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Abstract

The purpose of this study was to analyze the different consumption patterns of
fashion products according to the demographic characteristics and religious
variables of Muslim women in Indonesia. The research method consisted of a
questionnaire, which surveyed Muslim women in Indonesia, whose ages ranged
from teens to 40s. The final questionnaire made use of 301 responses, and the
analysis methods included x2-testing, factor analysis, and ANOVA. The results of
this survey are as follows: For differences in average monthly clothing purchase
costs, there were significant differences according to age, monthly income, final
education, and whether or not the respondent wore a hijab, but there was
also significant difference according to marital status and religious faithfulness.
Muslim women's clothing purchasing factors were practicality, visibility,
fit-to-wear, and design. In terms of the differences in factors which were
considered when purchasing clothing, they depended on whether or not the
respondent was married, practicality and visibility according to age, visibility
according to final education, and religious faithfulness. There were significant
differences in practicality and visibility, but not according to monthly income.
When accounting for the differences in the places where Muslim women
bought fashion products, there were significant differences according to marital
status and age. In terms of the differences in reasons for choosing a place of
purchase, there were significant differences according to age, monthly income,
final education, and the degree of hijab wearing.
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ofo] FAFAR F-QlmulAot xEH A FE §H
(CEPA)®] 20199 11€¥ A4E B Ministry of Trade
and Industry, 2020). o]=2igt FHo] 3L ASEAN =7H=
ol FEg B3 ¢ AA AR v, dE, 2 A
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A AR olA Fag AR AMEE MR FHA]l
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SEotAlor vt g AH|RERAL Gt HAsi.
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Sk Folth EFF EyXobe 20~30t) F-2 Fo ¢
7 B3 0§ $Eo] EolA| I glo] T AHAPFO R A9
Aol mi¢ w2 Xo® BHIIHT gIrkKorea Trade-
Investment Promotion Agency, 2019). o]2gt A& ZoflA]
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2017).
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JEE HOAE sjde] mRZEx7E AEA FAE]
s oplo] 7jElE 4 4 Arka AHE AHKim,
2018), 13l Qo] thyst gt olgH A FHI
g, § = A o] EMcAS morgt A+ (Choi
& Kim, 2019) 5 °o]d 753 2bdste w4 o

.

A7t FPEIQlLE FEOMA o REH oA &
A(Lee & Park, 2020)904= HE5Z 2&9]

it

[e]

|

lo
)
N oy
=

= =
gdosAel siRElAS ARIEAIA, oA ARIRE, w2
¥8Y} #ASH =ostgien 44 utelg Fet o]

Alofel QIEUAoRe] 5] AH| ABK hijabista)9] WA A
(Park & Jang, 202008 Sdll SNSAQ S|AH|AERES] o
=0l tie FFET ] Fagt ofelgozA9 SR
< Ak B Aok

ot Zo] B&H o4 HH AT A9

— -

%2 25U Fu4e JNoR ¢ dEdEa
a1

o

i
-+

i)
-
2,

30 m ol x
ol

bl

i
e

o BOAE mAde] g Ul 54 AT
njdste] P ARE A7 APHRLS

a

d

)

T

«Kn

>

o
> @
AL oX

fn

1o

£

=

=

o

-

=

02-1_5,

ot

)

T
w4
= oo o
o2 2 32 H

it
filo
off
o ol
o
i
)
=l
o
™
oly
ol
H
)
i
)
ro
ri},
Mo
BN
>,

S Bogn R
ofN
El
iy
A
o
2
§=
i)
i=)
2
Y
ot
2
=

o
o
2 rr
2
M
I
)
o
o X2
NS
i
Hd
EN
>
rf
= 4
Y,
_\:114



93| - Yalld / A=HAlor RE oYl HAFE S0 —S 19

3 4 qlom] spste] s chapiel lefste] Fat:
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AJchLee & Park, 2020). Lee & Park(2020)
2 53] F2& 20~300 AnH[AR] QlH[Eo] Fof g o
AT Anlof thet o] E IS ZEF o
o] Zotal ATEe] EAE FAHOE RHY ARATL &

DSOS DA £2 A2 FEE L 32 49

AeoES402°

5283%

MODEST i

LI L= ARSI el

JEyAote opileke: FHozs = A7 Ak
Eokar Hlorel A 4% okl lth E95] A W
FAGOR AAY FEE W olf F oshthe ARFEY
743t AA e oxjoltt. 3 Ak (Joko Widodo) &
tEo] Ao dFoh x39] 27] BRE EWT A=
Aok AAAS A& 33k Ao odsta ok 2
29 A ESHA oA AART date AES AR
TR ZAQloh IRt FANE S geka Qlrk
o N REHEY RE7, 27t Beuts el g5
o] kg ZASHAl AAlst oA 22 A 22U
gk 9okl Hltk(Choi & Shin, 2019).

