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Abstract

This study finds empirical evidence of a significant negative relationship
between religiosity dimension and Muslim women’s behavior toward
fashion in Indonesia. This study uses a survey method utilizing
guestionnaires that were distributed to some universities in Jakarta and
West Java. Using a purposive sampling technique, the collected data are
165 questionnaires. The measurement variables of religiosif)
dimensions in this study are adapted from Glock (1972) and consist of
five different dimensions including ideology, intellectual, ritualistic,
experiential, and consequential. The measurement of Muslim women'’s
behavior toward fashion is adapted from Farrag and Hassan (2015). All
collected questionnaires are analyzed using the Pearson correlation test.
The relationship is around 15% - 29%. Ideological and ritualistic
dimensions have a strong negative correlation (29%), consequential
(28%), intellectual (23%) and experiential (15%).

Keywords: religiosity, religiosity dimensions, Muslim women’s
behavior, fashion.

Introduction

Religion is the most influential factor in social life and is related to individual values,
attitudes, and behavior (Mokhlis, 2006). As a part of belief, religion can build individual
behavior (Kotler, 2000). From an early age, an individual has been taught about
religion by their family, and they will believe and begin to commit the religion. Religion
values become a guide and impact their actions and decisions on various aspects of
in their life.

This research is focused on the Islam religion. For Muslims, Islam is a religion that will
guide its people in every aspect of their life. Muslims believe that Allah is the only God
in the universe, and the Prophet Muhammad is the messenger of Allah. Muslims also
believe in the Qur'an as Islamic scripture that is the message from Allah. All things
related to human life are governed by the Qur'an, from the smallest to the greatest.

The Qur'an governs women’s obligation to dress up on An-Nuur (verses 31), Allah
commands a woman to hold her eyes, her body and extend her hijab into her chest
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and do not show jewelry except to their husbands. It means the Qur'an regulates
women on how to dress up and how to choose all the stuff that they wear.

Religion is one of the considerations in choosing fashion, so the fashion industry can
not underestimate it. Especially in Indonesia, one of the largest Muslim majority
countries in the word. Indonesia is proven to be in the top five in a ranking of Muslim
consumer shopping markets spending a surprising $13.28 in 2017. Indonesia’s fashion
market spending surpasses several other Muslim countries including Iran, Egypt,
India, and Pakistan.

Muslim Women are typical with their courtesy in dress up and makeup (Badr, 2004;
Boulanouar, 2006). Wearing courtesy and the cover dress is one of Allah’s commands
and is included in the Qur'an. A religious individual tends to choose modest fashion,
whereas an ordinary individual tends to follow fashion trends (Farrag and Hassan,
2015). Muslim women who obey Islam rules will wear a loose dress, not show their
body, not wear transparent clothing, cover their body and use nigab (Boulanouar,
2006; Shadid and Van Koningsveld, 2005). Muslim women who ignore this, disobey
Islam rules (Nasr, 2009). However, nowadays many Muslim women do not wear hijab
or nigab but still pray five times a day, doing Ramadhan and sunnah fasting and
keeping their views of men within Islam's rules (Kaya, 2010).

On the other hand, according to Jones (2010) nowadays the hijab and modest fashion
have become a fashion trend among Muslims in Indonesia. However, many other
Muslim women wear the hijab, but they don't know about Islamic rules clearly, and
they don't even pray five times a day. In fact, many youth Muslim women, wearing
hijab, still wear tight pants and use what stricter Muslims would regard as excessive
accessories. This reflects the view that the hijab is only used as a fashion trend today,
not for completely following Islamic rules (Armbrust, 1996). Wearing the hijab and a
loose dress, but still showing off jewelry and an expensive bag or shoes are not reflect
Islamic rules (Sobh et al., 2008). What Muslim women use on their body will reflect
the degree of their faith, piety, and religiosity as a Muslim (Killian, 2003; Ruby, 2005).

The explanation above shows a gap between religiosity and behavior toward fashion.
We motivated to fill this gap [lerature. The aim of this research is to investigate the
relationship of the religiosity dimension on Muslim women’s behavior toward fashion
in Indonesia.

