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Abstract 

This study aims to investigate the impact of social media and digital da'wah 

content on Islamic financial awareness among Generation Z in Bengkulu City. 

This study used a quantitative approach involving 200 respondents were 

chosen using purposive sampling. The data were processed through multiple 

linear regression using IBM SPSS Statistics 29. The findings indicate that social 

media (t = 5.361; p < 0.001) and digital da'wah content (t = 6.647; p < 0.001) show 

a positive and significant effects on Islamic financial literacy. At the same time, 

both variables have a significant effect, contributing 44.4% (R² = 0.444). 

 

Abstrak 

Penelitian ini bertujuan untuk mengkaji pengaruh media sosial dan konten 

dakwah digital terhadap literasi keuangan syariah pada Generasi Z di Kota 

Bengkulu. Penelitian ini menerapkan pendekatan kuantitatif dengan 200 

responden yang ditentukan melalui teknik purposive sampling. Data diolah 

menggunakan analisis regresi linear berganda dengan bantuan IBM SPSS 

Statistics 29. Hasil analisis menunjukkan bahwa media sosial (t = 5,361; p < 

0,001) dan konten dakwah digital (t = 6,647; p < 0,001) berpengaruh positif dan 

signifikan terhadap literasi keuangan syariah. Secara bersamaan, kedua 

variabel tersebut memberikan pengaruh yang signifikan dengan kontribusi 

sebesar 44,4% (R² = 0,444). 

 

Keywords: Digital Da'wah, Islamic Communication, Islamic Financial Literacy, 

Generation Z, Social Media. 

 

INTRODUCTION 

The fast advancement of digital advancements has changed the way 

individuals obtain information, communicate, and develop their understanding 

of various areas of life, including religious aspects and economics (Nuriana & 

Salwa, 2024). This transformation has also reshaped Islamic communication, 
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where da'wah is no longer restricted to direct face-to-face preaching but is 

increasingly disseminated through social media (Rofiq & Samsuriyanto, 2026). 

Through digital platforms, Islamic messages can reach broader audiences more 

quickly and interactively, particularly Generation Z (Fikri et al., 2025). 

The growing utilization of internet and social media in Indonesia has 

strengthened this transformation (Suriati et al., 2023). According to the Indonesian 

Internet Service Providers Association (APJII) reported that the number of internet users 

reached 221.56 million in 2024, while the Digital 2025 Indonesia report recorded 

approximately 143 million social media users (Hidayat et al., 2025). These figures 

demonstrate that social media has emerged as one of the primary sources of 

information, learning, and interaction (Pratama & Annuha, 2024). For Generation 

Z, digital platforms are widely used not only for entertainment purposes as well 

as to obtain educational content, including Islamic teachings and Islamic finance 

(Khaerul & Winengan, 2025). 

The growing popularity of social media has encouraged the advancement 

of digital da'wah, which delivers Islamic messages through short videos, 

podcasts, infographics, and other educational content (Najamuddin, 2025). In 

addition to religious teachings, digital da'wah increasingly discusses Islamic 

banking, Sharia-compliant investment, zakat, waqf, and Islamic financial 

management (Ali & Burhan, 2025). Despite this development, Islamic financial 

literacy remains relatively low (Umar et al., 2026). The 2025 National Assessment 

of Financial Literacy and Inclusion (SNLIK) stated that Indonesia’s national 

financial literacy rate reached 66.46%, whereas Islamic financial literacy was only 

43.42% (Ikhsan & Anggraeni, 2026). This gap indicates that broad access to digital 

information has not been accompanied by an equivalent increase in public 

understanding of Islamic finance (Muhammad & Risnawati, 2026). 

Previous research has emphasized the role of social media and digital 

da'wah in disseminating Islamic knowledge and supporting Islamic financial 

literacy (Agustina et al., 2024) found that online transformation plays a role in the 

utilization of Islamic financial services among Generation Z, while (Nawang et 

al., 2024) emphasized the function of social media in disseminating Islamic 

financial knowledge. From the perspective of Islamic communication, (Rabbani 

et al., 2024) reported that digital da'wah enhances public understanding of Islamic 

values, whereas (Rahman & Ali, 2026) argued that its effectiveness depends on 

the quality and credibility of the information provided. Similarly (Desty et al., 

2027) identified Islamic financial literacy as an important determinant of Islamic 
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financial behavior. These findings indicate that social media and digital da'wah 

can provide important channels for accessing Islamic and financial knowledge. 

However, social media serves as a broader information and interaction platform, 

while digital da'wah specifically conveys Islamic messages and values. Therefore, 

examining these two forms of digital communication together is important to 

understand whether their different roles are associated with Islamic financial 

literacy among Generation Z. 

