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Purpose: The behavioral intentions of a Muslim person in different dimensions,
including the intention to buy products, are influenced by Islamic values, and
Islamic values are also formed based on Islamic beliefs; Considering the growing
number of Muslim consumers around the world as the target market of
businesses, this research has been conducted with the aim of analyzing the action
dimension of Muslim consumer's purchase intention. The paradigm that governs
this research is an interpretive and exploratory study based on qualitative content
analysis through interviews with experts in the seminary and university
conceptualized data and analyzed information with open, central, and selective
coding to explain the active nature of Muslim consumers' purchase intention.
Analysis of the text of the interviews revealed 60 codes in the form of 12 general
categories that represent the action dimension of the Muslim consumer's
purchase intention and is a guide for business managers who have chosen
Muslim consumers as the target market and the path to realizing their marketing
goals is based on strengthening Consumer purchase intention is driven by
effective advertising and communication.
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Extended Abstract

Introduction

Analyzing consumer behavior and decision
making in buying and choosing products is one of
the important topics in marketing literature,
because understanding consumer behavior helps
marketers have a proper understanding of the
methods of choosing goods and services by
consumers. The important issue is how to analyze
the decision making and consumer behavior and
what factors are involved in shaping the decision
and consumer behavior. In the investigation of
consumers' purchase intention research, the
stimulus-response model was the first step, which
emphasizes that consumer behavior is based on
stimulating and motivational factors along with
marketing factors and stimuli, or marketing mixes,
which enter the black box of consumption. and
specific reactions can be seen from him. The
intention to buy sometimes turns into an action
immediately and sometimes it takes a period of
time that factors such as the expected benefits of
the product, the opinions and beliefs of the
individual, and marketing promotions may create
effects between the intention to buy and the act of
buying. The current study analyzes the nature of
the Muslim consumer's purchase intention that has
been studied in various researches, because the
Islamic consumer market is a significant and
growing market, and business managers of all
countries, both Muslim and non-Muslim, are eager
to gain insight. comprehensive about the
behavioral intentions of Muslim consumers. Due
to the increasing speed of the spread of Islam in the
world and due to the fact that Islam is the second
largest religion in the world after Christianity, it is
necessary to pay more attention to the Islamic
attitude and perspective in marketing programs
and especially the effective management of
Muslim consumer behavior and especially the
analysis The nature of his behavioral intentions is
evident; Based on this, the current research seeks
to answer the question, what is the nature of the
action dimension, as one of the most important
aspects of the consumer's purchase intention?

Methodology

In terms of ontology and paradigm, the structure of
the methodology in the current research is
interpretive and has benefited from an exploratory
process. This research was carried out using the
inductive approach in a qualitative way and the
research strategy was qualitative content analysis,

which collected data in a cross-sectional manner
using the field method and interviews. The
statistical population of the present research is
experts in the field and university, and sampling is
done by snowball method.

Results and Conclusion

In this research, it has been investigated and
identified the factors affecting the purchase
intention of Muslim consumers from the
perspective of the action dimension with the
qualitative content analysis approach. The
consumer's purchase intention and its cognitive,
emotional and action dimensions are considered in
the research literature as the main predictors of
purchase because purchase intention is a plan to
buy a specific product or service in the future or the
general probability that a consumer will purchase
a specific product. will buy will show. Consumers
make many purchasing decisions every day and
their decision-making is influenced by a diverse set
of personal, social and environmental stimuli and
also shows itself in the form of emotional,
cognitive and action dimensions. Consumer
decision-making is formed as a process of problem
recognition, research to collect information,
evaluation of options, purchase decision and post-
purchase behavior and is strongly influenced by
his opinions and beliefs; Beliefs that can
sometimes be adjusted and modified under the
influence of brands' behavior. Today, due to the
fierce competition between sellers and product
manufacturers, marketing managers are trying to
use methods that can win over their competitors in
capturing the mind of the customer and promote
their product by influencing the customer's
purchase intention and stimulating the action
dimension of the intention. His purchase, easier
and faster to sell. In the market of Muslim
consumers, in terms of the dominance of religious
values and beliefs on the mental structure of the
target customers and market pronouns, the
stimulation of the action dimension of purchase
intention, which is the closest dimension to the
future behavior of purchasing, requires knowledge
of the system of religious beliefs, values and
beliefs of consumption. is a doer Ethical
promotion, compliance with the principles of halal
and haram in shopping, compliance with the
orders of the Quran and Sunnah in consumption,
as well as maximization of values show well the
beliefs and norms governing the purchase
intention of the Muslim consumer; Considering
the importance of analyzing Muslim consumer
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behavior in terms of purchase intention,
researchers are also suggested to rank the
indicators and components identified in the current
research and use appropriate methods to make
multi-criteria decisions, weighting and examining
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