

to the role of religion in everyday life. Religion here plays 

a role in guiding a person in the life of worship to Allah 

and influences one's financial knowledge, especially in 

Islamic finance.  

This research implies that currently, Islamic financial 

institutions act as an intermediary institution; they must 

be able to act as an institution that can increase public 

financial knowledge. It can be done by optimizing the 

existing mobile banking services with information about 

Islamic financial products, especially in the context of 

East Kalimantan. In addition, the role of Kyai, who has 

religious knowledge, is crucial to increase public 

financial knowledge in general, especially of Islamic 

financial institution products. 

The limitations faced in this study include the 

relatively small data. For further research, it is highly 

recommended to increase the number of samples, for 

example, to find out how millennial Muslims with higher 

education perceive the products of Islamic financial 

institutions or to know the role of Kyai in Islamic 

education, especially those related to Islamic finance. 
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