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Extended Abstract

Introduction

The global expansion of Islam, as one of the fastest-growing religions, has not only influenced religious
practices but also deeply impacted various social, cultural, and economic aspects of life. Among these,
consumer behavior within Muslim communities has gained significant attention from researchers and
marketers alike. Islam, with its comprehensive set of ethical and moral guidelines, shapes the values
and decision-making processes of its followers, influencing their choices in the marketplace. Muslim
consumers tend to incorporate religious principles, such as halal compliance, ethical consumption, and
spiritual well-being, into their purchasing decisions. This integration of faith and consumption
highlights the need for businesses to understand the unique factors that drive purchase intentions in
Muslim markets. Despite the growing body of research in Islamic consumer behavior, there remain
gaps in understanding how cognitive, attitudinal, and behavioral components interact in shaping these
intentions. This study aims to fill this gap by exploring the key factors affecting Muslim consumers’
purchase intentions, providing valuable insights that can assist marketers in developing culturally
sensitive and effective strategies to engage this important market segment.

Literature Review

Islam, as one of the fastest-growing religions worldwide, has an ever-increasing influence not only on
spiritual life but also on the economic behaviors of its followers. The comprehensive nature of Islamic
teachings extends beyond ritual worship, providing detailed guidance on ethical consumption, financial
transactions, and social responsibilities. These teachings emphasize principles such as halal
(permissible) consumption, avoidance of haram (forbidden) products, honesty in trade, and social
justice, which collectively shape the purchasing behavior of Muslim consumers. The increasing global
Muslim and their growing purchasing power have attracted significant scholarly attention. Researchers
have focused on how Islamic values and religiosity influence consumer decision-making, recognizing
that faith-based factors can deeply affect attitudes toward brands, product choices, and population
consumption patterns. Studies by Wilson and Liu (2010) highlight that halal awareness is a major
determinant of Muslim consumer behavior, where consumers actively seek assurance that products
comply with religious dietary laws. Similarly, Ayyub (2015) discusses how religious commitment, or
religiosity, affects not only consumption but also trust and loyalty toward brands that align with Islamic
ethics. Ethical concerns also play a central role. Muslim consumers often evaluate products and
companies based on their alignment with Islamic moral standards, which includes considerations of
social justice, environmental responsibility, and fair labor practices. Rehman and Shabbir (2018)
emphasize that spiritual values intertwined with ethical concerns motivate consumers to support brands
that demonstrate corporate social responsibility consistent with Islamic teachings. Despite the progress
in this field, existing literature often treats these factors separately and lacks a holistic understanding of
their interaction. The cognitive aspect involves consumers’ knowledge and awareness of Islamic
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consumption rules; the attitudinal aspect relates to their values and feelings; and the behavioral aspect
reflects actual purchase actions. Recognizing the interdependence of these dimensions is critical for a
more nuanced understanding of Muslim consumer purchase intention. Therefore, this study aims to
integrate these cognitive, attitudinal, and behavioral components to provide a comprehensive
framework that explains how Islamic values influence consumer decision-making. This approach not
only enriches marketing theory but also offers practical insights for businesses aiming to serve Muslim
consumers effectively.

Research Methodology

This study is based on the paradigm of pragmatism and has been conducted using an inductive approach.
It involves both qualitative content analysis and data collection through library and field studies in three
steps. The first step includes the identification and categorization of the components of Muslim
consumer's purchase intention through qualitative content analysis and semi-structured interviews with
experts. The second step investigates the relationships between the elements of Muslim consumer's
purchase intention using a questionnaire and fuzzy set technique. The third step involves creating a
mental map of the experts regarding the components of Muslim consumer's purchase intention, using
causal mapping method and software, to predict future scenarios.

Results

In the behavioral dimension of Muslim consumer purchase intention, the variables of spirituality,
confidence, religious beliefs, happiness in this world and the hereafter, moral beliefs, tendency to
material and spiritual well-being, religious beliefs, tendency to be honest, tendency to be
compassionate, tendency to be tolerant, observance of the law, avoidance of lies, and distance were
classified in the group of cause variables, and the religiosity variable was classified in the group of
effect variables; further examination of the findings indicated that the components of religiosity, moral
beliefs, tendency to be honest, confidence, and spirituality were the most important components of this
dimension.