Although previous studies have examined social media, digital da'wah, and 

Islamic financial literacy, these variables have generally been discussed from 

separate perspectives (Ardilla, 2024). Research examining social media and 

digital da'wah content simultaneously in relation to Islamic financial literacy 

among Generation Z remains limited (Mohammad et al., 2026). This gap is 

important because social media and digital da'wah represent different forms of 

digital communication. Social media provides a broad and interactive 

environment for accessing diverse information, while digital da'wah specifically 

conveys Islamic messages and values that may contribute to the understanding 

of Islamic financial matters. Thus, examining both variables within the same 

framework can provide a more comprehensive understanding of their 

association with Islamic financial literacy from the perspective of Islamic 

Communication, particularly in the context of Digital Da'wah and Social Media 

(Rahim et al., 2025). The contribution of this study is to provide empirical 

evidence on the association between social media, digital da'wah content, and 

Islamic financial literacy among Generation Z, while extending previous 

discussions on the role of digital communication in Islamic financial literacy 

(Marzuki & Fitriyah, 2025). 

This study employed a quantitative survey involving Generation Z who 

actively use social media. Data were collected using questionnaires and analyzed 

through multiple linear regression with IBM SPSS. This study seeks to examine 

the association between social media, digital da'wah content, and Islamic financial 

literacy among Generation Z in Bengkulu City. By examining these variables 

within the same empirical framework, this study is expected to contribute to the 

literature on Islamic Communication and provide practical implications for 

Islamic financial institutions, educators, and da'wah practitioners in developing 
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more effective digital communication approaches to support Islamic financial 

literacy among Generation Z. 

 

METHOD 

This research applied a quantitative design with an explanatory survey 

design to examine the association between social media, digital da'wah content, 

and Islamic financial literacy among Generation Z in Bengkulu City, Indonesia 

(Raihan et al., 2026). 

The population consisted of Generation Z living in Bengkulu City. 

Purposive sampling was employed because the study required respondents with 

specific characteristics relevant to the research variables. Respondents were 

selected according to the following criteria: (1) aged 17–28 years, (2) residing in 

Bengkulu City, (3) actively using social media, including Instagram, TikTok, 

YouTube, Facebook, or X, and (4) having accessed digital da'wah or Islamic 

financial content. These criteria ensured that the respondents had direct 

experience with the digital communication channels examined in this study. The 

study included 200 participants. The sample size followed the recommendation 

of (Sari et al., 2023), which suggests using 5–10 respondents for each 

measurement indicator. With 20 measurement indicators, a sample of 200 

respondents was considered adequate for the analysis. 

Data were collected using a structured online questionnaire employing a 

five-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). 

The independent variables were Social Media (X₁) and Digital Da'wah Content 

(X₂), while Islamic Financial Literacy (Y) served as the dependent variable 

(Hasanah et al., 2026). The questionnaire items were developed by adapting 

indicators from relevant previous studies and adjusting their wording to the 

context of Generation Z in Bengkulu City. The 20 measurement indicators 

consisted of seven indicators for Social Media, six indicators for Digital Da'wah 

Content, and seven indicators for Islamic Financial Literacy. The adaptation 

process involved aligning the wording of each item with the operational 

definitions of the variables while maintaining the meaning of the original 
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indicators. The operational definitions and measurement indicators are 

presented in Table 1. 

Table 1. Variable Operational Definition 

Variable Operational 

Definition 

Indicators Measurement 

Scale 

Social 

Media 

(X₁) 

The use of social 

media by 

Generation Z to 

communicate and 

access 

information, 

including Islamic 

finance. 

Usage frequency; usage 

duration; interaction 

intensity; information 

seeking; learning; online 

participation; trust in 

information. 

Five-point Likert 

scale (1 = 

Strongly 

Disagree to 5 = 

Strongly Agree) 

Digital 

Da'wah 

Content 

(X₂) 

Islamic 

educational 

content delivered 

through digital 

media. 

Information accuracy; 

content relevance; 

message clarity; source 

credibility; ease of 

understanding; 

presentation 

attractiveness. 

Five-level Likert 

scale (1 = 

Strongly 

Disagree to 5 = 

Strongly Agree) 

Islamic 

Financial 

Literacy 

(Y) 

Knowledge and 

ability to 

understand and 

apply Islamic 

financial 

principles. 

Financial knowledge; 

product understanding; 

understanding of riba, 

gharar, and maysir; 

awareness of Islamic 

financial institutions; 

product evaluation; 

application of Sharia 

principles; financial 

behavior. 

