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ABSTRACT 

This research aims to formulate the sharia retail marketing framework, focusing on minimarkets and 

supermarkets capitalizing Islam to sustainably compete with conventional retail. To reach the goal, literary 

reviews on neuromarketing and the Islamic perspective of consumerism were carried out. After that, we build 

a framework and use it to evaluate recent Islamic branded stores conditions. Islamic stores reviewed located 

in Jakarta, Indonesia. The result shows that Islamic stores lack neuromarketing determinants (color, light, 

sound, spatial arrangement, and aroma). Therefore, we propose strategical implications taken by sharia retail 

in reaching competitiveness by means of developing a sharia marketing that fulfills the neuromarketing as 

well as social identity requirements. This article should help sharia-based retail practitioners to better 

understand good marketing strategies and their relevance to Islamic teachings. They should be able to adopt 

the strategies and build successful and sustainable sharia retails. 

Keywords: sharia retail, conventional retail, marketing strategy, Islam capitalization, consumers’  
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1. INTRODUCTION

Retail business in Indonesia has been enjoying a significant 
increase. Indonesian Bank noted 7,7% growth in December 
2018, which was bigger than the previous year’s 3,4% 
growth rate [1]. In March 2019, consumer spending grew 
5,1% year on year, reflecting light inflation and healthy 
employment [2]. In the last five years, 46% of Indonesian 
consumers admit that they have spent more money on daily 
needs [3]. 
Islamic retail, a business of consumer goods using brands 
associated with Islamic teachings, is a new trend blooming 
in Indonesia. This retail is characterized by Islam-related 
customs, such as Islamic names, green paint, Arabic 
typography, less activity in prayer times, zakat and alms 
campaign, consumers’ reception, and so forth. This is 
actually in line with the general trend of the Indonesian 
brand that attempts to lift the local’s dignity and provides 
consumer-adaptive service [4]. Examples of these brands are 
Supermarket Selamat, 212mart, Supermarket Berkah, 
Akhsan Halal, De’Halal, Tip Top, and so forth. Supermarket 
Selamat even has both “Moslem” and “indigenous” brands. 
There have been some Islamic retail brands but they do not 
have adequate competitiveness [5]. The new trend seems to 
bring no real change. Stores are operational without many 
customers although they sell a large number of goods with 
the same quality as the more established retails like Alfamart 
and Indomaret. Top Brand Award survey measuring the 
mind share, market share, and commitment share revealed 
that 88,1% minimarket share is dominated by Alfamart and 
Indomaret. Only one Islamic brand supermarket succeeded 
in Top Brand Award, Tip Top, with brand index 11,7%. It 
sits in second place after Giant (17,6%) [6]. Note that Tip 

