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Abstract

Religiosity or the degree to which the members of a religion accept the major beliefs for their

religion, and its effect on consumer behavior has rarely been investigated. This study

explores the influence of religious construct on consumer shopping orientation on a samples

of Muslim, Hindu, Jain and Christian. Data are collected from persons having an age of more

than 21 years residing in the Gujarat professing Hinduism, Islam, Jainism and Christianity.

Using survey approach and personal interview, total 750 usable responses are solicited in the

form of questionnaire. Factor analysis, MANOVA, ANOVA, Independent t test and multiple

regressions are used for analysis. Findings suggest that Muslim uses more media sources than

Hindu. Also, the people of the Islamic faith, as compared to Hindu and Jain, are found to be

more impulsive and fashion conscious, price conscious and brand loyal and enjoy shopping.

Muslims are also more convenience seeker than Hindu and brand conscious than Hindu, Jain

and Christian. Also the people who are more cognitively religious are found to be more price

conscious and brand loyal while behaviourally religious consumers are found to be more

prices conscious and brand loyal, convenience seeker, brand conscious and having more

shopping enjoyment orientation. Also consequentially religious consumers are found to be

more impulsive and fashion conscious and brand conscious while experimentally religious

consumers uses less media as a source of information. It is found that Muslims are more

religious than Hindu, Jain and Christian. Also religiosity is associated with Gender, Marital

Status, education and age.

Introduction

Since cultural background is believed to be the one of the most significant determinants of

consumer behaviour, “a marketer with a defective knowledge of culture is doomed”(Engel,

Blackwell and Miniard 1995, p. 145). Indeed, research by Bristow and Asquith (1999),

Gurhan-Canli and Maheswaran (2000), Chudry and Pallister (2002) and de Mooij and

Hofstede (2002), to name a few, all found that there exist significant differences among

consumers of  different cultural backgrounds which requires different marketing strategy.

From the managerial perspective, it is imperative to have a clear understanding of culture and

its influence on consumers’ attitudes and behaviour is very much required for designing



effective strategies for marketing to consumers of diverse cultural backgrounds. Because of

differences in race, nationality, religious values, geography and customs, it becomes more

difficult for marketers to apply the same marketing mix strategies for all consumer groups

across the culture (Cui 1997). Cultural diversity requires marketers to understand the

consumption and behavioural pattern of each consumers group including their basic

demographics, media usage, store patronage and shopping behaviour and also require the

knowledge of different marketing strategies to reach them. Failure to tailor their offerings to

cultural variations would also result in the failure of marketing programmes directed to a

specific market segment.

Religion is a cultural based predicator which has drawn relatively very less attention of

consumer behaviour researcher in contemporary consumer behaviour research. Though

religion has paramount effect on international marketing decision, as recognised in many of

of the marketing text, (Griffin and Pustay 1996; Kotabe and Helsen 1998; Jain 1996; Cateora

and Graham 1999; Terpstra and Sarathy 2000), religion, a construct possessing a potential

research value in consumer behaviour research is relatively under-researched. As Delener

(1994) has pointed, “although religion has been a significant force in the lives of many

individuals, its role in consumer choice can be characterised as unclear or fuzzy” (p. 36).

Religion and religiosity (i.e. the intensity of belief in specific values and ideals are held,

practiced and become a symbol of identity) receive, at best, a perfunctory mention (under the

“subcultures” topic) in most consumer behaviour texts and have been given a very scare

research attention over the past twenty five years. If they studied, the focus is on studying

religious variation in consumer behaviour without any practical marketing implications. This

is remarkable given the long recognition that religion has been playing an important role in

moulding human attitudes and behaviours and the realisation that the current trend is towards

the global resurgence of organised religiosity (Armstrong 2001; Arnould, Price and Zikhan

2004).