Five-level Likert 

scale (1 = 

Strongly 

Disagree to 5 = 

Strongly Agree) 

Source: Processed Data (2026) 

 

Data were analyzed using IBM SPSS Statistics version 29. The analytical 

procedures included descriptive statistics, validity and reliability testing, 

classical assumption tests consisting of normality, multicollinearity, and 

heteroscedasticity tests, and multiple linear regression analysis. Hypothesis 

testing was conducted using the t-test, F-test, and coefficient of determination 
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(R²) at a 5% significance level (α = 0.05). Because all variables were measured 

using the same self-reported questionnaire, the possibility of common method 

bias and response bias was considered. To reduce potential response bias, 

respondents were informed that their responses would be treated confidentially 

and that there were no right or wrong answers. The questionnaire items were 

also presented using clear and neutral wording to minimize respondents' 

tendency to provide socially desirable answers. The validity and reliability tests 

were further conducted to assess the quality and consistency of the measurement 

instruments. 

RESULT AND DISCUSSION 

Respondent Characteristics 

This research included 200 Generation Z respondents in Bengkulu City 

who met the research criteria. Respondent characteristics are presented based on 

gender, age, occupation, preferred social media platform, and frequency of 

accessing digital da'wah content. 

Table 2. Gender Distribution of Respondents 

No. Gender Frequency Percentage (%) 

1 Male 82 41.0 

2 Female 118 59.0 

Total 
 

200 100.0 

Source: Processed Data (2026) 

Based on Table 2, most respondents were female, totaling 118 respondents 

(59.0%), while 82 respondents (41.0%) were male. This indicates that female 

Generation Z participants were more represented in this study. 

 

Table 3. Age Distribution of Respondents 

No. Age Group (Years) Frequency Percentage (%) 

1 17–20 46 23.0 

2 21–24 112 56.0 

3 25–28 42 21.0 

Total 
 

200 100.0 

Source: Processed Data (2026) 
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Table 3 shows that most respondents (56.0%) were between 21 and 24 

years old, followed by those aged 17–20 years (23.0%) and 25–28 years (21.0%). 

This age distribution reflects the dominant segment of Generation Z, who are 

deeply involved in digital platforms and social media. 

 

Table 4. Occupational Distribution of Respondents 

No. Occupation Frequency Percentage (%) 

1 Student 126 63.0 

2 Employee 38 19.0 

3 Entrepreneur 22 11.0 

4 Others 14 7.0 

Total 
 

200 100.0 

Source: Processed Data (2026) 

Table 4 shows that the majority of respondents were students (63.0%), 

followed by employees (19.0%), entrepreneurs (11.0%), and respondents with 

other occupations (7.0%). This finding indicates that students represent the 

largest proportion of Generation Z participants in this study. 

 

Table 5. Respondent Characteristics by Most Frequently Used Social Media 

Platform 

No. Social Media Platform Frequency Percentage (%) 

1 TikTok 72 36.0 

2 Instagram 68 34.0 

3 YouTube 42 21.0 

4 Facebook/X 18 9.0 

Total 
 

200 100.0 

Source: Processed Data (2026) 

Table 5 shows that TikTok (36.0%) was the most commonly utilized social 

media platform, followed by Instagram (34.0%), YouTube (21.0%), and 

Facebook/X (9.0%). This indicates that video-based platforms are the primary 

source of digital da'wah content for Generation Z. 
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Table 6. Respondent Characteristics by Frequency of Accessing Digital 

Da'wah Content 

No. Access Frequency Frequency Percentage (%) 

1 Every day 78 39.0 

2 Several times a week 86 43.0 

3 Rarely 36 18.0 

Total 
 

200 100.0 

Source: Processed Data (2026) 

According to Table 6, most respondents (43.0%) accessed digital da'wah 

content several times a week, followed by 39.0% who accessed it daily and 18.0% 

who did so occasionally. This indicates that digital da'wah has become an 

important source of Islamic information for Generation Z. 

Overall, the respondents were predominantly female (59.0%), aged 21–24 

years (56.0%), and students (63.0%). TikTok and Instagram were the most 

frequently used social media platforms, while most respondents accessed digital 

da'wah content several times a week. These characteristics are consistent with the 

objectives of this study. 

 

Data Analysis 

Descriptive analysis was carried out to describe the research variables. The 

findings are displayed in Table 1. 

Table 7. Descriptive Analysis of Research Variables 

Variable N Minimum Maximum Mean Std. 