AmXore] AAGT B TA] HF3t @A A 4|
AL FFE Fol ARe 2HAES g BIAEE
{5610, 4H IEsPF U Qleh 20139 &
ool 2,6609 EHE AEP oW oz U, oldot
A mjEe L= FRolch(Kelmachter, 2016). vj= ZAA|
22 ZFE(Fortune)S 23R F&He tfoR §F HI=
U2zt 83 @ AR HAEH AR 757 AgelA

FXI%E 7HsdE 7 AL HER sjAoletal el §l

‘:}(Petrllla, 2015). AMA &9 AA EiA 2019/20
(KOTRA, 2020) sfelrldmsel ozd 2018E & A
AA F&9 oF 9 A 482 28309 Zejoly A
et 6%7F F7Fel 2024 d0ll= 4,0205 =] 9 Zow A
Wity BEHEY oRaHE S71el ek Dolee &
Gabbana, Versace 5 =47 BHEoAEE Massimo
Dutti, H&M & FA7F ERHEAA] AlA] 3 GA= B2
O2E s PSS dolo] g gk BHAE A

o,

4o

H

Indonesia
Malaysia
Srgapore
Italy
Bangladesh
Morocoo
India
SriLanka

FASHION —_——— =

Figure 1. State of the Global Islamic Economy Report 2019/20
(https://news kotra.or.kr)
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B2 ARet =7PE ¢85 A0Ed ARdAols F
59| olgt olm|ZE, E7]o] o]o] 39jo]x To]Alotet 4
7HEETL 4919F 5919] o= Ut FEoroTe] =
OAE QAR FR7t vl S5 & 4 ickFigure D).

2,  O[&&(Pop Islam) 2212 ¥t 042

A=IgE 37t

1970-80Athell -F'dotAote] o]&H:
=H10] AT 9l A4 A Y] AdurAel | :
ey ol 1997-1998def EdotAolE B AANIE
SESHA] Foll o2 E tiEEe] Y oF, Anua
ofollAl= AT AFAZE AA ffslar F14Y 7§_
A, AEA WE e 2o RE g bﬂﬂr
ot 11 F ShUt MR W ol& =t
olgtxl & 4= QthSong & Chun, 2012). T o|&He A
AR A7t Auis) g HAY olgFE® D, visA
2l ol&H(Popular Islam) 23} FAfolty, ZEH A|AS}]
FHot =79 Aol AFshs FEE A
F=°| AHsHAY Bitelivi= Eﬂzﬂ w5 & 4 QA
Ard|Aore] Z3HAH]
Bk 4% 71HE olsfdrh

2 FEAY 484 JHwY SR
3te] FEE $8ote AHE o2+ EE AMH|E 5
g2 2 o]&H(Cool Islam)eg E27|= gtHAjala,
2018). |3t F ol&d w2 T F3Y wiFcdl=
o} du-59] 713]7F opA|ar o]2 <lsf| Ao AR
Z7Foke A= THET TAlo] AFSiE %ﬂ% 754
ofdse] suidigtolut fohE Fofl AFuss T2 713
o F7h= AR A9 ARRHER 0101 FAthLee &
Park, 2020).

