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ABSTRACT Article History  

This study aims to analyze the influence of promotion and 
education on public interest in choosing Islamic banking  
services, especially at Bank Syariah Indonesia in Bima City. 
The study uses a quantitative approach with an associative 
design to test the causal relationship between variables. The 
study population was 1,000 active customers of BSI KCP Bima 
Kartini, with a sample of 286 respondents determined using 
purposive sampling techniques and the Slovin formula with a 
5% error rate. Data collection was carried out through a 
structured questionnaire and analyzed using inferential 
statistical techniques. The results showed that promotion had a 
positive and significant effect on public interest with a 
regression coefficient value of 0.421 and a significance value 
of 0.000. Education also had a positive and significant effect 
with a coefficient value of 0.368 and a significance value of 
0.000. Simultaneously, promotion and education had a 
significant effect on public interest with a calculated F value 
of 58.421 and a coefficient of determination (R²) of 0.612, 
which means that both variables were able to explain 61.2% of 
the variation in public interest. These findings indicate that 
promotion acts as an external factor driving initial interest, 
while education serves as an internal factor shaping public 
understanding and trust. Therefore, integrating promotion and 
education is a crucial strategy for increasing public interest in 
Islamic banking. This research implies that strengthening 
Islamic financial literacy and effective communication 
strategies are necessary on an ongoing basis to optimize the 
development of the Islamic banking industry at the local level. 
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INTRODUCTION 

The development of the banking industry in Indonesia in recent years has shown an 

increasingly competitive and diverse trend. (Yanti, 2023) . Amidst the dominance of 

conventional banking, Islamic banking presents a distinct character because it is based on 

Islamic principles such as justice, transparency, and the prohibition of usury (Darmawan, 

2023) . The presence of Bank Syariah Indonesia emphasizes efforts to consolidate and 

strengthen the national Islamic banking industry, not only as an alternative financial system, 

but also as part of an economic transformation that is more oriented towards ethical values 

and social justice (Fauzi, Hasan, & Lutfi, 2024) . Structurally, the opportunities for the 

development of Islamic banking in Indonesia are enormous. This is supported by the 

composition of the population, which is predominantly Muslim, increasing awareness of the 

halal aspects of economic activities, and the existence of government policies that encourage 

the strengthening of the Islamic financial ecosystem (Amanda, 2025) . 

However, this substantial potential is not yet fully reflected in market share. Islamic 

banking still lags behind conventional banking, indicating fundamental issues in public 

acceptance and preference. This situation is inextricably linked to limited Islamic financial 

literacy and inclusion (Muhammad, 2026) . Some members of the public do not yet 

comprehensively understand the basic concepts of Islamic banking, including the contract 

mechanism, profit-sharing system, and the principal differences between Islamic banking and 

the interest system (Himmah, 2025) . This lack of understanding has led to the formation of 

inaccurate perceptions, often assuming that Islamic banks are not significantly different from 

conventional banks (Nawawi & Ananda, 2025) . 

In situations like this, people's decisions in choosing financial services tend to be 

based on practical factors such as convenience, speed of service, and pre-existing habits 

(Febrianti & Siregar, 2025) . Thus, the issues facing Islamic banking are not only technical 

but also relate to the cognitive and perceptual aspects of society (Hidayati & Susanto, 2024) . 

This is where the importance of strategies that are not only oriented towards marketing but 

also towards building a comprehensive understanding becomes crucial. Promotion plays a 

crucial role in building awareness and introducing products to the public (Aisyah, 2024) . 

Through the right approach, promotion can build a positive image and increase the 

attractiveness of Islamic banking. 

However, promotion that is not accompanied by education tends to have limited 

impact. Education serves as a process of internalizing knowledge that enables the public to 

understand the values, mechanisms, and advantages of the sharia system more deeply. 

