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ABSTRACT 

Consumer behavior has changed dramatically in recent years. The current 

research follows and expands theories of planned behavior and social 

identity to explain the relationships between social media advertising, 

motivation, price reduction, and consumer purchasing behavior. It also 

assesses the moderating role of religious orientation in this interconnection. 

A set of online questionnaires was distributed to 328 insurance customers 

who had their own experiences with the services of insurance companies. 

Data were analyzed using modeling of structural equations. Significant and 

positive associations have been identified between social media advertising, 

motivation, price reduction, religious orientation, and consumer purchasing 

behavior. Religious orientation moderates the relationship between social 

media advertising and consumer purchasing behavior. Meanwhile, religious 

orientation does not moderate the relationship between motivation, price 

reduction, and consumer purchasing behavior. Executives and marketers of 

insurance companies should consider these aspects to enhance insurance 

services offered to their consumers. Also, the research recognizes some 

limitations which need to be addressed. 

 

 

Key words: Social media advertising; Motivation; Price reduction; 

Consumer purchasing behavior; Religious orientation 
 
 

  
 
 
 
 
 

1. Introduction 
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There is an increasing interest in the importance of consumer purchasing 

behavior in the marketing field (Auf et al., 2018; Hee & Yen, 2018; Le‐Anh 

& Nguyen‐To, 2020). Consumer purchasing behavior involves all the search, 

purchase, and consumption of services and products to satisfy consumer 

needs and wants (Ramya & Ali, 2016). The American Marketing Association 

defines consumer behavior as “the dynamic interaction of effect and 

cognition, behavior, and the environment by which human beings conduct 

the exchange aspects of their lives” (Stephens, 2016, p.6). Marketing is an 

increasingly dynamic world; it is becoming an essential element of any 

company (Musarra & Morgan, 2020). It significantly contributes to an 

organization's performance and growth (Angulo-Ruiz et al., 2018). 

Arguably, it plays an important role in increasing the level of consumer 

interaction and ensuring the company's competitive advantage.  

The consumer has become the foundation of any marketing strategy (Sharma 

& Ramachandran, 2019). Consumers and their behaviors represent the 

lifeline of development for any organization. Hence, understanding 

consumer behavior during buying decisions is crucial (İpek, 2020; 

McConnell, & Rydell, 2019; Trudel, 2019). Consumer behavior analysis is 

a very difficult activity (Al-Salamin, & Al-Hassan, 2016). Also, studying 

consumer buying behaviors is the starting point for building a marketing 

strategy, especially in developing countries (Auf et al., 2018; Gunarathne et 

al., 2020; Ma et al., 2020). In this context, several variables play a significant 

role in guiding consumers to the final decision such as motivation, cultural 

importance (Auf et al., 2018); products quality, price (Ringim & Reni, 2019) 

brand awareness, brand loyalty (Akkucuk & Esmaeili, 2016) and social 

media (Auf et al., 2016; Ioanăs & Stoica, 2014; Gul et al., 2014; Sivanesan, 

2014). 

Many academics and researchers had carried out studies on the consumers 

purchasing behavior, whereas the aim of this study however is to assess and 

measure empirically the relationship between social media advertising, 

motivation, price reduction, and its effect on Jordanian consumer purchasing 

behavior. It is important to note that the reasoned action theory (Fishbein & 

Ajzen, 1975) and planned behavior theory (Ajzen, 1988) form the basis for 

this research.  It is interesting to indicate that the current study also 

incorporates other constructs to expand the theoretical framework.  
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The relationships between these structures are explained in theory and 

practice in previous global studies (Such as Auf et al., 2016, 2018; Gul et al., 

2014; Ioanăs & Stoica, 2014; Ringim & Reni, 2019). The emotional 

dimension is what such relationships struggle to compensate for. According 

to the social identity theory (Turner & Tajfel, 1986), people are seeking to 

classify themselves and others based on social groups such as religious 

orientation. Consumers who have various religious beliefs may react to a 

brand differently (Arli et al., 2020). Products that do not adhere to the 

religious values of a person or community cannot receive a positive reaction 

from them. It should be noted that the present study tries to integrate the 

customers' religious orientation with consumer purchasing behavior. 

Religious orientation is presented as another religious dimension that 

researchers can explore its impact to provide more understanding of 

consumer behavior in current models of research (Abu-Alhaija et al., 2017). 

As a result, this study aims to examine the role of religious orientation as the 

moderate on this relationship due to the lack of empirical studies conducted 

on such relationships. Religious orientation plays a crucial role in Arab and 

Muslim communities, where Islamic ideology prevails, and any product that 

violates their beliefs can lose both their reputation and consumer loyalty 

(Alam et al., 2012). As stated by Mathras et al. (2016) it is important to 

research the impact of religion on consumer behavior. Nevertheless, 

recognizing and assessing the impact of religion on consumer behavior may 

be daunting tasks (Muhamad & Mizerski, 2010). 

Despite the rising prevalence of the term of consumer behavior, little is 

known about how consumer behavior in developing countries is practiced. 

The lack of research in this area often restricts the understanding of what is 

the correct behavior of customers which could boost the performance of their 

organizations. Thus, this study illustrates what tactics and strategies which 

are used to attract consumers. This also connects marketing' managers and 

companies' executives to better understand approaches that have a positive 

effect on customer purchasing behavior. 
2. Literature Review  

2.1 Social media advertising 

Social media are a somewhat modern phenomenon. Social media now form 

an important part of the daily lives of many consumers (Alshare et al., 2019; 

Gul et al., 2014; Naeem, 2021; Vrontis et al., 2021). It is one of the most 

powerful channels for human interaction (Shanahan et al., 2019; Shareef et 
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al., 2019). Social media are the best way to promote brands (Weinberg, 2009) 

and appeared as a useful instrument for reach customers. Due to the rapid 

growth in internet usage, the number of active social media users is 

increasing (Gupta, 2017). Social media may be used as a powerful means of 

establishing contact grounds with consumers and attracting prospective 

clients beyond traditional techniques (Essani et al., 2017). They are 

constantly affecting decision-making and modifying consumer behavior 

(Ringim & Reni, 2019). It is increasingly seen as a more impartial source of 

information and therefore influences many facets of behavior, including 

purchasing behavior (Auf et al., 2016). 