T ole" 5% olF 2010¢ol= sl hijaber)2h= ©]
55 WAl Ho] 2dskglth Sl hijab’'#t o] A
HAL ‘er(s)'e] FAA FHEoIRl AlZolg S|AH = HdeR
A9} SlE Aok e g DoltHKim, 2017).
olyAlote] 3]AHH  ZAFUE](Hijabers Community)2] &
TAE sk F&¥ gASA BHeRA SIS A
b Edlto] gh= I ARdY AHE AR
(Agustina, 2015). B ©|&H(Pop I[slam)d} 3]AHH 2] FA0
g QzyNote] B&d s SR 2HE2 B
oJth(It is cool to wear the hijab)’gtal HslH o]&He
FHolat AZFtcH(Wagner, Sen, Permanadeli, & Howarth,

f
) mzL
rid,

Z(Pop Islam) F

2R

2012). A= Lee & Park(2020)9] AZAY AF9] AlZto]
A ool Zgol dis ‘eolv FTud ZEFIFR
AAol= At g F ol&HAId Y B&d 459 S
g2 S Yetlie ofo| oA ‘AAR M5t
Zolgt B 4= 9l

webA] o]&%h %7}94 o JAFA FHY] Fte o149
AelEE S7teh o] QIthKOTRA, 20200 249
olido] weLFEe] TR AEIEE] ZUIR oloAn o
£ 27 fAAY] R F7IeE BRlo] e Ae
k. oAl A FEH] ol BT A dite
HE A71E Z%ch 20008 o]5o] # o]&3
S|t o] BT &, oAGuS Y S, oY AR
F=0] F7Ret BRI o2t uiFoA 459 siF
ﬁﬂﬁ% F&dol tigh 234l EAA SAlO Shte] siA
do] =tk Ax A= dEH &5 @Y =2
/«HET 23t e F8ote AE AHSe H ol&H
o] A of7]e] o] wsFHet ABIKIES °l59

A olsfskedl Tl S8t 24wty AR,
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o= 04747\1 1 ol iEa A
F A ]ala(ZOlB)oﬂ w2 fHe
prophet’ &2 ‘Terrorism has no religion’ ¥ (Figure 2)
Bljet A Fae BElo] flohs HXAE ElMze A
A Yol Mol HAS SAL Qo et
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ARBlME 2818 slte] 2ge] wMARG Hab g7kl
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ek, BA7E SFLAATE darte] o277k HE
Arto] AT F= oAS]  UAREO|tHTurmudi,
2016). ol2gt s 282l 4ol dis] Turmudi2016)=
FuAdo]l oAl Aol ol g Al kAot
IEFAY] sht g o, FH2 oHEY S #E2
il < wgoht ddol®: Bk siE
= 28%e o oty AZshs fy@gelet A%t
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Figure 2. Message Hoodie by Islam Fashion Brand Stylislam
(https://en.qantara.de)

A melst of A olale AFoltHTurmudi, 2016). WAl A= JAuYAob Fe AldE2 189 st 8ot
AR AmvXop FHe FEHAGES PEEe Fud TS A S 228 i @ FYT 5
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Alop AHAFI0] Al BAGH AF(Flvianti & Putri, ., A7 24 4 2

2019014 Z2d 257 vl 443t siduiae] 49
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Telo] il siglet. J2al oled A THE 2 9
& & 89 F shivt ‘RY2E s 9] fyasdat ol Amdirel 758 AdE FHeR dTFEAHH S4%
2l ohlrt. weEkA sl R HiEEE RHAE i o] FTuA pe W e oRAE FuREE AwEaat
Al =744 2kde] wA A9 B glon Aot & go] AFEAIE skl
Aol sitde SzEstet ddis), TASkel e A= A, Fed 49 AteAete 54 9 S By W
olgd ol ABAdE AHske Aolzt st ol e E B oEAIN|Y AolE EARI.
ooz QEUe] o Bsted, Mas'udah(2018)& =A, FE oY AEATE 54 9 Fudd W
Ayirer Fod 59| oled miand &4 Hy ol T wAAE Al A etlE AR,
op7b e Faet e mAE 8U9US AHSAL ATk AR, Fad 459 AEAE 54 9 T 8
= SNSE ol FEdodeol dri et 7 Hepo] whE wiAE T A 2 A olfe] ZolE 2

FUAE Floka, Fad 449 S &AA & =+ 3 Attt

ol ghs|EA i Adle 2] FAdE FEsH she

975 Tt olFeiAral sk I3 dkd|A|ote] 2, A2 £ 4 A oy

olgd WA FWE Apshs HAY FAl dxHAot

Feddel e st welske o4 ArslA 2 97E d=direr FEd e dider e
AL A wde] st glotal Aisilet. Park & 2 B4 Fu By Hgo] mE maAEe] Avlel digh
Jang(2020)2 eo]Alotet kAot s AEFAA ] 4T FliREe] AelE 245 flsl o 22 AR
e SNSE ot 2AbeRdEdl 1 23 JEFIAMY o] olFoi At