Religion, being an important foundation of a culture, influences consumer behavior by

influencing people’s values, habits and attitudes. Religion represents a sub-category of

human values, which relates specifically to the individual’s relationship with spiritual being

(Taylor, 1980). For this reason, religion is regarded as a sacred value that strongly influences

a person emotional experience, thinking, behavior and psychological well-being as a

consumer (e.g. Hirschman, 1981; LaBarbera and Gurhan, 1981). Yet, as noted by McDaniel

and Burnett (1990, p. 101), unlike other human values, religion “tends to be stable over a

fairly long period of time and many of the elements of religiosity are observable.”



Since religion is more stable over other variables of consumer behavior it can be a more

potential basis of market targeting and strategies (Delener, 1990a). This is because there is a

rapid change in information about typical consumers, that is, the relevancy of certain

characteristics to an individual or a group might change depending upon time and situation.

Since consumers’ basic demographics such as discretionary income, education attainment,

chronological age and employment status which changes over time and from one generation

to the next, marketers cannot rely heavily on the implications related to its which hampers

marketers in segmenting the market to its full potential (McDaniel and Burnett, 1990).

It is critical to the success of marketers to identify how the behavior of consumers is affected

by their religiosity factors especially for those who operate in multi-religious countries like

India. Understanding the differences and similarities of consumers’ behavior across different

religion and the intensity of religious values that they hold is the major challenge for the

marketer. Though standardized approach can be used by the marketer by focusing on

common basic needs for all consumers, marketer might underestimate the profound influence

of religious differences among consumers on their choice and shopping behaviors. As such,

the advantages of this approach are difficult to gain if consumers with different cultural

backgrounds are not largely compelled by standardized marketing efforts because of their

religious. Therefore, in order for marketers to develop effective marketing strategies for a

specific culture, an intimate understanding yet comprehensive knowledge of how shopping

orientation of consumers is constantly affected by their religious values is apparently

warranted.

Definition of the problem

Research in sociology and psychology has consistently explore the importance of religious

value system but is not yet fully acknowledge in consumer research. Studies in the marketing

literature suggest that religion is a key element of culture influencing both behaviour and

purchasing decision. A microscopic view of the literature suggest that a little has been studied

on influence of religiosity on consumer shopping orientation which suggest that their exist a

research gap which raise following research questions;

1. Does religiosity have an influence on consumer shopping orientation?

2. What are the differences in consumer shopping orientation on the basis of religiosity

in Gujarat?

Objective of the study



The purpose of this study is to examine the influence of religion and religiosity as a

component of culture on consumer shopping orientation and behaviour. The specific

objectives of the study are enumerated as below.

 To examine  the influence of religiosity on shopping orientations of consumers in

Gujarat

 To examine the influence of demographic variables on religiosity

 To assess whether strength of religiosity and shopping orientation differs among

Muslims, Hindu Jain and Christians domiciles of Gujarat.

Scope of the study

There is a differential effect of religion on consumption behaviour by product classes

(Delener 1990a). Research indicate that products chosen for such studies should be purchased

by all individuals in the population and should not be bound to a particular culture(

Hirschman 1981; Sood and Nasu 1995).

In this study, the apparel shopping context would be selected since consumption of this

product is made irrespective of cultural backgrounds. The study is limited only to the four

major religion practiced in Gujarat i.e Hinduism, Islam, Jainism and Christianity.

Original Contribution

In the literature, it has been established that there are variety of personal traits and

demographic variables including personal values, employment, family life cycle, social class,

sex, education attainment, marital status, age and income which influences consumers’

shopping orientations (Darden 1980; Shim and Kotsiopulos 1992a). Religion, while being

recognised as a subset of consumers’ personal traits (Sheth 1983), research in consumer

behaviour has witness a relatively negligible attention to this phenomenon. The present study

enhances our understanding of the role of religion as a cultural-based predictor of consumer

shopping orientation in a consumer buying behaviour context by providing theoretical

foundation, and in particular, it lends empirical support to Sheth’s (1983) Shopping

Preference Theory. Understanding culturally-driven behaviours, as manifested or as

influenced by religious identity and commitment, can assist researchers in developing

culturally-appropriate instruments to better understand the theoretical premise of religious

consumer behaviour.

