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Enhancing Patronage Intention on Online Fashion Industry in
Indonesia: The Role of Value Co- Creation, Brand Image, and E-
Service Quality

Tantri Yanuar Rahmat Syah & Dora Olivia

Abstract: Value co-creation has become an essential strategy in business that encourages customer involvement in creating
products that meet customer demands and have superior value. Brand image and e-service quality are still important factors
that influence customer decision making in purchasing products online. The purpose of this study is to identify the role of
value co-creation, brand image, and e-service quality toward patronage intentions in the online Muslim fashion industry with
a moderating effect of religiosity and mediated by customer perceived value and customer satisfaction. This study was
designed using a purposive sampling method involving 301 online customers from several Muslim fashion brands in
Indonesia. Data were analyzed utilizing Structural Equation Model (SEM) with SmartPLS 3.0. The main point of our findings
in this study is that value co-creation, brand image, and e-service quality have an indirect effect on patronage intentions
through customer perceived value and customer satisfaction. In contrast, the moderating effect of religiosity has no
significant effect on patronage inten- tions. This research provides academic contributions and adds value to existing
theories where value co-creation can be applied online in non-service sectors such as the fashion industry that is not much
analyzed. Furthermore, the managerial implication of this research for industrial practitioners is to implement value co-
creation within the company, improve the e-service quality, and develop products that have a strong brand image that can
increase sales value, leading to the company’'s competitive advantage.

Subjects: Marketing; Consumer Behaviour; Internet / Digital Marketing / e-Marketing;Relationship Marketing; Retail
Marketing

Keywords: Value co-creation; Brand Image; E-service quality; religiosity; customerperceived value; customer satisfaction;
patronage intention

. Introduction
One of the primary objectives of a business substance is to obtain a competitive advantage by creating superior customer value
through the products or services offered. Companies should build strategic plans to create value according to customer preferences to
stay competitive. In contrastto the past, where customers were passive value recipients, today’s dynamic market growth hasmade
customers part of value co-creation. Value co-creation has become a significant subject in marketing, where there are numerous
actors involved in value creation, including the value recipients themselves, namely customers (Vargo & Lusch, 2016).

The relationship and dynamic process between the involvement of numerous actors, especiallycustomers in the value co-creation
framework, has attracted the attention of researchers to be explored. With customer participation in value co-creation, customers
will feel a part of the company, thereby creating social and economic value (Thomas et al., 2020). Value co-creation can increase
satisfaction for actively participating customers compared to passive customers (Navarro et al.,, 2016). The significance of value
co-creation supported by social media can also encourage the development of new products and services in the fashion industry,
which leads togreater corporate profits (Scuotto et al., 2017).

In addition to value co-creation, e-service quality is also one of the crucial elements that can contribute to marketing success in
the digital era. Since the global COVID-19 pandemic, the mostimportant thing has resulted in changes in the retail world, where
customers are accustomed tonew ways of shopping online (Roggeveen & Sethuraman, 2020). When online shopping has become
the primary consumption method, the customer demand for e-services quality is increas-ing. E-services quality, such as information
quality and service interaction quality, is a new market- ing strategy implemented by e-retailers to increase customer purchase
intention online (M. Zhanget al., 2020). By improving the e-services quality, success in online business is easier to obtain (Tsaoet al.,
2016).

Another crucial factor that strongly influences purchasing decisions is brand image. In online marketing using social media
platforms, a positive brand image strengthens emotional bonds with customers, so they are willing to buy the brand and pay a
premium price (Barreda et al., 2020).Brand image can also provide relevant information about the brand’s position in the market
by showing the strength, preference, and uniqueness compared to other brands through the custo- mer perceived value (Gensler
et al., 2015). This customer perceived value is an essential compo-nent that can drive the success of a business because customer
perceived value can affect customer satisfaction which leads to patronage intentions (Kusumawati et al., 2020).

While in the Muslim fashion industry, the level of religiosity owned by customers also has a role in influencing purchasing
decisions, so that this variable is also important to study. Religiosity caninfluence individual attitudes, values, and purchasing
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decisions (Agarwala et al., 2019). Religiositystrongly correlates with the type of clothing worn by Muslim customers, so marketers
can designmarketing strategies that suit their target market (Aruan & Wirdania, 2020). The right marketing strategy will increase
patronage intentions, which is related to the long-term success of the retail business because it can generate loyal customers
(Southworth, 2019).