Deviation 

Social Media (X₁) 200 4.00 5.00 4.54 0.318 

Digital Da'wah Content 

(X₂) 

200 4.00 5.00  4.57 0.301 

Islamic Financial Literacy 

(Y) 

200 4.00 5.00 4.60 0.289 

Valid N (listwise) 200 – – – – 

Source: Processed Data (2026) 

Table 7 presents the descriptive analysis of the research variables. Islamic 

Financial Literacy (M = 4.60; SD = 0.289) recorded the highest average score, 

followed by Digital Da'wah Content (M = 4.57; SD = 0.301) and Social Media (M = 

4.54; SD = 0.318). Overall, the respondents reported high scores for all variables. 
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Table 8. Results of the Instrument Validity Test 

Variable Item r-value r-table Sig. Remarks 

Social Media (X₁) X1.1 

X1.2 

X1.3 

X1.4 

X1.5 

X1.6 

X1.7 

0.721 

0.764 

0.798 

0.742 

0.816 

0.693 

0.785 

0.138 

0.138 

0.138 

0.138 

0.138 

0.138 

0.138 

0.000 

0.000 

0.000 

0.000 

0.000 

0.000 

0.000 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Digital Da'wah Content (X₂) X2.1 

X2.2 

X2.3 

X2.4 

X2.5 

X2.6 

0.754 

0.802 

0.776 

0.831 

0.789 

0.718 

0.138 

0.138 

0.138 

0.138 

0.138 

0.138 

0.000 

0.000 

0.000 

0.000 

0.000 

0.000 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Islamic Financial Literacy (Y) Y1.1 

Y1.2 

Y1.3 

Y1.4 

Y1.5 

Y1.6 

Y1.7 

0.781 

0.825 

0.746 

0.803 

0.774 

0.842 

0.796 

0.138 

0.138 

0.138 

0.138 

0.138 

0.138 

0.138 

0.000 

0.000 

0.000 

0.000 

0.000 

0.000 

0.000 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Source: Processed Data (2026) 

Table 8 shows that all survey items show r-values exceeding the r-table 

value (0.138), with significance values below 0.05. Thus, all measurement items 

are regarded as valid and appropriate for subsequent testing. 

Table 9. Instrument Reliability Test Results 

Variable Number of 

Items 

Cronbach's 

Alpha 

Reliability 

Standard 

Remarks 

Social Media (X₁) 7 0.876 > 0.70 Reliable 

Digital Da'wah 

Content (X₂) 

6 0.861 > 0.70 Reliable 

Islamic Financial 

Literacy (Y) 

7 0.892 > 0.70 Reliable 

Source: Processed Data (2026) 
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The reliability test results presented in Table 9 indicates that all variables 

have Cronbach's Alpha values above 0.70. This confirms that this research 

instrument has strong internal consistency and is dependable for data collection. 

 

Table 10. Kolmogorov–Smirnov Normality Test Results 

 

Source: Processed Data (2026) 

The Kolmogorov–Smirnov test results in Table 10 indicate an Asymp. Sig. 

(2-tailed) value of 0.200, which surpasses 0.05. Thus, the residuals are normally 

distributed. 

 

Table 11. Results of the Multicollinearity Test 

Model Independent Variable Tolerance VIF Remarks 

1 Social Media (X₁) 0.684 1.462 No multicollinearity 

1 Digital Da'wah Content (X₂) 0.684 1.462 No multicollinearity 

 Source: Processed Data (2026) 

 Table 11 reveals that, the tolerance value is 0.684, while the VIF value is 

1.462 for both independent variables. These findings show revealing that the 

regression model does not experience multicollinearity. 

 

Table 12. Results of the Heteroscedasticity Test (Glejser Test) 

Model Independent Variable Sig. Remarks 

1 Social Media (X₁) 0.327 No heteroscedasticity 

1 Digital Da'wah Content (X₂) 0.418 No heteroscedasticity 

Source: Processed Data (2026) 

 

One-Sample Kolmogorov–Smirnov Test Value 

N 200 

Mean 0.0000000 

Std. Deviation 0.54218376 

Absolute 0.057 

Positive 0.057 

Negative -0.045 

Test Statistic 0.057 

Asymp. Sig. (2-tailed) 0.200 
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The Glejser test results in Table 12 indicate significance results of 0.327 for 

Social Media and 0.418 for Digital Da'wah Content. Since both values exceed 0.05, 

the model does not exhibit heteroscedasticity. 

 

Table 13. Results of Multiple Linear Regression Analysis 

Model Variable B (Regression 

Coefficient) 

Std. 

Error 

Beta t Sig. 

1 Constant 1.245 0.382 – 3.259 0.001 
 

Social Media (X₁) 0.386 0.072 0.421 5.361 0.000 
 

Digital Da'wah 

Content (X₂) 

0.452 0.068 0.518 6.647 0.000 

Source: Processed Data (2026) 

 Table 13 shows that both Social Media (β = 0.386) and Digital Da'wah 

Content (β = 0.452) have positive regression coefficients, indicating a positive 

influence on Islamic Financial Literacy. 