(Muzadi, 2023) . Continuous education not only increases understanding but also builds trust, 

which ultimately influences people's attitudes and decisions in choosing banking services 

(Nai'mah, 2023) . Therefore, promotion and education must be positioned as two 

complementary strategies, not stand alone. Locally, Bima City is an area with great potential 
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for the development of Islamic banking. Sociologically and culturally, its people are close to 

Islamic values that emphasize honesty, justice, and the prohibition of usury. 

However, reality shows that public preference for Islamic banking is not fully aligned 

with these values. Some people still prefer conventional banks due to familiarity, ease of 

access, and perceived service quality. This phenomenon demonstrates a gap between accepted 

normative values and actual economic practices. This gap indicates that current approaches 

have not fully addressed the public's understanding and awareness. In other words, the 

problem is not simply a lack of information, but also a suboptimal process of building 

perceptions and trust. 

Based on these conditions, it is important to examine in more depth how the 

promotional and educational strategies implemented by Islamic banks, particularly Bank 

Syariah Indonesia, influence public interest. This study is relevant not only to assess the 

effectiveness of the strategies implemented but also to identify factors that inhibit and 

encourage public interest in Islamic banking. Therefore, this research is expected to contribute 

academically to the development of Islamic economic studies, while also providing practical 

implications for banking institutions in formulating more targeted strategies. Furthermore, the 

results are expected to serve as a basis for strengthening efforts to increase Islamic financial 

literacy and inclusion, allowing its significant potential to be more effectively utilized in 

people's lives. 

RESEARCH METHODS 

This study uses a quantitative approach based on the positivist paradigm, with the aim 

of testing causal relationships between variables through numerical data analysis and 

statistical techniques (Maufur & Putri, 2025) . The design used is associative research, namely 

to analyze the influence of independent variables in the form of promotion and education on 

the dependent variable, namely public interest in choosing Islamic banking services. The 

research object is focused on Bank Syariah Indonesia in Bima City, so this study is directed to 

produce empirical, measurable findings that can be used to explain and predict public 

behavior in choosing Islamic-based financial institutions. 

Data collection was conducted using a structured questionnaire instrument compiled 

based on the indicators of each research variable. The data obtained were then analyzed using 

inferential statistical techniques to test the magnitude of the influence of promotional and 

educational variables on public interest (Lia, 2023) . The population in this study were all 

active customers of Bank Syariah Indonesia at the Bima Kartini Branch Office with a 

population size of 1,000 people. The sample determination used a purposive sampling 

technique, with the criteria for respondents being at least 18 years old and having active 

customer status. This technique was chosen to ensure that respondents had direct relevance to 

the research focus (Utami & Agrosamdhyo, 2025) . 

The sample size was determined using the Slovin formula with a 5% margin of error, 

resulting in a sample size of 286 respondents. This number is considered representative 
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enough to describe the characteristics of the population and meet the needs of statistical 

analysis in quantitative research (Suhelmi, 2023) . This research was conducted in the even 

semester of 2026, located in Bima City, West Nusa Tenggara Province. The location was 

selected based on the consideration that Bima City has significant potential for the 

development of Islamic banking and the heterogeneous characteristics of its population, 

making it relevant to examine the influence of promotion and education on interest in 

choosing Islamic banks. 

RESULTS AND DISCUSSION 

The Influence of Promotion on Public Interest 

Table 1. Results of the Promotion Variable t-Test 

Variables 
Regression 

Coefficient 
t count Sig Information 

Promotion (X1) 0.421 6,732 0,000 Significant 

 

The analysis results show that promotion has a positive and significant influence on 

public interest in choosing Bank Syariah Indonesia services. The regression coefficient value 

of 0.421 places promotion as the strongest variable in this research model. This finding 

suggests that improvements in the quality and intensity of promotion are significantly 

followed by increased public interest in using Islamic banking services (Musyaffa & Iqbal, 

2022) . Upon closer examination, promotion in this context serves not only as a means of 

conveying information but also as a means of shaping public perceptions of Islamic banks 

(NAWIR, 2023) . Information conveyed through various media, both digital and in-person, 

helps the public become familiar with products, understand their benefits, and assess whether 

the services meet their needs. 