Previous research on value co-creation, brand image, e-services quality, and religiosity has been done. Where value co-creation
increases customer perceived value (Gonzalez-Mansilla et al., 2019; Xie et al., 2020) and customer satisfaction (Kim et al., 2019a;
Opata et al.,, 2021). Brand image hasa positive influence on customer perceived value (Huang et al., 2019; Lien et al., 2015) and
customer satisfaction (Mohammed & Rashid, 2018; Song et al., 2019; Rahi et al., 2020). The e-services quality affects the customer
perceived value (Jiang et al., 2016; Li & Shang, 2020) and customer satisfaction (Khan et al., 2019; Rita et al., 2019). Religiosity affects
patronage intentions (Jamal & Sharifuddin, 2015; Deb et al., 2020; Kusumawati et al., 2020).

Exploration related to patronage intentions in the Muslim fashion industry has been carried outby Kusumawati et al. (2020).
However, the study only looked at religiosity, customer perceived value, and satisfaction. This study added value co-creation,
brand image, and e-services quality variables. Value co-creation can be applied to new product development and other types of
innovation in the fashion industry (Thomas et al., 2020) that lead to patronage intentions but are still rarely studied. Brand image
is added because of its association with customer perceived value, affecting patronage intentions. In contrast, the e-services
quality is added based on the recommendations of previous researchers (Kusumawati et al., 2020). In addition, in this study,
religiosity is used as a moderator that strengthens the relationship between customer perceived value and patronage intentions
and strengthens the relationship between customer satisfaction and patronage intentions. Value Co-creation exploration that has
been carried out previously byGonzalez-Mansilla et al. (2019) and Xie et al. (2020) has concentrated more on the service sector,
such as hospitality and tourism, while in this study it was carried out in the non-service sector, namely the fashion industry.

The purpose of this study is to fill the existing knowledge gap by exploring the effect of value co- creation, brand image, and e-
services quality on patronage intentions by mediating customer perceived value and customer satisfaction, also moderation of
religiosity. This study contributes to the scientific level of marketing management by developing a better theoretical understanding
of value co-creation that can be applied online to the non-service sector. This study holistically offers useful information on how
value co-creation, brand image, and e-service quality can empirically increase online patronage intentions.

The structure of the paper proceeds follows: The literature review contains an in-depth definition of the variables used based on the
currently available literature, followed by the development of hypotheses and research model. The methodology contains data
collection, measurement of eachvariable, and statistical data analysis methods. The results section presents the statistical results
and evaluation of the structural model. Then proceed with a discussion on the obtained researchfindings. The last section is a
conclusion that contains managerial implications, limitations, and suggestions for further research.

. Literature review and hypotheses development

Value co-creation

One of the essential premises in the concept of Service-Dominant Logic formulated by Lusch andVargo (2006) is that the customer
is always the co-creator of value. The value co-creation processalways involves the participation of the customer. Value co-creation
is a collaborative process between customers and companies to create value to improve customer satisfaction and experi- ence
(Gonzalez-Mansilla et al., 2019). Customers are no longer passive recipients of value but actas co-creators in creating benefits for
customers.

According to Ranjan and Read (2016), value co-creation can be divided into two main activities:co-production and value in use. In
co-production, customers share information and knowledge with the company during the product design stage (Chen et al., 2020).
On the other hand, in valuein use, customers use the product and inform their evaluation (Vargo & Lusch, 2004). Meanwhile,
according to Yi and Gong (2013), value co-creation involves customers as active partners in relational exchanges for the entire
chain of value creation through information seeking,
information sharing, and responsible behaviour, as well as feedback, advocacy, helping, and tolerance. The basis of the
interactions between customers and companies in the value co- creation are dialogue, access, risk-benefit, and transparency
(Prahalad & Ramaswamy, 2004).

Brand image

According to Keller (2009), brand image is the customer’s perception and preference for a brandstored in the customer’s memory.
Nisar and Whitehead (2016) describe the brand image as the overall image that customers receive from a brand, including
identification or differentiation of other brands, brand personality, and the benefits of brand selection. In a competitive business
world, a brand image that can give a different impression in the eyes of customers can help companies differentiate themselves
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from competitors to gain a competitive advantage.