It shows that social media advertising has become more important in recent 

times. It can have a positive or negative effect on the consumer's response to 

the brands, depending on the way the product or service is advertised and 

presented to the customer (Al-Salaymeh & Alkhawaldeh, 2019; Sivanesan, 

2014). According to baker Qureshi, Murtaza, & Kazi (2019), social media 

have a positive significant influence on consumers' buying behavior. Social 

media marketing is an effective tool to be used to affect consumers 

purchasing behavior. Likewise, social media is a very powerful tool to 

interact with people (Ather et al., 2018). As a result, many organizations are 

now developing social network platforms to deliver their products' 

information to consumers and develop their offerings based on user feedback 

(Ioanăs & Stoica, 2014). Previous studies in the field of social media 

marketing have shown that marketers giving social media more time have 

increased their gains in different sales areas (Auf et al., 2016). Therefore, a 

big concern for marketers is currently to understand how social media is used 

as a marketing tool in the purchasing decision process and their impact on 

consumer behavior (Voramontri & Klieb, 2018). Abd Aziz & Ariffin (2010) 

declared that "Advertising is one of the main approaches firms employ to 

manage demand risk by raising awareness of their products" (p.55). The 

following hypothesis has been proposed based on the earlier discussion: 

H1: There is a relationship between social media advertising and consumer 

purchasing behavior.  

2.2 Motivation 

Stanton stated that “A motive can be defined as a drive or an urge for which 

an individual seeks satisfaction. It becomes a buying motive when the 

individual seeks satisfaction through the purchase of something” (Adhikari, 
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2018, p.19). Motivation translates to the process that makes individuals 

behave the way they do. It emerges from a psychological viewpoint when a 

need exists in a manner that the customer wishes to fulfill. Motivation is one 

of the few reasons that play an important role when clients decide to purchase 

ultimately (Auf et al., 2018). Motivation consists of different needs, 

emotions, and desires which drive people to goal-oriented behavior. It arises 

only when a desire is triggered and the user wants to take action (Bamossy 

& Solomon, 2016). It epitomizes, however, one of the factors that affect 

consumers purchasing behavior (Orji et al., 2017). 

In real life, the consumer's decision-making process is affected by motivation 

(Svatosová, 2013). According to Bamossy & Solomon (2016) motivation is 

considered the force that moves the customer to purchase easily. On the word 

of Kotler et al. (2019), motivation is a requirement that pushes individuals to 

act. Motivational factors have played a key role in deciding the time spent 

searching for choices shopping; it plays a significant part in many buying 

decisions (Bamossy & Solomon, 2016; Zhou et al., 2007). In consumer 

behavior research, motivation is crucial when buying consumer products and 

services (Holbrook & Hirschman, 1982; Brown & Venkatesh 2005). Ramya 

& Ali (2016) stated that there are a variety of internal or psychological 

factors affecting customer purchasing behavior. The most important factors 

include motivation and perception. 

A motive is an inner urge or needs that drives an individual to take action to 

fulfill needs and wishes. Thus, motivation is the force that induces objective-

oriented actions (Ramya & Ali, 2016). Based on the previous debate, the 

following hypothesis has been suggested: 

H2: There is a relationship between motivation and consumer purchasing 

behavior. 

2.3 Price reduction 

Price is one of the most relevant factors affecting purchases (Chiu et al., 

2019). Price reduction is a pricing approach where products are sold at a 

reasonably reduced selling price for the customers (Shamout, 2016). The 

price is considered as the thing that a consumer will need to rethink when 

buying a certain product or service. Price promotion refers to a price discount 

that was provided to consumers for a limited period. Lower prices for a 

limited period draw more buyers (Ashraf et al., 2014). The most beneficial 

factor of shopping is a lower price. According to Ringim & Reni (2019), 
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price and other factors are important and will change the consumer buying 

behavior unexpectedly. 

Furthermore, the study of Long et al. (2015) found that price was the prime 

factor behind consumers’ energy saving behavior. Sangroya & Nayak (2017) 

illustrated the sensitivity of the consumers towards price. As stated by 

Sisodiya & Sharma (2018) from marketing mix factors, the price factor 

exerts greatest influence on consumer buying decision. Financial experts 

generally agree that lower prices for a similar product will bring about a 

larger number of offers than higher costs. 

The debate shows that price is the most important factor when consumers are 

considering buying services. Consequently, the following hypothesis has 

been proposed: 

H3: There is a relationship between price reduction and consumer purchasing 

behavior 

2.4 Religious orientation 

Religious orientation reflects the intrinsic and extrinsic motives of 

individuals to follow a specific religion (Allport & Ross, 1967; Muhamad & 

Mizerski, 2010). It plays a crucial role in Arab and Muslim communities and 

the everyday life of persons. Besides, it is a vital aspect of customers’ choices 

and it must be therefore incorporated into marketing studies (Alam et al., 

2012; Singh et al., 2021). According to Abu-Alhaija et al. (2019) views of 

religious orientation were a result of following their religious values. This 

research revealed that religious orientation had a positive impact on the 

loyalty of viewers. 

Specifically, both intrinsic and extrinsic religious measures are seen as 

important explanatory instruments of people's behavior (Donahue, 1985; 

Laher, 2007). Religion rules and norms could also form the customers’ tastes 

and preferences (Assadi, 2003). Human behavior is the outcome of a 

valuable learning process. Therefore, marketers must develop products and 

marketing campaigns tailored to their consumers' needs (Ramya & Ali, 

2016).  

Parida & Sahney (2017) found that religion is a cultural aspect that affects 

brand loyalty. As well, Alam et al. (2012) declared that customers would 

choose specific products based on their religious orientation. As stated by 

Allport & Ross (1967), the needs of intrinsic religious persons would match 

their religious beliefs. To be more specific, religion is an important cultural 
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element of research that has a significant impact on the perceptions, beliefs, 

and behaviors of consumers especially in Muslim countries (Auf et al., 

2018).  