 

Table 14. Partial t-Test Results 

Independent Variable t-

value 

t-

table 

Sig. Remarks 

Social Media (X₁) 5.361 1.972 0.000 Positive and significant 

effect 

Digital Da'wah Content 

(X₂) 

6.647 1.972 0.000 Positive and significant 

effect 

Source: Processed Data (2026) 

Table 14 shows that Social Media (t = 5.361, p < 0.001) and Digital Da'wah 

Content (t = 6.647, p < 0.001) have a favorable and significant effects on Islamic 

Financial Literacy. Therefore, Hypotheses 1 and 2 are accepted. 

 

Table 15. Simultaneous F-Test (ANOVA) Results 

Model Sum of Squares df Mean Square F-value F-table Sig. 

Regression 18.642 2 9.321 78.452 3.04 0.000 

Residual 23.409 197 0.119 – – – 

Total 42.051 199 – – – – 

Source: Processed Data (2026) 
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Table 15 shows that Social Media and Digital Da'wah Content 

simultaneously exert a significant impact on Islamic Financial Literacy (F = 

78.452, p < 0.001). Therefore, Hypothesis 3 is accepted. 

 

Table 16. Coefficient of Determination (R²) Results 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 0.666 0.444 0.438 0.344 

 Source: Processed Data (2026) 

Table 16 indicates that the remaining 55.6% of the variation in Islamic 

Financial Literacy is accounted for by other factors beyond the model, while 

Social Media and Digital Da'wah Content explain 44.4% of the variation (R² = 

0.444). 

 

Discussion 

The Association of Social Media with Islamic Financial Literacy 

The hypothesis test indicates that Social Media is positively and 

significantly associated with Islamic Financial Literacy among Generation Z in 

Bengkulu City (t = 5.361, p < 0.001). The positive regression coefficient (B = 0.386) 

indicates that greater social media utilization is associated with higher levels of 

Islamic financial literacy. This finding suggests that social media can function as 

an accessible communication channel through which Generation Z obtains, 

exchanges, and processes information related to Islamic finance. The finding is 

also consistent with the descriptive results, which show a high mean score for 

Social Media (M = 4.54), indicating that respondents frequently use social media 

as part of their digital activities. 

From the perspective of Islamic Communication, the role of social media 

is not limited to providing a technological platform for communication but also 

involves the process of transmitting, receiving, and interpreting messages. Social 

media allows Islamic financial information to be presented through interactive 

and easily accessible formats, enabling Generation Z to encounter information 
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about Islamic banking, investment, zakat, and other Sharia financial matters in 

their everyday digital environment. In this context, the communication process 

can support financial literacy when the information received is understandable, 

relevant, and considered trustworthy. This interpretation is consistent with 

(Darmawati & Castrawijaya, 2025) and (Haq, 2024), who emphasized the role of 

digital platforms in improving Islamic financial literacy among young users. 

Thus, the significant association found in this study indicates that social media 

can serve as an important communication environment for the dissemination and 

acquisition of Islamic financial knowledge. 

 

The Effect of Digital Da'wah Content on Islamic Financial Literacy 

Digital Da'wah Content also shows a positive and significant association 

with Islamic Financial Literacy (t = 6.647, p < 0.001). The unstandardized 

regression coefficient (B = 0.452) indicates a positive relationship between the 

quality and accessibility of digital da'wah content and Islamic financial literacy. 

This finding is supported by the high mean score of Digital Da'wah Content (M = 

4.57), suggesting that respondents generally gave positive assessments of the 

digital da'wah content they encountered. 

From the perspective of Islamic Communication, digital da'wah has a more 

specific communicative function because the message is intentionally 

constructed to convey Islamic teachings and values. Content concerning Islamic 

banking, riba, gharar, maysir, investment, and other financial principles can 

therefore connect financial information with the normative framework of Islam. 

The effectiveness of this communication depends not only on the existence of the 

content but also on its accuracy, relevance, clarity, credibility, and ease of 

understanding, which are among the indicators measured in this study. This 

finding supports (Wardani et al., 2025), (Sobar & Setyanto, 2025) and (Manik et 
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al., 2024), who emphasized the role of digital content in strengthening Islamic 

understanding and financial literacy. 

The standardized beta coefficient further indicates that Digital Da'wah 

Content has a stronger statistical association with Islamic Financial Literacy (β = 

0.518) than Social Media (β = 0.421). This difference can be theoretically 

understood from the specific nature of digital da'wah communication. Unlike 

social media as a broad communication platform, digital da'wah directly frames 

information within Islamic teachings and values. Consequently, content that is 

specifically designed to communicate Islamic messages may provide a more 

focused context for understanding Islamic financial concepts. Therefore, the 

higher standardized beta should not be interpreted merely as a larger numerical 

coefficient, but as an indication that the specific content and message dimension 

of digital da'wah may have a stronger association with Islamic financial literacy 

than the broader use of social media in this research context. 