Literature Review

Religion is belief and value to provide an ethics basis and guidance in for an individual
life (Delener, 1994). On the other hand, religiosity is defined as the level of belief in
religious values that are believed by each (Delener, 1990).

Religiosity provides wvalues for life that can build comfort feelings and improve
socialization and it provides value to guide individual behavior (Rohrbaugh and Jessor,
1975). Behavior and attitude are dependent on how committed an individugto their
religion and the level of individual obedience to their religion rules. Religious
consumers tend to have a lower risk tolerance (Delener, 1990, 1994), and more
emphasis on quality when buying a product (Mokhlis, 2006). Q'Cass (2013) and
Burroughs and Rindfleisch (2002) showed that a religious consumer is less
materialistic. They assume that material things cannot support them spiritually
(Kavanaough, 1991; Zimmer, 1993).

Marketing literature from Moschis and Ong (2011) showed that religiosity is the most
important consideration factor for a consumer to influences their consumption
behavior. The fashion trend is a contextual factor that can influence the consumption
behavior of Muslims, with religiosity as a moderating variable (Alam et al., 2011). The
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result of that research is that religious Moslems always refers to Islamic rules as their
reference to shop. Shabbir (2010) showed that religiosity affected Muslim consumer
in accepting new products. All the results were in line with (Clevelan et al., 2013) that
religiosity affected consumption behavior.

The newest research from Farrag and Hassan (2015) demonstrated that five religiosity
dimensions had a relationship with youth Muslim women’s behavior toward fashion in
Egypt. The five religiosity dimensions from Farrag and Hassan (2015) referred to Glock
and Track (1972). Glock and track (1972) divide religiosity into five dimensions. First,
the ideological dimension includes accepting dogmatic things in individual religion
principles — for example, believe in God, Angels, Prophets, scriptures, apocalypse,
and fate. Second, the ritualistic dimension includes the action to commit all obligations
in their religion — for example, praying five times a day, fasting in Ramadhan period,
zakat and hajj. Third, the intellectual dimension includes individual knowledge and
understanding of their religious principles, thought, and rules. For example, the
meaning of verses in the Qur'an and hadith. Fourth, the consequential dimension
includes individual commitment and consistency to obey all the religion’s principles
continuously. For example, visiting friends who are sick, helping people in a difficult
situation and giving charity to poor people. Fifth, the experiential dimension includes
religious feelings and experiences that have been felt by individuals. For example,
feeling solemn when praying and peaceful when hearing the verses of Qur'an sung.

Previous researches demonstrated the relationship between religiosity and consumer
behavior in shopping and choosing items to wear (Shabbir, 2010; Cleveland & al.,
2013, Farrag and Hassan, 2015; Moschis and Ong, 2011; Alam et al., 2011). There
is a lack of literature in Indonesia related to the religiosity dimension and relationship
with behavior toward fashion. We are motivated to fill this void in the literature by
examining the relationship between the dimensions of religiosity and Muslim women'’s
behavior toward fashion. From the exposure above, this research concludes the
hypothesis to examine the relationship between religiosity and Muslim women’s
behavior toward fashion.

Hi: Religiosity has a direct relationship on Indonesian youth Muslim women's behavior
towards fashion

Related to the research purpose, the hypothesis will be divided into five religiosity
dimensions. To give an understanding of each relationship between the religiosity
dimension and youth Muslim women'’s behavior toward fashion, the research model
can be seen in Figure 1.