This brand image is a customer response to product characteristics obtained from observations and consumption. Mitra and
Jenamani (2020) defines brand image as a perception in the custo-mer’s memory formed from the strength and uniqueness of
brand associations. While in economicterms, brand image is the utility that customers get from consuming a brand, which reflects
an evaluation of brand associations embedded in customers (Hofmann et al., 2019).

E-Service quality

In their study, Parasuraman et al. (2005) claim that e-service quality broadly covers all phases of customer interaction with online
sites, which is described by the extent to which the site facilitatesall shopping, purchasing, and delivery activities. The e-services
that customers encounter duringonline shopping consist of information retrieval services, transaction services, fulfilment services,
and after-sales services (Xu et al., 2017). The e-service quality describes the level of service thatcustomers get when shopping
online from before the purchase, during the purchase, and after the purchase ends.

Blut (2016) conceptualizes e-service quality into 4 main dimensions: online site design, fulfil- ment, customer service, and
customer privacy, which ultimately affect the overall perception of e-service quality. Meanwhile, Rowley (2006) describes e-
services as actions or businesses whosedelivery is mediated by information technology. In internet-based business, the quality of
this e-service is one of the important elements that determine success or failure. Rita et al. (2019) states that the quality of
electronic services is an overall advantage or service excellence in an online business, which in turn can create customer
satisfaction and trust.

Customer perceived value

Customer perceived value can be portrayed from financial, quality, benefit, social, and emotional perspectives. According to a
financial viewpoint, customer perceived value is the distinction between the most exorbitant cost a customer will pay for a
product and the actual cost (Kuoet al., 2009). Meanwhile, from a quality perspective, the customer perceived value can The benefits
perspective shows the customer’s overall assessment of the product’s benefits to be received and what is given or sacrificed
(Zeithaml, 1988). From a social perspective, the perceived value lies inthe product’s ability to enhance self-concept or social image in
the community (Sweeney & Soutar, 2001). Meanwhile, the perception of emotional value is obtained from customer interactions with
the products offered (Kusumawati et al., 2020).

Mustak (2019) classifies perceived value resulting from customer participation into four distinct,interrelated categories: functional,
economic, relational, and strategic. From the customer’s per-spective, perceived value is the trade-off between what customers
get in terms of benefits and quality with what they incur in costs and sacrifices (El-Adly & Eid, 2017). In an online shopping
situation, the customer perceived value is obtained at pre-purchase, where the customer exploresthe perceived benefits with the
costs incurred (Chen & Dubinsky, 2003).

Customer satisfaction

In essence, according to Kotler et al. (2018), customer satisfaction refers to feelings of pleasure orindividual satisfaction related to
the suitability between product performance and expectations. Asan undimensional construct, customer satisfaction is often used to
measure overall satisfaction with the store and after purchase through affective and cognitive evaluations (Fuentes-Blascoet al.,
2017). Customer satisfaction is a response to the accumulation of shopping and consump-tion experiences made by customers on
a brand.

In the fashion industry, customer satisfaction is closely related to the quality of products and services based on the purchase
experience (Wang et al., 2019). In line with that, Baker and Crompton (2000) suggested that customer satisfaction is the
emotional and psychological resultof the customer experience. So that customer satisfaction is seen as a positive state of mind that
tends to affect patronage intentions (Soderlund & Colliander, 2015).

Religiosity

Religiosity shows the degree to which people are committed to their religion and lessons, with demeanors and practices that
reflect the values and standards of the religion they hold (Delener, 1990). Religiosity can influence customer decision making
through the cognitive influence and behaviour of individuals who adapt to their religious teachings. Religiosity plays a vital role in
customer acceptance of opinions and values per their beliefs, thereby influencing customer attitudes towards religious products
and economic shopping behaviour (Agarwala et al., 2019).

According to Aruan and Wirdania (2020), religiosity refers to the level of individual faith/obedi-ence in believing and carrying out
the religious teachings they adhere to. This religiosity has twodimensions, namely, religious beliefs and religious practices. These
are important social factors that can influence customer behaviour from a religious point of view and religious values that are
believed to be (Zamani-Farahani & Musa, 2012). Since religiosity is a factor that can influence individual behaviour (Eid & El-
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Gohary, 2015), religiosity can be a significant factor related to consumption patterns (Cleveland et al., 2013). Religiosity shapes
brand perceptions, influence customer preferences for a product and influence customer consumption status in purchasing
behaviour (O'Cass et al., 2013).

