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Abstract 

THE INFLUENCE OF PERCEPTION AND RELIGIOSITY ON 

CONSUMER BEHAVIOR AT OTSMANI COFFEE SOLO 

Ziad Abduurahman Azzahid 

422021321142 

Competition in the coffee shop industry is increasingly fierce, with consumers 

not only considering product quality but also values that are in line with their 

beliefs. Otsmani Coffee Solo, as an Islamic value-based coffee shop, attracts 

customers with high levels of religiosity. This study aims to analyze the effect of 

perception and religiosity on consumer behavior using quantitative methods with 

150 respondents and analyzed using PLS-SEM SmartPLS 4.1.9.4. 

The results showed that perception has a greater influence on consumer 

behavior (T-Statistic = 5.332; f² = 0.294) than religiosity (T-Statistic = 4.569; f² = 

0.198), although both are significant. The R-Square value of 0.763 indicates that 

76.3% of the variation in consumer behavior is explained by these two variables. 

Otsmani Coffee Solo can strengthen marketing strategies that increase 

positive perceptions through branding, digital promotion, and improving service 

quality. In addition, strengthening the value of religiosity can be done through 

organizing Islamic events and Islamic history education that is relevant to brand 

identity. Facility development and loyalty programs are also recommended to 

increase customer convenience and retention. 

Keywords: Perception, Religiosity, Consumer Behavior, Otsmani Coffee Solo, 

PLS-SEM. 
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Abstract 

PENGARUH PERSEPSI DAN RELIGIUSITAS TERHADAP PERILAKU 

KONSUMEN DI OTSMANI COFFE SOLO 

Ziad Abduurahman Azzahid 

422021321142 

 

Persaingan industri kedai kopi semakin ketat, dengan konsumen tidak hanya 

mempertimbangkan kualitas produk tetapi juga nilai yang sesuai dengan keyakinan 

mereka. Otsmani Coffee Solo, sebagai kedai kopi berbasis nilai Islami, menarik 

perhatian pelanggan dengan tingkat religiusitas tinggi. Penelitian ini bertujuan 

untuk menganalisis pengaruh persepsi dan religiusitas terhadap perilaku konsumen 

menggunakan metode kuantitatif dengan 150 responden dan dianalisis 

menggunakan PLS-SEM SmartPLS 4.1.9.4. 

Hasil penelitian menunjukkan bahwa persepsi memiliki pengaruh lebih besar 

terhadap perilaku konsumen (T-Statistic = 5,332; f² = 0,294) dibandingkan 

religiusitas (T-Statistic = 4,569; f² = 0,198), meskipun keduanya signifikan. Nilai 

R-Square sebesar 0,763 menunjukkan bahwa 76,3% variasi perilaku konsumen 

dijelaskan oleh kedua variabel ini. 

Otsmani Coffee Solo dapat  memperkuat strategi pemasaran yang 

meningkatkan persepsi positif melalui branding, promosi digital, dan peningkatan 

kualitas layanan. Selain itu, penguatan nilai religiusitas dapat dilakukan melalui 

penyelenggaraan acara Islami dan edukasi sejarah Islam yang relevan dengan 

identitas merek. Pengembangan fasilitas dan program loyalitas juga 

direkomendasikan untuk meningkatkan kenyamanan serta retensi pelanggan. 

Kata Kunci: Persepsi, Religiusitas, Perilaku Konsumen, Otsmani Coffee Solo, 

PLS-SEM 
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xi 
 

DEDICATION 

This thesis is dedicated 

to 

University of Darussalam Gontor 

to 

Mr. Devid Frastiawan Amir Sup, S.H.I., M.E. 

to 

My father Abdul Chaliq, My mother Hamidah Rachmawati 

And my brothers and sisters, Fatia, Zaid, Muad, Mush’ab, Umair, Fatimah, 

Usamah, Hana, Hani, Salman, Aisyah 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

xii 
 

ACKNOWLEDGMENT 

Praise be to Allah, the creator of  the universe, the Most Compassionate, the 

Most Merciful. Shalawat and salam to the Prophet Muhammad Saw. who has 

brought light to the whole world. 

 It is only through the kindness and guidance of Allah SWT that the 

Researcher was able to complete this thesis. realizing Him inability to complete this 

thesis, the Researcher feels compelled to express Him gratitude for all the direction, 

advice, and assistance needed. On this occasion, the researcher would like to 

express him deepest appreciation to 

1. To the honourable leaders of Pondok Pesantren Modern Darussalam Gontor 

Al-Ustadz KH. Hasan Sahal, Prof. Dr K.H Amal fathullah Zarkasyi, M.A., 

Drs. K.H. Akrim Mariyat, Dipl. A.Ed. 