The present study has provided some new information that adds to our current limited stock

of knowledge concerning the influence of religiosity on consumers’ shopping orientation.



Evidently, there is an influence of religion on behaviours with the degree of religiosity is

found to be more important than belonging to any particular religious faiths. The literature

on this subject has provided a little consensus agreement on which measure (whether

categorical measure of religious denomination or multidimensional measure of religiosity) is

the most efficient in explaining variation in aspects of consumer behaviour. This study is a

major contribution in the existing literature on this subject as it supports the inclusion of

religious variable as a reliable and valid predictor of consumer behaviour.

The identification of religiosity dimensions is another theoretical contribution of this

research. Most researchers agreed that religiosity is a multi-dimensional construct which

requires its components to be studied individually though there is no consensus on the exact

number of religiosity dimensions in the literature. Thus, in keeping with the injunction to

measure religiosity in a multidimensional manner (Wilkes et al. 1986), in this study

religiosity is measured by using a multi-item scale covering various aspects of religiosity in

order to obtain a clear picture of how religious the subject really is. As the result of factor

analysis have confirmed, religiosity could be represented by four religious dimensions

namely cognitive, experiential, consequential and behavioural religiosity.

The finding of the current study further revealed that there is a differential effect of these four

religious dimensions on certain aspect of consumer behaviour. For instance, consumers’ uses

of information from media sources are influenced by experiential, consequential and

behavioral (cognitive dimension) while consumers’ uses of information from personal

sources are influenced by consequential religiosity. The implication is that, in order to obtain

more elaborate finding, future research effort should explore the effects of religiosity from

these four perspectives rather than treating religiosity as one composite dimension.

The results stated in this thesis provide empirical confirmation concerning religion’s

influence on consumer behaviour in a non-Western culture. The majority of past studies

which were typically conducted with Western Judeo-Christian cultures where Jews,

Protestants and Catholics are predominant in its society addressed the linkage between these

two constructs; other countries with different socio-cultural milieus are underrepresented in

research investigating this issue. As such, these studies provide limited supports on the

generalisability of the research findings. This study is the kind of first piece of empirical

endeavour to probe the relationship between religion and consumer behaviour in a totally

different cultural framework – Gujarat which further contributes to the current literature. To

the researcher’s knowledge, there has been no report to date (or not that the researcher is

aware of) of empirical study that explored the influence of religiosity on consumer shopping



orientation in the context of Gujarat culture. The present research may provide new insights

to international consumer researchers to a better understanding of the relevancy of religion

and degree of religiosity on consumer behaviour across different cultural settings, especially

in those where the four world’s major religions namely Islam, Buddhism, Hinduism and

Christianity, reflect the multi-character of the population.

This thesis examined a case where religiosity as an element of culture may be a useful

conceptual vehicle for interpreting consumer behaviour. The findings of this investigation as

well as past research (Bailey and Sood 1993; Sood and Nasu 1995; Essoo and Dibb 2004)

suggest that there is significant difference in the behaviour of on the basis of their religious

beliefs and commitment. By considering religion as a predictor of consumer behaviour rather

than simply as correlates of item purchasing, many marketing strategists who wish to

understand consumers in a more predictive and comprehensive manner might get benefited

from this. Several practical implications of potential significance for marketing are discussed

below.

The finding of this study may assist strategic management for developing market

segmentation strategies by providing insights into religious differences for consumer

behaviours. In the selection of a segmentation basis, the most obvious consideration is

whether to use religious affiliation or religiosity. The findings of this study indicate that the

extent to which people are committed to their religious beliefs and practices matters more

than religious or ideological label. Thus, formulating a marketing strategies on the basis of

religious affiliations would might prove to be wrong or less fruitful and even may fail to

explain the differences in behaviour resulting from intensity of adherence to religious

principles and value systems. Therefore consideration of religiosity variables will be helpful

to the effectiveness of the marketing strategies.

