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Abstract

Purpose — This study aims to investigate the effects of religicsity level on the shopping orientation and
behavior of Muslim customers and how tostore image moderates this relationship.
Design/methodology/approach — This study uses a positive approach and partial least square analysis
technique on samples of Muslim customers m major cities in Indonesia, who have purchased products in the
Syariah supermarket such as Sakinah Supermarket and 212 supermarkets at least twice within the past three
months, The sampling method used in this study is convenience sampling, with a total of 117 respondents.

Findings — The results reveal that religiosity level significantly affects the Mushm customers’ shapping
orientation subsequently impacts consumer shopping behavior. The result is in line with the rismg trend by a
society that begins to define successful businesses that touch upon the spiritual aspects of the shoppers.
Customers with higher religiosity prefer higher quality products and customers who have lesser levels of
religiosity establish different shopping characteristics and behavior. This eventually forms an orientation in
shopping behavior. Furthermare, it is found that the store image significantly strengthens the influence of the
impact of shopping orientations on Muslim customers' behavior.

Practical implications — Marketers can increase the image of Islamic stores by implementing the
principle of a smile, greeting, address to every customer who shops, managing the cashier queue to prevent
ikhtilath (meeting between men and women) and adding decorations and calligraphy ornaments. Marketers
can create membership cards, posters or billboards about the products that are being discounted or promoted
to increase customer numbers image enhancement.

Originality/value — This study used specific variables that represent religiosity in the retail sector, It
offers an analysis of how Mushm customers' religiosity can affect their shopping orientation and behaviar,
Thestudy is conducted in Indonesia, where research on this topic is still hmited.
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Introduction

As the fourth most populous country in the world, with its 212 million Muslim inhabitants
or around 80% of the entire population (www prb.org, 2017), Indonesia is a very strategic
country for the growth of Shari’al based business activities. At present, the concept of
sharia ig being warmly discussed and is becoming a trend in sodety (Ratnasari ef al, 2019a,
2019b). Sakinah and 212 supermarkets, based on Islamic Shari'ah, have become
supermarkets with their own characteristics and have an added value amidst the increasing
supermarket business competition. Sofvan (2010) explained that nowadays there is a rising
trend as Indonesian society begins to see that the key to the success of a business is when 1t
touches on spiritual aspects. Basci (2015) stated that compames, which use spirituality in
their products have the capability to sell products with higher profit margins. Consequently,
a high number of spirituality-attached products are found in some industries, such as
education, health-care, tourism and counseling.

Consumable products are believed to be more sought after if they comply with particular
standards especially regarding religious beliefs (Johan and Putit, 2016). This 1s supported by
Naighit and Aburdene in Megatrends 2000, who stated that from 2000 onwards, the public
has been becoming more concerned with religiosity, that is, with religious fervor in their
daily hives. Abou-Youssef ef al. (2015) stated that a religiosity 1s an object of research
nowadays. Religiosity is an indication of one’s religion. Thus, it is a basic derivative of
religion. Jalaludin (2005) stated that religiosity is a circumstance in human beings, which
leads them to behave in accordance with the level of adherence to religion. Various studies
have found that both religion and religiosity have an impact on consumer behavior (Delener,
1990, 1994; Lada ef al., 2009; McDaniel and Burnett, 1990, in Abou-Youssef ef al (2015)). In
their research, Smith and Frankenberg (1991) stated that customers with high religiosity
prefer high-quality products. Customers who have different levels of religiosity will
establish different shopping characteristics and behavior. This will eventually form an
orientation in shopping.

Shopping orientation is identified as a reliable indicator for classifying different types of
customer characteristics based on their shopping activities approach (Hassan ef al, 2010). It
is related to personal variables (activity, interests, opinions, motives, needs) and shopping
behavior, which also represents a general attitude toward purchasing goods or services
(Banyte ef al, 2015). The large variety of customers’ shopping orientation has caused
retailers to design effective strategies to customize the environment for attracting customers
in a competitive market. Store environments consist of several signs that affect the
individual evaluation of customers (Erdil, 2015). According to Engel ef af. (1995), Hasan
(2010), environmental dimensions such as air quality, lighting, layout, carpeting, aisle width
and placement are physical store attributes used to project store image and influence store
choice. Store image is shown by how a retailer is perceived by customers and other parties
(Berman and Evan, 2001). Store image is the overall perception that constmers have of a
particular store and of the impression of shopping there (Shamsher, 2016). Store image can
be built with several characteristics, such as the physical environment of the store, service
levels and merchandise (Grewal ef al, 1998; Erdil, 2015).

The better the image of the store, the more the perception of store quality is strengthened,
thus, encouraging an ineasing number of customers (Osman, 1993; Hasan, 2010).
Consumers examine a variety of factors or attributes in evaluating products or store quality
(Erdil, 2015). If customers find a store to be unattractive and poorly maintained, they will
feel a diminishing of the perceived product quality (Beneke ef al, 2015). In a recent study,
Hassan ef al (2010) stated that the image of the store has a role as a moderator. This




indicates that the image strengthens the shopping orientation’s effectiveness in encouraging
people to become the shop's customers.

It can be concluded that religion and religiosity have an impact on consumer behavior
because nowadays there is a rising trend as the society begins to see that the key to the
success of a business 1s when it touches on the spirtual aspect. Customers with high
religiosity would prefer high-quality products and customers who have different levels of
religiosity will establish different shopping characteristics and behavior. This will
eventually form an orientation in shopping. It can be created by constructing an image,
which strengthens the shopping orientation because the store image can strengthen the
perception of store quality and can encourage people to become customers, Thig study aims
to investigate the effects of religiosity level on Muslim customers toward shopping
orientation and consumer behaviar moderated by store image. To the best of the author's
knowledge, there is no literature that discusses how to store image moderate the influence of
religiosity level on shopping orientation and customers’ behavior toward sharia
supermarkets in Indonesia.

Consumer veligiosity

Religiosity is defined by Fam ef al (2004) as an individual's level of commitment to a
particular religious group. Muslims' religiosity determines their intention in consuming
Shari'ah-comphant products (Soesilowati, 2010; Newaz ef al., 2016). Religiosity, rather than
religion, plays a dominant and influential role in attitude formation and is related to
questions around why people consume (Razzaque and Chaudhry, 2013). Religiosity is one of
the most important cultural forces and a major influence on buyer behavior because the
purchase decision may be categorized according to how many consumers’ religiosity adhere
to a particular faith (Putra ef al, 2017). Muflih (2006a, 2006b) in Ratnasari ef al (2019a,
2019b) stated in their study that in the context of Islamic economics, some perceptions have
certain limitations, Mushm consumer perceptions are born of Islamic teachings.

MecDaniel and Burnett (in Abou-Youssef ef al. (2015)) define religiosity as a belief in God
complemented by a commitment to obey God's rules. Religiosity also includes belief,
practice, knowledge, experience and the effects of those elements on daily activities
(O'Connell, in Abou -Youssef ef al, 2015). A religious Muslim believes in God, obeys His
laws, fears His punishment, develops an interest in his/her religion and practices it and is
patient and does not yield to temptation (Souiden and Marzouki, 2015).

Two indicators for measuring the level of religiosity based on Mokhlis’ research (2006)
areapplied in this study:

(1) Intrapersonal religiosity, which is a measurement used to determine the extent of

the respondents’ level of understanding of faith and religious observance; and

(2) Interpersonal veligiosity, which is a measurement to determine the extent of the
respondents’ level of faith applied in evervday life and their relationship with other
humans (hably minannas).