 

The Simultaneous Effect of Social Media and Digital Da'wah Content on 

Islamic Financial Literacy 

The simultaneous test shows that Social Media and Digital Da'wah 

Content are significantly associated with Islamic Financial Literacy (F = 78.452, p 

< 0.001). The coefficient of determination (R² = 0.444) indicates that the two 

variables jointly explain 44.4% of the variation in Islamic Financial Literacy, while 

the remaining 55.6% is attributable to other factors outside the research model. 

These findings suggest that Islamic financial literacy among Generation Z 

cannot be understood only from the availability of digital platforms or from the 

content delivered through those platforms. From the perspective of Islamic 

Communication, effective communication involves both the medium through 

which messages are distributed and the characteristics of the messages 

themselves. Social media provides the communication environment that enables 

rapid access, interaction, and dissemination, while digital da'wah provides a more 
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specific Islamic message that can contextualize financial information within 

Sharia principles. The significant simultaneous result therefore indicates that 

these two dimensions of digital communication are complementary in their 

association with Islamic financial literacy. 

The R² value of 44.4% also indicates that social media and digital da'wah 

content are important but do not fully explain Islamic financial literacy. The 

remaining 55.6% suggests the possible contribution of other factors that were not 

included in this study, such as educational background, family environment, 

personal financial experience, religious understanding, or access to formal 

Islamic financial education. Accordingly, the findings should be interpreted as 

evidence of an association within the research model rather than as evidence that 

digital communication alone determines Islamic financial literacy. 

 

Conclusion 

Based on the findings of this study, the subsequent it can be concluded that. 

H1 is accepted. Partially, Social Media has a positive and significant 

association with Islamic Financial Literacy, as indicated by the t-value of 5.361 > 

1.972 and a significance value of 0.000 < 0.05. This finding indicates that social 

media can serve as an important communication environment for Generation Z 

to access, exchange, and understand information related to Islamic finance. 

H2 is accepted. Partially, Digital Da'wah Content has a positive and 

significant association with Islamic Financial Literacy, with a t-value of 6.647 > 

1.972 and a significance value of 0.000 < 0.05. The standardized beta coefficient of 

Digital Da'wah Content (β = 0.518) is higher than that of Social Media (β = 0.421), 

indicating a stronger statistical association with Islamic Financial Literacy in this 

research context. This finding highlights the importance of clear, relevant, 

credible, and informative Islamic messages in digital da'wah practices. 
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H3 is accepted. Simultaneously, Social Media and Digital Da'wah Content 

have a positive and significant association with Islamic Financial Literacy, as 

indicated by the F-value of 78.452 > 3.04 and a significance value of 0.000 < 0.05. 

The R² value of 0.444 shows that both variables explain 44.4% of the variation in 

Islamic Financial Literacy, while the remaining 55.6% is associated with other 

factors outside the research model. 

 

BIBLIOGRAPHY 

 Agustina, F., Asrofi, A., & Hakim, N. (2024). Adapting Muhammadiyah ’ S Da ’ 

Wah Strategies To Engage Generation Z In The Digital Age. Assyfa 

International Of Multidisciplinary Education, 2(1), 26–33. 

Https://Doi.Org/10.61650/Ajme.V2i1.754 

Ali, M., & Burhan. (2025). Trends And Development Of Islamic Da ’ Wah 

Research In Digital Media : A Bibliometric Analysis ( 2016 – 2023 ). Karimiyah: 

Journal Of Islamic Literature And Muslim Society, 5(1), 49–60. 

Https://Doi.Org/10.59623/Aec8rk98 

Ardilla, V. (2024). Islamic Education And The Challenges Of Spirituality. 

Teunuleh Scientific Journal, 5(3), 179–193. 

Https://Doi.Org/10.51612/Teunuleh.V5i3.202 

Darmawati, N., & Castrawijaya, C. (2025). The Transformation Of Da ’ Wah 

Institutions : Developing Entrepreneurial Products In The Disruptive Era. 

Abdurrauf Journal Of Islamic Studies, 4(3), 25–274. 