Patronage intention

Patronage intention is defined as a customer's willingness to interact, buy, recommend, and revisitan online store (Baker et al.,
2002). This patronage intention is an indicator that determines whether a customer will return to visit a store or move to another
store. Mathwick et al. (2001) explain the same thing, where a patronage intention is a form of customer willingness to consider,
recommend, or repurchase from the same marketer in the future.

Patronage intentions can strongly predict buying behaviour, whether customers will revisit thestore and make repeat purchases.
This patronage intention is influenced by previous shopping experiences, store atmosphere, and customer hedonic values (Afaq et
al., 2020). The visual design of online sites, the quality of information, entertaining and educational content can also influence
patronage intentions (Zhang et al., 2020).

Hypotheses development

In value co-creation, there is high customer involvement through the exchange of knowledge andinformation (Opata et al., 2019) so
that no value is obtained until customer information and ideas are used (Vargo & Lusch, 2006). The value of co-creation results
depends on the situation and theindividual who does it (Prebensen & Foss, 2011). Value co-creation will occur in the fashion industry if
manufacturers provide a conducive environment for customer participation. Customer perceivedvalue is a cognitive consequence of
value co-creation (Yi & Gong, 2013). Chiu et al. (2019), Gonzalez-Mansilla et al. (2019), and Xie et al. (2020) has proven the
effect of value co-creation on customer perceived value. Furthermore, value co-creation will create a final product that

follows customer needs, thereby increasing customer satisfaction with the products offered. Customer satisfaction comes from a
feeling of belonging to a co-created product (Hunt et al.,2012). The development of customer behaviour during value co-creation
can also increase custo-mer satisfaction (Vega-Vazquez et al.,, 2013; Assiouras et al., 2019). This is supported by previous research
regarding the relationship between value co-creation and customer satisfaction(Grissemann & Stokburger-Sauer, 2012; Navarro et al.,
2016; Kim, Tang et al., 2019; and. Yanget al., 2019). Based on the existing arguments and research, the authors formulate the
following hypotheses:

H1: Value co-creation has a positive effect on customer perceived value.
H2: There is a positive influence of value co-creation on customer satisfaction.

The brand image formed due to customer interactions with products affects customer attitudes and beliefs that shape
customer behaviour. According to (Hsieh et al.,, 2004),a successful brand image allows customers to recognize their needs in
a brand and differentiatethe brand from its competitors. Brand image builds product character that encourages a positive mindset
when thinking about a brand (Dewi et al., 2020). Brand image affects customer perceivedvalue functionally, hedonic, socially and
financially (Kim et al., 2019), where customers matcha brand’s image with their self-image (Chae et al., 2020). Previous research
found that brand image is an antecedent of customer perceived value (Cretu & Brodie, 2007; Lai et al., 2009; Ryuet al., 2012; Lien
et al., 2015; Huang et al., 2019). In practice, image captured by customers is notthe same depending on the expected impression,
experience, and contact with the brand, so thelevel of satisfaction is also different. Customers believe that a brand with a positive
image guarantees product quality so that it does not cause post-purchase disappointment. Knowing product quality through brand
image will minimize purchase risk, thereby increasing satisfaction(Pranata et al., 2020). Previous research has proven that brand
image influences customer satis-faction (Martenson, 2007; Lai et al., 2009; Mohammed & Rashid, 2018; song et al., 2019; Rahi et al.,
2020). Based on the theoretical logic and empirical results above, the following hypothesis is proposed:

H3: Brand image has a positive influence on customer perceived value.
H4: There is a positive influence of Brand Image on Customer Satisfaction.

According to (Tsao & Tseng, 2011), an important aspect in the quality of the e-services is meeting customer needs. E-
retailers provide information on products sold, delivery times, and product returns (Tsao et al., 2016). Improving the quality of the
e-services by providing completeinformation will meet customer perceived value. The quality of e-services is judged by the services
provided, responses to questions asked, and post-purchase problem solving (Parasuraman et al.,2005). Service quality has a close
relationship with customer perceived value in terms of serviceand product sales (Parasuraman & Grewal, 2000; Hu et al., 2009).
Empirical studies have been carried out by several analysts regarding the effect of e-service quality on customer perceived value