SlAH 2B T AR L sl ofF ofoldlE Ao fd2 drdiAore] £ 1}7}EE}(Jakarta)
8ol olgHe] S HEwME uie gt 2= oF A2l TA] ¥HE(Bandung)oll AFdH= 10t FHkofA]

A EdCE 2gFsly 98-8 2A3E vf Qitt 40t7HA 9] A9l B&E oAo oL A o7 HBEZR
il = [} =] o s = =
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SU7F ekl Bl olzozich. 1 A Syl B4

5 AHeg Holmacky Hetsl ARlE A
SR & AzAom 0130 HBAZ B o] 28
A7 AFEANA EHE Table 19 et ol
% 9 459 3% AmuAor BAH W] w2
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et g2 2749 FujoHIDR)OIH 20209 6
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2 A7 ST AuAR 2344 2 RiAE
aH|of et FF(E B oF 74y, WAAEe] 427
F71, o FuiAl A ael), o Aa, ol ga A9
olft 2Pal FwA o WFuwA A4, 51 28 A
) J9a EAeHE B4 so= I o] 49

Table 1. Demographic Characteristics of Respondents

o oEdulet il AlFe &7 F7l] o

o
Mo
gt
£

PAE A, HAAE TR e olge] e Bge
Qmulole] @AY B ARERPE ARE A4
F 2 Q70 A6 B R At oF B
T 9 W e, B 43 771, RAE
Foh aen AR P AE olge] HE B
27t ) Bgom TyHdlon], BY 4L Hugos
At WAAE 7 A Telacle] W A4 9
F(Yu & Kim, 2013; Je, 201208 FHo= ¥ EFS

EEeh ofld BYE B a7l A9 240 Re
44 neslol 59 e Amz Zgsd ol 18e
A8 melskA] Gk, SHS Tie meltkE A4t %
255 Teleke AL eulal 4 BYS 3 Yoz
TREAT. 24 ] SloiMe SAZRIH SPSS 235
ol§3to]  x?—test, Factor analysis, t—test, ANOVA2}
Duncan multiple range test, Regression analysis,
Cronbach's alpha coefficient 52 AAIS}ch.

Demographic Variables Frequency n(%)
Single 241(80.1)
Marital Status
Married 60(19.9)
10s 41(13.6)
20s 213(70.8)
Age
30s 24(8.0)
40s 23(7.6)
Less than 2.000.000 118(38.5)
2.000.001 - 4.000.000 74(24.6)
Monthly Income 4.000.001 - 6.000.000 52(17.3)
(IDR) 6.000.001 - 8.000.000 17(5.6)
8.000.001 - 10.000,000 12(4.0)
More than 10.000.000 30(10.0)
Middle School Diploma 18(6.0)
High School Diploma 175(58.1)
Level of Education
Bachelor 96(31.9)
Master 12(4.0)
301(100.0)
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AT 7ol hE FEY o4l 9 BF IFA
H(Z9]: QIE Ao} 2o} [DR) ZolS B

3t 2po|& Ho|z] gofth Ty Mukoz
£ A3 2&T oJAEo 9 WA oEA=
250,000 IDR m]gko Webgdrh(Figure 3). Aol
o] A3} Table 204} Zo] {23t zlolE

AR Al A 4 Bt JRAE

£ 3072 e

253 Y50 4 A5 B2 WP IFAE

percentage(%)

x
i&“f

ThHE 7P Hl
E7) vERt & 250.000 IDR m|FRollow] 1 F
1009] Hlge] 74 A vetdt 9 B oA
H|Z 725.001 IDR oAl 7} o FelH|e |

2|
ool s
2 En

A H 1A} 7ho] A
o] Bag AXNsct 1 A} Table 2 ~ Table 59t Zo]

N
N

HE.

