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Abstract 
Religiosity has been part of the cultural subsystem, which consists of beliefs, norms, and value 
systems that influence human behaviour. While studies had relied on specific frameworks to 
explain related behaviour over the years to understand its impact. However, due to some 
shortfalls of these frameworks, it may not be a complete yardstick to assess Muslim consumer 
behaviour. The universality of the measurements that were used is assumed to be compatible 
across different religions and fields of study but has ignored the need to have a compatible 
measurement. Whereas, its operationalization in the previous studies might not be suitable 
to assess its impact in the context of consumer research. As such outcome may not 
adequately reflect nor explain the religiosity factors concerning Muslims. Therefore, this 
paper is to highlight the need to discuss the challenges and improvement of the measurement 
to suits the specific contextual settings. This will shed the light in developing an improved 
religiosity measurement tailored towards Muslim consumers. 
Keywords: Religiosity, Muslim Religiosity, Muslim Consumers, Muslim Consumer Behaviour. 
 
Introduction 
Recent trends showed shown that the world is developing towards a global renaissance of 
organized religiosity (Armstrong, 2001; Arnould, Price and Zikhan, 2004). Many works in 
various fields of studies including in consumer behaviours had included this variable in 
predicting human behaviour. Religion is an important cultural aspect and social institution 
that is universal and most significant in influencing attitude, values, and behaviour (Mokhlis, 
2006; Rafiki and Abdul Wahab, 2014). Understanding religion and consumers in Muslim 
consumer market had focused more on religiosity. It has been the key theme used by most 
researchers lately.  
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Table 1 
Systematic Literature Search on Religiosity  

Databases Google Scholar WoS Scopus EBSCOhost Proquest 

Religiosity    Feb 2020 
                    (Sept 2020) 

447000 14145 12331 35109 12469 

(499000) (14193) (13232) (44183) (13166) 

Islamic Religiosity 3400 115 105 284 135 

Muslim Religiosity 2350 62 79 189 62 

Religiosity and 
consumer behaviour 

6330 85 100 181 964 

Source: Various Databases (Accessed 7th February 2020 and 27th September 2020)  
 

A systematic literature search conducted using five widely used databases revealed 
such tremendous attention on religiosity. As of February 2020, there are a total of 521, 054 
of research and continued to increase in September 583, 774. This trend indicates that 
religiosity is gaining momentum in terms of numbers and attention as shown in Table 1. 
Further examination of the subject revealed that there were works that specifically 
scrutinized either Islamic Religiosity or Muslim Religiosity. However, it is still relatively small 
in numbers which within the range of 0.7 % (Google scholar) 1.25 % (WoS), 1.5% (Scopus), 
1.34% (EBSCOhost) to 1.57% (Proquest) of the total research that emphasized on religiosity. 
Religiosity from an Islamic perspective remains limited (Shukor and Jamal, 2013; Newaz, 2014; 
Mokhlis, 2006).  

Moreover, further examination of the contents and context revealed that there are only 
741 articles were focused on religiosity and Muslim consumers fit the context of this research. 
Not to mention, more established and exclusive the database, it scored much lower in 
numbers due to its stringent quality of publications as shown in figure 1. Nevertheless, the 
importance of religiosity in advancing the frontier of consumer behaviour is undeniable. 
Many researchers urged for more research focusing on the subject from an Islamic 
perspective (Abou Youssef et al., 2011; El-Bassiouny, 2016; Khraim, 2010; Jafari and 
Sandikci, 2015).  
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Figure 1: Systematic Literature Search on Islamic Religiosity, Muslim Religiosity and Religiosity 
and Consumer – February 2020 and September 2020.  