(Chen & Dubinsky, 2003; Bauer et al., 2006; Kuo et al., 2009; Jiang et al., 2016; Tsao et al.,2016; Li & Shang, 2020). On the other
hand, the success of Business to Consumer (B2C) is strongly influenced by customer satisfaction with the services provided by e-
retailers (Shin et al., 2013; Khan et al., 2019). Customer satisfaction arises because of the cognitive evaluation of the perfor-mance
of e-service attributes that can meet customer expectations. The level of customer satis-faction is influenced by the ease of access
and speed of e-services, customer experience, frequency of service use, and disconfirmation of the time required to select
services (Shankaret al., 2003; Aryati & Syah, 2018). Several researchers have explored the relationship between

e-service quality and customer satisfaction (Chang et al., 2009; Gounaris et al., 2010; Vos et al., 2014; Xiao, 2016; Rita et al., 2019,
Zarei et al., 2019). In line with the arguments above, the following hypothesis is established:

H5: E-service quality has a positive effect on customer perceived value.
H6: E-service quality has a positive influence on customer satisfaction.

The customer perceived value is seen from several aspects such as money, quality, benefits, and social psychology (Kuo et al.,
2009; Gallarza et al., 2011). Where obtaining value or benefit isa substantial consumption goal to be obtained in a successful
purchase transaction (Davis & Hodges, 2012). The value of the products offered is to satisfy customers by meeting their needs. The
perceived value is the customer’s cognitive response before and after the purchase of the product. At the same time, satisfaction is
a follow-up affective response after the purchase or useof the product. So that the customer perceived value is an antecedent of
customer satisfaction (El- Adly, 2019). In the service and retail sector, the customer perceived value has been shown to havea positive
impact on customer satisfaction (Cronin et al., 2000; Eggert & Ulaga, 2002; Yang & Peterson, 2004; Chen & Tsai, 2008; El-Adly &
Eid, 2016; Slack et al., 2020).

The COVID-19 pandemic has affected customer perceived value, customer value co-creationbehavior, and purchasing decisions
with respect to brand image and e-services quality (Graessley et al., 2019; Meilhan, 2019; Vatamanescu et al., 2021; Watson &
Popescu, 2021). Value is reflected through customer consumption behaviour, so perceived value can be used to predict patronage
intentions (Chen & Dubinsky, 2003). A study by Drugdu-Constantin (2019), Mirica (2019), and Rydelland Kucera (2021) revealed that
there is a relationship between consumer preferences, cognitive attitudes, and buying habits. A repurchase is carried out if the
perceived value exceeds the expected, including monetary and non-monetary costs incurred (Liu et al., 2009). Previous
researchers have proven a correlation between customer perceived value and patronage inten- tions (Hsin Chang & Wang, 2011;
Jamal & Sharifuddin, 2015; Rahman et al., 2016; Mathur & Gupta,2019; Kusumawati et al., 2020). According to Lin (2019), customer
satisfaction can motivate positive behaviour towards a store. Kim (2012) conceptualizes customer satisfaction as a result of
expectations of previous use, while repurchase is the implication of satisfaction and benefits derived from previous use. Customers
who are satisfied with previous purchases or satisfied with using a product tend to make purchases at the same store and
repurchase the same product. Previous research shows similar results where customer satisfaction is directly proportional to
patronage intentions (Bae et al., 2018; Nair, 2018; Hu et al., 2019; Deb et al., 2020; Kusumawatiet al., 2020). From this study
review, the researcher proposes a hypothesis:

H7: There is a positive influence of customer perceived value on customer satisfaction.
H8: Customer perceived value has a positive effect on patronage intention.
H9: Customer satisfaction has a positive effect on patronage intentions.

Shyan Fam et al. (2004) revealed that religiosity influences customer attitudes and behaviour towards products or services. The
level of individual religiosity will affect the customer’s judgmentin receiving product information, which affects the purchasing decision-
making process. Religiosity shapes customer attitudes and decisions through ethical judgments provided by customers in thecontext
of consumption (Arli et al., 2020). Customers buy products that have the same character-istics as the values they believe in
(Kusumawati et al., 2020) and are in line with their religion (Notodisurjo et al., 2019). Customers with high religiosity will commit to
their beliefs by risk-averse
behaviour, so they have a more positive attitude towards religious products (Agarwala et al., 2019). If the product has characteristics
and benefits per one’s religiosity, a positive feeling will arise insatisfaction with the product, which increases patronage intentions.
Religiosity affects the way individuals shop (Choi et al., 2013; Essoo & Dibb, 2004), where customers with high religiosity have greater
patronage intentions (Jamal & Sharifuddin, 2015; Rahman et al., 2018; Deb et al., 2020; Kusumawati et al., 2020). With the
correlation of the variables mentioned above, the following hypothesis is proposed:

H10: Religiosity strengthens the relationship between customer perceived value and patronage intention.
H11: Religiosity strengthens the relationship between customer satisfaction and patronage intentions.