In practice, respondents tend to be more engaged when promotional messages are 

delivered simply, clearly, and straightforwardly. This demonstrates the crucial role of clarity 

in communication, particularly in the context of financial products, which are inherently quite 

complex (Yani, Rusmiati, & Rosyidi, 2025) . From a marketing theory perspective, this 

finding can be understood through Philip Kotler's theory, which positions promotion as a key 

instrument in influencing consumer behavior. 

Promotion works by attracting attention, fostering interest, and ultimately driving 

decisions. This pattern is also seen in the AIDA model, where promotion is the starting point 

for developing interest (Ismanto, 2024) . This means that without adequate information, it is 

unlikely that people will reach the stage of considering, let alone choosing, a service. 

Furthermore, within the Hierarchy of Effects Model framework, promotion does not stop at 

conveying information, but plays a role in driving change from knowledge to attitude, and 

ultimately action (Hanan, Sapwan, & Fatihin, 2026) . In other words, effective promotion can 

transform a state of ignorance into interest, which then develops into a desire to try. 
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In Islamic banking, this process is crucial because some people are still in the early 

stages, lacking a complete understanding of the differences between the Sharia and 

conventional systems. Empirical findings in this study indicate that aspects such as the 

attractiveness of promotional media, consistency of message delivery, and ease of 

understanding are the factors that most influence public response. This also demonstrates that 

the public needs not only information but also a delivery method that suits their 

characteristics. Promotions that are overly technical or full of difficult-to-understand terms 

have the potential to reduce interest, creating a distance between the institution and the public 

(Tirrisala, 2025) . 

When compared with previous studies, these results demonstrate consistency. 

Numerous studies have shown that promotions play a crucial role in increasing interest in and 

decisions to use financial services, including Islamic banking. In fact, several studies have 

found digital-based promotions to be more effective because they can reach a wider and faster 

audience, particularly among the productive age group who are already familiar with 

technology. 

However, not all studies yield the same results. Some findings suggest that promotions 

don't always have a significant impact, especially when consumers lack a sufficient 

understanding of the product being offered. This underscores the point that promotions cannot 

stand alone. While the information conveyed can attract attention, without adequate 

understanding, that interest often doesn't translate into a concrete decision. This study 

demonstrates the relatively higher average scores for promotions compared to education. 

This means that the public has actually been exposed to sufficient information about 

Islamic banking, but not all of them have a deep understanding. This situation makes 

promotion more of an initial trigger, while the final decision is still influenced by other 

factors, especially the level of understanding. Therefore, it's understandable that promotion 

plays a crucial role in shaping public interest, but it's not the sole determining factor. 

Promotion can open the door to interest, but to truly make a choice, support from other 

factors, especially education, is needed. This is where it's important to view promotion not 

merely as a marketing activity, but also as part of a communication process that can build 

public understanding and trust in Islamic banking. 

The Influence of Education on Public Interest 

Table 2. Results of the t-test for the Education Variable 

Variables 
Regression 

Coefficient 
t count Sig Information 

Education (X2) 0.368 5,984 0,000 Significant 

 

The results of the study indicate that education has a positive and significant effect on 

public interest in choosing Bank Syariah Indonesia services, with a coefficient value of 0.368. 
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Although lower than promotion, education plays a more profound role because it is directly 

related to how people understand, evaluate, and ultimately decide to use Islamic banking 

services. Further analysis reveals that education serves not only as a means of conveying 

information but also as a process of building understanding. Through education, the public 

not only learns about Islamic banking products but also understands how the system works, 

its advantages, and why it differs from conventional banks (Septian, 2024) . This 

understanding is crucial because decisions in choosing financial services are generally based 

not only on interest but also on the level of trust (Fithri, Kurniawan, Abidin, & Berliananda, 

2025) . 