As discussed earlier, religious orientation is projected to affect consumers’ 

choices. Products not matching the religious orientation of the consumers do 

not get a positive nod from them. Based on the above, this study hypothesizes 

that religious orientation link to consumer purchasing behavior and it should 

be used as a moderator in the links between social media advertising, 

motivation, price reduction, and consumer purchasing behavior; the study 

utilizes this potential aspect to provide an insight into the relationships 

between these constructs thus: 

H4. There is a relationship between religious orientation and consumer 

purchasing behavior 

H5. Religious orientation of the customer enhances the relationship between 

social media advertising and consumer purchasing behavior. 

H6. Religious orientation of the customer enhances the relationship between 

motivation and consumer purchasing behavior. 

H7. Religious orientation of the customer enhances the relationship between 

price reduction and consumer purchasing behavior. 
3. Theoretical Framework 
For this study, a model as exposed in Figure 1 has been developed based on 

the literature and the hypotheses formed to interpret the influence of 

independent constructs on the dependent construct and the role of the 

moderator in these relationships: 

                                                                    

                      

 

 

 

                                                                                                                                                                          

                                                                 
Figure 1: Proposed model                   

 

 

4. Methodology  

Consumer purchasing behavior 

Social media adv. 

 

Religious orientation 

Price reduction 

Motivation 
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This work employed a quantitative approach. To empirically test the 

hypotheses established in the previous section, data were gathered through 

an online self-administered survey using a convenience sampling approach 

with a five-point Likert scale to understand consumers’ behavior towards 

purchase insurance companies services in Jordan with 28 items adapted and 

modified from past studies, including 6 questions of social media advertising 

(Sivanesan, 2014), 5 questions of motivation (Auf et al., 2018), 6 questions 

of price reduction (Ashraf et al. 2014; Bakewell & Mitchell, 2003), 7 

questions of religious orientation (Allport & Ross, 1967; Auf et al., 2016) 

and 4 questions of consumer purchasing behavior (Auf et al., 2018).  

This research was held during the beginning of Coronavirus epidemic when 

governments placed limits on people's movement and contact. For this 

reason, gathering data from consumers via conventional ways was extremely 

difficult. Nonprobability sampling methods are useful when the population 

is large and there are unusual constraints (Arora & Rahul, 2018; Etikan, 

Musa, & Alkassim, 2016) like the Coronavirus epidemic. During three 

weeks, the model was evaluated using evidence from 328 Jordanian' 

customers of insurance companies. Participants were invited to take the 

survey by providing them a link on their Facebook pages. The data were 

analyzed using structural equation modeling. 
5. Data Analysis 

5.1 Measurement model 

Partial Least Square technique (Smart PLS 3.0) were performed to exam the 

hypotheses and investigate the collected data. To testing the outer model, 

reliability and validity criteria were used (Hair et al., 2019). In short, both 

convergent exams and discriminant validity criteria display that the model is 

good (Hair et al., 2019; Fornell & Larcker, 1981). The indices have revealed 

the model is acceptable as shown in table 1 and table 2, which lays a good 

basis for further structural equation modeling approach. 
Table 1: Convergent validity 

Construct Items Loading AVE Alpha CR 

Social media 

advertising 

SMA 1 

SMA 2 

SMA 3 

SMA 4 

SMA 5 

SMA6 

0.807 

0.799 

0.840 

0.820 

0.694 

0.712 

0.609 0.871 0.903 

Motivation  Mo 1 

Mo 2 

Mo 3 

Mo 4 

0.717 

0.806 

0.877 

0.877 

0.684 0.883 0.915 
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Mo 5 0.848 

Price Reduction 

 

 

 

 

 

Religious 

Orientation 

 

 

 

 

 

Consumer 

Purchasing Behavior 

PR 1 

PR 2 

PR 3 

PR 4 

PR 5 

PR6 

RO1 

RO2 

RO3 

RO4 

RO5 

RO6 

RO7 

CPB1 

CPB2 

CPB3 

CPB4 

0.746 

0.736 

0.805 

0.806 

0.820 

0.753 

0.704 

0.692 

0.703 

0.782 

0.833 

0.837 

0.735 

0.845 

0.810 

0.870 

0.836 

0.606 

 

 

 

 

 

0.574 

 

 

 

 

 

 

0.706 

0.870 

 

 

 

 

 

0.876 

 

 

 

 

 

 

0.861 

0.902 

 

 

 

 

 

0.903 

 

 

 

 

 

 

0.906 

Note: AVE= variance accounted for, CR= Composite reliability, SMA= Social Media Advertising, Mo= 

Motivation, PR= Price Reduction, RO= Religious Orientation, CPB= Consumer Purchasing Behaviour                                                                                                                                                                                                                                 
Table 2: Discriminant Validity 

 SMA MO PR OR CPB 

SMA 0.781       

MO 0.716 0.827     

PR 0.694 0.746 0.778   

OR 0.593 0.686 0.694 0.757  

CPB 0.627 0.699 0.692 0.701 0.840 

5.2 Structural model 

The next phase is to evaluate the inner model. The outcomes of the 

investigation displayed that the coefficient of determination (R²) for 

consumer buying behavior is (0.611); this is substantial on the word of 

Cohen (1988). Table 3 displays the bootstrapping and the path coefficient 

outcomes of the hypotheses. 
Table 3: Path coefficient of Hypotheses 

H R Std. Beta SE t-Value P-value 

1 SMA -> CPB 0.125 0.060 2.08 0.020 

2 Mo - CPB 0.235 0.069 3.40 0.000 

3 PR - CPB 0.206 0.066 3.12 0.000 

4 RO -> CPB 0.323 0.043 7.54 0.000 

5 SMA* RO -> CPB 0.776 0.457 1.70 0.047 

6 Mo* RO -> CPB -0.273 0.431 0.63 0.264 

7 PR* RO -> CPB -0.295 0.429 0.69 0.247 

 

 

6. Discussion and Implications 
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This research sheds light on the relationships between five constructs. The 

findings from Table 3 exposed that the hypotheses H1, H2, H3, and H4 are 

supported with statistically positive significance. The empirical results 

confirm the direct relationship between social media advertising, motivation, 

price reduction, religious orientation, and consumer purchasing behavior. 