Hia: Ideological dimension has a direct relationship on Indonesian youth Muslim
women’s behavior towards fashion

Hib: Intellectual dimension has a direct relationship on Indonesian youth Muslim
women'’s behavior towards fashion

Hic: Ritualistic dimension has a direct relationship on Indonesian youth Muslim
women’s behavior towards fashion

Hida: Experiential dimension has a direct relationship on Indonesian youth Muslim
women'’s behavior towards fashion

Hie: Consequential dimension has a direct relationship on Indonesian youth Muslim
women’'s behavior towards fashion
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Figure 1. Research Model

Research Method

This quantitative research uses a survey with questionnaires as the research method.
The questionnaire is distributed to some universities in Jakarta and West Java. There
were 165 participants in this study from 187 issued questionnaires. The data were
selected by purposive sampling. The sample selection criteria of this research were
from female student colleges, with participants having a maximum of the age of 25
years, and have been committed to using hijab for more than one year.

This research focused on young Muslim women as a sample with any consideration.
First, we assumed young women are more interested in fashion than men. Youth
women, around 16-25 years old, are aware of fashion trend nowadays because they
consider fashion as their identity (Subandi, 2007). Second, we assume young women
who have been wearing hijab for more than one year are already committed to Islam
principles to cover their whole body.

Religiosity has five dimensions of ideological, intellectual, ritualistic, experiential, and
consequential. Religiosity measurement is adapted from (Glock, 1972) and further
developed by Rehman and Shabbir (2010) to be more appropriate to measure Muslim
religiosity. Each religiofky dimension is reflected in four to five questions which refer
to previous research (Shabbir, 2007; Rehman A and Shabbir, 2010; Yaacob et al.,
2011). Measurement of behavior toward fashion was adapted from the previous study
by Farrag and Hassan (2017) which considered color, style, modesty, comfort, brand
expense level, western brand and fashion popularity brand, and the money they spend
for buying fashion products. We use a Likert scale 1-5 to measure (1 = strongly
disagree, 5 = strongly agree).

Validity and reliability tests for the research instrument were done before the
guestionnaires were distributed to the female college students. The validity of this
research was confirmed with the coefficient correlation product moment analysis. The
reliability test established statistical values of Cronbach's Alpha for each construct.
According to Hair et al. (2010), the questionnaire is reliable in Cronbach's Alpha value
> 0.60.

The instrument is valid if tcourt > ttavle (Imam Ghozali, 2011). There was one question

that was dropped on the intellectual and consequential dimension. Furthermore, two
guestions on the experiential dimension that has not been passed in the validity test.
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The reliability test show Cronbach’s alpha value on each dimension is more than 0.6
(Hair et al., 2010), it means that all the dimensions are reliable. Cronbach’s alpha
value of ideological dimension (0.889), intellectual dimension (0.783), ritualistic
dimension (0.830), experiential dimension (0.877) and consequential dimension
(0.811).

Results and Discussion

Descriptive statistics of the participant profiles are presented in Table 2 and Table 3.
Table 2 indicates that there are 101 participants 16-20 years old, which is 61% of
total participants and 64 participants 20-25 vyears old who are 39% of total
participants. It means that the participants are dominated by teenagers.

Table 2. Range of participant age

_Age Total Percentage
16-20 101 61
20-25 64 39
Total 165 100

Table 3 explains how long the participants have worn the hijab. This study is
dominated by the participants who have worn the hijab for more than 5 years, which
is 76 participants (46%) from the total participants followed by the participants who
have worn it for 1-3 years which is 47 participants (29%) and who have worn it for 3-
5 years which is 42 participants (25%).

Table 3. Wearing hijab

Wearing hijab Total Percentage
1-3 years 47 29
3-5 years 42 25
>5 years 76 46
Total 165 100

Hypothesis analysis in this study uses the Pearson correlation and the data processed
by SPSS 21. The test shows that a negative relationship between religiosity and youth
Muslim women's behavior toward fashion is significant. The significance value is 0.000,
Hi is supported. This result is in line with previous research from Farrag and Hassan
(2015). The result can be seen in Table 4 below

Table 4. Correlation analysis of religiosity

I Behavior
Religiosity toward Fashion

Religiosity Pearson Correlation 1 -,298"