Theoretically, this aligns with the concept of financial literacy, which emphasizes that 

an individual's level of understanding of financial products will influence their attitudes and 

behavior (Syh, Anwar, & Riqqoh, 2024) . Education in this context not only increases 

knowledge but also shapes beliefs and perceptions of financial institutions (Maghfiroh, 2024) 

. People with a good understanding tend to be more trusting, confident, and better prepared to 

make decisions. Furthermore, from the perspective of the Theory of Planned Behavior, 

education plays a role in shaping attitudes and self-control in behavior (Akbar, Salama, & 

Salim, 2025) . When someone understands a system well, they will be more confident in 

making decisions. This explains why a higher level of understanding is often followed by an 

increased interest in using the service. 

The findings of this study indicate that respondents who understand the concept of 

contracts, profit-sharing systems, and the basic principles of Islamic banking tend to have 

higher interest. This confirms that people's decisions are not solely influenced by emotional 

factors, but also by rational considerations. In other words, education plays a role in 

transforming interest into confidence. When compared with previous research, these results 

align with various studies that place financial literacy as a crucial factor in the use of Islamic 

banking services. Several studies even confirm that low literacy rates are one of the main 

causes of the slow development of the Islamic financial industry amidst its significant 

potential. (Wahyuni Wahyuni & Fasa, 2024) . However, not all studies show a strong direct 

impact. Some studies find that education plays a more indirect role, for example through 

increased trust and changes in perception. This suggests that the impact of education is often 

not immediate, but rather develops gradually as public understanding increases. 

In this study, this condition is reflected in the average education score, which remains 

below the promotion variable. This indicates that although the public has received 

information, in-depth understanding is still uneven. Therefore, education should be viewed as 

a long-term process that requires a sustainable and easily understood approach. Thus, it can be 

emphasized that education plays a crucial role in shaping and strengthening public interest. 

Education not only serves as a complement to promotion but also as a foundation that makes 

interest more stable and resistant to change. Without a sound understanding, emerging interest 
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tends to be temporary. Conversely, with adequate education, interest can develop into a more 

solid decision in choosing Islamic banking services. 

The Simultaneous Effect of Promotion and Education 

Table 3. F Test Results 

F count Sig Information F count 

58,421 0,000 Significant 58,421 

 

Table 4. Coefficient of Determination 

R Square Information 

0.612 61.2% 

 

The results of the simultaneous test show that promotion and education together have 

a significant influence on public interest in choosing Bank Syariah Indonesia services. The 

calculated F value of 58.421 indicates that the research model has a strong level of 

significance, while the coefficient of determination value of 0.612 indicates that the two 

variables are able to explain 61.2 percent of the variation in public interest. This figure shows 

that promotion and education have a significant contribution in shaping interest, although 

there are still other factors outside the model that also influence it. If examined more deeply, 

these results indicate that public interest is not formed by a single factor, but through the 

interaction between various aspects. 

Promotion acts as an external factor that drives initial interest, while education serves 

as an internal factor that strengthens understanding and belief (Irma Sri Wahyuni, Hasanah, & 

Indrajaya, 2025) . Both work in a complementary process, resulting in more informed 

decisions. In consumer behavior studies, this condition can be explained through an approach 

that views decisions as the result of a combination of external stimuli and information 

processing within the individual (Nurmasari, 2025) . Promotion can attract attention and 

arouse curiosity, while education helps people understand the information more deeply 

(Lubis, 2022) . When both work together, the interest formed tends to be stronger and more 

resistant to change. This can also be understood through the concept of information 

processing, where individuals tend to use two methods in making decisions. 

On the one hand, there's a quick and simple process triggered by the allure of 

promotions. On the other hand, there's a deeper process involving rational consideration, 

which in this case is shaped by education. The combination of these two processes results in 

decisions that are not based solely on fleeting interest but also on a deeper understanding. 