Shopping orientation

Shopping orientation is a tendency that can be revealed through various forms, such as
information quest, alternate evaluation, purchase and post-purchase evaluation. According
to Zietsman (2006), shopping orientation is a mental condition that produces a wide range of
general shopping patterns or characteristics, encompassing the shopper’s style in shopping,
shopping activities of certain expenditure, interests and opmnions. The shopping
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characteristics reflect the shopping view as a social phenomenon, recreation and complex
economy. Shopping orientation involves attitudes toward shopping that build a style
affecting the customers’ decisions (Cervellon ef al, 2015). Shopping orientation is an
important variable of customer behavior used in various studies. Shopping orientation helps
to identify shopper or customer types that are discerned according to attitude, interests,
shopping process, information search, choice of ‘store, assessment of store attributes and
demographic characteristics (Banvte ef al, 2015). Religious commitment or religiosity is the
degree to which views in explicit religious values and ideals are seized upon and practiced
by an individual. This outlook is a key aspect of this research by examining the influence of
religion on consumer buying behavior. On the other hand, “shopping behavior” represents a
cognitive and affective facet of consumer behavior and is connected with numerous
personality traits. In care, sociologists have recommended that personality traits are one of
the overall factors that have a noteworthy impact on numerous human actions (Sproles and
Sproles, 1990).

Store image

Store image has widely been considered to be impartant and it was conceptualized in the
literature as the attitude which is formed in consumers’ minds about a brand. In other
words, store image refers to the perception of customers with regard to various attributes
about a store (Hanaysha, 2020). Store image is the complex consumer perceptions of a store
on different attributes (Bloemer and Ruyter, 1997, p. 501). Store image is also demonstrated
based on how a retailer 1s perceived by customers and other parties (Berman and Evans,
2007, p. 599). Shamser, 2016 define store image as the combination of objective attributes
such as location, size, store hours and subjective attributes including attractiveness of the
store decorations and, the warmth of employees, which shapes the customers’ perceptions.
Consumers have no other perceptions than they have other clues of product quality and
price, but the perception can also be influenced by the reputation of the store, advertising
and other variables (Ratnasari ef al, 2019a, 2019b). Hassan ef af (2010) in their recent study
claimed that store image has a role as a moderator. This means that image strengthens the
effects of shopping orientation on customer behavior. Hassan ef al. (2010) define shopping
image as customer perception which is measured by the quality, price, service, atmosphere
and brand.

Customer behavior

Moye (2000) stated that customer behavior is the way an individual chooses their outlet for
shopping. Customer behavior is a store choice behavior, which represents individual
preferences for a particular store in purchasing products (Shif and Kotsiopulos, 1992, in
Hassan et al (2010)). Kotler and Keller (2016) defined customer behavior as a combination of
mental, emotional and physical activities through which people choose, buy, use and
determine to purchase products and services that meet their needs and desires.
Understanding consumer behavior will facilitate management in efforts to develop products
or services according to the needs and desires of consumers (Ratnasari ef al, 2020a, 2020b,
2020c). Kim ef al. (2019) in Kim and Tang (2020) suggested that the starting point for
exploring the new notion of customer behavior is to understand its precise composition or
multi-dimensional nature.

Customer behavior represents the combination of consumers’ decision-making process
and physical activity that an individual engages in when appraising, obtaining, using or
disposing of goods and services (Schiffman and Kanuk, in Shamser, 2016). Ratnasari ef al.
(2019a, 2019b) in theirr study stated that customers are the controller of the performance




produced by the marketer. Said and Ma'zumi (2008) in Ratnasari and Dan Harti (2016) stated
that there are five consumer behaviors that Muslim customers possess, which are;

(1) the use of goods which are clean, attractive and helpful;
(2) the reasonableness of spending a given amount of money;
(3) asimple and fair attitude;

(4) the attitude of generosity and high morality; and

(5) g@ving priority to the needs which are of higher priority.

Al-Hyari et al (2012) stated that consumer behavior is becoming influenced progressively by
religion as an important element of the culture in the contemporary world.

Research method

This study uses a quantitative method. Sugiyono (2010) proposes that a quantitative method
can be used in a population or sample. The sampling method used is convenience samphng.
Furthermore, data analysis has quantitative or statistical characteristics to test the
hypothesis that has been determined. In this study, causal analysis is used because it is
considered suitable for depicting the causal link of the hypothesis formulation that has been
defined in the previous chapter. The causal analysis applied in the study is to identify the
reasons why one variable affects or is responsible for the changes in other variables
(Johnson, 2012).

To examine the sample of the research, the magnitude of the population should also be
understood. The population characteristics defined in this study are Muslim customers who
have made at least two purchases of products offered by Sakinah Supermarket and 212
supermarkets, Indonesia, in the past three months. The purpose of determining customer
characteristics ig based on sufficient shopping experience in Sakinah Supermarket and 212
supermarkets. The reasons underlying the selection of Muslim customers as samples 1s
because the Muslim customers in Sakinah and 212 Supermarket are considered to have their
own principles and perception of the Islamic nuance of the supermarket in Indonesia. The
operational definition of the Muslim customers’ religiosity level at the Sakinah and 212
Supermarket in Surabaya is how far the knowledge 1s, how strong is the belief, how diligent
1s the implementation of worship and how deep is the religious appreciation regarding the
relationship between Mushim customers and Allah SWT. The customers’ religiosity level is
measured based on the answers of Muslim customers in the questionnaire selected by the
researcher using the measurement indicators described by Mokhlis (2006) in developing a
concept to measure the level of religiosity. Customers who have a high level of religiosity are
in accordance with the indicator aspects adopted by Mokhlis (2006) by the author, while
those with a low level of religiosity are those that only correspond to some indicator aspects.

In this study, the respondents’ answers were measured using a Likert scale that has been
maodified from previous studies that use a five scale of Likert measurement, to a four scale of
Likert measurement, to eliminate the weaknesses of a five-level scale, namely, eliminating
the answer category in the middle {doubtful). In this case, Anshori and Iswati (2009) state
the reasons for omitting the answer in the middle are as follows:

« Often has multiple meanings (multiple interpretable).

»  Generating a tendency to answer to the middle.

* Canmnot show the tendency of customer opinion toward agreeing or disagree, so
there ig a lot of research data or research information data that cannot be captured
by researchers,
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Figure 1.
Conceptual model

The scale range in this measurement starts from numbers 1 to 4. Each item is given four
answer cholces consisting of: strongly disagree, disagree, agree, strongly agree. According to
Mohammad ef @l (2019) convenience sampling is the technique most often used in quantitative
research. However, in using this technique, the opportunity to participate is not the same for all
eligible individuals in the target population Ware, R. L (2019) states that because of
convenience sampling, the sample size is small and with a short time frame when analyzing the
results, generalizations of results are limited. Nevertheless, findings can be used to develop
thearetical principles in making statements of integrated care and the findings being
polymorphous. The samples used in this study are consistent with the guidelines in Wibisono
(2000) which explain that in a large mass multivariate processing, the samples used are 5-10
times the number of variables. Therefore, the large sample amounted to 40 customers derived
from 10 times the number of variables in this study.

Data analvsis technique

The data in this research were processed using structural equation modeling-partial least

square (SEM-PLS), the study was performed using the SmartPLS version 2.0 M3 program.