 
While there is some effort to explore Muslim consumer behaviour by incorporating 

these religiosity measurements and scales. However, its adoption has been limited in the 
consumer behaviour studies focusing on Muslims, not until recently. Since a vast majority of 
the study had adopted religiosity measurements or scales based on Judeo-Christian 
worldview within the context of the western population. Among the popular adoption were 
taken from Allport and Ross (1967) Worthington et al. (2003), Wilkes et al. (1986), and Stark 
and Glock (1968) as shown in table 2. Therefore, the adoption of these measurements also 
leads to the question of how these measurements were operationalized in the research. 
Suitability of the items and modification as to suits the variable in hands would be crucial 
to show that Muslim or Islamic religiosity is measured correctly. 
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Table 2 
Adoption of religiosity scales used in consumer research 

Religiosity scale  Frequency Research that adopts conventional religiosity 
measurements* 

Allport and Ross 
(1967) 

12 Arli (2017), Ilter, Bayraktaroglu and Ipek (2017), Islam 
and Chanrasekaran (2016), Abou Youssef, Khartom, 
Abou-Aish and El Bassiouny (2015), Karami, Olfati and 
Dubinski (2014), Aydemir and Egilmez (2010), Arli and 
Tjiptono (2013), Abdur Razzaque and Chaudhry (2013), 
Uysal and Okumus (2019), Muhamad Hashim and 
Mizerski (2010), Muhamad, Leong and Mizerksi 
(2016), Arli and Tjiptono (2018)  

Worthington et al. 
(2003) 

9 Mokhlis (2006), Mansori, Sambasivan and Md-Siddin 
(2015), Bachleda, Hamelin and Benachour (2014), 
Mukhtar, Mohsin Butt (2012), Kusumawardhini, Hati 
and Daryanti (2016), Yousaf and Malik (2013), Abdur 
Razzaque and Chaudhry (2013), Akermi and Smaoui 
(2016):  Iranmanesh, Mirzaei, Hosseini and Zailani 
(2019);  

Wilkes et al. (1986) 4 Ahmed, Anang, Othman and Sambasivan (2013), 
Moschis and Ong (2011), Abdolvand and Azima (2015), 
Tabassi, Esmaeilzadeh and Sambasivan (2012);  

Stark and Glock (1968)  2 Newaz (2014), Wahyuni (2016)  

*Based on authors on systematic literature review 
 

Since most of these works did not provide a clear justification of adopting their 
measurements and scales for their research. A majority had adopted conventional 
religiosity with little modification even though the sample to a certain extent varies in terms 
of their religious ideology and practices. This had put greater concern on the suitability of 
measurements and sample representativeness (Kamil, Zainol, and Ram Jaffri, 2012). For 
instance, Dekhil, Boulebech, and Bouslama (2017) despite focusing on Tunisian Muslims, 
had adopted a multi-religious instrument that was tailored for a universal audience (see 
Worthington et al., 2013; Mokhlis, 2006). Many works had also reported similar adoptions 
(see Rahayu Hijrah Hati and Idris, 2014; Abdur Razzaque and Chaudhry, 2013) that ignored 
the importance of providing the rationale for the adoptions both in religion and cultural 
context (Salam, Muhammad, and Leong, 2019).  

Even though numerous religiosity measurements and scales for Muslims are available 
as opposed to conventional religiosity. It is largely developed in the field of psychology 
(Albelaikhi, 1997; Abu Raiya, Pargament, Mahoney and Stein, 2008; Khan, 2014) and 
limitedly adopted that might hamper the effort in understanding Muslim consumer 
behaviour. Adopting these measurements requires certain operationalisation adjustments 
to suits consumer research settings (Salam, Muhammad, and Leong, 2019). While, there are 
adoption of more generic scales of religiosity for Muslims (e.g. Alam et al., 2011; Rehman, 
and Shabbir, 2010; Abd Rahman, Asrarhaghighi and Ab Rahman, 2015) also shows a limited 
modification of these measurements. Unlike Usman, Tjiptoherijanto, Baqiah and Agung 
(2017) most research had maintained the items with limited or no adjustments of the 
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measurement (Alam, Janor, Zanariah, CheWel and Ahsan, 2012; and Abd Rahman, 
Asrarhaghighi and Ab Rahman, 2015). The operationalisation of these measurements or 
items might not be suitable for this field of study. Thus, indicates that little has been carried 
out in developing religiosity tailored towards other disciplines, especially in the marketing 
field (Salam, Muhammad, and Leong, 2019; Ul-Haq, Butt, Ahmed and Al-Said, 2019). 