Though religious construct can affect product planning, distribution and pricing; however,

marketing communications could be affected most seriously. Marketing communication

strategies can better be developed by knowing the preferences of large market segments that

would reach and enhance important values of consumers. Also more suitable message content

and appeals can be developed. Consumers possessing high religiosity are actively engage in

information-searching behaviour to a greater extent than do low religious consumers. The

primary implication for marketers is that a large amount of promotional material should be

aimed at those segments that look for such information.

Methodology of the research



This four year study is formally proposed in September 2011. After extensive review of

relevant literature, research hypotheses are developed for empirical testing. A structured

questionnaire is then designed for use in the field survey. The questionnaire is produced in

two versions, Gujarati and English by using back translation procedure. After allowing for

minor revisions based on expert opinion and pilot testing, the questionnaire is personally

distributed to nine hundred respondents in Gujarat, India. The researcher chose Gujarat as an

appropriate setting for this study on the ground that it is one of the few countries where the

populace contains sizable percentages of adherents to four of the world’s major religions

namely Hinduism, Islam, Jainism, and Christianity. From the fieldwork, seven hundred fifty

usable questionnaires are secured for analysis. The data is processed by using SPSS

programme version 20 leading to appropriate descriptive and inferential statistical analysis.

The main analytical procedures used in this study include analysis of variance (ANOVA),

factor analysis, multivariate analysis of variance (MANOVA) and multiple linear regression

analysis. These analyses provide a complete exploration of univariate and multivariate

relationships among the data. The resulting information formed the basis for conclusions.

Results and Findings

This section reviews the major findings of this study. The findings are compared to previous

similar studies, trying to evaluate the usefulness of religious affiliation and religiosity in

explaining consumer behaviour. Analyses are also conducted to explore potential reasons that

some hypotheses are not supported.

1 Religious Affiliation

Based on existing lines of discussion in consumer behaviour literature, this study

hypothesized that consumers affiliated with different religions behaved differently in areas of

information source and shopping orientation. Four religious categories included in the

analysis are Hinduism, Islam, Jainism and Christianity. The data analysis revealed the

existence of an overall significant difference among members of the four religious faiths in

hypothetical consumer behaviours namely information source and shopping orientation.

1.1 Use of Information Sources

The people of the Islamic faith, as compared to their Hindu counterparts, are reported to use

more media information source.

Direct comparison of the research findings are not possible because of the context of the

research but in general terms, findings appear to be consistent with the previous study of



Hirschman (1981) and McDaniel and Burnett’s (1991) who have investigated the relationship

between use of information sources and religious affiliation.

1.2 Shopping Orientation

The people of the Islamic faith, as compared to Hindu and Jain, are found to be more

impulsive and fashion conscious, price conscious and brand loyal and enjoying shopping.

Muslims are found to be more recreational shopper than Jain. Muslims are also more

convenience seeker than Hindu and brand conscious than Hindu, Jain and Christian. One

possible rationale for the statistical distinction between Muslims and the other three religious

adherents is that, Islam has not evolved significantly with modernity. The ardent believers of

Islam still follows their traditional beliefs and values, even though the other religions have

reassigned these priorities in line with the modern ways of living and lifestyles.

Shopping orientation construct examined in this study also confirmed operationalisations of

general shopper types studied by Bailey and Sood (1993), Sood and Nasu (1995) and Essoo

and Dibb (2004). From the results of this study, it can be seen that religious affiliation has

some effects on consumer behaviour. Significant differences are found across the groups with

regards to information sources and shopping orientation, indicating the explanatory power of

religious affiliation in explaining variation in these aspects of consumer behaviour.

Referring back to the pertinent literature, the major focus of consumer behaviour studies

examining religious affiliation was on the similarities and differences in consumption-related

activities between consumers raised in different religious traditions. Although the results

reported are encouraging, findings in this area of research are consistent and there appears to

be conclusive empirical evidences that religious affiliation may serve as an important source

of variation in several consumption behaviours. Specifically, there exist two competing views

about the role that religious affiliation plays in affecting consumer behaviour.