Based on the theoretical framework above, the research model can be described as shown inFigure 1 below:




3. Methods

3.1. Data collection

Data collection in this study used a survey method by distributing online questionnairesthrough the Google Form application.
The sample of this study was selected usinga purposive sampling method on several Muslim fashion online shops with
social commerce platforms that implement Value Co-creation in their business, namely Mamanda, Shafeeya, RH, Michan and
Falova. The respondent’s criteria are customers who have purchased Muslim fashion products at least 2 times during the last 6
months and have participated in providing ideas or input on products to be marketed through the direct chat with the seller. Data

were collected for 3 months, from May to July 2021. The sample was obtained from customers of the

5 brands spread throughout Indonesia with sociodemographic characteristics in this study, including gender, residence, age,

occupation, education, and allocation of fashion spending in a month.

Figure 1. Research

Religiosity

HI0 (+) HIT (+)

Customer
Perceived
Value

Brand Image Patronage

Intention

able 1. Measurement items and sources

Variables Dimension Items

Value Co-Creation (VCC)  Information Seeking
for information about the
product being offered
(model, size, material,
and price).

WCC2: I'm looking for
information where the
location of the seller of
this brand.

Sources

WCC1: 1 asked the seller  [Yi and Gong (2013)

WCC3: I am looking for
information on how to
use the product properly
by paying attention to
product videos and
product catalogs.

WCC4: T explained to the
seller what I wanted
from this brand (my
expectations of this
brand).

IInformatjon Sharing




VCC5: I gave correct
nformation to the seller.

VCC6: 1 provide the
necessary information in
order to participate in the
creation of the product
that meets my
expectations.

VCC7: I answered all the
seller's questions
regarding the quality of
the products from this
brand.

Responsible Behavior

VCC8: I took the
necessary steps (shared
nformation with the
seller) in order to get the
product T wanted.

VCCY: I complete all
behavior expected of me,
both following the ordering
flow and providing
feedback and suggestions.

MCC10: I fulfill my
responsibility for the
advancement of this
brand by contributing in
the form of providing
nformation, ideas and
nput.

VCC11: 1 followed the
nstructions given by the
seller regarding the
technical use and
maintenance of the
product.

(Continued)

able1. (Continued)

Variables

Dimension

Items

Sources

Feedback

WCC12: I let the seller
know if I have any useful
deas to improve product
quality.

WCC13: I comment about
the product when

I receive a good quality
product.

VCC14: I notify the seller
when I have a problem
with a product or service.

Advocacy

WCC15: T have said positive
things about thisbrand to
others.

VCC16: I recommend this
brand to others.

Value Co-Creation (VCC)

'Helping

VCC17: I encourage
friends and relatives to
use this brand.

VWCC18: I help other
customers if they need
my help.

i and Gong (2013)




WCC19: 1 help other
customers if they seem
to have a problem with
this brand.

WCC20: 1 teach other
customers to use the
product properly.

MCC21: I give advice to
other customers.

Tolerance

WCC22: T am willing to
accept the product if the
product provided is not as
expected.

WCC23: I am willing to be
patient if the seller makesa
mistake when delivering
the product.

WCC24: T am willing to
wait if I have to receive
the product longer than
the estimated time

T expect.

Brand Image (BI)

BI1: This brand has good
guality.

Mnsary and Nik Hashim
(2018)

BI2: This brand has better
characteristics than its
rivals (other brands).

BI3: This brand hasa
personality that
distinguishes itself from
competitors (other
brands).

(Continued)

Variables

Dimension

Items

BI4: This brand does not
disappoint its customers.

IBIE: This brand is one of
the best brands in the
Muslim fashion category.

Sources

E-Service Quality (ESQ)

ESQ1: Overall, my
shopping experience atthis
online shop is verygood.