Sig. (2-tailed) ,000

N 165 165
E:vl\:::t;o;ashion Pearson Correlation -,298"" 1

Sig. (2-tailed) ,000

N 165 165

**_Correlation is significant at the 0.01 level (2-tailed).

More specific research result is related to five religiosity dimensions and youth Muslim
women's behavior toward fashion (Hia to Hie). This relationship between five religiosity
dimensions and the youth Muslim women’s behavior toward fashion is tested one by
one. The result is shown in Table 5.
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Table 5. Correlation analysis of five religiosity dimensions

P R
Ideological 0.000 -.296""
Intellectual 0.003 -.229""
Ritualistic 0.000 -.296""
Experiential 0.050 -.153"
Consequential 0.000 -.283""

**, Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

The result shows that the five dimensions of religiosity have a significantly negative
relationship with youth Muslim women'’s behavior toward fashion. The Ideological and
ritualistic dimensions have the strongest negative relationship with youth Muslim
women’s behavior towards fashion (29%), and the significance value is 0.000.
Consequential dimension (28%) and Intellectual dimension (23%) and significance
value is 0.000 and (0.003). The Experiential dimension has the weakest negative
relationship with youth Muslim women’s behavior toward fashion (15%), and the
significance value is 0.050.

The result from this research is that religiosity is not the main consideration factor for
women in choosing fashion. This is because the religiosity dimension only affects
Muslim women'’s behavior toward fashion 15% - 29%. The influence of religiosity and
Muslim women’s behavior toward fashion is weak because the hijab is only considered
to follow the fashion trend and not to obey the Islamic principles. Some Muslim women
wear hijab, but they still wear tight pants and too much makeup (Armbrust, 1996).

Conclusions

In the modern age, the researchers begin to learn more about the relationship
between religiosity and fashion. But, in Indonesia especially in Muslim consumers,
there is less literature and evidence related to the relationship between @igiosity and
the consumer relationship toward fashion. Therefoff§, we are motivated to investigate
the relationship between religiosity dimension (ideological, intellectual, ritualistic,
experiential, and consequential) and Muslim women behavior toward fashion in
Indonesia. We consider that the Islamic fashion industry will grow fast in Indonesia
because the majority of the population is Muslim.

This research proves that the religiosity dimension has a negative relationship with
youth Muslim women’s behavior toward fashion. The religious dimension is not the
main factor that impacts youth Muslim women in choosing fashion. This result
strengthens the statement from Jones (2010) that, nowadays, the hijab and Islamic
dresses are just for a fashion trend, some Muslim women wear the hijab but ignore
Islamic principles and even don’t know how to pray correctly. Wearing the hijab is not
to obey the Allah words, but just to show their existence toward fashion trend.

The results of this study are along with postulates from Casanova (1994) that the
process of declining religion beliefs was held since the late seventeenth century and
will continue and cannot be avoided. The final result of modernity will degrade and
ultimately eliminate religion. Ethnicity and social class have the strongest relationship
with consumer attitude in the consumption process that religion (Hawkins et al.,
1980). The research result has supported that statement, that the religiosity
dimension has a relationship with Muslim women’s behavior toward fashion around
15%-29%.

The limitation of this study is from the research sample. Participant of this study only
comes from some University located on DKI Jakarta and west java. Therefore, the
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reader is wiser to generalize the result of this research. We were using a survey
method with a questionnaire distributed through an online Google form. This was
intended to shorten the research time. We did not have the opportunity to meet and
give instructions directly to the respondent. So, we worried about participants
interpreting bias to question aspects.

This research is expected to provide implications for all parties. First, to enrich the
literature related to religiosity dimension and behavior toward fashion. Second, the
evidence from the result can be a reference for market participants and fashion
businesses to be more aware of the religious elements of their marketing activities,
particularly in Indonesia fashion businesses with Muslim women as their target
market. Third, this research can help the Muslim fashion industry in designing their
business marketing practices related to the level of consumer belief in their religion.

References

Alam, S.S., Mohd, R., & Hisham, B. (2011). Is religiosity an important determinant on
Muslim consumer behaviour in Malaysia? Journal of Islamic Marketing, Vol. 2 No.
1, pp. 83-96.