Discussion and Conclusion

The findings of this research highlight that cognitive (thought processes and knowledge), attitudinal
(feelings and perceptions), and behavioral (actions and habits) components collectively play a crucial
role in shaping the purchase intentions of Muslim consumers. This means that a Muslim consumer’s
decision to buy is not based solely on practical factors like price or quality, but also deeply influenced
by their understanding of religious guidelines, personal attitudes towards products (such as halal
certification), and habitual behaviors rooted in their faith. By recognizing these intertwined factors,
businesses can gain a more nuanced understanding of the Muslim consumer’s decision-making journey.
The study’s developed scenarios illustrate real-world applications of these components, showing how
different factors come into play at various stages of the purchase process. These scenarios can serve as
a strategic tool for marketers to design targeted campaigns that resonate culturally and spiritually with
Muslim audiences. Incorporating such insights into marketing strategies enables companies to tailor
their product offerings, communication messages, and customer engagement methods to align with the
values and expectations of Muslim consumers. This alignment not only fosters greater trust and loyalty
but also enhances market penetration and competitive advantage in Muslim-majority or Muslim-
influenced regions. Ultimately, this research provides practical guidance for businesses seeking to
effectively engage this significant and growing consumer segment, helping them to achieve stronger
market performance and sustainable growth by respecting and integrating the cultural and religious
dimensions of consumer behavior.
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Table 5- Muslim consumer purchase intention analysis indicators
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Table 6- ANOVA analysis of the relationship between personal and demographic characteristics of experts
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Table 7- Linear regression significance coefficients
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Table 8- The effect of experts' personal characteristics on map territory indicators (relationship density)
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Table 9 - The effect of experts' personal characteristics on map territory indicators (map density)
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Table 10: QAP Correlation Analysis Matrix

2 3 4 3 6 7 8
282 0.158 -0.047 0,162 0.074 -0.102 0.17
000 0.563 0.250 0.0534 0.037 0.206 0.054
563 1.000 O0.300 0.109 0.2001 0.213 0.111
230 0.300 1.000 0.152 0.005 O0.77 0.119
04 0.109 0.152 1.000 ©0.492 0.126 0.892
037 0.201 0.005 0.492 1.000 0.052 0.440
206 0.213 0.77 0.126 ©0.052 1.000 0.065
O 0.111 0.119 0,892 0.440 0.065 1.000
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Table 11: P-Value Analysis Matrix in QAP

2 3 4 5 G 7 B
006 0.092 0,238 0.048 0.240 0.17E8 0.027
000 O.000 0.077 0,337 0.427 0.102 0.333
000 0,000 0.020 O0.177 D.04E8 0,075 0.173

770,030 O0.000 0.10E O.487Y 0.000 0.159
337 0,177 0.108 O0.000 0.000 0.150 0.000
427 0.048 0.487 0.000 0.000 0O.342 0.000
103 0.075 0.000 0.150 0.342 0.000 0.285
32323 0.172 0.159 0.000 0.000 O.285 0.000
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Figure 1. The state of the difference between the causal maps of the experts using multidimensional scaling
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Table 12. QAP correlation analysis in cluster analysis

1 2 3 B 7 6 3 4

1 2 3 8 7 6 5 4
11 1.000 0.282 -0.158 0.178 -0.102 0.07 0.162 -0.047
22 0.282 1.000 0.563 0.054 0.206 0.037 0.054 0.250
3 3 0.158 0.563 1.000 0.111 0.213 0.201 0.109 0.300
8 8 0.178 0.054 0.111 1.000 0.063% 0.440 0.892 0.119
77 0.102 0.206 0.213 0.065 1.000 0.052 0.126 0.77
6 B 0.074 0.037 0.201 0.440 0.052 1.000 0.492 0.005
55 0.162 0.054 0.109 0.892 0.126 0.49Z 1.000 0.152
44 0.047 0.250 0.300 0,119 0.770 0.005 0.152 1.000
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Table 13. QAP Analysis P-Values in Cluster Analysis

E 2 i 4 1 &) 5 &

3 2 i 4 1 & 5 &
3 2 0.000 0,073 O0.024 0.089 O0.049 0.177 0.169
2 2 0. 000 0.104 O.077 0.004 0,411 0. 321 0. 324
A 0.072 O0.104 0. 000 0.159 0.312 0.129 0.272
4 4 0.024 0O 7700000 0.328 0.47 0.102 O0.155
1 1 0.089 0.004 O0.159 0.3228 0.204 0,026 O0.018
6 6 0.049 0.411 0.312 0.47 0. 204 0. 000 O.000
5 5 0.177 0.3221 0.129 0.102 O.02a O.000 0. 000
8 B 0.169 0,324 0.27 0.155 0.018 O.000 O.000
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Figure 1: Experts' integrated map (Source: Researcher's findings)
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