This discovery is similar to previous reviews (e.g. Auf et al., 2016; Auf et 

al., 2018; Hee & Yen, 2018; Malik et al., 2013). In short, to explain consumer 

purchasing behavior, previous factors seem to be vital constructs (R²= 

0.611). The outcome is also in line with the planned behavior theory, which 

indicates that, to some degree, perceived behavioral influence will determine 

consumer purchasing behavior. 

As seen in Table 3 above, the association between social media advertising 

and consumer purchasing behavior was positively important, confirming the 

first hypothesis. The findings are consistent with past research that showed 

the social media advertising was a strong predictor and performed a very 

important role in consumer purchasing behavior (Auf et al., 2016; Gul et al., 

2014; Sankar, 2019). It should be noted that social media advertising plays a 

key role in improving people's purchasing behavior (Malik et al., 2013).  

The main issue for marketers at the moment is to understand how social 

media are used in the decision-making process of purchases, their effect on 

consumer behavior, and their role as a promotional tool (Voramontri & 

Klieb, 2019). This study shows the critical role of social media advertising 

is having a positive impact on consumer purchasing behavior. The 

conclusion of this study is that social media advertising is highly successful 

for customers in purchasing behavior. Today, media is used as a great source 

of information. The media is of vital importance because it is a 

communication medium that disseminates various types of information (Auf 

et al., 2016). Results of this study can enable web marketers, executives, and 

marketing managers to use social media efficiently to serve and retain 

current clients, attract new consumers to achieve their goals, and solve issues 

related to the use of social media. 

Moreover, the link between motivation and consumer purchasing behavior 

was noticed to be positive and important among Jordanian customers in 

terms of insurance companies’ services, as predicted. This result in line with 

previous studies that published similar findings (Auf et al., 2018), which 

showed that motivation was more likely to improve the level of customer 
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purchasing behavior. As a consequence, motivation is one of the variables 

that play a significant role in consumers’ decision on their final purchase and 

it is one of the variables that affect customer purchasing behavior (Orji et al., 

2017).  

Chen et al. (2010) noticed that motivation could naturally evolve due to 

interactions and mutual experiences that could lead to improvement 

purchases Behavior of customer. Our current result has shown that 

motivation has a strong and positive relationship with the purchase behavior 

of a customer. As a result, in the case of insurance companies’ services in 

Jordan, consumers are likely to buy insurance services based on their 

motivation and their perception. 

Furthermore, this study found a strong and important correlation between 

price reduction and consumer purchasing behavior. Accordingly, the result 

is similar to past research by Shamout (2016) and Sisodiya & Sharma (2018). 

Al-Salamin & Al-Hassan (2016) pointed out that fair prices make customers 

more likely to buy products and services. This outcome is consistent with the 

views of Ashraf et al. (2014) who reported that lower prices are likely to 

draw more buyers. The practical consequences of this work are the 

identification of sales marketing strategies that are specifically applicable to 

the management of customers in Jordan. Price reductions are often used in 

various sectors to encourage the consumer to buy a product as price 

reductions will minimize the perceived risk of consumers purchasing a new 

and lesser-known product. 

Additionally, the association between religious orientation and customer 

purchasing behavior is supported. This is compatible with prior research as 

such (Al-Hyari et al., 2012). The current result indicates that religious 

orientation is inspiring consumers in Jordan. Hence, a clearer understanding 

of religious orientation is required (Auf et al., 2018). To do so, it is essential 

to investigate the social elements and cultural factors that influence the 

behavior of the purchaser to implement successful marketing methods and 

to release better marketing plans. Despite liberalization and globalization, 

religion still affects consumers (Abu-Alhaija et al., 2017; Al-Hyari et al., 

2012). The growing influence of Islam on the market has illustrated the 

religious views of consumers in everyday business activities 

(Karaosmanoglu et al., 2018). According to Setyawati et al. (2020), 

religiosity is seen as the key element that defines the behavior of individuals 
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and facilitator the decision-making process of positive behavior. The reason 

for these results is that the religious orientation in Jordan is high and 

consequently influences the purchasing behavior of consumers. Based on 

these results, however, we can argue that religious orientation is a major 

determinant of the purchasing behavior of Jordanian consumers. It is also 

proposed that insurance companies should take into account the religious 

orientation of customers to assess the buying behavior of insurance 

companies customers. 

Moreover, hypotheses 5, 6, and 7 indicate that religious orientation 

influences the relationship between social media advertising, motivation, 

price reduction, and consumer purchasing behavior. Based on Table 3 above, 

it can be shown that P-value is < 0.05. So, it can be argued that religious 

orientation influences the connection between social media advertising and 

consumer purchasing behavior. Nevertheless, contrary to the expectation of 

religious orientation, the relationship between motivation, price reduction, 

and customer purchasing behavior has not been moderated. As Table 1, it 

reveals that all latent variables have internal consistency above 0.6, 

suggesting that the structures are internally consistent and thus accurate.  

Above and beyond, based on the moderating impact of religious orientation, 

this research found that religious orientation could improve the relationship 

between social media advertising and customer purchasing behavior. 

Interaction between social media advertising and religious orientation has 

been described as a determinant of Behavior of customer purchase. The 

religious orientation of customers is a catalyst in business. In other phrases, 

more religious orientation may be a reason to be more involved with social 

media advertising and the buying of products and services by customers.  

We conclude that religious orientation does not moderate the relationship 

between motivation, price reduction and customer purchasing behavior. 

Nevertheless, we have obtained an important result for the moderating 

behavior of religious orientation in the relationship between social media and 

customer purchasing behavior. On theoretical grounds, this research opens 

the way for debate on the growth of social media advertising role on 

consumer purchasing behavior by adding a religious orientation. This 

suggests that the purchasing behavior of consumers would be affected by 

social media based on their religious beliefs. 
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It has been found that people develop their choices in accordance to their 

religious beliefs and views (Alam et al., 2012). In the marketing context, 

Setyawati et al. (2020) revealed the moderating role of religious between 

marketing mix and company performance. This result also goes in line with 

Alam et al. (2012) who observed that religious orientation moderate the 

relationship between trustworthiness and brand credibility. The result was 

also consistent with Abu-Alhaija et al. (2019) that Jordanian viewers will be 

loyal to satellite TV channels that respected their religious orientation. Our 

research was performed in Jordan, which is one of the populations of Islamic 

society. Islam offers a strong view of the value of social media and customer 

purchasing behavior. This view may be an explanation for the essential 

position of religious orientation. Religious orientation is an essential 

component of customer choice and should be therefore integrated into 

marketing models (Alam et al., 2012). 