SEM using PLS has received increased scholarly attention for its capacity to predict

complex models and its proven effectiveness in explaining variances rather than

covariances (All ef @l, 2018). Partial Least Square is used to test unconvineing theory and

inadequate data, such as a small number of samples or normality data problems (Ghozali,

2008, p. 4). In this path analysis model, all latent variables consist of two sets of relationships

(Ghozali, 2008, p. 22),which contain the following models:

* Inner model, also called inner relation, structural model and substantive theory,

which describes the relationship between latent variables based on substantive
theory; and

*  Quter model, also called the mmer-outer relation or measwrement model, which
defines how each indicator block is associated with latent variables.

Hypotheses
Based on the formulation of the problem and theoretical basis, the hypotheses are as follows:

H1. High religiosity level has a significant influence on the shopping orientation among

Muslim Indonesian customers.

HZ2. Store image positively moderates the relationship between consumers shopping
orientation and consumer behavior.

H3. Religiosity level influences consumers’ actual behavior,

The hypotheses can be seen in Figure 1 below.

— —_—

Religiosity Level Shopping
(X Orientation (Z1)
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Results and discussion

Profile of respondents

Respondents of this study came from major cities, at Surabaya, Pasuruan, Gresik and
Malang city, East Java Province, Indonesia, 117 questionnaires were collected from
respondents that went to Sakinah Supermarket and 212 supermarkets, which are Islamic
supermarket in Indonesia. The respondents’ profile is as presented in Table 1.

Gender. The research analysis shows that gender does not really affect shopping
orientation in the supermarket with 43% of men and 57 % of women. This is different from
another supermarket that usually has women as the majority of customers. It is really
interesting because Sharia Supermarket also attracted men.

Age. The research analysis shows that the majority of customer's age of Supermarket is
36-45 years of age with 42%. The customer's age majority consist of adults. It caused
awareness from Muslims to revive the economy among Muslims because currently in
Indonesia, solidarity among Muslims and religious communities increases continuously.

Validity and reliability
Table 2 shows outer loading for religiosity level vanable, with all indicators of religiosity
level (RL) having outer loading greater than 0.5, Convergent validity test can be assessed
based on the loading factor value. The limit of the loading factor value is greater than 0.50 so
that it can be accepted (Ghozali, 2008). As the indicators meet the convergent validity, it
means that they have a very closerelationship and are part of the religiosity level of Muslim
customers’ variable. Therefore, nothing is eliminated for indicators of religiosity level of the
Muslim customers’ variable. All indicators of shopping orientation (SO) have outer loading
greater than 0.5, So, the indicators have met the convergent validity, which means that they
have a very close relationship and have become part of the shopping orientation. Based on
the outer loading for the consumer behavior variable, all indicators of consumer behavior
(CB) have outer loading greater than 0.5 Thus, the indicators have met the convergent
validity, which means they have a wvery close relationship and have become part of
consumer behavior. Based on the outer loading for the store image variable, all indicators of
store image (SI) have outer loading greater than 0.5. Hence, the indicators have met the
convergent validity, which means they have a very close relationship and have become part
of the store image.

The findings also show that the composite reliability of each construct has a value
greater than 0.7. Therefore, it can be concluded that the overall indicators in the variables
have good internal consistency and reliability Figure 2.

Demaography Category No. of respondent (%)
Gender Male 50 43
Female 67 57
Age =25 years 20 17
26-35 years 33 28
3645 years 49 42
=45 years 15 13
Types of Work Government employee 17 15
Private employee 36 a1
Entrepreneur 32 27
Housewife 32 27

Influence of
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Table 2.

Loading factors and
validity test of the
components n the
model

Indicator Code Loading factor
Panel A: religiosity level

I believe that [slam is a perfect religion RL, 0.757
I feel closer to Allah SWT after doing the ritual warships, such as RLz 0.754
praying, fasting, alms, zakat and mfak

| feel inner peace after doing the warship of Allah SWT RL, 0.785
I am convinced there 15 a hereafter (life after death) RL, 0.699
I often read books or magazmes that contain knowledge about Islam RL; 0721
I have attended Islamic studies RL; 0. 705
I enjoy the activities with [slamic activities, such as recitations of the RL; 0.749
Haoly Quran

I am convinced that Allah SWT will give things better than expected RlLg 0.715
| am willing to contribute to activities related to Islam RLs 0.749
I will distribute my wealth to the poor or orphaned RLyg 0.710
I know the hmits of consumption in Islam such as buying according to RL;; 0711
the needs

| attempt not to and do not consume food or beverages that are RLj2 0.766
forbidden according to Islam

In Islam, cleanliness of the environment is part of faith, thus [ do not RLys 0.750
litter in the Sakinah/212 Supermarket

Panel B: shopping orentafion level

Customers have been shopping at the Sakinah/212 supermarket S01 0.836
‘When shopping, customers prefer products with brands that they are S02 0.746
familiar with

‘When shopping, customers prefer products that are useful according S03 0.809
to the needs

Customers prefer to shop in an Islamic nuance 504 0815
Customers prefer products that cost less S05 0.743
Customers prefer shopping at nearby places to save ime S06 0812
To save time when shopping, customers tend to go toward the counter S07 0.740
to purchase the product which the customers plan to purchase

Customers have bought goods which they did not intend to purchase S08 0814
Customers often look for information, such as discounts or promotions S09 0.860
before shopping

Customers feel that they are better shoppers than others 5010 0.830
After shopping, customers feel happier S011 0.831
Customers shop a lot for special deals S012 0.757
Panel C: customer behavior

Customers often shop in Sakinah/212 supermarket CB1 0.880
Customers more often shop in Sakinah/212 supermarket than CB2 0.850
elsewhere

Customers allocate monthly spending at Sakinah/212 supermarket CB3 0.786
Panel D: store image

Sakinah/212 supermarket sells reliable quality products sl 0.682
Prices of products in Sakinah/212 supermarket are less than other slz2 0.805
supermarkets

Sakinah/212 supermarket is reachable sI3 0.769
Sakinah/212 supermarket has ample and free parking area Sl4 0.789
Sakinah/212 supermarket provides a large selection of products such S5 0.843

as food, beverages, home supplies, personal care, cosmetics, Muslim
clothing, electronics, stationery and Islamic books

(conitnued)
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Indicator Code Loading factor - . .
religiosity
Sakinah/212supermarket is known to always play religious music sl6 0.867 level
Sakinah/212 Supermarket is known to facilitate Muslim customers in SI7 0.769
worshiping, among others by providing a musolah
Sakinah/212 Supermarket is known for selling books and magazines SI8 (.855
that suppart the customer's knowledge of [slam
Sakinah/212 supermarket is known for selling Muslim clothing witha sl9 0.871
range of models and variants
The cashiers m Sakinah/212 Supermarket always give customers sIo 0.864
change in the form of coins mstead of sweets or other goodies Table 2.
2
0688 0.242
MBI 146 18087 0,818 ¥ OPPRG 0830 83T n7s7 Flgllrt: 2.
//';///:/‘/ 3.11/_/3 4 ::‘ mamwu{ ..31.<‘!»5'5 \l\‘\\’ Loading value
» construct
Ly =008 SO

S0 5002 5003 S004 5005 5008 S0 ] s010 ;o 012

Average variance extracted (AVE) is used to test the square root of each AVE whether the
correlation is greater than each latent construct, the AVE value 1s used as a requirement of
discriminant validity achieved (Ghozali, 2008). The minimum AVE value to declare that
reliability has been achieved is 0.50. Based on the data in Table 3, all variables have AVE
levels above 0.50 which indicates that all indicators have lower average error rates. Table 3
shows that each variable has composite reliability and Cronbach'’s alpha value greater than
0.70, the result shows that the reliability of measuring mstruments is high, which means
that the gauges of each construct are highly correlated, hence, it can be said that all variables
or constructs have good reliability.