£ oo

RN

o H
T
oo 7

= T
A9

H

jines rfg
qn mo M i) Jo 4
o O ] x 1o o

1A

o

o] zo] AT} Table 37} Zo] {23t Zpolg Hrh & €
450] 6.000.000 IDR =gt Hghy € A5 10.000.001
DR olde] A2 9 B AFAE +4HP7E 250,000
IDR wlgte] H|go] 7P w=A vepd vhd 9 450]
6.000.001 IDR ©J4F 10.000.000 IDR m]gte] Aeke o =

+ oJE2eu]7} 250,001 IDROJAF 5.000.000 IDR wH]Fke]
Hlgo] 7P =4 vetdh olzjeh 9 A5 J9 F 4
Zo] 714 =2 10.000.001 IDR o]Ae] Arke o2 X
of vl ¥ B YFAE FYHIZF 725.001 IDR oge
Hlgo] 7 =4 vehgth 9 450] =2 Jdo| 9R7A
EF FE =A Yeht2S & 4 Aok ofER aF
e Bl A=HAot o5 o)FA ]‘\5 TFHH9] HE
4 259 oF 4%0014 1% A=dS & 4 Slrk

2% s w2 B&d 949 9 B+ IFAE 1Y
H]e] zjo] A} Table 49} 2ol Rolgt 2jolE HA}. gt
2 ool d B ARAE FAY| Aol AHER E5|
S £Y olste] At 1Esty U] ARAE T+
o

JH]= 250.000 IDR wgre] ®l&o| =7 vrebgth 714

i

_i_rxli%

Io iy

o OJRAIE FQH[l 725001 IDR oJAe] Hlgo] 7P
= vEhd g2 wekEael gist E9AER vk
tt.

Folg Aol HolA] ekt S4t 2
2

oidel 4 Bt oRAlE FElel

jine

to] Zi} Table 59t

40

T
Less than
250.000

E-SO.OOIl ~500, .SOO.OOIl =725 Mor e than
000 000 01

72

Monthly clothing purchase amount{IDR)

Figure 3. Monthly Clothing Purchase Amounts of Muslim Women
(drawn by author)
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Table 2. Differences in the Average Monthly Purchase Amounts of Muslim Women by Age n(%)
Age
10s 20s 30s 40s Total
Monthly (n=41) (n=213) (n=24) (n=23)
Purchase Amounts(IDR)
Less than 250.000 27(65.9) 85(39.9) 10(41.7) 13(56.5) 135(44.9)
250.001-500.000 10(24.4) 74(34.7) 9(37.5) 4(17.4) 97(32.2)
500.001-725.000 4(9.8) 31(14.6) 1(4.2) 4(17.4) 40(13.3)
More than 725.001 0(0.0) 23(10.8) 4(16.7) 2(8.7) 29(9.6)
301
Total 41(100) 213(100) 24(100) 23(100) (100)
¥=16.862" df=9
“0.05, "p<.01, "7 p<.001
Table 3. Differences in the Average Monthly Purchase Amounts by Monthly Income n(%)
Income
IDR) | | e than 2.000.001 | 4.000.001 | 6.000.001 8.00(_).001 Vs
Monthly 2(22(1)1060)0 4,000,000 6,000,000 | 8.000.000 10.000.000 10{222'0(;01 Total
Purchase (n=74) (n=52) (n=17) (n=12)
Amounts (IDR)
Less than 250.000 67(57.8) 30(40.5) 20(38.5) 4(23.5) 4(33.3) 10(33.3) 135(44.9)
250.001 -
500.000 35(30.2) | 24(324) | 14(69) | 7412 8(66.7) 9(30.0) 97(32.2)
500.001 -
725 000 12(10.3) 12(16.2) 11(21.2) 2(11.8) 0(0.0) 3(10.0) 40(13.3)
More than 201.7) 8(10.8) 7(13.5) 4(23.5) 0(0.0) 8(26.7) 29(9.6)
725.001 ’ : ’ ’ ’ ’ ’
Total 116(100) 74(100) 52(100) 17(100) 12(100) 30100) 301(100)
F=41.000""  df=15
“0<.05, "p<.01, ""p<.001, Duncan multiple range test : a<b<c
ol Fogt 2ol EHAth & olide Y #Eshe o4 oz Zgsh= Hde 250.000 IDR ol5ke}  250.001
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Table 4. Differences in the Average Monthly Purchase Amounts by Level of Education n(%)
Level of
Education MId(‘!'E School ngh School Bachelor Master
Diploma Diploma (n=96) (n=12) Total
Monthly Purchase (n=18) (n=175)
Amounts(IDR)
Less than 250.000 9(50.0) 88(50.3) 33(34.4) 5(41.7) 136(44.9)
250.001- 500.000 6(33.3) 57(32.6) 30(31.3) 4(33.3) 97(32.2)
500.001-725.000 2(11.1) 23(13.1) 15(15.6) 0(0.0) 40(13.3)
More than 725.001 1(5.6) 7(4.0) 18(18.8) 3(25.0) 29(9.6)
Total 18(100.0) 175(100.0) 96(100.0) 12(100.0) 301(100.0)