Theoretically, this research extended the planned behavior theory (Ajzen, 

1988) and the social identity theory (Turner & Tajfel, 1986) in the context 

of consumer purchasing behavior, especially in developing nations. This 

research further broadens the scope of consumer purchasing behavior and 

widens the concepts of social media ads, motivation, price reduction, and 

connections between them and consumer purchasing behavior. The 

moderator role of religious orientation in the consumer purchasing behavior 

model has also been investigated.  

In a word, this research contains a variety of suggestions for marketing 

managers. Managers should rely on marketing tactics and strategies, such as 

publicity and media promotions and they should have a true image of their 

product and services. The key goal of marketing managers should be to 

attract consumers by promoting and advertising the services with topics of 

concern to the consumers' needs and wants. Services and products should be 

also crafted and defined following the customer's religious beliefs. The 

research helped close this void. In Jordan, managers of companies must try 

to comply with religious standards if they want their services to be 

successful. 

 

7. Conclusions 

The paper follows theories of planned behavior and social identity to explain 

the relationships between social media advertising, motivation, price 
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reduction, and consumer purchasing behavior. It also assesses the 

moderating role of religious orientation in this interconnection. 

This research recognizes some limitations which need to be addressed. This 

study focused solely on one service, that is insurance companies’ services. 

Additionally, this research focused only on Jordan as an Islamic country. 

Thus, the findings of this analysis for other Islamic countries could not be 

generalized. This research has also examined the role of few constructs in 

affecting the consumer's purchasing behavior. Also, there is another 

limitation of this study involving the sample size. 

Hence, based on the above limitations, this work left the door open to future 

analytical research by incorporating new aspects in and out of the context of 

the analysis. Moreover, this research also had suggestions for future work in 

other Islamic countries with large sample sizes and other sectors. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Rererences 

Abd Aziz, N., & Ariffin, A. A. M. (2010). Exploring consumers attitude 

towards web advertising and its influence on web ad usage in 

Malaysia. Jurnal Pengurusan (UKM Journal of Management), 31, 55-63.  



Social media advertising, motivation, price reduction, and consumer purchasing 

behavior: religious orientation as a moderator....... Abdelbaset M. Alkhawaldeh 

 

412 
 
 

Abu-Alhaija, A. S., Yusof, R. N. R., Hashim, H., & Jaharuddin, N. S. (2017). 

The motivational approach of religion: the significance of religious 

orientation on customer behaviour. International Journal of Economics, 

Commerce and Management, 12, 609-619. 

Abu-Alhaija, A. S., Yusof, R. N. R., Hashim, H., & Jaharuddin, N. (2019). 

The influence of religious orientation on viewers’ loyalty towards satellite 

TV channels. Journal of Islamic Marketing. 

https://doi.org/10.1108/JIMA-01-2018-0008 

Adhikari, A., (2018). Strategic marketing issues in emerging markets. 

Springer Science+ Business Media, LLC. 

Ajzen, I. (1988). Attitudes, personality and behavior. Open University Press, 

Milton Keynes. 

Akkucuk, U., & Esmaeili, J. (2016). The Impact of Brands on Consumer 

Buying Behavior. International Journal of Research in Business and 

Social Science, 5(4), 1-16. DOI: https://doi.org/10.20525/ijrbs.v5i4.551 

Alam, A., Arshad, M.U. & Shabbir, S.A. (2012). Brand credibility, customer 

loyalty and the role of religious orientation. Asia Pacific Journal of 

Marketing and Logistics, 24 (4), 583-598, 

https://doi.org/10.1108/13555851211259034 

Al-Hyari, K., Alnsour, M., Al-Weshah, G., & Haffar, M. (2012). Religious 

beliefs and consumer behaviour: from loyalty to boycotts. Journal of 

Islamic Marketing, 3(2), 155-174. 

https://doi.org/10.1108/17590831211232564 

Allport, G. W., & Ross, J. M. (1967). Personal religious orientation and 

prejudice. Journal of personality and social psychology, 5(4), 432-443. 

Al-Salamin, H., & Al-Hassan, E. (2016). The impact of pricing on consumer 

buying behavior in Saudi Arabia: Al-Hassa case study. European Journal 

of Business and management, 8(12), 62-73. 

Al-Salaymeh, M., & Alkhawaldeh, A. M. (2019). The Impact of Traditional 

Products and Advertising on Tourists Attraction: A Field Study at Ajloun 

Governorate. Academic Research International, 10(1), 147-154. 

Alshare, F., Alkhawaldeh, A. M., & Eneizan, B. M. (2019). Social Media 

Website’s Impact on Moral and Social Behavior of the Students of 

University. International journal of academic research in business and 

social sciences, 9(3), 169–182. http://dx.doi.org/10.6007/IJARBSS/v9-

i3/5646 

https://doi.org/10.1108/JIMA-01-2018-0008
https://doi.org/10.20525/ijrbs.v5i4.551
https://doi.org/10.1108/13555851211259034
https://doi.org/10.1108/17590831211232564
http://dx.doi.org/10.6007/IJARBSS/v9-i3/5646
http://dx.doi.org/10.6007/IJARBSS/v9-i3/5646


 2021 أكتوبر –  الرابعالعدد  –( 22المجلد ) – مجلة البحوث المالية والتجارية 

413 
 

Angulo-Ruiz, F., Donthu, N., Prior, D., and Rialp, J. (2018). How does 

marketing capability impact abnormal stock returns? The mediating role 

of growth. Journal of Business Research, 82, 19-30. 

http://dx.doi.org/10.1016/j.jbusres.2017.08.020 

Arli, D., Gil, L. D. A., & van Esch, P. (2020). The effect of religiosity on 

luxury goods: The case of Chilean youths. International Journal of 

Consumer Studies, 44(3), 181-190. https://doi.org/10.1111/ijcs.12559 

Arora, N., & Rahul, M. (2018). The role of perceived risk in influencing 

online shopping attitude among women in India. International Journal of 

Public Sector Performance Management 4(1), 98-113. 

https://doi.org/10.1504/IJPSPM.2018.088697 

 Ashraf, M. G., Rizwan, M., Iqbal, A., & Khan, M. A. (2014). The 

promotional tools and situational factors’ impact on consumer buying 

behaviour and sales promotion. Journal of Public Administration and 

Governance, 4(2), 179-201. https://doi.org/10.5296/jpag.v4i2.5844. 