[t can be seen from the research findings that the R square for shopping orientation
variables is 0.579, which means that shopping orientation is affected by the religiosity level
of b&8%. For consumer behavior, it is 0.473, which means that this variable is affected by the
religiosity behavior level, store image and moderation between shopping orientation and




JIABR store by 47%, which means the influence of religiosity on the shopping orientation is
greater. Thus, it can be concluded that religiosity more easily influences shopping
orientation than consumer behavior. This is due to the orientation of Islamic supermarket
shoppers who focus on utilitarian reasons for shopping rather than hedonic. This shows an
influence that is greater than the influence of religiosity on consumer behavior Figure 3.
Table 4 can be interpreted as follows: the P values of the religiosity level of Muslim
customers toward shopping orientation is 0.000 which is smaller than 0.05 and the f-values
are 12.069 which is greater than 1.96, therefore, the greater the religiosity level, the greater
the shopping orientation. The P values between the moderation of shopping orientation and
store iImage toward consumer behavior are 0.025 < 005 and the f-values is 2251 = 1.96, it
can be concluded that the greater the moderation of store image, the greater the effects of
shopping orientation toward consumer behavior. And then, P values of the rehigiosity level
of Muslim customers toward consumer behaviar are 0.003 < 0.05 and the f-values are
2949196, which means the greater the religiosity level, the greater the consumer
behavior. Based on the result in Table 4, it can be concluded that the three research

hypotheses are accepted.
Table 3 Variables Average variance extracted (AVE)  Compositereliability  Cronbach's alpha
AVE, composite Consumer behavior 0.705 0.877 0.790
reliability and Religiosity level 0,543 0939 0.930
Cronbach’s alpha Shopping orientation 0,641 0.955 0.949
each vanable Store image 0.662 0951 0.943
RO
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Discussions

Relationships on religiosity level toward shopping ovientation of Muslims. The research
findings show that the religiosity level of Muslim customers in the Islamic Supermarket has
a significant impact on the shopping orientation of Muslim customers with the f-values of
12.069 = 1.96. This suggests that the first hypothesis is accepted. The result is consistent
that religiosity can be used as a better predictor compared to religion and it can be applied to
determine consumer behavior. Spiritual Muslims consider Islam as their basis of submission
and they spend moderately (Bukhari ef al, 2019).

The test result of the first hypothesis is consistent with Rehman and Shabhbir’s (2010)
statement that religiosity level affects which products are bought and how the consumers
use them. This study supports Mokhlis' research (2006), which claimed that the religiosity
level of a customer was found to have a significant influence on his’her shopping
orientation. According to Amin (2011), religious obligation refers to the role of religion in
affecting one’s cholces and activities. Amin (2011) said that religious obligation refers to the
role of religion in affecting one's choices and activities. Furthermore, the research also aligns
with the study of Sood and Nasu (in Mokhlis (2006)) and Essoo and Dibb (2004), which found
that a customer with high religiosity or religious commitment tends to be more economical,
buying products gold and showing in stores with lower prices. It supports the fifth shopping
orientation variable indicator, that is, a respondent with a high level of religiosity prefers
products that cost less.

Ullah and Khanam (2018) stated in his paper that clients are also accountable to Allah
(SWT) for making Shariah compliant financial transactions. Therefore, clients are supposed
to choose which complies with Shariah the most. According to the word Shari’a comes from
an Arabic word that literally means “the way” or “the path to the water source.” In the
context of Islam, Shari'a refers to the clear and straight path that would lead humans to al-
Falah — happiness in this world and in the hereafter. Shari'a principles are derived from two
main sources: the Qur'an, which is considered by Muslims to be the exact words of
revelation from God to Prophet Muhammad and the Sunnah (the acts and sayings of the
Prophet as transmitted through traditions known as Hadith). This study also confirms
Molkhlig" (2006) statement that a customer with high religiosity tends to be less impulsive
when intending to make a purchase in shopping activity. This is consistent with the study
on the shopping orientation variable indicator, where a respondent with high religiosity
tends to rarely buy things that are not planned to be bought.

Islam is a religion that guides Muslims in every aspect of life, not just in specific acts of
worship. For instance, in the Quranic verse, Al Isra’:26-27, Allah commands Muslims not to
consume or spend extravagantly, but to spend in a way of Allah. Some other guidance,
which has been provided for by Islam are how and what to trade, how to interact with others
and what can be consumed. Eating and drinking are strictly followed according to the

T statistics
Direct hypothesis test p-values  (J((VSTERR|)  Hypotheses
Religiosity level of Muslim customer — shopping orientation 0,000 12,069 HT accepted
Shopping orientation * store image — consumer behavior 0,025 2251 HZaccepted
Religiosity level of Muslim customer — consumer behavior 0,003 2949 H3accepted
Coefficient of determination e
Religiosity — shopping orientation 0.579

Religiosity — consumer behavior 0473

Influence of
religiosity
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Table 4.
Coefficient
determination,
T-testing result and
accepted hypotheses
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[slamic rules in the everyday life of Muslim society. However, these norms vary between
different religious faiths and degree of observation (Shah Alam, 2011).

There is an interesting relationship between gender and shopping orientation. According
to research conducted by scientists at the University of Michigan School of Public Health
quoted from Discovery News m a study chaired by Daniel Kruger, the differences in
shopping behavior between genders, men and women, have been seen, as the days of
ancestors in hunting (Yulistara, 2013). However, what 1s interesting from the results of this
study 1s that there is not too great a difference between the numbers of male customers
(43% ) and female customers (57%).

This can be understood because the setting of this research is a sharia-based
supermarket, which is shown In supermarket brands, namely, Sakinah and 212
supermarkets. Nowadays not only women but also men have a passion for their religious
gpirituality. Many men and women attend Islamic studying events. Therefore, nowadays,
Islamic customers are increasing rapidly not only because of the Islamic knowledge that
they study but also the orientation in their lives is also always based on Islamic religiosity.

Nowadays, one’s consumption behavior tends to follow trends and lifestvles that are
currently prevailing in certain segments, causing individual consumers to tend to consume
products that are popular at that time. Environmental factors, especially friends in the office
or neighbors are the main factors that cause someone to have the habit of shopping at a
sharia supermarket. In this study it was found that many consumers have friends who have
a tendency to shop at Islamic shops; hence, they have the same tendency. Thus, in some
market segments, namely, the Islamic market, consumer trends can be directed based on
[slamic orientation, including shopping orientation. Islamic customers tend to influence each
other to shop more frequently at stores that are oriented to Islamic values, even though
shopping in other than sharia supermarkets is still done.

Store image in strengthening shopping ovientation effect toward conswmer behavior. The
findings show that the store image of Sakinah and 212 Supermarket significantly
strengthens the shopping orientation impact on consumer behavior with the f-values of
2.251 > 1.96. This suggests that the second hypothesis 18 acceptable. The results are
consistent with the research conducted by Hasan ef @l (2010) which concluded that the store
image affects the shopping orientation toward consumer behavior. Accordingly, the
stronger and more positive the store image 1s, the more positive the customer’s shopping
orientation is toward consumer behavior and vice versa. Store image is one of the most
important distinctive features which provide substantial benefit for retailers (Konuk, 2018).
Hassan et al. (2010) stated that variable interactions indicate that an economical buyer, as
the indicator in the shopping orientation, is determined to be a store customer only if the
store Image acts as the moderator through a brand name. This study is also congruent with
Osman’s research (in Mokhlis, 2006), stating that an economical buyer, as a shopping
orientation indicator, will shop in stores based on the shopper’s perception about the price of
goods, offered at a lower price than those in other stores. Kark stated further (2000) that
economic buyers tend to shop in stores that are most profitable for them; therefore, a store
always tries to change its image.