One prominent position developed in the literature suggests the existence of behavioural

differences between consumers of different religious groups (Hirschman 1983; Bailey and

Sood 1993; Essoo and Dibb 2004, Waller and Erdogan (2004), Siala, O’Keefe and Hone

(2004)). The other point of view maintained by a smaller number of researchers have casts

doubt on these findings, however, concluding that the effects of religious affiliation on

consumer behaviour are limited or insignificant (McDaniel and Burnett 1990). Returning then

to the data presented, the finding of the present study appears to be in tentative agreement

with literature – religious affiliation in general has had a significant impact on consumer

behaviour.



Recognising the specific cultural environment where this study is carried out, it is not

surprising that the study’s results reveal supportive patterns for the effect of religious

affiliation on consumer behaviour. The current study is one of the first empirical studies done

on consumers in Gujarat while most other studies reported in the current literature have been

conducted among North Americans who are predominantly Jews, Catholics or Protestants.

Thus, to find significance in the sample of this study is essentially an indication that previous

findings can be generalised to the religious segments in Gujarat.

2. Religiosity

The second set of hypotheses tested the influence of religiosity on the information sources

and shopping orientation. The religiosity construct is viewed from a multidimensional

approach and accordingly four factors of religiosity are identified: “Cognitive religiosity,”

Behaviour religiosity”, experiential religiosity” and “consequential religiosity.”

2.1 Use of Information Sources

The findings suggest an overall significant difference among consumers with different levels

of religiosity in their use of information sources. Experiential measure of religiosity is

associated to media sources of information (i.e. television, magazine, internet, sales persons

advise and newspaper advertising) i.e those who score low on experiential religiosity uses

more of media information sources than those who score medium and high .

This finding is clearly supportive to Delener (1989) and Choi, Kale and Shin (2010) while

contrary to Mokhlis (2009), Hirschman (1981) and McDaniel and Burnett’s (1991) who

found evidence that religious consumers are less likely to search for external information.

Perhaps one possible explanation that religious consumers tend to utilise more information

from media advertisements may be attributed to the fact that highly religious individuals are

characterised by more submissive and trusting attitudes, as suggested in the psychological

literature (Tate and Miller 1971; Hamby 1973; Kahoe 1974).

Alternatively, the effect could be partly explained by the theory of perceived risk. Schiffman

and Kanuk (1991) indicated that one of the reason consumers acquire market information is

to reduce uncertainty and risk in their purchasing decisions. Based on this theory, it is

suggested that risk reduction strategies such as greater information seeking from media

advertisements (Schiffman and Kanuk 1991) might be adopted by religious individuals to

relief their anxiety at the possibility of any unfavourable outcome of their choice decisions.

As previous findings have confirmed (Gentry et al. 1988; Delener 1990b; Smith and



Frankenberger 1991; Smith et al. 2005), due to less secure and self-confidence feeling, highly

religious individuals are more likely to perceive higher amount of risks in their purchasing

decisions compared to their less religious counterparts.

2.2 Shopping orientation

Another finding of this study suggests that significant differences exist in shopping

orientation among consumers with different levels of religiosity. Three dimensions of

religiosity (Cognitive religiosity,” Behaviour religiosity”, and “consequential religiosity) may

be significant in predicting certain aspects of shopping orientation.

Cognitive Religiosity

 Respondents with a high level of cognitive religiosity appeared to exhibit high price

conscious and brand loyal than low level of cognitive religiosity.

Behavioural Religiosity

 Respondents with a high level of religiosity appeared to exhibit high price conscious

and brand loyal than low and medium level of religiosity.

 Respondents with a high level of religiosity appeared to exhibit convenience seeker

than low and medium level.

 Respondents with a high level of religiosity appeared to exhibit shopping enjoyment

more than low and medium level.

 Respondents with a high level of religiosity appeared to be more brand conscious than

low and medium level and medium are more than low.

Consequential Religiosity

 Respondents with a high level of religiosity appeared to be more impulsive and

fashion conscious than low and medium level are more than low.