 Assadi, D. (2003). Do religions influence customer behavior? Confronting 

religious rules and marketing concepts. Databases, 22(10), 2-13. 

Ather, S. M., Khan, N. U., ur Rehman, F., & Nazneen, L. (2018). 

Relationship between Social Media Marketing and Consumer Buying 

Behavior. Peshawar Journal of Psychology and Behavioral Sciences 

(PJPBS), 4(2), 193-202. https://doi.org/10.32879/picp.2018.4.2.193 

Auf, M. A. A., Meddour, H., Saoula, O., & Majid, A. H. A. (2018). 

Consumer buying behaviour: the roles of price, motivation, perceived 

culture importance, and religious orientation. Journal of Business and 

Retail Management Research, 12(4), 177-186. 

Auf, M. A. A., Salleh, S. B. M., & Yusoff, R. Z. (2016). The relationship 

between word of mouth and consumer buying behavior mediating by 

religious orientation in Riyadh, Saudi Arabia. International Review of 

Management and Marketing, 6(4), 1034-1038. 

baker Qureshi, P. A., Murtaza, F., & Kazi, A. G. (2019). The Impact of Social 

Media on Impulse Buying Behaviour in Hyderabad Sindh 

Pakistan. International Journal of Entrepreneurial Research, 2(2), 8-12. 

Bakewell, C., & Mitchell, V. W. (2003). Generation Y female consumer 

decision‐making styles. International Journal of Retail and Distribution 

Management. 31(2), 95-106. 

https://doi.org/10.1108/09590550310461994 

http://dx.doi.org/10.1016/j.jbusres.2017.08.020
https://doi.org/10.1111/ijcs.12559
https://www.researchgate.net/deref/http%3A%2F%2Fdx.doi.org%2F10.1504%2FIJPSPM.2018.088697?_sg%5B0%5D=BOVIC3Xakkt5J4NcbZpKNcXptFgxYJbN0JEaDULFoxyEvPCl_KCudS-I-KXR96Ow4YdRmMuG-C34MenNIRkOPkVwrg.X8xFP-6E4NKo8VJ5TJeRgQS87Qyaa-a660A6R2IN2mk2izaXdvVml3b-WnMomQeF_THji-rsJhG51ylKrvWXjg
https://doi.org/10.5296/jpag.v4i2.5844
https://doi.org/10.32879/picp.2018.4.2.193
https://doi.org/10.1108/09590550310461994


Social media advertising, motivation, price reduction, and consumer purchasing 

behavior: religious orientation as a moderator....... Abdelbaset M. Alkhawaldeh 

 

414 
 
 

Bamossy, G. J., & Solomon, M. R. (2016). Consumer behaviour: A 

European perspective. Pearson Education. 

Brown, S. A., & Venkatesh, V. (2005). A model of adoption of technology 

in the household: A baseline model test and extension incorporating 

household life cycle. Management Information Systems Quarterly, 29(3), 

11. 

Chen, G., Kirkman, B. L., Kim, K., Farh, C. I., & Tangirala, S. (2010). When 

does cross-cultural motivation enhance expatriate effectiveness? A 

multilevel investigation of the moderating roles of subsidiary support and 

cultural distance. Academy of Management journal, 53(5), 1110-1130. 

Chiu, Y. P., Lo, S. K., Hsieh, A. Y., & Hwang, Y. (2019). Exploring why 

people spend more time shopping online than in offline stores. Computers 

in Human Behavior, 95, 24-30. https://doi.org/10.1016/j.chb.2019.01.029 

Cohen, J. (1988). Statistical Power Analysis for the Behavioral Sciences, 2, 

L. Lawrence Earlbaum Associates, Hillsdale, NJ. 

Donahue, M.J. (1985). Intrinsic and extrinsic religiousness: review and 

meta-analysis. Journal of Personality and Social Psychology, 48(2), 400-

419. https://doi.org/10.1037/0022-3514.48.2.400 

Essani, A., Shahbuddin, A., Zubair, M., Siddiqui, R., Arshad, S., & Qamar, 

A. (2017). Impact of Social Media on Women Buying Behavior Towards 

Textile Sector. RADS Journal of Social Sciencess and Business 

Management, 4(1), 51-63. 

Etikan, I., Musa, S. A., & Alkassim, R. S. (2016). Comparison of 

convenience sampling and purposive sampling. American journal of 

theoretical and applied statistics, 5(1), 1-4. 

Fishbein, M. Ajzen, I. (1975). Belief, Attitude, Intention, and Behaviour: An 

Introduction to Theory and Research. Massachusetts: Addison-Wesley. 

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models 

with unobservable variables and measurement error. Journal of 

marketing research, 18(1), 39-50. http://www.jstor.org/stable/3151312 

Francis, L. J., & Crea, G. (2016). The relationship between priestly 

motivational styles and personal wellbeing in ministry: Exploring the 

connection between religious orientation and purpose in life among 

Catholic priests serving in Italy. Review of Religious Research, 58(2), 

219-228. https://doi.org/10.1007/s13644-015-0242-1 

https://doi.org/10.1016/j.chb.2019.01.029
https://doi.org/10.1037/0022-3514.48.2.400
http://www.jstor.org/stable/3151312
https://doi.org/10.1007/s13644-015-0242-1


 2021 أكتوبر –  الرابعالعدد  –( 22المجلد ) – مجلة البحوث المالية والتجارية 

415 
 

Gul, M. S., Shahzad, H., & Khan, M. I. (2014). The relationship of social 

media with fashion consciousness and consumer buying 

behavior. Journal of Management Info, 2(1), 24-45. 

http://dx.doi.org//10.31580/jmi.v2i1.4 

Gunarathne, A. N., Kaluarachchilage, P. K. H., & Rajasooriya, S. M. (2020). 