Consequently, the research shows that the store image relationships significantly
strengthen the impact of shopping orientation on consumer behavior. In this study, the
majority of customers were adults. [t caused awareness from Muslims to revive the economy
among Muslims because currently in Indonesia, solidarity among Muslims and religious
communities increases continuously. People of this age are more likely to search for
everything that can improve the side of religiosity in them. Thus, consumers who already
have financial independence, and with the existence of a store image, where the supermarket




“Sakinah” and “212" supermarket is imaged as a sharia supermarket, have more freedom to
choose to shop at the store, which has Islamic image values,

Religiosity toward consumer behavior of Muslm customers. The findings of the research
show that religiosity level significantly affects consumer behavior of Muslim customers
with the f-values of 2.949 > 1.96. This suggests that the third hypothesis is acceptable. The
results are consistent with the research conducted by McDaniel and Burnett (in Mokhlis,
2006), emphasizing the importance of religiosity influence toward shopping behavior in
retail stores. Hudaib and Haniffa (2009) stated that Islam, as a way of life, dictates
practically every act and moment in life (Patai, 1952) and recognizes man not only as homo
economicus (economic man) but also homo ethicus (ethical man) and homo religiosus
(religious man). Accarding to Sheth (1981) in Usman (2017) stated that religiosity can be
considered as a substitute for a personal value in Shopping Preference Theory. He says that
“an individual's personal values and beliefs about what to look for when shopping for
various products and services reflect the shopper’s personality and may be determined by
personal traits such as sex, age, race, religion and types of works”.

In this study, from the customer types of work, they have more independent behavior.
They tend to shop by using economic principles and looking for items at lower prices. They
do not shop at cooperatives in the office where they work, but rather look for what suits their
vision, which 15 to consume products that can inaease ther religious level, including
shopping places. They also prefer to shop at supermarkets near their homes which are more
visible in thelr religious values while at the same time doing other activities at home.
Customers with high religiosity perceive friendly sellers, shopping efficiency and quality
products as the most important aspects in selecting a retail store. On the other hand, the
research is also consistent with Mokhlis's study (2006) which concludes that religiosity level
significantly affects the forming of consumer behavior in a retail store compared with
religious group variables, This is because religiogity containg religious values and ideals
which are adopted and practiced by an individual of a certain religion. The research shows
that customers who have high religiosity levels tend to shop more frequently here than in
other stores.

Misanam (2008) says that consumers who have high spirituality tend to shop at the
supermarket for buying halal products. Consuming activities for gnods or services that are
lawful and beneficial (thayyib) will give blessings to consumers, if done with the following
conditions: the goods or services consumed are not illegal goods, such as pork, blood,
carcasses and usury. Also, the amount of consumption is not excessive and is intended for
worship and obtain the blessings of Allah. In addition, it 1s certain that consumers will also
experience maslahah (happiness in Islamic terms) in consumer goods or services in the form
of benefits and goodness while living in the world.

Conclusions and implications

Based on the discussions, the following conclusion can be dravm: the religiosity of Mushm
customers significantly affects consumer behavior and shopping orientation. Furthermore,
the store image significantly moderates/strengthens the impacts of shopping orientation
toward consumer behavior of Muslim customers. Nowadays, there is a rising trend as
society begins to see that that the key to the success of a business is when it touches on the
spiritual aspect. Customers with high religiosity would prefer high-quality products and
customers who have different levels of religiosity will establish different shopping
characteristics and behavior. These eventually form an orientation in shopping. It can be
created by constructing an image, which strengthens the shopping orientation to increase
the perception of store quality and encourages people to become the supermarket's

Influence of
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customers. This research contributes to enriching the current literature on Shariah
businesses, especially on Islamic supermarkets and their effective attributes for Muslim
communities.

The implications of the study are, the study extended the understanding of the Islamic
supermarket such as Sakinah and 212 supermarket establishment and development.
Furthermore, this study has provided a deeper interpretation of Muslim customer attitiides
and behaviors, which has had less attention in the context of supermarket customers. This
study provided necessary suggestions and guides to Islamic supermarket businesses and
developers to implement market strategies focused on Muslim customers. Therefore, the
practitioner should consider Islamic supermarket factors verified in this study and add the
optional attributes that are advantageous to Muslim customers. This study also suggests
that governments and related authorities consider new strategies to enhance the
performances of the Islamic Supermarket by fully supporting potential ventures,
entrepreneurs and start-up businesses related to Islamic supermarkets.

Limitations and future research

The results of the study have made several contributions, however, this research still has
some limitations. The sample size used in this study was only focused on Indonesians
Muslim customers, which could possibly have different perspectives from respondents of
another country. Future research can be carried out in different countries to examine
generalizations of theoretical models that researchers propose further. Moreover, this
research only focuses on the store image as the variable that moderates the influence of
religiosity level on shopping orientation and customers’ behavior toward sharia
supermarkets in Indonesia. Future research can include other factars such as trust, lovalty
and many more. Additionally, this research is conducted with a quantitative approach only,
future research can also conduct research with a qualitative approach that is essential to
explore the respondents’ answers further,

References

Abou-Youssef, M., Kortam, W., Abou-Aish, E. and El-Bassiouny, N. (2015), “Effects of religiosity on
consumer attitudes toward Islamic banking in Egypt”, International Jowrnal of Bank Markeling,
Vol. 33 No. 6, pp. 786-807.

Al-Hyari, K, Alnsour, M, AFWeshah, ;. and Haffar, M. (2012), "Religious belefs and consumer
behaviour: from loyalty to boycotts”, Journal of Iskimie Marketing, Vol. 3 No. 2, pp. 155-174.

Al, F, Rasoohmanesh, SM, Sarstedt, M., Rmgle, CM and Ry, K. (2018), “An assessment of the use of
partial least squares structural equation modelng (PLSSEM) in hospitality research”,
Internattonal Jowrnal of Condemporary Hospatality Management, Vol. 30 No. 1, pp. 514-538,

Amin, H, Rahim Abdul Rahman, A. Laison Sondoh, S. and Magdalene Chooi Hwa, A, (2011)
“Determinants of customers’ mtention to use Islamic personal financing”, fowrnal of Islomic
Accountmg and Business Research, Vol. 2 No. 1, pp. 22-42,

Anshon, M and Iswati, S. (2009), Buku Ajar Metodologi Penelifian Kuantilatif, Airlangga University
Press, Surabaya.

Banyte, [, Ratehone, A. and Jarusevitiat, A. (2015), "Modelling of male shoppers behavior in shopping
orientation context”, Procedia - Socal and Belawvioral Sciences, Vol 213, pp. 694-T01.

Beneke, ], Brito, A. and Garvey, d.K-A. (2015), "Propensity to buy privat label merchandise”,
International fowrnal of Retadl and Distribution Management, Vol 43 No. 1, pp. 43-62.

Bascy, E. (2015), “4P's and 1C of new age spirituality: a holistic marketing review”, International fournal
of Soctal Saence and Humanily, Vol 5 No. 5.




Berman, B. and Evans, | R. (2001), Retatl Management, 8th ed., Intermedia (terjemahan), Jakarta.

Berman, B. and Evans, JR. (2007), Relaidl Management: A Strategic Approach, 10th ed., Prentice-Hall,
NJ.