Top, despite claiming as Islamic supermarket, does not use 
Islamic brand. 
New passion in Islamic retail seems to bring no significant 
change in sharia retail business competitiveness in general, 
but it connects to the relatively monotonous design. These 
businesses appear to focus on the surface characteristic 
disregarding the marketing aspect. 
From the marketing point of view, this is an unfortunate 
situation since Islamic identity deserves to be 
commercialized. Nearly 90% of the Indonesian population 
are Moslems and the sharia economy is generally getting 
better. The Islamic retail business’s inability to get 
consumers reflects the retail practitioners’ inability to attract 
people’s interest despite advancing the Islam identity in 
branding. 
Modern supermarket and minimarket are intensively 
applying behavior-based marketing [7]. It can be seen in the 
bright color, especially red, orange, and bright yellow, used 
in the signpost, the exterior and the interior; bright lighting 
in the store; fresh produce placement near the entry; vibrant 
music; periodically-altered product placement and 
movement barrier to slow consumers’ movement that lead to 
the increasing probability of consumers’ buying unnecessary 
items, comforting scent, cool temperature, and so forth [8]–
[11]. 
The unrevealing of the stores’ tricks are the results of 
scientific research on consumers’ behavior, whether on the 
scientific literature on neuromarketing or the company’s 
internal affairs. The underlying condition is that human 
behaviors are mostly determined by the basic instincts 
developed revolutionary [12]. The instincts include being 
fond of bright colors, bright lighting, shiny things, fresh 
aroma, narrow lanes, and so on. 
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The behavior applies to both Moslem and non-Moslem 
consumers. The universal human nature is natural and well-
exploited by retail stores around the world. These instincts 
are more primeval and more deeply rooted than social 
identities like religion, wealth, and tribe [13]. 
Nevertheless, social identity is the one exploited by Islamic 
retail. It is true that social identity has taken part in buying 
decision-making made by the Moslem [14]–[17], although it 
is not a sole factor. The exploitation has been so intense that 
it disregards the consumers’ more natural aspects. The 
observation of supermarket’ brand colors can immediately 
address this. While religious identity is advanced, the 
counterproductive aspects are also surfaced. 
The color choice seems to have deep evolutionary roots. 
Yellow and red are clues on ripe fruits in nature that trigger 
the instinct to approach them. The colors also symbolize 
energy to start the day and be active. On the other side, green 
is not arousing as the primordial life was dominated by green 
leaves [19]. Meanwhile, freshness stimulates people to be 
more vibrant, encouraging the placement of fresh fruits and 
vegetables near the entrance of modern stores. 
Cool colors obviously are important for other purposes, like 
for stores where the consumers are not rushing [20]. The 
environment with a cool color comforts the consumers inside 
it, as in Super Indo or Hero. This applies in the supermarkets 
oriented to direct customers with large incomes and more 
free times as they will likely spend more time and money 
there. The condition is counterproductive to minimarket 
visited by rushing customers with less money. Sparkling 
light is preferred because, in the old times when human 
ancestors hunted for a water source, the sparkling light was 
a sign of a water source. 
Since Islamic supermarkets used religion as a brand element,  
this raises incompatibility potential between marketing 
techniques and Islamic teachings [21]. In the consumption 
aspect, Islamic teachings legalize the buying and selling of 
halal products and forbid exaggeration, vanity, usury, 
consuming intoxicating goods, and hurting body and soul 
[22]. They can be regarded as the Islamic ethical elements in 
consumption. Islam forbids consumption when it contains 
usury, or it consists of illegitimate items (such as pork, 
alcohol, stolen goods, etc.), or it aims to brag oneself in front 
of other people, or it exceeds the limit of proper 
consumption. 
The last point, exaggeration, contradicts to impulsive buying 
concept. Impulse buying is a shopping behavior in which the 
decision to buy things is based on wants rather than needs. 
However, not all that is wanted is exaggerated. In a system 
where the retails only sell halal products, the productions 
sustain the poor society’s welfare and needs. Thus, 
impulsive buying contributes positively to collective 
Moslem and is acceptable especially in Islam supermarkets 
and minimarkets. It has been known that impulse buying is 
controlled by emotion [23] and Islamic positive emotion 
should help to boost the sharia-based impulse buying. 
The relationship between individual consumption and 
collective Moslem brings us to the concept of the Islamic 
economy. It is a system different from a capitalist economy 
as it is in a cycle and collective. ‘In a cycle’ means that the 
financial system sustaining the economic system is a usury-
free one. Therefore, the excess money is invested instead of 
kept to produce interests. ‘Collective’ means that the 

economic activities are interrelated between individuals and 
the market. The economic system provides feedbacks to the 
overall society in the form of ZISWAF (zakat, infak, 
sedekah/alms, and wakaf). These ensure that the economic 
system runs as a system that develops and increases social 
welfare. Islamic economic system potentially alters into an 
inclusive and sustainable system that provides solutions for 
the world’s contemporary economic problems [24]. The 
feedback is similar to social responsibility system (CSR) in 
the context of the capitalist economy, which has been proven 
to play a role in boosting purchase, even in companies with 
bad image [25], [26]. Likewise, ZISWAF also encourages 
the consumption of Moslem costumers that see Islam as an 
ethical ideology [27] or as a unifier of social distance [28]. 
The situation leads to the importance of competitiveness 
conceptualization of sharia retail’s competitiveness to make 
it possible for them to compete with modern supermarkets 
and minimarkets. The key lies in how Islamic retail can 
manage environmental aspects to encourage positive 
consumers’ behavior. When the environmental aspect is 
discussed, sensory elements like the color, lighting, sound, 
layout, and aroma come up. Related to the sound aspect, 
there have been debates on how music can be utilized in 
Islamic teachings. The general opinion holds that so long as 
the lyrics contain no immoral elements, vibrant and lively 
music commonly played in the supermarkets can be used 
[29]. 