Low-carbon consumer behaviour in climate-vulnerable developing 

countries: A case study of Sri Lanka. Resources, Conservation and 

Recycling, 154, 104592. https://doi.org/10.1016/j.resconrec.2019.104592 

Gupta, S. (2017). Influence of social media marketing practices on consumer 

buying behaviour. TRANS Asian Journal of Marketing and Management 

Research (TAJMMR), 6(9), 72-81.  

Hair, J. F., Ringle, C. M., Gudergan, S. P., Fischer, A., Nitzl, C., & Menictas, 

C. (2019). Partial least squares structural equation modeling-based 

discrete choice modeling: an illustration in modeling retailer 

choice. Business Research, 12(1), 115-142. 

https://doi.org/10.1007/s40685-018-0072-4 

Hee, O. C., & Yen, W. S. (2018). The Influence of Advertising Media 

towards Consumer Purchasing Behavior in the Food and Beverage 

Industry in Malaysia. International Journal of Human Resource 

Studies, 8(2), 148-163. 

Holbrook, M. B., & Hirschman, E. C. (1982). The experiential aspects of 

consumption: Consumer fantasies, feelings, and fun. Journal of consumer 

research, 9(2), 132-140. https://doi.org/10.1086/208906 

Ioanăs, E., & Stoica, I. (2014). Social media and its impact on consumers 

behavior. International Journal of Economic Practices and 

Theories, 4(2), 295-303. 

İpek, İ. (2020). Understanding Consumer Behavior in Technology-Mediated 

Spaces. In Digital Transformation in Business and Society (pp. 169-189). 

Palgrave Macmillan, Cham. https://doi.org/10.1007/978-3-030-08277-

2_11 

Karami, M., Olfati, O. & Dubinsky, A.J. (2014). Influence of religiosity on 

retail salespeople’s ethical perceptions: the case in Iran. Journal of 

Islamic Marketing, 5 (1), 144-172. https://doi.org/10.1108/JIMA-12-

2012-0068 

Karaosmanoglu, E., Isiksal, D. G., & Altinigne, N. (2018). Corporate brand 

transgression and punishing the transgressor: moderation of religious 

http://dx.doi.org/10.31580/jmi.v2i1.4
https://doi.org/10.1016/j.resconrec.2019.104592
https://doi.org/10.1007/s40685-018-0072-4
https://doi.org/10.1086/208906
https://doi.org/10.1007/978-3-030-08277-2_11
https://doi.org/10.1007/978-3-030-08277-2_11
https://doi.org/10.1108/JIMA-12-2012-0068
https://doi.org/10.1108/JIMA-12-2012-0068


Social media advertising, motivation, price reduction, and consumer purchasing 

behavior: religious orientation as a moderator....... Abdelbaset M. Alkhawaldeh 

 

416 
 
 

orientation. Journal of Product and Brand Management, 27(2), 221-234, 

https://doi.org/10.1108/JPBM-01-2017-1388 

Khaniwale, M. (2015). Consumer buying behavior. International Journal of 

innovation and scientific research, 14(2), 278-286. 

Kotler, P., & Keller, L. K. (2012). Marketing Management (ed., Vol. ).(E. 

Svendsen, Ed.) Upper Saddle River. 

Kotler, P., Keller, K. L., Brady, M., Goodman, M., & Hansen, T. 

(2019). Marketing management. Pearson UK. 

Laher, S. (2007). The relationship between religious orientation and pressure 

in psychology I students at the university of the Witwatersrand, South 

African Journal of Psychology, 37(3), 530-551. 

https://doi.org/10.1177/008124630703700310 

Le‐Anh, T., & Nguyen‐To, T. (2020). Consumer purchasing behaviour of 

organic food in an emerging market. International Journal of Consumer 

Studies, 44(6), 563-573. https://doi.org/10.1111/ijcs.12588 

Long, T. B., Young, W., Webber, P., Gouldson, A., & Harwatt, H. (2015). 

The impact of domestic energy efficiency retrofit schemes on 

householder attitudes and behaviours. Journal of Environmental 

Planning and Management, 58(10), 1853-1876. 

https://doi.org/10.1080/09640568.2014.965299 

Ma, J., Yang, J., & Yoo, B. (2020). The moderating role of personal cultural 

values on consumer ethnocentrism in developing countries: The case of 

Brazil and Russia. Journal of Business Research, 108, 375-389. 

https://doi.org/10.1016/j.jbusres.2019.12.031 

Malik, M. E., Ghafoor, M. M., Iqbal, H. K., Ali, Q., Hunbal, H., Noman, M., 

& Ahmad, B. (2013). Impact of brand image and advertisement on 

consumer buying behavior. World Applied Sciences Journal, 23(1), 117-

122.  

Mathras, D., Cohen, A. B., Mandel, N., & Mick, D. G. (2016). The effects 

of religion on consumer behavior: A conceptual framework and research 

agenda. Journal of Consumer Psychology, 26(2), 298-311. 

https://doi.org/10.1016/j.jcps.2015.08.001 

McConnell, A. R., & Rydell, R. J. (2019). Implications for Understanding 

Consumer Behavior. Handbook of Research Methods in Consumer 

Psychology, 143. 

https://doi.org/10.1108/JPBM-01-2017-1388
https://doi.org/10.1177/008124630703700310
https://doi.org/10.1111/ijcs.12588
https://doi.org/10.1080/09640568.2014.965299
https://doi.org/10.1016/j.jbusres.2019.12.031
https://doi.org/10.1016/j.jcps.2015.08.001


 2021 أكتوبر –  الرابعالعدد  –( 22المجلد ) – مجلة البحوث المالية والتجارية 

417 
 

Muhamad, N. & Mizerski, D. (2010). The constructs mediating religions’ 

influence on buyers and consumers, Journal of Islamic Marketing,1(2), 

124-135, https://doi.org/10.1108/17590831011055860 

Musarra, G., & Morgan, N. A. (2020). Outside-in marketing: Renaissance 

and future. Industrial Marketing Management, 98-101. 

https://doi.org/10.1016/j.indmarman.2020.01.001 

Naeem, M. (2021). Do social media platforms develop consumer panic 

buying during the fear of Covid-19 pandemic. Journal of Retailing and 

Consumer Services, 58, 102226. doi: 10.1016/j.jretconser.2020.102226 

Orji, M. G., Sabo, B., Abubakar, M. Y., & Usman, A. D. (2017). Impact of 

personality factors on consumer buying behaviour towards textile 

materials in South Eastern Nigeria. International Journal of Business and 

Economics Research, 6(1), 7-18. 