¥=23.036" df=9

"K.05, "p<.01, "pK.001

Table 5. Differences in Average Monthly Clothing Purchase Cost of Muslim Women according to Frequency to Wear Hijab

n(%)
Frequency to
Wear Hijab Not Worn Sometimes Worn Everyday Worn
(n=71) (n=52) (n=178) Ifeiz]
Monthly
Purchase Amounts(IDR)
Less than 250.000 25(35.2) 16(30.8) 94(52.8) 135(44.9)
250.001 - 500.000 28(39.4) 16(30.8) 53(29.8) 97(32.2)
500.001 -725.000 7(9.9) 11(21.2) 22(12.4) 40(13.3)
More than 725.001 11(15.5) 9(17.3) 9(5.1) 29(9.6)
Total 71(100.0) 52(100.0) 178(100.0) 301(100.0)
¥=20.539" df=6
“0.05, "p<.01, "7 p<.001
725.000 IDR ©ls} 21.1%, 725,001 IDR ©}4t 17.3%= ¢ ATEATH B4 9 Fu T Hgo] W ¥ B 9
£ HlgS BT wEA P we 9 B oEpe 45, #% 39,

£ gt AEe Sae Uz Hgsie Fdelglon,
HFoR s W Hgolt W U WE ARAE

H
A HhE e merd £ ol ol Avie &

=)
i)
o
O
-
°
il
H
38
lo

el
=
N

e
P>

ol
ic]
1

Rl ESRCA=S
50.000 IDR
& o gt
10.000.001

s

F

r

o

oy

L)
fl



26 OjHE[2LA 2253 35

iz Zgote FHEsololtt. 7ML AHIRREC] AEE £ 29 29 2 ‘HAE YT HA §F T 22 2
PHE o Fo 842 AGERE QryAjop £&F o Mo Bgoz A= 74 2o oul spAAelet
AES BEleE gRAES 718 = 250.000 IDR ©] I ggotlon] AgEe HA B4R 13.90%5 E4tt
at2 ot RS TSk @ AdTEASE B4, i 891 32 "Bl 23to] of &7, ‘Afo]x'et T2 o] £}
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TE3517] 98] 11838L 402 varimax AL & o YRAE FY Al 18 Q9 Holg AT At
3 @ol BMul 7+ ol Agr BAS AXsigth 1 Table 70l|4 Table 10z} o] Yeldth de 59 W&
AT} 187F 1 o]ARl 491 42 EEEger £ Ay ORAIE T Al 18 Q2le] xfo] A} Table 7oA}t &
2L 63.105%= LFEPdTHTable 6). DA} Bape] A1 o] 484 QoM fefet AolE Bglow 1 9l 7}
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Table 6. Factor Analysis for the Consideration Details when of Muslin Women Purchasing Clothing

Factor Name Details Factor Loading Eigen value Vanange Exp[amedo Cronbach’sa
(Cumulative variance)%
Easy 820
Strongly 79N
Material 624
Practicality 2.529 éggg) 747
Convenience of ’
597
Laundry
Eco-Friendly 595
Name of Brand 824
Visibility 1529 13.900 582
Trendy 799 (36.887)
suitabil Harmony with 859 13135
uitability to Personal Clothing : -
Wear - 1445 (50.022) 402
Size .598
Design and Style 815
Design 1.439 (g?g; 435
Color 799 )




