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Chapter 14: Religion and consumer behaviour
Journal article 1: Sharma, R.-R., Newaz, F. T., & Fam, K.-S. (2017). Muslim religiosity, generational cohorts and buying behaviour of Islamic financial products. Australian Journal of Management, 42(3), 482–501. doi:10.1177/0312896216659530
Explanation: This article relates to the chapter as it examined the interplay between religiosity and consumer behaviour. In particular, the article focussed on Muslim consumer’s purchase intention of Islamic financial products. The results showed that religion is highly personal in nature and, thus, its influence on consumer behaviour depends on a person’s degree of religiosity.

Journal article 2: Chowdhury, R. M. (2018). Religious orientations and consumer ethics: The mediating role of personal moral philosophies. Journal of Macromarketing, 38(3), 315–330. doi:10.1177/0276146718787003
Explanation: In terms of contribution to the chapter, the study extends the literature on religion and consumer ethics. Thus, the article tackles more on the aspect of religion and consumer misbehaviour. The results of the study demonstrate that intrinsic religiosity can be a source of beliefs for supporting ethical consumer actions and condemning unethical consumer actions (consumer misbehaviour).

Journal article 3: Haque, A., Anwar, N., Yasmin, F., Sarwar, A., Ibrahim, Z., & Momen, A. (2015). Purchase intention of foreign products: A study on Bangladeshi consumer perspective. SAGE Open. doi:10.1177/2158244015592680
Explanation: This article provides an understanding of how religious beliefs and values affect product branding. Furthermore, the article facilitates marketers in the creation of effective marketing strategies targeted at religious consumers.

Journal article 4: Muriuki, L. M., Bururia, D., & Mutegi, J. (2018). Determinants of religious tourism branding tactics in Kenya: A cross sectional study. Tourism and Hospitality Research, 18(4), 456–469. doi:10.1177/1467358416670937
Explanation: This article elaborates more on the aspect of religion–business interface. More specifically, it sheds more light on the significance of religious rituals in promoting religious tourism. The development of religious tourism by marketers was found to be pivotal in creating an appeal for religious products by consumers with spiritual intentions.