 Respondents with a high level of religiosity appeared to be more brand conscious than

low and medium level.

No direct comparison of this finding to those previous studies could be made because of

differences in context and measurement devices employed. In general, however, the results

appear to support the notion that individuals with different levels of religiosity will have

differences in their shopping orientation.



In general consistent with the previous study Mokhlis (2006), Shin et. al. (2011), Smith and

Frankenberger (1991), Sood and Nasu (1995), Essoo and Dibb (2004) , Rahadian (2008), this

study also confirm shopping orientation is associated with level of religiosity.

In particular, a positive relationship between religiosity and price conscious orientation

revealed in this study is consistent with the work of Smith and Frankenberger (1991) who

found evidence that price sensitivity is positively related to religiosity. The finding also

parallel to the findings of two other recent works of Sood  and Nasu (1995),Essoo and Dibb

(2004) and Mokhlis (2009) who found indications that religious consumers tend to be more

economic.

The present study also indicates that those high in religiosity (experiential) tend to be less

impulsive when making purchase decision. While this effect of religiosity on shopping

impulsiveness has not been investigated before, the finding is apparently consistent with the

psychological literature which suggest that highly religious individuals tend to behave in a

relatively more mature, disciplined and responsible manner (Hamby 1973; Wiebe and Fleck

1980; Francis and Bourke 2003).

The present study also indicates that those high in religiosity tend to be more brand loyal,

brand conscious and convenience seeker while making purchase decision. It is often noted in

the literature that highly religious individuals tend to be more conservative and traditional;

hence, these traits are seen as the underlying cause for why religiosity is associated with

concerns about lower risk tolerance (Delener 1990a) and preference for well established

brands (Wilkes et al. 1986).

The findings highlight the potential of religiosity as an explanatory construct of consumer

behaviour. Despite the small sample size mentioned earlier, religiosity appears to be a

significant determinant of consumer behaviour, suggesting that the different behavioural

patterns that come about is a result of one’s degree of commitment or adherences to his/her

religion. One plausible cause of the observed variation in consumer behaviour attributable to

religiosity may be differences in personality traits associated with the degree of religious

commitment. Specifically, it is often noted in the literature that highly religious individuals

tend to be more conservative and traditional; hence, these traits are seen as the underlying

cause for why religiosity is associated with concerns about lower risk tolerance (Delener

1990a) and preference for well established brands (Wilkes et al. 1986).

The finding that consumers vary considerably in their consumption activities according to

their degree of religiosity provides additional support for past studies that religiosity is part of



personal traits that exerts a considerable influence on consumers’ purchasing behaviour

(Wilkes et al. 1986; McDaniel and Burnett 1990; Smith and Frankenberger 1991; Delener

1994; Sood and Nasu 1995; Siguaw and Simpson 1997; Essoo and Dibb 2004). This

consistent finding between the present study and the previous ones further suggests that the

effects of religiosity on consumer behaviour are replicable across different cultural settings

(i.e. Western and Eastern worlds) and religions (i.e. Judeo-Christian and non-Judeo-

Christian).

Statistical analysis of the data demonstrated that religion in the form of commitment is more

significant than religious affiliation in explaining variability of the dependent variables. This

implies that consumer behaviour may not be affected much by nominal affiliation or a group

but rather by intensity of adherences and beliefs. Thus, while recognising religious affiliation

as a cognitive system and a source of social communality among people, in actuality it is the

degree of adherences to religious faith that plays a dominant role in explaining variation in

consumer behaviour. This finding is particularly appealing and consistent with McDaniel and

Burnett (1990) who report results indicating religiosity is more influential and serves as a

valid predictor of consumer behaviour than religious denomination. This variable should be

given consideration in future research efforts.

3. Consumer demography and religiosity

The third set of hypotheses tested to determine the influence of demographic factors on

religiosity. The religiosity construct is viewed from a multidimensional approach and

accordingly four factors of religiosity are identified: “Cognitive religiosity,” Behaviour

religiosity”, experiential religiosity” and “consequential religiosity.”