When compared with previous research, these results align with various studies that suggest 
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the combined influence of marketing communications and financial literacy is greater than the 

influence of each variable individually. Some studies even confirm that the failure to integrate 

promotions and education is one of the causes of low public interest in Islamic banking 

services, despite the significant market potential. (Nabilah, 2024) . 

However, the coefficient of determination of 61.2 percent also indicates that there are 

still areas not explained by this research model. This indicates that public interest is also 

influenced by other factors such as service quality, level of trust, ease of access, and social 

and religious factors. In other words, promotion and education are important, but not entirely 

sufficient to explain overall public behavior (Setra, Sunarto, & Polindi, 2026) . Based on the 

overall findings, it can be understood that public interest is formed through two main 

dimensions. First, matters related to initial interest that arise through promotion. Second, 

dimensions related to understanding and beliefs formed through education. These two 

dimensions cannot be separated, as each has a different but complementary role. This finding 

confirms that the development of Islamic banking is not sufficient to rely solely on marketing 

strategies, but also requires serious efforts to increase public understanding. 

In this case, education can no longer be viewed as an add-on, but rather as a crucial 

part of the main strategy. Consequently, Bank Syariah Indonesia needs to develop a more 

integrated approach between promotion and education. Promotion should be aimed not only 

at attracting attention but also at fostering understanding. Furthermore, education needs to be 

packaged in a simpler, more relatable way for greater acceptance. With this mutually 

supportive approach, public interest will not only increase but also develop into stronger trust 

and long-term decisions. 

CONCLUSION AND SUGGESTIONS 

Conclusion 

Based on the analysis and discussion, this study yields several key conclusions. First, 

promotion has been shown to have a positive and significant influence on public interest in 

choosing Bank Syariah Indonesia services. This finding indicates that promotion plays a 

dominant role in shaping initial public interest. The more effective the promotion, both in 

terms of message clarity, media, and delivery intensity, the higher the public's interest in 

using Islamic banking services. Second, education also has a positive and significant 

influence on public interest. 

Although its contribution is lower than promotion, education plays a more 

fundamental role because it is related to the level of public understanding and trust. Education 

not only increases knowledge but also shapes more rational and sustainable decisions in 

choosing Islamic financial services. Third, promotion and education simultaneously have a 

significant influence on public interest. This indicates that the formation of interest cannot be 

explained in isolation but rather is the result of an interaction between external and internal 

factors. Promotion serves as a trigger for interest, while education strengthens confidence in 

decision-making. Thus, this study confirms that public interest in Islamic banking is formed 
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through the integration of the affective (promotion) and cognitive (education) dimensions. 

These findings also reinforce the point that a marketing approach alone is insufficient without 

being balanced by increasing Islamic financial literacy. 

Suggestion 

Based on these conclusions, several recommendations can be put forward. First, Bank 

Syariah Indonesia needs to strengthen its promotional strategy, which is not only persuasive 

but also informative and educational. Promotion should not only showcase products but also 

explain the advantages of the sharia system in a simple and contextual manner to make them 

easier for the public to understand. Second, educational efforts need to be systematically and 

sustainably enhanced. Sharia financial literacy programs can be implemented through closer 

community engagement, such as community-based outreach, the use of digital media, and 

collaboration with educational institutions and community leaders. Effective education must 

bridge the gap between sharia values and everyday economic practices. 

Third, integration between promotion and education should be considered a primary 

strategy for increasing public interest. A separate approach tends to produce less than optimal 

results, necessitating a communication model that simultaneously combines marketing and 

literacy aspects. Fourth, future researchers are advised to expand the research model by 

adding other variables such as trust, service quality, religiosity, and ease of access. This is 

crucial considering the significant proportion of other variables influencing public interest 

beyond this research model. Therefore, this research is expected to provide not only academic 

contributions but also serve as a basis for developing more effective strategies for increasing 

public interest in Islamic banking. 
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