urads] - uElle / Q=UAlof REUMHe| IjMAE ol WS 27
Table 7. Differences in the Consideration Details when of Muslin Women Purchasing Clothing by Marital and Age
Marital Status Marital status Age
& Age
L Single Married ¢ 10s 20s 30s 40s F
Consideration (n=241) (n=60) (n=41) (n=213) (n=24) | (n=23)
Details
Practicality 4361 4578 -2.674" 4.273a 4.384ab 4.658b 4.583b 3.031"
Visibility 3.358 3.231 0.971 3.512b 3.354b 3.458b 2.587a 5.890™
Suitability to Wear 4.501 4.466 0.489 4.549 4479 4.583 4413 0.489
Design 4,558 4,382 1.924 4378 4561 4521 4326 1.941
*0<.05, "p<.01, ""p<.001, Duncan multiple range test : a<b<c
Table 8. Differences in the Consideration Details when of Muslin Women Purchasing Clothing by Level of Education
Level of Middle School High School
Education . | Bachelor Master
Diploma Diploma _ _ Total
(n=18) (n=175) (n=96) (n=12)
Consideration Details
Practicality 4211 4.405 4.448 4.383 0.829
Visibility 3.694b 3.269ab 3.401ab 3.000a 2.880"
Suitability to Wear 4517 4.639 4.406 4583 1.255
Design 4.472 4.471 4.604 4,500 1.066
"1.05, "p<.01, " p<.001, Duncan multiple range test : a<b<c
A3k OAOIAE feld AolE HolZ) Itk & BE ° F85H ol Ao vehith 9 450 uiE Aol
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Table 9. Differences in the Consideration Details when of Muslin Women Purchasing Clothing by Religious Sincerity and

Frequency to Wear Hijab

Religious Sincerity

Religious Sincerity

Insignificant Significant t
Consideration Details (n=23) (n=278)
Practicality 3.910 4.447 -4.3117
Visibility 3.938 3.318 2.469"
Suitability to Wear 4.348 4.504 -1.292
Design 4538 4513 0.239
Frequency to Frequency to Wear Hijab
Wear Hijab
Not Worm Sometimes Worn Everyday Worn F
Consideration Details (h=71) (n=52) (n=178)
Practicality 4.332 4.462 4.419 0.834
Visibility 3.408ab 3.683b 3.188a 6.267"
Suitability to Wear 4.493 4,558 4.472 0.425
Design 4563 4.462 4511 0.447
"1.05, 7p<.01, " p<.001, Duncan multiple range test : a<b<c
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Figure 4. Clothing Purchasing Place of Muslim Women
(drawn by author)
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Table 10. Differences in Clothing Purchasing Place of Muslim Women by Marital Status and Age n(%)
Marital Status Marital status Age
& Age
Purchasing Si_ngle MfrﬁEd Sum 1_05 EOs 3_05 4_05 Total
Place (n=489) | (n=122) (n=84) (n=429) (n=53) (n=45)
Internet Shopping Mall 192 45 237 33 172 19 13 237
(39.3) (36.9) (38.8) (39.3) (40.1) (35.8) (28.9) (38.8)
Shopping and 211 47 258 37 185 19 17 258
Department Store (43.1) (36.5) (42.2) (44.0) (43.1) (35.8) (37.8) (42.2)
Market 63 16 79 11 54 10 4 79
(12.9) (13.1) (12.9) (13.1) (12.6) (18.9) (8.9) (12.9)
TV Home Shopping 1(0.2) 2(1.6) 3(0.5) <090> 1(0.2) (11.9) (21.2) (0?6)
Other 2245 | 1208 | 34(5.6) (;6) 17(4.0) (7"‘5) (21292) (;‘é)
Total 489 122 611 84 429 53 45 611
(100.0) (100.0) (100.0) (100.0) (100.0) (100.0) | (100.0) | (100.0)
¥=9.733" df=4 ¥=35.607"" df=12
“K.05, "p<.01, 7 p<.001
o] 71 EA Yehdon, o ayE 9 wWakd, A% 4, FE8 04| RAHIF o4 Z4a MEd 0[R2l zto]
Y +o2 yeyth g webde Table 103 2ol
Folgt ols E‘ﬁhtﬂ 10t} 20dl= olES 4% 9 e oY 9FAE T A A" olfY] ZolE &
Aol OES Tk Hlgo] ZPE B UEReH, Ast7] s SRAE T Fa 22 *011*19} 2ol B4 &
ohZog AUl 4qE, A §Y eAR Usigth 30t T Zedoto] BASIqITh QITEASA EA 9 T
+ JHY 4FET £FE 9 Heo] Ze HlER oF B WE fad o4 SRAFE T Fa AE olf
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Figure 5. The Reason to Select Clothing Purchasing Place of Muslim Women