2. Rector of the University of Darussalam Gontor, Prof. Dr. Hamid Fahmy 

Zarkasyi, M.A., M.Phil., Assoc. Prof. Dr. Abdul Hafidz bin Zaid, M.A., 

Assoc. Prof. Dr. Setiawan bin Lahuri, M.A., and Assoc. Prof. Dr. Khoirul 

Umam, M.Ec. 

3. Honourable Dean of the Faculty of Sharia, Assoc. Prof. Dr. Imam 

Kamaaluddin, Lc., M.Hum. for his valuable advice and recommendations 

while preparing my thesis. 

4. Mr. Muhammad Abdul Aziz, M.Si., as the head of Department Islamic 

Economic Laws, University of Darussalam Gontor. 

5. Mr. Devid Frastiawan Amir Sup, S.H.I., M.E. as a thesis supervisor who 

given the time and energy to guide and advise researchers to completing this 

research. 

6. All of lecturers in University of Darussalam Gontor who have to tech during 

college time then supported and motivated the researcher to complete this 

thesis. 

7. My beloved parents Hamidah and Abdul Chaliq who has guided, supported, 

and prayed for their children in all metters. 

8. My brother and Best friend Muad Abdurosyid who always support me in 

any situation 



 
 

xiii 
 

9. All friends in Department of Islamic Economics Laws, especially grade of 

2021. 

Researcher realises that this thesis is imperfect because of the limited 

experience and knowledge. Thus, the Researcher expects all forms of advice 

and criticism from various parties. Hopefully, this thesis will benefit and 

increase knowledge for researchers and readers. Aamiin. 

 

      Ponorogo, 3 Maret 2025 

       Researcher,  

 

Ziad Abdurrahman Azzahid 

422021321142 

 

 

 

 

 

 

 



 
 

xiv 
 

TABLE OF CONTENTS 

 

Abstract .................................................................................................................. iv 

Abstract ................................................................................................................... v 

Declaration ............................................................................................................. vi 

Supervisor Decision Letter .................................................................................... vii 

MOTTO................................................................................................................ viii 

DEDICATION ....................................................................................................... xi 

ACKNOWLEDGMENT ....................................................................................... xii 

TABLE OF CONTENTS ..................................................................................... xiv 

LIST OF TABLES .............................................................................................. xvii 

LIST OF PICTURES ......................................................................................... xviii 

CHAPTER I INTRODUCTION ............................................................................. 1 

1.1. Background Of Study .............................................................................. 1 

1.2. Problem Formulation .............................................................................. 3 

1.3. Research Objective.................................................................................. 3 

1.4. Research Benefits .................................................................................... 3 

1.4.1. Theoretical Benefits ............................................................................ 3 

1.4.2. Practical Benefits ................................................................................ 3 

1.5. Systematisation of Discussion................................................................. 4 

CHAPTER 2 THEORITICAL OF FRAMEWORK ............................................... 6 

2.1. Literature Review .................................................................................... 6 

2.2. Theory Plan Behaviour ........................................................................... 9 

2.2.1. Definition of Theory Plan Behavior .................................................... 9 

2.2.2. Objectives of plan behaviour theory ................................................. 10 



 
 

xv 
 

2.2.3. Factors influencing the relationship between intention and behaviour 

in plan behaviour ........................................................................................... 10 

2.3. Research Variables ................................................................................ 11 

2.3.1. Perseption .......................................................................................... 11 

2.3.2. Religiosity ......................................................................................... 13 

2.3.3. Consumer Behaviour ......................................................................... 15 

2.4. Development of research variables ....................................................... 20 

2.5. Research Framework ............................................................................. 21 

2.6. Hypothesis ............................................................................................. 22 

CHAPTER III RESEARCH METHOD................................................................ 24 

3.1. Type of Research................................................................................... 24 

3.2. Object of Research ................................................................................ 25 

3.3. Population and Sample .......................................................................... 25 

3.4. Data Source ........................................................................................... 27 

3.4.1. Primary Data Source ......................................................................... 27 

3.4.2. Source of Secondary Data ................................................................. 27 

3.5. Data Collection Methods....................................................................... 27 

4.2.1. Observation ....................................................................................... 27 

4.2.2. Interview ........................................................................................... 28 

4.2.3. Questionnaire .................................................................................... 28 

4.2.4. Documentation .................................................................................. 28 

3.6. Research Instruments - Likert scale ...................................................... 29 

3.7. Data Analysis Method ........................................................................... 30 

3.7.1. Outer model measurement ................................................................ 31 

3.7.2. Inner model measurement ................................................................. 33 



 
 