Rita et al. (2019)

ESQ2: The quality of
rvice provided by this
nline shop is overall very
good.

IESQB: Overall 1 feel very
satisfied with this online
shop.

Religiousity (REL)

Religious Commitment

REL1: I often read or see
news about religion
either through books,
magazines, television or
social media.

Kusumawati et al. (2020)

REL2: I participate in
making financial
contributions to religious
activities such as infaq
and alms.




REL3: T actively
participate in religious
activities.

REL4: I am trying to
increase my level of faith.

Religiousity (REL)

Religious Experiential

REL5: I feel sad and
dissatisfied when I act
against my beliefs.

REL6: I have an obligationto
help others.

REL7: I have an obligationto
respect the rights of
others.

Kusumawati et al. (2020)

Customer PerceivedValue
(CPV)

CPV1: The price of this
brand's product is in
accordance with the
quality.

Kusumawati et al. (2020)

CPV2: When using the
products of this brand

can enhance my image
and status.

CPV3: When using
a product of this brand it
creates positive feelings.

CPV4: This brand's
product is up to the
standard I want.

(Continued)

able1. (Continued)

Variables

Dimension

Items

Sources

CPV5: By using this
brand's product reflects
adherence to religion.

CPV6: This brand's
product is useful to

support appearance.

Customer Satisfaction(CS)

CS1: 1 love visiting this
online shop.

CS2: Iam happy with the
existence of this online
shop.

Kusumawati et al. (2020)

CS3: 1 prefer this online
shop compared to other
Muslim fashion online
shops.

CS4: 1 feel satisfied when
trying products from this
online shop.

Patronage Intention (PI)

P11: 1 am willing to revisit
this online shop.

Kusumawati et al. (2020)

P12: T am willing to
repurchase products inthis
online shop.

PI13: I am willing to shop
more at this online shop
on my next purchase

PI4: T am willing to
recommend this online
shop.
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PIS: I will consider this
online shop to be the first
choice in shopping for
Muslim clothing.

P16: I will often shoponline
in the future.

Measurements

In this study, measurements related to the variables studied were adopted from previous studies. The value co-creation variable is
measured by 24 questions adapted from Yi and Gong (2013). The brand image variable was measured using 6 questions adopted
from Ansary and Nik Hashim (2018). The e-service quality variable was adopted from Rita et al. (2019), consisting of 3 questions. The
religiosity variable was measured using 11 questions adapted from Kusumawati et al. (2020).The customer perceived value variable
was measured using 7 questions adapted from Kusumawatiet al. (2020). The customer satisfaction variable was measured using 4
questions from Kusumawati et al. (2020). Finally, the variable of Patronage Intention was measured using 6 questions adapted from
Kusumawati et al. (2020). All items were measured employing a Likert scale with 5 scales ranging from 1 (strongly disagree) to 5
(strongly agree).

The researcher conducted a pilot study by sending a questionnaire to 30 respondents of onlineMuslim fashion. Data processing
and analysis using SPSS 26. Researchers tested the validity and reliability with factor analysis using SPSS. A validity test was carried
out by looking at the measurement values of Kaiser-Meyer-Olkin (KMO) and Measure of Sampling Adequacy (MSA).KMO and MSA
values above 0.5 indicate that the factor analysis is appropriate (Williams et al.,2010). Reliability test using Cronbach’s Alpha
measurement. Cronbach’s Alpha value close to 1 indicates the reliability test is getting better (J. F. Hair et al., 2014). After analyzing
the results ofthe pilot study, value co-creation, e-service quality, customer satisfaction, and patronage intention are all declared valid.
Meanwhile, the brand image variable from 6 questions leaves 5 validquestions. The customer perceived value variable from 7
questions is 6, which is declared valid.The religiosity variable from 11 questions only 7 questions is valid. Thus the number of
questions in this study amounted to 55 items. Table 1 shows measurement items and sources.

Data analysis

This study is a quantitative study using the Structural Equation Model (SEM) method, with data processing and analysis using
SmartPLS 3.0 software. Partial Least Squares Structural Equation Modeling (PLS-SEM) was chosen because this study has a second
order variable with a reflective-formative relationship. In this study, the value co-creation variable with dimensions of information
seeking, information sharing, responsible behavior, feedback, advocacy, helping, and tolerance isa second order construct with a
reflective-formative type. The model which is complex and has hierarchical latent variable type 2, which is reflective-formative, is
very suitable for using PLS-SEM(Becker et al., 2012). The researcher uses the (extended) repeated indicators approach to evaluate the
results of high-level construction in PLS-SEM because it produces the smallest bias comparedto the two-stage approach (Sarstedt
et al., 2019).