Bloemer, J. and Ruyter, K.D. (1997), “On the relationship between store image, store statisfaction and
store loyalty”, Euvopean Journal of Marketing, Vol. 32 Nos 5/6, pp. 499513

Bukhar, SF.H, Woodside, FM,, Hassan, R, Shaikh, AL, Hussain, S. and Mazhar, W. (2019), “Is
religiosity an important consideration in Muslm consumer behavior”, Jownal of Islaomic
Marketing, Vol. 10 No. 4.

Cervellon, M.C,, Jean, S. and Ngobo, P.V. (2015), " “Shopping orientations as antecedents to channel
choice in the French grocery multichannel landscape”, Jowrnal of Retaling and Consumer
Services, Vol. 27, pp. 31-51.

Delener, N. (1990), “The effects of religious factors on perceived risk in durable goods purchase
decisions”, Journal of Consumer Marke ting, Vol. 7 No. 3, pp. 27-38.

Delener, N. (1994), “Religious contrasts in consumer decision behaviour pattemns: their dimensions and
marketing imphications”, European Jowrmal of Marketing, Vol. 28 No. 5, pp. 36-53.

Engel, J.F., Blackwell, RD. and Mimiard, P.W. (1995), Conswmer Behavior, 8th ed., Dryden Press,
Orlando.

Erdil, TS. (2015), “Effects of customer brand perceptions on store image and purchase intention: an
apphcation in apparel clothing”, Procedia - Social and Behavioval Sciences, Vol. 207, pp. 196-205.

Essoo, N. and Dibb, S. (2004), “Religious influences on shopping behaviowr: an exploratory study”,
Jowrnal of Marketing Management, Vol. 20 Nos 7/8, pp. 683-T12,

Fam, KS, Waller, D.S and Erdogan, BZ. (2004), “The mfluence of religion on attitude towards
advertising of controversial products”, Ewwopean Jowrnal of Mavketing, Vol. 38 Nos 5/6,
pp. 537-555.

Ghozali, I (2008), Structural Equation Modeling: Metode Alternatif Dengan Partial Least Square (PLS),
2nd ed,, Badan Penerbit Universitas Diponegoro, Semarang.

Grewal, D., Krishnan, R, Baker, ]. and Boirin, N, (1998), “The effect of store name, brand name and price
discounts on consumers' evaluations and purchase intentions”, fowrnal of Retailing, Vol. 74 No.
3, pp- 331-352.

Hanaysha, JR. (2020), “Marketmg mix elements and corporate social responsibility: do they really
matter to store image?”, findal Jowrnal of Bustess Research, Vol 9 No. 1, pp. 56-71.

Hasan, A (20100, Word of Moutih Marketing, Medpress, Jakarta.

Hassan, Y., Muhammad, NMN. and Bakar, HA. (2010), “Influence of shopping onentation and store
image on patronage of furniture store”, Infernational fournal of Marketing Shedies, Vol 2No. 1,
pp. 175-184.

Hudaib, M. and Hamffa, R. (2009), “Exploring auditor independence: an iterpretive approach”,
Accountmg, Auditing and Accountability fowrnal, Vol. 22 No. 2, pp. 221-246.

Jalaludin, R. (2005), Pstkologi Agama, PT. Raja Grafindo Persada, Jakarta.

Johan, ZJ. and Putit, L. (2016), “Conceptualizing the influences of knowledge and religiosity on Islamic
credit card compliance”, Procedia Economics and Finance, Vol. 37, pp. 480-487.

Johnson, C. (2012), A Brref Overmew of Causal Analysis Techimiques for Eleclrical, Elelectvonie or
Programable, Electronic System, Dept. Of Computing Saiencee, University of Glasgow.

Kim, E. and Tang, LR. (2020), “The role of customer behavior in forming perceived value at
restaurants: a multidmensional approach”, ntemational Jowrnal of Hospilality Management,
Vol 87, p. 10251 1.

Kimm, E,, Tang, L. and Bosselman, R. (2019), “Customer perceptions of innovativeness: an accelerator for
value co-creation”, Jownal of Hospitalily and Tourism Research, Vol 43 No. 6, pp. 807-838.

Influence of
religiosity
level




JIABR

Konuk, F.A. (2018), “The role of store image, perceived quality, trust and perceived value in predicting
consumers’ purchase intentions towards organic private label food”, Jouwrnal of Retatlhing and
Consumer Seyvices, Vol. 43, pp. 30:4-310.

Kotler, P. and Keller, K L. (2016), Marketing Management, 15th ed., Pearson Education, NJ.

Lada, S, Harvey, . and Amm (2009), “Predictmg intention to choose halal products using theory of
reasoned action”, Infernational Journal of Islomic and Middle Eastern Finance and Management,
Vol. 2No. 1, pp. 6667 .

McDaniel, SW. and Burnett, JJ. (1990), “Consumer religiosity and retail store evaluative criteria”,
Journal of the Academy of Marketing Science, Vol 18 Spring, pp. 101-112,

Misanam, M., Privonggo dan Anto, S, and Bhekti Hendrie, M. (2008), Ekonom [slen, PT Raja Grafindo
Persada, Jakarta.

Mohammad, A. Rufa, Mohamad Helmi Bin Hidthur and Alias Bin Mat Nor (2019), “Assessing the
effect of change n o1l prices, macroeconomics on the banking sector stability in O1l-Producing
countries”, Academic Journal of Economic Shedies, Vol. 5 No. 4, pp. 88-93.

Mokhlis, 5. (2008), “The effect of rehgiosity on shopping orentation: an exploratory study m Malaysia”,
Journal of American Academy of Business, Vol. 9No. 1, pp. 64-74.

Moye, LN. (2000), “Influence of shopping orientations, selected environmental dimensions with apparel
shopping scenanos, and attitude on store patronage for female consumers”, Dissertation of
Doctor of Philosophy in Clothing and Textiles, Faculty of the Virginia Polytechnic Insttute and
State University, VT.

Muflih, M. (2006a), “The influence of religion on retail patronage behaviour in Malaysia”, Unpublished
Thesis, University of Stirling, Stirling,

Muthh, M. (2006h), Perilaku Konswmen Dalan Perspelttf Inu Ekonomt Islam, PT Rajagrafindo
Persada, Jakarta,

Newaz, F.T, Fam, KS. and Sharma, RE. (2016), “Muslim religiosity and purchase mtention of different
categories of Islamic financial products”, Jownal of Financial Services Mavketing, Vol 21 No. 2,
pp. 141-152.

Osman, M.Z. (1993), “A conceptual model of retall image mfluences on loyalty patronage behavior™,
The International Revew of Retail, Distribubion and Consumer Research, Vol. 31, pp. 146-149.

Patai, R. (1952), “The Middle east as a cultural area”, Middle East Jownal, Vol 6.

Putra, MI, Ramasan, T.R. and Prasetyo, A. (2017), “Rehgiosity effect analysis of consumer behavior
and consumer mtention on online: East java community case study”, Academic Research
International Vol. 8 No. 4.

Ratnasan, AD. and Dan Harti, (2016), “Pengaruh kualitas produk, harga, lokasi dan kualitas layanan
terhadap keputusan pembelian di djawi lanbistro coffee and resto surabaya”, furnal Pendidikan
Tala Naga Unesa, Vol. 3No. 3.

Ratnasan, R., Anshori, T., Gunawan, M., Ryandono, S., Hadi, M.N. and Herianingrum, 5. (2019a),
“Antecedents and consequences of health performance based on patient intimacy”, Opeon,
Vol. 356 No. 22, pp. 526-548,

Ratnasan, RT, Gunawan, S, Possumah, B.T,, Widiastuti, T. and Herlaningrum, S. (2019h), “Halal food
certification for mmproving the competitiveness of small and medium enterprises”, Opaon,
Vol. 35 No. 22, pp. 510-525.