Parida, R.R. & Sahney, S. (2017). Cultural influence on brand loyalty of rural 

consumers in the indian context. Journal of Asia Business Studies, 11 (1), 

60-72. https://doi.org /10.1108/JABS-08-2015-0137 

Ramya, N., & Mohamed Ali, S. A. (2016). Factors affecting consumer 

buying behavior. International journal of applied research, 2(10), 76-80. 

Ringim, K. J., and Reni, A. (2019, August). Mediating Effect of Social 

Media on the Consumer Buying Behaviour of Cosmetic Products. In 3rd 

International Conference on Accounting, Management and Economics 

2018 (ICAME 2018). Atlantis Press. https://doi.org/10.2991/icame-

18.2019.33 

Sangroya, D., & Nayak, J. K. (2017). Factors influencing buying behaviour 

of green energy consumer. Journal of Cleaner Production, 151, 393-405. 

https://doi.org/10.1016/j.jclepro.2017.03.010 

Sankar, J. P. (2019). Social Media on Buying Behavior–An Impact Study. 

European Journal of Business and Social Sciences, 7(6),53-66. 

Setyawati, H., Suroso, A., Adi, P., & Helmy, I. (2020). Linking green 

marketing strategy, religiosity, and firm performance: Evidence form 

Indonesian SMEs. Management Science Letters, 10(11), 2617-2624. 

Shamout, M. D. (2016). The impact of promotional tools on consumer 

buying behavior in retail market. International Journal of Business and 

Social Science, 7(1), 75-85. 

Shanahan, T., Tran, T. P., & Taylor, E. C. (2019). Getting to know you: 

Social media personalization as a means of enhancing brand loyalty and 

https://doi.org/10.1108/17590831011055860
https://doi.org/10.1016/j.indmarman.2020.01.001
https://dx.doi.org/10.1016%2Fj.jretconser.2020.102226
https://doi.org/10.1108/JABS-08-2015-0137
https://dx.doi.org/10.2991/icame-18.2019.33
https://dx.doi.org/10.2991/icame-18.2019.33
https://doi.org/10.1016/j.jclepro.2017.03.010


Social media advertising, motivation, price reduction, and consumer purchasing 

behavior: religious orientation as a moderator....... Abdelbaset M. Alkhawaldeh 

 

418 
 
 

perceived quality. Journal of Retailing and Consumer Services, 47, 57-

65. https://doi.org/10.1016/j.jretconser.2018.10.007 

Shareef, M. A., Mukerji, B., Dwivedi, Y. K., Rana, N. P., & Islam, R. (2019). 

Social media marketing: Comparative effect of advertisement sources. 

Journal of Retailing and Consumer Services, 46, 58-69. 

https://doi.org/10.1016/j.jretconser.2017.11.001 

Sharma, D., & Ramachandran, S. (2019). Study of Consumer Behavioral 

Data to launch the New Product. Mmu Journal Of Management 

Practices, 10(1), 23-26. 

Singh, J., Singh, G., Kumar, S., & Mathur, A. N. (2021). Religious 

influences in unrestrained consumer behaviour. Journal of Retailing and 

Consumer Services, 58, 102262. 

https://doi.org/10.1016/j.jretconser.2020.102262 

Sisodiya, P., & Sharma, D. G. (2018). The impact of marketing mix 

model/elements on consumer buying behaviour: A study of FMCG 

products in Jaipur City. International Journal of Technical Research & 

Science, 3(1), 29-31.  

Sivanesan, R. (2014). Impact of Brand image and advertisement on 

consumer buying behavior–Comparative study on rural and urban 

consumers. International Journal of Research in Management and 

Business Studies, 1(2), 73-80. 

Stephens, D. L. (2016). Essentials of Consumer Behavior. Taylor and 

Francis. 

Svatosová, V. (2013). Motivation of online buyer behavior. Journal of 

Competitiveness, 5(3), 14-30.  

Trudel, R. (2019). Sustainable consumer behavior. Consumer psychology 

review, 2(1), 85-96.  https://doi.org/10.1002/arcp.1045 

Turner, J. C., & Tajfel, H. (1986). The social identity theory of intergroup 

behavior. Psychology of intergroup relations, 2, 7-24. 

Voramontri, D., & Klieb, L. (2018). Impact of social media on consumer 

behaviour. International Journal of Information and Decision 

Sciences, 11(3), 209-233. https://doi.org/10.1504/IJIDS.2019.101994 

Vrontis, D., Makrides, A., Christofi, M., & Thrassou, A. (2021). Social 

media influencer marketing: A systematic review, integrative framework 

and future research agenda. International Journal of Consumer 

Studies  https://doi.org/10.1111/ijcs.12647 

https://doi.org/10.1016/j.jretconser.2018.10.007
https://doi.org/10.1016/j.jretconser.2017.11.001
https://doi.org/10.1016/j.jretconser.2020.102262
https://doi.org/10.1002/arcp.1045
https://doi.org/10.1504/IJIDS.2019.101994
https://doi.org/10.1111/ijcs.12647


 2021 أكتوبر –  الرابعالعدد  –( 22المجلد ) – مجلة البحوث المالية والتجارية 

419 
 

Weinberg, T. (2009). The New Community Rules: Marketing on the Social 

Web. Sebastopol, CA: O’Reilly Media Inc. 

Zhou, L., Dai, L., & Zhang, D. (2007). Online shopping acceptance model-

A critical survey of consumer factors in online shopping. Journal of 

Electronic commerce research, 8(1), 41-62. 