xvi 
 

CHAPTER 4ANALYSIS OF THE INFLUENCE OF PERCEPTION AND 

RELIGIOSITY ON CONSUMER BEHAVIOUR ............................................... 37 

4.1. Research Overview ............................................................................... 37 

4.1.1. Location of Otsmani Coffee Solo ..................................................... 37 

4.1.2. Operating hours ................................................................................. 37 

4.1.3. History of Otsmani Coffee Solo ........................................................ 38 

4.1.4. Otsmani coffee management ............................................................. 40 

4.1.5. Otsmani Coffee Facilities .................................................................. 41 

4.1.6. Products and Services ....................................................................... 44 

4.1.7. Respondent Descriptions ................................................................... 45 

4.2. Quantitative Test Test Results .............................................................. 48 

4.2.1. Assessment of Measurement Model ( Outer Model ) ....................... 48 

4.2.2. Assessment of Structural Model  ( Inner Model ) ............................. 55 

4.2.3. Hypothesist ........................................................................................ 60 

4.3. Analysis of the Effect of Perception on Consumer Behaviour ............. 61 

4.4. Analysis of the Effect of Religiosity on Consumer Behaviour ............. 63 

CHAPTER V CONCLUSION AND SUGGESTION............................................65 

5.1. Result of Study ...................................................................................... 65 

5.2. Suggestion ............................................................................................. 65 

BIBLIOGRAPY .................................................................................................... 67 

APPENDIX ........................................................................................................... 73 

 

 

 

 



 
 

xvii 
 

LIST OF TABLES 

 

Tabel 1 scala likert ................................................................................................ 30 

Tabel 2 Rule of thumb Outer Model ..................................................................... 32 

Tabel 3 Rule of Thumb Inner Model ..................................................................... 35 

Tabel 4 outer loading result test ............................................................................ 49 

Tabel 5 Average variance extracted (AVE ............................................................. 50 

Tabel 6 Fornell Larcker result test ........................................................................ 51 

Tabel 7 Cross Loading result test .......................................................................... 51 

Tabel 8 Fornell Larcker 2nd result test ................................................................. 52 

Tabel 9 Cross Loading 2nd result test ................................................................... 53 

Tabel 10 Cronbach’s Alpha dan Composite Reliability result test ........................ 54 

Tabel 11 Coefficient Determination R Square (R2) result test ............................. 56 

Tabel 12 t-statistic (Bootstrapping) result test ...................................................... 57 

Tabel 13 Effect Size (f2) result ............................................................................. 58 

Tabel 14 Predictive Relevance test results (Q2).................................................... 59 

Tabel 15 Hypothesist ............................................................................................. 60 

 

 

 

 

 

 

 

 

 

 

 



 
 

xviii 
 

LIST OF PICTURES 

 

Picture 1  Consumer decision model (sumarwan 2011) ........................................ 20 

Picture 2 Otsmani coffee sales report December 2024 ......................................... 25 

Picture 3 Otsmani Coffee Solo location map ........................................................ 37 

Picture 4 operasional otsmani coffee .................................................................... 38 

Picture 5 logo otsmani coffee solo ........................................................................ 40 

Picture 6 Otsmani Coffee Literacy bookshelf ....................................................... 42 

Picture 7 Otsmani Coffee Workspace ................................................................... 42 

Picture 8 islamic studies event .............................................................................. 43 

Picture 9 sharing room .......................................................................................... 43 

Picture 10 private room for muslimah .................................................................. 43 

Picture 11 the mosque behind otsmani coffee ....................................................... 44 

Picture 12 Product of Otsmani Coffee .................................................................. 45 

Picture 13 Chart by Gender ................................................................................... 46 

Picture 14 Chart by Age ........................................................................................ 46 

Picture 15 Chart by Occupation ............................................................................ 47 

Picture 16 Chart by Religion ................................................................................. 48 

Picture 17 outer loading ........................................................................................ 49 

Picture 18 Botstrapping Test ................................................................................. 57 

Picture 19 Blindfolding test .................................................................................. 59 

 

 

 

 

 

 

 