 
Literature Review 
Definition of Religiosity 
Scholars in the field had put forward several definitions, McDaniel and Burnett (1990) defined 
religiosity as “A belief of God accompanied by a commitment to follow principles believed to 
have set by God”. While, Worthington et al. (2003) defined religiosity as “The degree to which 
a person uses or adheres to his or her religious values, belief and practices and uses them in 
daily living”. On the other hand, As cited in Manap et al. (2013), Uthman El Muhammady 
defined religiosity as “the manifestation of committed religious life in an individual, which 
discerns from the depth of his belief”. 
 
Religiosity Measurement for Muslims 
Religion is highly sensitive to Muslims in general, but to a certain extent, this depends on 
the level of their devotedness or religiosity (Said, Hassan, Musa, and Rahman, 2014). Muslim 
consumers may vary in their behaviour due to differences of their religiosity level (Abou-
Youssef, Kortam, Abou-Aish and El-Bassiouny, 2015). Whereas, according to Mokhlis (2006), 
a religious individual is prone to translate their internal religious belief into external consumer 
behavioural activities. In the context of consumer behaviour, two main constructs of religion 
that can be utilized are religious affiliation and religiosity (McDaniel and Burnet, 1990). While 
Newaz (2014) posited religiosity represents inherent human values that are observable and 
more practical to marketers. Motivated by the importance of having religiosity impact on 
behaviour, development of Islamic or Muslim religiosity scale has been flourishing. Of late 
there have been studies had developed religiosity measurement for Muslims, as shown in 
Table 3. 
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Table 3 
Religiosity classification and development  

Classification Total Developer of Scale (Sources) 

Islamic Religiosity 10 Jana-Masri and Priester (2007), Abu Raiya et al. 
(2008), Tiliouine and Belgoumidi (2009), Dali, 
Yousafzai and Abdul Hamid (2016), Kamil, Zainol and 
Ram Al Jaffri (2012), Alghorani (2008), Krauss et al. 
(2007), Salleh (2012), Usman et al. (2017); Ji and 
Ibrahim (2007),  

Muslim Religiosity  9 Albelaikhi (1997), Ul-Haq et al. (2019), El Manouar 
(2014), Mahudin, Noor, Dzulkifli and Janon (2016), 
Olufadi (2016), Qasmi and Jahangir (2011), Khan 
(2014), Khraim (2010); Ihsan Herlina and Chotidjah 
(2017) 

Religiosity (Generic) 10 Awan, Siddiquei and Haider (2015), Abd Rahman, 
Asrarhaghighi and Ab Rahman (2015), Alam et al. 
(2012), Abdel Khalek (2015), Alam, Mohd and Hisham 
(2011), Baazeem (2015), Newaz (2014), Rehman and 
Shabbir (2010), Shukor and Jamal (2013) 