Armbrust, W. (1996). Mass Culture and Modernism in Egypt. Cambridge University
Press, Cambridge

Badr, H. (2004). Islamic identity recovered: Muslim women after September 11th.
Culture and Religion: An Interdisciplinary Journal, Vol. 5 No. 3, pp. 321-338.

Boulanouar, A. (2006). The notion of modesty in Muslim women'’s clothing: an Islamic
point of view. New Zealand Journal of Asian Studies, Vol. 8 No. 2, pp. 134-156.

Burroughs, J.E., & Rindfleisch, A.A. (2002). Materialism and well-being: a conflicting
values perspective. Journal of Consumer Research, Vol. 29 No. 3, pp. 348-370.

Casanova, J. (1994). Public Religions in the Modern World. Chicago University Press,
Chicago.

Cleveland, M., Laroche, M., & Hallab, R. (2013). Globalization, culture, religion, and
values: Comparing consumption patterns of Lebanese Muslims and Christians.
Journal of Business Research, 66(8), 958-967

Delener, N. (1990). The effects of religious factors on perceived risk in durable goods
purchase decision. Journal of Consumer Marketing, VVol. 7 No. 3, pp. 27-38.

Delener, N. (1994). Religious contrasts in consumer decision behaviour patterns: their
dimensions and marketing implications. European Journal of Marketing, Vol. 28
No. 5, pp. 36-53.

Farrag, D.A., & Hassan, M. (2015). The influence of religiosity on Egyptian Muslim
youths’ attitude towards fashion. Journal of Islamic Marketing, Vol. 6 No. 1 pp.
95-108.

Faulkner, J.E., & DeJong, G.D. (1966). Religiosity in 5- D: an empirical analysis. Social
Forces, Vol. 45 No. 2, pp. 246-254.

Fukuyama, Y. (1961). The major dimensions of church membership. Review of
Religious Research, Vol. 2 No. 4, pp. 154-161.

Ghozali, Imam. (2011). Aplikasi Analisis Multivariate Dengan Program SPSS.
Semarang: Badan Penerbit Universitas Diponegoro.

Glock, C.Y. (1965). Stark Rodney Religion and Society in Tension. Rand McNally,
Chicago.

Glock, C.Y. (1972). On the study of religious commitment, in Faulkner, J.E. (Ed.).
Religion’s Influence in Contemporary Society, Readings in the Sociology of
Religion, Charles E. Merril, Columbus, OH, pp. 38-56.

Gorlow, L., & Schroeder, H.E. (1968). Motives for participating in the religious
experience. Journal of the Scientific Study of Religion, Vol. 7, pp. 241-251.

Hair, J.F., et al. (2010). Multivariate data analysis. 7th edition. New Jersey: Pearson
Education Inc.

Hawkins, D.I., Coney, K.A., & Best, R.]. (1980). Consumer Behaviour: Implications
for Marketing Strategy. Business, Dallas, TX.

81




Meita Larasati, Ani Silvia, Zulpahmi and Sunarta

Jones, C. (2010). Materializing piety: gendered anxieties about faithful consumption
in contemporary urban Indonesia. American Ethnologist, Vol. 37 No. 4, pp. 617-
637.

Kavanaough, J.F. (1991). Following Christ in a Consumer Society: The Spirituality of
Cultural Resistance. Books, Maryknoll, NY.

Kaya, L. (2010). The criterion of consistency: women's self-presentation at Yarmouk
University, Jordan. American Ethnologist, Vol. 37 No. 3, pp. 526-538.

Killian, C. (2003). The other side of the veil: African women in France respond to the
headscarf affair. Gender and Society, Vol. 17 No. 4, pp. 567-590.

King, M., & Hunt, R. (1969). Measuring the religious variable: amended findings.
Journal for the Scientific Study of Religion, Vol. 8, pp. 321-323.

Kotler, P. (2000). Consumer market and consumer behavior. Principles of Marketing,
8th ed., Prentice-Hall, Upper Saddle River, NJ.

Lenski, G. (1961). The Religious Factor. Doubleday Anchor, New York, NY.