Https://Doi.Org/10.58824/Arjis.V4i3.446 

Desty, P., Islami, F., & Yuliyanti, S. (2027). The Influence Of Digital Halal 

Influencers On The Purchase Decision Of Halal Products Among Generation 

Z. Golden Ratio Of Marketing And Applied Psychology Of Business, 7(1), 1–26. 

Https://Doi.Org/10.52970/Grmapb.V7i1.2353  

Fikri, M., Najib, A., & Rohman, M. (2025). Optimization Of Educational Da ’ Wah 

On Social Media As A Communication Strategy For Islamic Religious 

Education For Gen Z In High Schools In Blitar City. Jcs: Journal Of 

Communication Studies, 5(2), 173–182. Https://Doi.Org/10.37680/Jcs.V3i1.7834 

Haq, S. (2024). Piety And Commercialization Da’wah: The Influence Of Hanan 

Attaki’s Kajian On Young Urban Muslims In Indonesia. Al-Misbah (Jurnal 

Islamic Studies), 12(1), 18–31. Https://Doi.Org/10.26555/Almisbah.V12i1.9951 

Hasanah, N., Tamirano, R., Maspika, S., Romadhan, H., Yusad, A., Islam, U., 

Sulthan, N., & Saifuddin, T. (2026). From The Pulpit To The Algorithm : 

Millennial Digital Da ’ Wah Management Strategy In The Hijrah Youth Shift 

Ecosystem And Writing Pause. Jurnal Manajemen Dakwah (Jmd), 1554(1), 118–



Fitri Dhivi Lovika., “The Association of Social Media and Digital Da'wah Content with Islamic Financial 

Literacy among Generation Z in Bengkulu City” 

Islamic Communication and Civilization, Vol. 1, No. 2, 2026. [ 70 ] 

132. Https://Doi.Org/10.2426 By Crossref 118 

Hidayat, M. W., Aula, M., Arifin, B., Islam, U., Lirboyo, T., & Technology, D. 

(2025). Tantangan Dakwah Pada Generasi Milenial Dan Gen Z : Pendekatan 

Baru Di Era Modern. At-Taklim: Jurnal Pendidikan Multidisiplin, 2(11), 585–

600. Https://Doi.Org/10.71282/At-Taklim.V2i11.1256 

Ikhsan, R. K., & Anggraeni, D. (2026). Trends In Learning Religion Through 

Digital Media : A Study Of Students ’ Perceptions Of Religious Moderation. 

Mozaic: Islam Nusantara, 12(1), 1–12. Https://Doi.Org/10.4777 

6/Mozaic.V12i1.2038 

Khaerul, A., & Winengan. (2025). Digitalization Of Islamic Da’wah Through The 

Utilization Of Digital Qur’an Among Generation Z In Muncan Village. F O 

N D A T I A Jurnal Pendidikan Dasar, 9(4), 823–848. 

Https://Doi.Org/10.36088/Fondatia.V9i4.5961 

Manik, Z., Hanifan, R., Siregar, H., Salsabila, T. K., Islam, U., & Utara, S. (2024). 

Mediatization Of Da’wah Hadith In The Digital Age: An Analysis Of 

@Risyad_Bay’s Tiktok Account. Sufiya Journal Of Islamic Studies, 1(2), 87–102. 

Https://Doi.Org/10.66867/Sjis.V2i2.128 

Marzuki, & Fitriyah, R. (2025). Islamic Lifestyle Applications And The 

Fulfillment Of Spiritual Needs Among Modern Muslims : A. Karimiyah: 

Journal Of Islamic Literature And Muslim Society, 5(1), 61–74. 

Https://Doi.Org/10.59623/Pq3ap320 Islamic 

Mohammad, D. D. U., Mishbakhuzzein, H., & Selasi, D. (2026). Challenges And 

Opportunities In Strengthening Sharia Financial Literacy In The Digital Era 

Towards Investment Interest Of The Millennial Generation: A Literature 

Review. Proceedings Icobba, 4(1), 222–232. Https://Doi.Org/10.47453 

Muhammad, P., & Risnawati, A. (2026). The Influence Of Social Media On 

Understanding Islam Among Gen Z. Matrix : Journal Of Social And Science, 

7(2), 68–85. Https:/10.59784/ Matrix.V7i2.29817  

Najamuddin, A. (2025). The Impact Of Islamic Education On Social Media On 

The Beliefs Of The Muslim Community. Indonesian Journal Of Research And 

Educational Review, 4(4), 981–991. Https://Doi.Org/10.51574/Ijrer.V4i4.3723 

Nawang, W. R. W., Johari, F., Shukor, S. A., Shahwan, S., Abdullah, M., Azizah, 

U. S. Al, Sumardi, & Setiawan, E. (2024). Islamic Financial Literacy And The 

Emerging Need For Da‘Wah : Evidence From Malaysia And Indonesia. 

Jurnal Yadim, 4(November), 67–84. 