 
Challenges in Developing Religiosity Measurement for Muslims 
Several had put forward the challenges in developing religiosity measurement for Muslims. 
One of the challenges is the concern on the content validity of the constructs for Muslim 
religiosity which are not part of the existing western canon (Ul-Haq et al., 2019). Certain 
individual traits are manifested and reflected in their practices and behaviour. This is in line 
with Manap et al. (2013) suggested the development of measurement can be measured 
outwardly. Therefore, this is called not only for theoretical virtue (knowledge) but also 
practical virtue (good behaviour). As Ul-Haq et al. (2019) argued that spirituality is an 
integral part of religiosity and it is strongly linked to each other. This is however will be 
difficult to be measured. While, Manap et al. (2013) acknowledged that it is possible to 
develop such religiosity but, certain assessments or actual measurements belong to Allah 
especially one’s spirituality.  
Other than that, concern over the private and confidential information especially on 
religious belief and behaviour of the sample would sometimes be misleading and not 
precise (Abou-Youssef et al., 2011). Manipulation to the authors’ opinion might happen due 
to social desirability similarly raised by Albelaikhi (1997). As coined by Ul-Haq et al. (2019) 
constructs validity is also one of the most difficult challenges in developing religiosity 
measurement. Abou-Youssef et al. (2011) suggested that a questionnaire could be used to 
describe religion by directly asking the respondents about their religious affiliation or 
preferences. This type of instrument is using the associational technique used in psychology. 
However, for this type of questionnaire to be operationalised in consumer research, this 
paper urged that the development of the items must consider the context of the research 
being carried out. 
Moreover, the rising attention of research focuses on consumption and religiosity called for 
more sound items and measurements. Items of measuring religiosity must be developed by 
asking questions on the matter related to the manifestation of religious belief, practices, 
etc. towards consumption. This kind of associational technique would be better in asking 
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the level of religiosity of Muslims in consumer. Items such as ‘I pray five times a day’, ‘I 
regularly fast during Ramadhan’ would affect the respondents to answer it with higher 
biasness, especially when the questionnaire is distributed and collected via face-to-face 
interaction. 
According to Albelaikhi (1997) measuring belief dimension lead to a lack of variance in the 
response to some items and had resulted in the loss of many items. This construct applies 
to all Muslim, since every Muslims is supposed to possess the basic belief as to be Muslim. 
It would be guaranteed any measurement focusing on the Muslim belief would get zero 
variation. Thus, modifying the question by using this kind of technique might give a solution 
to such a construct. Usman et al. (2017) had demonstrated a good development of 
religiosity adopted from Tiliouine and Belgoumidi (2009). Items were modified with suitable 
items that measuring the manifestation of one’s religious belief in the context of Islamic 
banking. 
Besides, Albelaikhi (1997) had also highlighted on the demographical challenges in 
developing appropriate items. Issue such as gender differences would affect the 
development of scale; some items or scales are only applied for men.  Sensitivity and 
offensiveness of the items to measure religiosity must also be highly considered. 
Development of the items for the measurement must take into consideration social, cultural 
and religious context to avoid problem (Abou Youssef et al., 2011; El-Bassiouny, 2016; 
Khraim, 2010). Therefore, to provide item soundness is crucial in tackling on the matter of 
representativeness, relatedness, the constructs of concern and the domain of interest, 
clarify of items and understandability. Several works such as Ul-Haq et al. (2019) and Abou-
Youssef et al. (2011) as similarly highlighted these issues.  
A similar vein, Ul-Haq et al. (2019) called on ensuring the appropriateness of the target 
respondents by understanding the population for the intended measurements. This is to 
avoid issues such as cultural inappropriateness and representativeness. Albelaikhi (1997) 
once highlighted the challenge on the sampling, focusing on the sample characteristics in 
ensuring heterogeneity or differences between groups of subjects to be compared, 
concerning the subject of interest to have useful variance. The author also suggests that 
research obtain a large sample size as possible and a minimum of five subjects for each item 
to further subject the data to confirmatory factor analyses following exploratory factor 
analyses. Most of the measurements and scales employed exploratory factor analyses, not 
to the extent of confirmatory factor analyses.   
Furthermore, a carefully developed measurement or scale of religiosity for Muslims must 
emphasize the items for the construct and carry them out with extreme care. Salam, 
Muhammad, and Leong, (2019) suggested evaluation criteria based on Abu Raiya and Hill 
(2014) to assess religiosity constructs. These criteria include theoretical clarity, sample 
representativeness, reliability, validity, and generalizability. As for consumer research, 
additional criteria such as clarity of objective and nature of the influence of religion and the 
length of the questionnaire are also applied. Ul-Haq et al. (2019) also highlighted the issue 
of determining the total number of dimensions. Numerous dimensions have been 
suggested, however which dimension is the most salient in which context is an unresolved 
empirical question. Developing more extensive measurements and scales would requires 
more dimensions to be explored and validated and more items needed. However, as to fit 
into consumer research such measurement and scales prone to have very limited items. 
Therefore, additional criteria as suggested earlier will apply 
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Improvement of Instrumentation on religiosity measurement in consumer research 
While some generic religiosity that was adapted and modified from the early works on 
religiosity for Muslims had looked into its relationship in the context of Muslim consumption 