The findings suggest that

1. For behavioural and consequential religiosity, married are more religious than single.

2. Age is positively associated with Cognitive, behavioural and consequential religiosity

that is level of religiosity would increase as the person age would get increased. The

results are consistent with Smith and Frankenberger (1991) reported that the level of

religiosity is positively related to age and Argue, Johnsont, & Whitet (1999) who have

investigated non-linear increase in religiosity with age, with the greatest increase

occurring between ages 18 and 30. It is also found a significant decline in religiosity

between 1980 and 1988. The age effect is significantly stronger for Catholics than

Protestants and the lower religiosity of males is also significantly stronger for

Catholics.

3. Behaviourally HSC/SSC educated are more religious than illiterate and graduate/post

graduate while on experientially religiosity, illiterate are less religious than School



upto 9 standard, SSC/HSC, some college including diploma but not college,

graduate/postgraduate (professional). Results support previous findings of Barro and

McCleary (2002), Sacerdote and Glaeser (2002), and Iannaccone (1998) while

contrary to Mukhopadhyay (2009).

4. Religious differences are found in gender with male are more behaviourally religious

than female. The findings are consistent with Loewenthal K. M. et. al (2002) while

contrary to Smith and Frankenberger (1991) and Miller & Stark (2002)

5. Level of religiosity is not associated with income which is contrary to the earlier

findings of Herzer & Strulik ( 2013) who states that higher income leads to declining

religiosity and declining religiosity leads to higher income.

6. Religiosity is not associated with occupation and area of residence.

4. Religious affiliation and Religiosity

The level of religiosity is found to be different for different religious group. Over all

Muslims are more religious than Hindu, Jain and Christian. For cognitive religiosity,

Muslims are found to be more religious than Hindu, for behavioural religiosity Hindus are

found to be less religious than Muslim and Christian and on consequential religiosity,

Muslims are found to be more religious than Hindu and Jain.

5. Prediction of shopping orientation and information sources

In a bid to understand the dynamics of the hypothesized relationships between the two

religious dimensions and consumer behaviour, further analysis is conducted using multiple

regression analysis. Some selected demographic variables are included as covariates in the

regression models to help account for differences due to these personal attributes. The

relative influences of these variables on consumer behaviour, however, are beyond the scope

of this thesis so no research hypotheses about these variables are formulated. Instead, these

variables serve as extraneous and are controlled (by holding them constant) while testing for

the possible linear relationship between the variables of particular interest. The following

paragraphs summarises the results.

Personal characteristics are entered to predict two factors of information sources. Three

religiosity variables (experiential religiosity, Behavioural religiosity and consequential

religiosity) and one religious affiliation variable (Christianity) and eight demographic

variables (marital status, education, occupation, area of residence and income) are found to

significantly predicted media information. The adjusted R2 is 0.166 at a 0.001 significance

level.



On personal information, the significant predictors are the one religiosity dimensions

(consequential religiosity) and one religious affiliation variable (Christianity). One of the

demographic variables (Marital Status) is found to be related to personal information. The

adjusted R2 for personal information is 0.044 at a 0.001 significance level.

Personal characteristic variables are entered into the regression model to predict six shopping

orientation factors identified from the factor analysis. The adjusted R2 ranged from 0.111 to

0.160 at a 0.001 significance level.

Three Religiosity variables are significantly associated with impulsive and fashion conscious

shopper, namely experiential religiosity, Behavioural religiosity and consequential religiosity;

the last two having positive signs and the first one negative. Demographic factors (education,

area of residence, income and marital status) and religious affiliation had significant impact.

Recreational shopper is predicted by two religiosity variables, namely consequential and

cognitive religiosity, religious affiliation and four demographic variables, namely area of

residence, education, income and occupation.

Price conscious and brand loyal orientation is predicted by two religiosity variables, namely

experiential and consequential religiosity, religious affiliation and three demographic

variables, namely area of residence, education and income.

On convenience seeker, significant predictor variables are three religiosity variables namely

behavioural, consequential and experiential religiosity, religious affiliation, income, age,

education and area of residence.