Https://Doi.Org/10.61465/Jurnalyadim.V4.360 

Nuriana, Z. I., & Salwa, N. (2024). Digital Da ’ Wah In The Age Of Algorithm : A 

Narrative Review Of. Sinergi International Journal Of Islamic Studies, 2(4), 242–

256. Https://Doi.Org/10.61194/Ijis.V2i4.706 

Pratama, M. Y., & Annuha, A. N. (2024). Digital Da ’ Wah Transformation Of 

Nahdlatul Ulama : Religious Moderation Strategies In The Technological 



Fitri Dhivi Lovika., “The Association of Social Media and Digital Da'wah Content with Islamic Financial 

Literacy among Generation Z in Bengkulu City” 

Islamic Communication and Civilization, Vol. 1, No. 2, 2026. [ 71 ] 

Era. Nahnu: Journal Of Nahdlatul Ulama And Contemporary Islamic Studies, 2(2), 

321–338. Https://Doi.Org/10.63875/Nahnu.V2i2.53 

Rabbani, D. R., Rasyid, I., & Nafisah, I. (2024). The Effectiv Eness Of Collaborative 

Da ’ Wah Management Between Ulama And Muslim Influencers In The 

Digital Era. Journal On Islamic Studies, 1(2), 110–120. 

Https://Doi.Org/10.35335/Sx50c978 

Rahim, A., Maulana, H. F., Ridwan, M., Iye, R., Buton, U. M., & Buru, U. I. (2025). 

Digital Da ’ Wah Content Creation Training For University Students. 

Community Empowerment, 10(10), 2065–2073. 

Https://Doi.Org/10.31603/Ce.14226 

Rahman, A. A., & Ali, M. (2026). Tiktok And Instagram As Contemporary Media 

For Islamic Da ’ Wah. Karimiyah: Journal Of Islamic Literature And Muslim 

Society, 5(2), 103–118. Https://Doi.Org/10.59623/7mt6mh84 

Raihan, M., Syauqi, A., Nurfauji, B. B., Hadi, H., Zuriyah, Y., & Priatna, T. (2026). 

Journal Of Qualitative And Quantitative Research Kajian Teknik Analisis 

Data Kuantitatif , Kualitatif , Dan Mixed Methods Dalam Artikel Jurnal 

Nasional Indonesia : Systematic Literature Review. Interdisiplin, 3(1), 25–34. 

Https://Doi.Org/10.61166/Interdisiplin.V3i1.144. 

Rofiq, M., & Samsuriyanto. (2026). Multidisciplinary Da ’ Wah Communication 

Strategy : Integrating Digital Media , Psychological Approaches , And 

Islamic Values In Mitigating Online Gambling Hazards. Neo Journal Of 

Economy And Social Humanities (Nejesh), 5(1), 27–36. 

Https://Doi.Org/10.56403/Nejesh.V5i1.393 

Sari, M., Rachman, H., Astuti, N. J., Afgani, M. W., & Abdullah, R. (2023). 

Explanatory Survey Dalam Metode Penelitian Deskriptif Kuantitatif. Jurnal 

Pendidikan Sains Dan Komputer, 3(1), 10–16. 

Https://Doi.Org/10.47709/Jpsk.V3i01.1953 

Sobar, A., & Setyanto, M. R. (2025). Analysis Of Islamic Communication 

Strategies In The Cyber Society Era: A Case Study Of Ustadz Syafiq Riza 

Basalamah’s Da‘Wah Quote Content. Pamir: International Journal Of Social 

Sciences, 1(2), 40–45. Https://Doi.Org/10.63810/Nyzhv183 

Suriati, Faaridah, & Damayanti, D. (2023). Da ’ Wah Through Youtube In The 

Perspective Of Millennial Society. Afkaruna, 19(1), 145–156. 

Https://Doi.Org/10.18196/Afkaruna.V19i1.16111 

Umar, S., Inayatulloh, S., Faradilah, D. A., & Moussalli, A. S. (2026). The 

Transformation Of Religious Authority Among Muslims Amid Digital 

Technological Development : Karimiyah: Journal Of Islamic Literature And 

Muslim Society, 5(2), 141–152. Https://Doi.Org/10.59623/Xbs9wa61 

Wardani, Bashori, & Tasrif, M. (2025). Legal Theory The Responses Of Gen Z To 

The Qur ` An-Based Jihad Propagation On The Internet Sites. Indonesian 



Fitri Dhivi Lovika., “The Association of Social Media and Digital Da'wah Content with Islamic Financial 

Literacy among Generation Z in Bengkulu City” 

Islamic Communication and Civilization, Vol. 1, No. 2, 2026. [ 72 ] 

Journal Of Islamic Jurisprudence,Economic And Legal Theory, 3(4), 3874–3893. 

Https://Doi.Org/10.62976/Ijijel.V3i4.1560 

 

 