such as new product adoption, Halal purchase intention, undertaking Islamic Banking 
selection (Rehman and Shabbir, 2010; Alam Mohd and Hisham, 2011; Alam et al. 2012; Awan, 
Siddiquei and Haider, 2015; Abd Rahman, Asrarhaghighi and Ab Rahman, 2015). Even though 
such research had investigated religiosity and its relationship. However, it was not aimed to 
develop a new measurement on religiosity for Muslims. Since these works have been adapted 
from various sources, therefore religiosity items had been limited to suits into their research 
context. It might not be able to reflect the true conceptualization of religiosity for Muslims 
and its relationship to their behaviour (Abou Youssef et al., 2011; El-Bassiouny, 2016; 
Khraim, 2010; Shukor and Jamal, 2013). 
As most of the Muslim or Islamic religiosity constructs were focused on beliefs and practices 
that are more in religious practices. These are the two of the most important constructs in 
religiosity measurements. Apart from that, there is a need to focus on other religiosity 
constructs to better find out its relationship towards consumer behaviour. Several constructs 
can be further investigated in understanding Muslim consumer religiosity impacting 
muammalat or specifically marketing-related activities (Ul-Haq et al., 2019; Dali et al., 2019). 
In this case, the religiosity concept should be extended and to measure the commitment 
beyond just belief and practices within the Islamic framework. In the consumer research 
context, there is a need to incorporate important aspects relevant to religiosity that had 
emerged in the literature. Previous studies had consistently reported the link of religiosity 
to several aspects of Muslim consumption. 
In the case of religious influence on Muslim consumption practices, it is repeatedly found 
that religiosity as an antecedent of consumers’ intention in Muslims consumption such as 
in Halal cosmetics, Halal food products and certain had focused on moderating effects 
between Halal brand and purchase intention (Abd Rahman, Asrarhaghigi and Ab Rahman, 
2015; Awan, Siddiquei and Haider, 2015; Said, Hassan, Musa and Rahman, 2013: Mukhtar 
and Mohsin Butt, 2012; Asnawi, Sukoco and Fanani, 2018; Borzooei and Asgari, 2013; 2014). 
While in Banking and finance, religiosity was found to have a significant relationship toward 
Islamic home financing, moderates the impact on Islamic financial purchase, affects the 
brand aura and loyalty in Islamic banking, influenced purchase intention Islamic banking 
products, and impacting on consumer attitude towards Islamic banking (Alam et al., 2012; 
Newaz, 2014; Wahyuni, 2016; Wahyuni and Fitriani, 2017; Souiden and Rani, 2015; Abou-
Youssef et al., 2015; Khraim, 2010). 
Other than that, religiosity is closely related to values that affect the ethical behavioural 
intention of Muslim consumers. While being as antecedents of attitude towards ethical 
consumer behaviour and affecting ethical behaviour of Muslims. Religiosity was also found 
to be significant in affecting ethical belief, ethical awareness, ethical behaviour, and ethical 
judgments and boycotting (Vitell, Paolillo, and Singh, 2005; Muhamad, 2009; Aydemir and 
Egilmez, 2010; Walker, Smither and Debode, 2012; Uysal and Okumus, 2019) both among 
Muslims and also non-Muslims. While, according to Parboteeah, Hoegel, and Cullen (2007) 
cognitive, affective and behaviour dimensions of religiosity affect ethics in certain ways. Arli 
and Tjiptono (2013) similarly found this religiousness affects ethics apart from materialism 
and long-term orientation. This is evidence that ethics or values are an inseparable aspect 
of religiosity.  
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Others had found the link between religiosity and knowledge (Maison et al., 2018; 
Muhamad Hashim and Mizerski, 2010; Muhamad, Leong and Mizerski, 2016; Usman et al., 
2017; Abdur Razzaque and Chaudhry, 2013). These works focused on exploring the effects 
of religiosity and knowledge in determining intentions, involvement, and choosing a foreign 
product based on COO. Religiosity influence on the effort of searching for valid and reliable 
information such as fatwa ruling (Muhamad Hashim and Mizerski, 2010). That is determined 
by their religious orientation eventually differentiates knowledge on fatwa ruling 
(Muhamad, Leong, and Mizerski, 2016). While current religiosity measurements had specific 
dimensions on this aspect and in research related to religiosity and Halal food products 
Previous studies also reported that the environment is part of religiosity for Muslims. This 
construct was highlighted by Krauss et al. (2007) but however not comprehensively 
developed. Research had found that religiosity acted as an antecedent of behaviour in 
predicting green purchase intention (Khan and Kirmani, 2018), several studies found 
moderating effects of religiosity, it moderates the impact of environmental factors in Pro-
Environmental Consumer Behavior (PECB) and environmental orientation and practices 
(Bhuian, Sharma, Butt and Ahmed, 2018; Hari Adi and Adawiyah, 2018). According to Akermi 
and Smaoui (2016), religiosity can be considered as a predictor of Socially Responsible 
consumption (based on Kabasakal and Bodur, 2002). However, the operationalisation of this 
construct has not been emphasized in religiosity measurement development.  
Besides that, Muslim religiosity is reported to effects socially responsible consumption in 
addressing issues such as poverty and charity, CSR, and environmental concerns (Lau and 
Tan, 2009; Lau, 2010). It is also reported that respondents with high religiosity particularly 
in pay attention to firms’ behaviour, buying cause-related products leads to a greater 
tendency to buy from small businesses (Anuar, Adam and Omar, 2012; Akermi and Smaoui, 
2016). While Graafland (2017) found religiosity affects pro-social behaviour but not 
extending to buying SR products. However, religiosity measurement for Muslims has not 
been focused on developing this construct. Even though, works had however proposed their 
dimensions that relate to social responsibility. This is crucial since it will determine 
differences in brands and behaviour on selected products. All the constructs such as belief, 
practices, values, knowledge, environmental responsiveness, and social responsiveness 
require further investigation to better understand specific factors of Muslim consumer 
religiosity 
 