Shopping enjoyment is predicted by three religiosity variables namely cognitive,  experiential

and behavioural religiosity,  religious affiliation, occupation, income and  education.

On brand conscious shopper, significant predictor variables are two religiosity variables

namely behavioural and consequential religiosity, religious affiliation, age and area of

residence.

Overall, all three sets of personal characteristic variables appear to affect shopping

orientation factors. Of four religiosity variables, consequential religiosity appears to be most

significant in predicting shopping orientations except shopping enjoyment. Its effect is

present in five shopping orientation factors. The findings also suggest that certain shopping



orientation constructs are more closely linked with the degree of religiosity than other

shopping orientation constructs. Specifically, three shopping orientation factors, namely

recreational shopper, price conscious and brand loyal shopper, convenience seeker and

shopping enjoyment are found to be significantly influenced by religiosity. Religious

affiliation had significant impact on impulsive and fashion conscious shopper, price

conscious and brand loyal shopper and brand conscious shopper.

6. Results of hypotheses testing

Hypothesis Result

There is a significant difference in the use of information source among

consumers affiliated with different religions.
Accepted

There is a significant difference in shopping orientation among consumers

affiliated with different religions.
Accepted

There is a significant difference in the use of information source among

consumers with different levels of religiosity.
Accepted

There is a significant difference in shopping orientation among consumers

with different levels of religiosity.
Accepted

There is no significant religious difference among consumers with different

marital status.
Rejected

There is a significant religious difference among consumers with different

age.
Accepted

There is no significant difference in level of religiosity among consumers

affiliated with different  religious groups
Rejected

There is a significant religious difference among consumers with different

education.
Accepted

There is no significant religious difference among consumers with different

occupation.
Accepted

There is no significant religious difference among consumers with different

area of Residence.
Accepted

There is a significant religious difference among consumers with different

income.
Rejected

There is a significant religious difference among consumers with different

gender.
Accepted

Holding all other predictors constant, there is a significant impact of

religious affiliation on use of information sources.

Accepted

Holding all other predictors constant, there is a significant impact of Accepted



religious affiliation on shopping orientation.

Holding all other predictors constant, there is a significant impact of

religiosity on use of information source.

Accepted

Holding all other predictors constant, there is a significant impact of

religiosity on shopping orientation.

Accepted

Conclusion

The result of this study provides an insight of influence of religiosity on shopping orientation

of consumers in Gujarat. The findings indicate that shopping orientation and information

sources are influenced by both religiosity and religious affiliation. Results of the hypothesis

testing indicate that there is a difference in use of information sources and shopping

orientation among the consumers affiliated to different religion. It is also found that shopping

orientation and use of information sources is influenced by level of religiosity. It is also

evident from this research that level of religiosity is also associated with demographic of

consumers.

The findings give considerable support for viewing religiosity as an important construct in

the study of consumer behaviour. Firstly, religion is found to be influenced the way in which

people shop. In the consumer behavior literature most studies suggest that shopping was

influenced by the following factors: the nature of the product, the degree of perceived risk in

the product class, the amount of information search, store location, product assortment and

store image. It has also been suggested that shoppers are influenced by employment, social,

religious, educational and recreational activities. Little research has been carried out to

provide empirical evidence that religiosity influences the way in which people shop.

Consequently, there has been an inadequate explanation of the role of religion and religiosity

in purchasing situations. This research enhances the understanding of religiosity and

religion's influence on shopping behavior in general and shopping orientation in particular,

providing empirical evidence about the nature of that influence when consumers shop.

The practical value of this research is that marketing strategists may find it useful to view

religious affiliation and religiosity as predictors of consumer behavior. An enhanced

understanding of religious differences in consumption could be usefully applied in the

development of marketing strategies and tactics. At the strategic level, there may be value in

using religion as a segmentation basis. Marketing tactics may then be designed which reflect

and are better suited to the characteristics of consumer behaviour in different religious

groups.
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