(drawn by

Table 11. Reason to Select Clothing Purchasing Place by Age

author)

n(%)
Age 10s 20s 30s 40s Total
Reason to Select (n=84) (n=429) (n=53) (n=45)
Low Price 66(78.6) 278(64.8) 37(69.8) 19(42.2) 400(65.5)
Easy to Buy 15(17.9) 128(29.8) 16(30.2) 20(44.4) 179(29.3)
Many New Trendy Products 3(3.6) 16(3.7) 0(0.0) 12.2) 20(3.3)
Other 0(0.0) 7(1.6) 0(0.0) 5(11.1) 12(2.0)
Total 84(100.0) 429(100.0) 53(100.0) 45(100.0) 611(100.0)
r=37.718"" df=9
*K.05, "p.01, " pK.001
Table 12, Reasons to Select Clothing Purchasing Place by Monthly Income n(%)
l\:lr:)cr:)trlrlllz Less than 2,00(-),001 4,00(_),001 6,00_0,01 8,00(_),001 More than
(IDR) 2(22(1)1060)0 4,000,000 | 6,000,000 | 8,000,000 | 10,000,000 ! Oiggg'o(;m Total
Reason to Select (n=74) (n=52) (n=17) (n=12)
Low Price 189 94 60 15 14 28 400
(78.8) (61.0) (57.1) (44.1) (66.7) (49.1) (65.5)
Easy to Bu 38 52 40 17 6 26 179
y y (15.8) (33.8) (38.1) (50.0) (28.6) (45.6) (29.3)
Many New Trendy 9 9 4 0 1 1 20
Products (3.8) (3.2) (3.8) (0.0) (4.8) (1.8) (3.3)
Other 4 3 1 2 0 2 12
(1.7) (1.9 (1.0) (5.9) (0.0) (3.5) (2.0)
Total 240 154 105 34 21 57 611
(100.0) (100.0) (100.0) (100.0) (100.0) (100.0) (100.0)
F=47.905""  df=15
*p<.05, "p.01, " pK.001
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Table 13. Reasons to Select Clothing Purchasing Place by Level of Income n(%)
Level of Middle School High School
Education . , Bachelor Master and
Diploma Diploma _ _ Total
(n=18) (n=175) (n=96) (n=12)
Reasonto Select
Low Price 21(60.0) 271(74.9) 103(53.9) 5(21.7) 400(65.5)
Easy to Buy 11(31.4) 78(21.5) 72(37.7) 18(78.3) 179(29.3)
Many New Trendy
Products 3(8.6) 7(1.9) 10(5.2) 0(0.0) 20(3.3)
Other 0(0.0) 6(1.7) 6(3.1) 0(0.0) 12(2.0)
35 362 191 23
Total (100.0) (100.0) (100.0) (100.0) 611(100)
1=57.187""" df=9
“.05, "p<.01, "7 p<.001
Table 14. Reasons to Select Clothing Purchasing Place by Frequency to Wear Hijab n(%)
Religious Variables Frequency to Wear Hijab
Not Worn Sometimes Worn Everyday Worn Total
Reasonto Select (n=108) (n=127) (n=376)
Low Price 63(49.6) 79(73.1) 258(68.6) 400(65.5)
Easy to Buy 56(44.1) 26(23.1) 98(26.1) 179(29.3)
Many New Trendy Products 6(4.7) 2(1.9) 12(3.2) 20(3.3)
Other 2(1.6) 2(1.9) 8(2.1) 12(2.0)
Total 127(100) 108(100) 376(100) 611(100)
=20.298" df=6
".05, "p<.01, "7 p<.001
HH O 99 SEATER 7HHo]l A™Hstorb TP w2 ot ol Ayt 30tHe] AHhE ALt FEF o
Hl&E Hr A2 IRAIES 24E 2 oA sk HlEol
Fud Al et o) g4 A" olge] ot WA vehgon], 30tk eyl 4%MET 43S U W
fom, 317 2§ FEo] webss Table 149 2ol & Ao] Hlgo] T2 Hl&R2 7FF =A UETh E3E 10thet
Ozt ztolE Hrh SlF 2HE Ao wEtM= ARtEc R 20t19] A= AHY AgEe] tigh HlER diEeR =
L FAIE Fu) 4 AY o7t sbHe] Astele u] A vehgd, ot e Fag A olgt o] A
g0l 71 w7 Uehton} slge 2gskA e Ml b BROR B & 9kg Aotk s oIRAE 7
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