Conclusion and Recommendation 
There is a need to develop a new improved religiosity measurement that focuses on consumer 
research. Since contextual settings and operationalisation of this measurement must tailor 
towards consumer research. The raising attention of looking its impact on a consumer-related 
variable called for more suitable religiosity measurement (Salam, Muhammad, and Leong, 
2019; Ul-Haq et al., 2019; Dali et al., 2019). As suggested by Shukor and Jamal (2013) urged 
to develop religiosity measurement that is to suit consumer research. The author had argued 
based on Khraim (2010) that the developed religiosity scale more on practical behaviour 
might not be able to capture the true meaning of Islam. Islam according to the author is not 
mere belief but a complete way of life. Thus, a religiosity scale needs to be further developed 
in order to provide wider religiosity measurement. This paper shares a common view, which 
called for more specific religiosity measurement, tailored towards specific components of 
human behaviour. It is expected that more instruments can be developed in measuring 
specific components of religiosity and Muslim personality for the purpose of assessment, 
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development, and empowerment of individual and Muslim community (Manap et al., 2013). 
Therefore, specific religiosity components looking into consumer perceived religiosity on 
consumption might provide better constructs understanding Muslim consumer behaviour.  
 The conceptualisation of more comprehensive constructs focusing perceived religiosity 
on consumption and behaviour of Muslim consumers will help the marketers and 
practitioners. This will enable them to develop segmentation and strategy in understanding 
customer intention and preferences in offering their product and services. Since religiosity is 
an important part of consumer behaviour that is gaining momentum and attention however 
still poorly understood both by marketers and business practitioners. It is suggested that the 
conceptualisation of religiosity in consumer research can be expanded on several aspects 
such as belief, practices, values, knowledge, environmental responsiveness and social 
responsiveness as shown in figure 2. 
 

 
Figure 2: Muslims consumer religiosity constructs   
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