Ratnasan, RT., Gunawan, S, Mawardi, I and Kirana, K.C. (2020a4), “Emotional experience on
hehavioral intention for halal tourism”, Jowrnal of Islamic Marketing.

Ratnasari, RT., Gunawan, S, Tahb, B.A, Hertaningrum, J., Widiastuti, S., Septiarini, T. and
Fitrisia, D. (2020b), “The moderating effects of gender between patient intimacy, trust, and
loyalty”, Inlernational Jowrnal of Innovation, Creativily and Change, Vol. 12 No. 10,
pp. 1-16.




Ratnasari, RT., Gunawan, S, Septianni, D.F,, Rusmita, S.A. and Kirana, K.C. (2020c), "Customer
satisfaction between perceptions of environment destination brand and behavioral intention”,
Intermational Journal of lnovation, Creatwity and Change, Vol. 10 No, 12, pp. 472-487.

Razzaque, MLA. and Chaudhry, S.N. (2013), “Religiosity and Muslim consumers decision making
process m a Non-Mushim society”, fowrnal of Islone Marketing, Vol 4 No. 2, pp. 198-217.

Rehman, A, and Shabbir, M.S. (2010), “The relationship between religiosity and new product adoption”,
Jowrnal of Blamic Marketing, Vol. 1 No. 1, pp. 6369,

Said, S. and Ma'zumi, M. (2008), Falsafeh Dan Pertlaku Ekonoma Klam, Diadit Media, Jakarta,

Shah Alam, S, Mohd, R. and Hisham, B. (2011}, “Is religosity an mportant determmant on Mushm
consumer behaviowr in Malaysia?”, Jowrnal of Islante Marketing, Vol 2No. 1, pp. 83-96.

Shamser, R. (2016), “Store image and 1ts impact on consumer behavior”, ELK Asw Pasific Jownal of
Marketing and Retatll Management, Vol. 7,

Sheth, JN. (1981), “An integrative theory of patronage preference and behavior”, Faculty Working
Paper No. 808, Umiversity of [lhnos, IL.

Shim, S. and Kotsiopulos, A. (1992), “Patronage behavior of clothing shopping: Part 1 Shopping
orientations, store attributes, information sources, and personal charactenistics”, Clotling and
Textiles Research Jowrnal, Vol 2 No. 10, pp. 48-57.

Smuth, MC. and Frankenberger, K.D. (1991), “The effects of religiosity on selected aspects of consumer
behavior”, in Schelinck T. (Ed.), Proceedings of the Annual Conference of the Administrative
Saences Association of Canada, Vol 12 No. 6, pp. 274- 283,

Soestlowaty, ES (2010), "Behavior of Mushms in consumng halal foods: case of bantenese Mushm”,
Paper presented at the Shana Economics Research Day, Widya Graha Lipi.

Sofyan, R (2010), Bisas Svarial, Mengapa Tidak?: Pengalaman Penevapan Pada Bisnis Holel,
Gramedia Pustaka Utama, Jakarta.

Sowden, N. and Marzouk:, R. (2015), “Consumer attitudes and purchase intentions toward Islamic
banks: the mfluence of religiosity”, International Jownal of Bank Mavkeling, Vol. 33 No. 2,
pp. 143-161.

Sproles, EK. and Sproles, G.B. (1990), "Consumer decision-making styles as a function of individual
learmuing styles”, Jowrnal of Consumer Affatrs, Vol. 24 No. 1, pp. 134147,

Sugiyono (2010), Melode Penelihian Bisnis (Pendekatan Kuantilatif, Kualitatif, Dan R&D), Alfabeta,
Bandung.

Ullah, M.H. and Khanam, R. (2018}, “Whether shari’ah compliance efficiency 1s a matter for the
financial performance”, Jowrnal of Islomic Accounting and Business Research, Vol. 9 No. 2,
pp. 183-200.

Usman, H., Tiiptohenjanto, P, Balgiah, TE. and Agung, LGN. (2017), “The role of religious norms,
trust, importance of attributes and mformation sources n the relationship between religiosity
and selection of the Islamic sources in the relationship between religiosity and selection of the
[slamic bank”, Jowrnal of lamic Markettng, Vol. 8 No. 2, pp. 158 186,

Wibisono (2000), Metodologt Penelittan, BPFE, Yogyakarta.

Yousef Mohamed Endara, AB A. and Mohd Shukn, AY. (2019), “The influence of culture on service
quality leading to customer satisfaction and moderation role of type of bank”, Jowmal of Islaomic
Aeccountmg and Bustness Research, Vol 10No. 1, pp. 134-154.

Yulistara, A. (2013), “Inilah Sebabnya Wanita Lebih Suka Belanja Ketimbang Pria”, m.detik.com/
wolipop/read/2013/06/21/083511/2279764/114 1/ini-sebabnya-wanita-suka-belanja-
ketimbang-pria, (accessed 9 October 2020).

Zietsman, L. (2006), “Profiling male apparel consumers: Demographic charactenistics, lifestyle, shopping
orientation, patronage behaviowr and shopping mall behaviow”, Unpublished Thess, Master of
Consumer Science (Clothing and Textiles), The University of Stellenbosch, Stellenbosch.

Influence of
religiosity
level




JIABR

Further reading

Ancok, D, and Suroso, FN. (2005), FPsikologt lam: Solust Islem Atas Problem-Frobem Psikologi,
Pustaka Pelajar, Yogyakarta,

Foster, B. (2008), Maneaiemen Ritel, Alfabeta, Bandung,

Gehrt, K.C. and Soyven, 5. (1998), “A shoppmg orientation segmentation of French consumer;
unplication for catalog marketing”, fowrnal of Interactive Marketmg, Vol. 12 No. 4.

Ghozaly, I and Latan, H. (2008), Partial Least Squares: Konsep Metode Dan Aplikasi Menggunakan
Program WarpPLS 2.0, Badan Penerbit Universitas Diponegoro, Semarang,

Gunara, T. and Dan Utus, SH. (2007), Marketing Muhanoned: Strategi Andal Dan fitu Prakitk Brisnis
Nabt Muhanimead SA W, Madania Prima, Bandung.

Gumawan, P. (2010), Pengaruh CGiltva Toko Terhadap Kepulusan Pewmbelian Konswmen Pada
Supermarket Mandivt Stmpang Bahagia Medan, Universitas Sumatera Utara, Medan.

Hashim, N. and Hamzah, ML (2014), “TP's: a literature review of [slamic marketing and contemporary
marketing mix", Procedia - Soctal and Behavioral Sciences, Vol. 130, pp. 155-159,

Hassan, R. and Manmuthu, M. (2018), “Bridgng and bonding: having a Mushm diversity on corporate
boards and frm performance”, Jownal of Idamic Accounting and Business Research, Vol. 9
No. 3, pp. 457478

Henaningrum, 5., Drasmawita, F., Ratnasan, R T. and Fadlillah, H. (2019), “The social function of IMI's
in the exemption of micro business loans”, Opeton, Vol. 35 No. 88, pp. 819-831.

Heraningrum, S, Ratmasar, R.T, Widiastuti, T, Mawardi, I, Amalia, R.C. and Fadhlillah, H. (2019),
“The impact of Islamic bank financing on busines”, Enfrefrrencursiup and Sustamabiity Issues,
Vol. 7No. 1, pp. 133-145.