Mokhlis, S. (2006). The effects of religiosity on shopping orientations: an exploratory
study in Malaysia. Journal of the American Academy of Business, \ol. 9 No. 1,
pp. 64-74.

Moschis, G.P., & Ong, F.S. (2011). Religiosity and consumer behavior of older adults:
a study of subcultural influences in Malaysia. Journal of Consumer Behaviour,
Vol. 10 No. 1, pp. 8-17.

Nasr, S.V. (2009). Forces of Fortune: The Rise of the New Muslim Middle Class and
What it Will Mean for Our World. Free Press, New York, NY.

O’Cass, A., Lee, W.1., & Siahtiri, V. (2013). Can Islam and status consumption live
together in the house of fashion clothing? Journal of Fashion Marketing and
Management, \Vol. 17 No. 4, pp. 440-459.

Rehman, A.U., & Shabbir, M.S. (2010). The relation between religiosity and new
product adoption. Journal of Islamic Marketing, Vol. 1 No. 1, pp. 63-69.

Rohrbaugh, J., & Jessor, R. (1975). Religiosity and youth: a personal control against
deviant behaviour. Journal of Personality, Vol. 43 No. 1, pp. 136-155.

Ruby, T. (2005). Listening to the voices of hijab. Women’s Studies International
Forum, Vol. 29 No. 1, pp. 54 66.

Shabbir, M.S. (2010). The relationship between religiosity and new product adoption.
Journal of Islamic Marketing, 1(1), 63-69.

Shabbir, M.S. (2007). Factors affecting decision styles: an empirical study of Pakistani
managers. (Doctoral Dissertation). University of Malaya, Malaysia.

Shadid, W., & Van Koningsveld, P. (2005). Muslim dress in Europe: debate on the
headscarf. Journal of Islamic Studies, Vol. 16 No. 1, pp. 35-61.

Sobh, R., Belk, R., & Gressel, ]J. (2008). The scented winds of change: conflicting
notions of modesty and wvanity among young Qatari and Emirati women.
Advances in Consumer Research, Vol. 8 No. 1, pp. 342-343.

Stark, R., & Glock, C.Y. (1968). American Piety: The Nature of Religious Commitment.
University of California Press, Berkeley.

Yaacob, R.A., Bunawan, A.A., & Jusoff, K. (2011). Electronical records system (EMRS)
for Muslims information and knowledge sharing. World Applied Science Journal,
Vol. 12, pp. 1-9.

Zimmer, H. (1993). Buddhahood, in Eastman, R. (Ed.). The Ways of Religion, 2nd ed.,
Oxford University Press, New York, NY, pp. 65-73.

82




The Role of Religiosity Dimension on Muslim Women'’s Behavior
toward Fashion: Study Case of Indonesia

ORIGINALI

TY REPORT

9.

SIMILAR

8% 6% 5%

ITY INDEX INTERNET SOURCES  PUBLICATIONS STUDENT PAPERS

PRIMARY SOURCES

.

pdfs.semanticscholar.org

Internet Source

2

E)

Submitted to Academic Library Consortium
Student Paper

1o

e

www.emeraldinsight.com

Internet Source

1o

=

eprints.undip.ac.id

Internet Source

1o

£l

good2u.ru

Internet Source

1o

fashioninstitute.mmu.ac.uk

Internet Source

1o

B B

mafiadoc.com

Internet Source

1o

Volkan Yeniaras, Tugra Nazli Akarsu.
"Religiosity and Life Satisfaction: A Multi-
dimensional Approach", Journal of Happiness

1o



Studies, 2016

Publication

Exclude quotes On Exclude matches <17 words

Exclude bibliography On



	The Role of Religiosity Dimension on Muslim Women’s Behavior toward Fashion: Study Case of Indonesia
	by Laras Larass

	The Role of Religiosity Dimension on Muslim Women’s Behavior toward Fashion: Study Case of Indonesia
	ORIGINALITY REPORT
	PRIMARY SOURCES