 
Figure 1 Islamic Retail Competitiveness Conceptual 
Framework 
 
We conceptualize social identity elements to include social 
justice, morality, solidarity, faith, and Islamic products. 
Social justice is the retail’s social orientation in the form of 
ZISWAF commitment, apart from personal profit. Related 
to the product price, retailers can decide whether to sell the 
products cheaply, like Tip Top that commits to taking only 
2-3% profit [30] as a form of social justice for Moslem 
society. They can also sell at a normal price with some 
revenues set aside for ZISWAF. Morality refers to the good 
service quality aspect along with the added values of Islamic 
teachings related to courtesy and friendliness. Ummah 
solidarity refers to how retail can also buy and sell products 
of Moslems, especially those who are poor and in need. Faith 
relates to obligatory rituals such as sholat (prayer), azan (call 
to prayer), zikr (remembrance), salam (greeting), and so 
forth. Islamic products include Moslem specifically-
consumed products like Al Qur’an, books on religions, 
prayer equipment, and so on. These, of course, are merely 
additional common consumer products. 
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We also include sharia finance as a source of sharia retail to 
make the connection between Islamic retail and Islamic 
economy clear. The sharia finance should also lower 
products’ selling price because there is no interest or fine 
burdening retailers. 
Neuromarketing is a competitiveness booster element, 
placing sharia retail in a decent position to compete with 
capitalist retails. It follows the knowledge-based view 
(KBV) stating that knowledge is the source of competitive 
advantages. Rare, inimitable, irreplaceable, and valuable 
resources are required to achieve that competitiveness [32]. 
This can be fulfilled with Islamic social identity aspects. 
This obviously is valuable. The rarity, inimitability, and 
irreplaceability refer to specific aspects of Islamic teachings 
that are applied creatively and knowledgeably by the 
retailers. 

2. METHODS 

We perform observations on six Moslem branded retail 
stores and six conventional retail stores in DKI Jakarta. The 
observations carried out based on the framework checklist. 
Hence, for all stores, we check for neuromarketing aspects 
(color, light, sound, spatial arrangement, and aroma) and 
social identity aspects (social justice, morality, ummah 
solidarity, faith, and Islamic products). The results then 
descriptively presented to evaluate the application of 
Islamic retail competitiveness framework. 

3. RESULTS AND DISCUSSION 

For the color evaluation, we found that Islamic-based retails 
commonly use green dominated colors instead of red and 
yellow. Green, purple, and dark blue are cold colors 
discouraging people to stay in a long time in the stores [18]. 
Some even use black that makes the stores dark and gloomy. 
It is counterproductive when the stores want to boost large 
consumption. 
Light in Islamic retail stores sharply contrasts with 
conventional stores. There is minimum lighting in the store. 
The lighting level in minimarkets like Alfamart and 
Indomaret reaches 600 lux, while, according to the 
researchers’ measurement, the lighting in Moslem 
minimarket ranges in 100-200 lux. At several points, 10-lux 
lighting even available. 
For sound, spatial arrangement, and aroma, we found no 
difference between Islamic and conventional supermarkets. 
However, we found differences in all aspects of social 
identity except social justice. For social justice aspect, 
Islamic stores and conventional stores used some donation 
boxes for orphanages, mosques, or national ZIS agency 
(BAZIS) funds. Islamic stores did differ because they have 
donation offer for international funds such as Gaza refugees. 
However, conventional stores also have their own unique 
donation scheme, apparently part of their CSR (Corporate 
Social Responsibility). Hence, both actually not differ in 
terms of social justice issues.  
Islamic stores differ from conventional stores in terms of 
morality, ummah solidarity, faith, and Islamic products. As 
we expect, Islamic stores sold products from Islamic 

branded SME, among other conventional products. Several 
of these products are religious items. They also remind 
consumers about prayer time and dressed in Islamic way.   
Nevertheless, the difference in morality aspect actually 
inverted. Employees in conventional stores more courteous 
than employees in Islamic stores. They are trained to 
perform standard procedures for service quality to 
customers. Meanwhile, employees from Islamic stores seem 
unable to be polite in the level of conventional stores 
standard. Some unable to focus to serve consumers and busy 
for their own business such as chit-chat or checking their 
cellphones. 
The findings show that Moslem minimarkets need to pay 
more careful attention to visual aspects and customer service 
quality. This makes Moslem minimarkets lack behind 
conventional supermarkets. Studies found that illumination 
important for good consumer response [12] but Islamic 
supermarkets use minimal lighting, making them unable to 
compete with conventional supermarkets, especially in night 
hours.  Research also found that ambiance factors 
importance for store attractiveness [8]. Ambiance factor 
from colors also unable to influence consumer behavior, 
because the colors not bright but also not elegance. 
A consumer perspective on CSR also important for retail 
stores [26] and they capitalize on it for their profit. Islamic 
teaching, which has CSR embedded in their faith, seeming 
unable to capitalize this better than conventional stores. 
Hence overall, Islamic supermarkets still far from being the 
winner in retail competition. 

4. CONCLUSION 

The above findings show that Islamic retails lack behind 
conventional stores in terms of visual elements such as 
colors and lighting and customer service. Islamic retails can 
enhance competitiveness yet still maintain Islamic 
consumption ethics by increasing their visual appeal and 
customer service. They should begin to adopt various 
elements of the conceptual framework in the present 
research. 
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