Islam, T. and Chandrasekaran, U, (2016), “Effect of religiosity on ecologically conscious consumption
behaviour”, fouwrnal of Idamic Marketing, Vol 7 No. 4, pp. 495-507.

Kartajaya, H. and Sula, M.S. (2008), Svariah Marketing, PT. Mizan Pustaka, Bandung.

Kinanti, R.A, Ratnasan, RT,, Robani, A, Widiastuti, T. and Sukmana, R. (2020, “Intellectual capital
and Islamic sosial reporting index: the case of Indonesian islamic banking”, Humanities and
Social Saences Reviews, Vol. 8 No. 4, pp. 728-736.

Moye, LN. and Kincade, D.H. (2003), “Shopping orientation segments: exploning differences in store
patronage and attitudes toward retail store environments among female apparel consumers”,
Internattonal Jowrnal of Conswmer Studies, Vol 27 No. 1, pp. 58-71.

Muhamad Hashim, N, Mizerski, D, Hashim, NM. and Mizerski, D. (2010), “Exploring Muslim
consumers’ mformation sources for fatwa rulings on products and behaviors”, Jowmal of Iskomnic
Maiketing, Vol 1 No. 1, pp. 37-50.

Mustika, H.,, Eliyana, A., Agustina, T, Ratnasari, S. and Ririn, T. (2020), “Determinants of
innovation capability in the Islamic banking”, Systemalic Reviews tn Pharmacy, Vol 11 No. 3,
pp. 382-387,

Mohd Dali, N RS, Yousafzai, S. and Abdul Harmud, H. (2019), “Religiosity scale development”, fournal
of Idamic Marketing, Vol. 10 No, 1, pp. 227-248,

Omar, O, (1999), Retad Marketing, Pearson Education, London.

Ratnasan, TR, Fatin, FH. and Fauzy, RMQ. (2013), Pengaruh Religmsitas Terhadap Ovientast
Belaija Dan Niat Berbelanja Pelanggan Muslim Dan Non Muslim Pada Supermarkel Sakinah di
Sievabaya, Research Grant, Economics and Business Faculty, Airlangga University, Surabaya.

Ratnasan, R.T. and Aksa, MH. (2014), Modul Manajemen Pemasaran Islam, Departemen Ekonom
Syanriah Fakultas Ekonomi dan Bisnis Universitas, Surabaya.

Ratnasan, R.T., Gunawan, S., Mohammad, F., Septiarini, Q. and Fitrisia, D. (2018), “Patient mtimacy
and mnovation development to improve health service performance”, International Jowrnal of
Engmeermg and Technology, Vol. 7 Nos 2/29, pp. 338-339.




Ratnasari, RT. and Rahmandam, N. (2020), “The correlation of financial development on energy
consumption: a study case in Indonesia”, Test Engineering and Managemeni, Vol 83,
pp. 3560-3564.

Salam, M.T., Muhamad, N. and Leong, V.5. (2018), “Measuring religiosity among Mushm consumers;
observations and recommendations”, fownal of Islemie Marketing, Vol 10 No. 2.

Santoso, AE, Ratnasan, R'T,, Palupiningtyas, D. and Balaka, M.Y. (2020), “Determinants of social
media use by handycraft mdustry of Indonesia and its impact on export and marketing
performance: an empirical study”, Infernational fowrnal of anovation, Creativily and Change,
Vol 12No. 9, pp. 1-21.

Sedianingsth, R'TR. and An Prasetyo, H. (2019), “Antecedents of recommendation and repurchase
intentionon medical tourism”, Opeion, Vol. 35 No. 23, pp. 1277-1300.

Siala, H. (2013), “Religious influences on consumers’ high-involvement purchasing decisions”, fourinal
af Services Marketing, Vol 27 No 7, pp. 579-589.

Widiastuty, T., Kirana, K.C., Ratnasari, RT, Insani, T.D. and Robam, A. (2019), “Measuning the
corruption measurement model (CVIM) based on magasid shariah framework”, Humanities and
Soaal Sciences Reveews, Vol 7 No. 2, pp. 282-286.

Corresponding author
Ririn Tri Ratnasari can be contacted at: ririnsari@{feb.unairacid

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

Influence of
religiosity
level




Can store image moderate the influence of religiosity level
on shopping orientation and customers’ behavior in
Indonesia?

ORIGINALITY REPORT

166 106 14« O

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS STUDENT PAPERS

PRIMARY SOURCES

Syed Faheem Hasan Bukhari, Frances M. 2
. : %
Woodside, Rumman Hassan, Ayesha Latif
Shaikh, Saima Hussain, Waqgas Mazhar. "Is
religiosity an important consideration in
Muslim consumer behavior", Journal of
Islamic Marketing, 2019

Publication

Roszaini Haniffa, Mohammad Hudaib. "The 1
: . %
two Ws of Islamic accounting research",
Journal of Islamic Accounting and Business
Research, 2010

Publication

ijrdo.or
IiternetSouée 1%
Banyté, Jlrate, AuSra Ratelioné, and Agne 1
%

Jarusevicitté. "Modelling of Male Shoppers
Behavior in Shopping Orientation Context",
Procedia - Social and Behavioral Sciences,
2015.

Publication

www.nikmaheran.com

Internet Source

5



(K

Hardius Usman, Prijono Tjiptoherijanto,
Tengku Ezni Balgiah, I. Gusti Ngurah Agung.
"The role of religious norms, trust,
importance of attributes and information
sources in the relationship between
religiosity and selection of the Islamic bank",
Journal of Islamic Marketing, 2017

Publication

(K

www.elkjournals.com

Internet Source

(K

www.tandfonline.com

Internet Source

T

Mariam Mourad Hussein Abou-Youssef,
Wael Kortam, Ehab Abou-Aish, Noha El-
Bassiouny. "Effects of religiosity on
consumer attitudes toward Islamic banking
in Egypt", International Journal of Bank
Marketing, 2015

Publication

T

mst.polban.ac.id

Internet Source

T

—
—

"Proceedings of Tourism Development
Centre International Conference", Walter de
Gruyter GmbH, 2020

Publication

T




Jalal Rajeh Hanaysha. "Marketing Mix
Elements and Corporate Social
Responsibility: Do they Really Matter to
Store Image?", Jindal Journal of Business
Research, 2020

Publication

T

T. Sabri Erdil. "Effects of Customer Brand
Perceptions on Store Image and Purchase
Intention: An Application in Apparel
Clothing", Procedia - Social and Behavioral
Sciences, 2015

Publication

T

B

coek.info

Internet Source

T

—
Ul

WWW.savap.org.pk

Internet Source

T

—
o

repository.radenintan.ac.id

Internet Source

T

RN
~N

www.iiste.org

Internet Source

T

RN
(00

Md. Hafij Ullah, Ruma Khanam. " Whether
compliance efficiency is a matter for the
financial performance ", Journal of Islamic
Accounting and Business Research, 2018

Publication

(K

—
O

www.ba.cmu.ac.th

Internet Source

T




Exclude quotes Off Exclude matches <1%

Exclude bibliography On



Can store image moderate the influence of religiosity level
on shopping orientation and customers’ behavior in
Indonesia?

GRADEMARK REPORT

FINAL GRADE GENERAL COMMENTS

/ O Instructor

PAGE 1

PAGE 2

PAGE 3

PAGE 4

PAGE 5

PAGE 6

PAGE 7

PAGE 8

PAGE 9

PAGE 10

PAGE 11

PAGE 12

PAGE 13

PAGE 14

PAGE 15

PAGE 16

PAGE 17

PAGE 18

PAGE 19