Data analysis in PLS-SEM is carried out in 2 stages, namely the evaluation of the measurementmodel and the evaluation of the
structural model (Hair et al., 2017). The first step is to analyze themeasurement model to assess the validity and reliability of the
constructs. In the reflective measurement model, convergent validity was tested using Loading Factor (LF), Composite Reliability
(CR), and Average Variance Extracted (AVE). According to Hair et al. (2017), the thresholdvalues are LF 0.70, CR 0.70, and AVE 0.50.
Meanwhile, discriminant validity was tested using theFornell-Larcker Criterion method by comparing the square root of the AVE of
each variable with other latent variables. Discriminant validity can be accepted if the square root of AVE is higher than the correlation
between other constructs (Fornell & Larcker, 1981). Discriminant validity ensuresthat a given construct differs from the other
constructs of a model (Henseler et al., 2015). The evaluation of the formative measurement model is carried out by looking at the
size and sig- nificance of indicator weights and the indicator multicollinearity test (Hair et al., 2020). Accordingto Garson (2016), if
the weight is not significant (p < 0.01) but has a loading factor 0.5, it can still beincluded in the model.

The steps in the assessment of the structural model are evaluating the collinearity of the structural model, examining the size
and significance of the path coefficients, and evaluating the quality of the model based on the R-square adjusted. The
multicollinearity test on the structural model uses the inner Variance Inflation Factor (VIF) with a threshold value of VIF below 3.3
(Kock, 2017). The bootstrap method is used to test the hypothesis based on the significance of the path coefficients. For a
significance level of 5%, the T-statistic value is at least 1.96 for the hypothesis to be supported (Hair et al., 2017). Finally, the
researcher evaluatedthe quality of the model based on the adjusted R-square with a substantial R-square value of 0.67 or higher
(Chin, 1998).




4. Result

4.1.

4.2

Respondent profiles

Respondents of this research are Muslim fashion customers of Mamanda, Shafeeya, RH, Michan,and Falova brands, with a total of
301 respondents. The majority of respondents were women (85.7%), 36—44 years old (48.8%), most of whom resided on the
Island of Java (72.1%), with

Figure 2. Path Diagram T-Value.
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a housewife occupation (51.8%) and undergraduate education (59.5%). Most of the respondentsspent < Rp 500,000 per month
(55.5%) for Muslim fashion with a frequency of purchases withiné months as much as 2x (40.2%). The sociodemographic profile of
respondents has been displayed in Table 2.

Measurement model

The construct validity and reliability test on the reflective measurement model were carried out based on recommendations from
Hair et al. (2017), where the loading factor value required in SmartPLS 3.0 is 0.70 and cronbach’s alpha is 0.60. The measurement
of construct validity in thisstudy can be accepted and declared valid because most indicators in each variable have a loadingfactor
value above 0.70, and only the REL3 indicator has a loading factor of less than 0.70, namely

0.64 (therefore eliminated). The value of Cronbach’s alpha obtained in this study ranged from 0.702 to 0.918, which indicates is
reliable.




The calculation results of Composite Reliability (CR) and Average Variance Extracted (AVE) in this study can be said to meet the
overall requirements. According to Hair et al. (2017), the thresholdvalues are CR 0.70 and AVE 0.50. Calculation results for CR

and AVE for information seeking

able 2. Sociodemographic profile of respondent (n = 301)

Freq % Freq %
Gender Marital Status
Female 258 85.7 Single 11 3.7
Male 43 14.3 Married 2590 96.3
Age Ranges lurchase in6
Months
18-26 years 10 3.3 2% 167 55.5
27-35 years 131 43.5 3% 68 22.6
3644 years 147 48.8 4x 24 8.0
45-53 years 13 4.3 > 4% 42 14.0
Area of Latest
Residence Education
Java 218 72.4 unior High 4 1.3
Graduate
Sumatra 27 5.0 enior High 42 14.0
Graduate
Borneo 16 5.3 ssociate’s 46 15.3
degree
Sulawesi 22 7.3 achelor'sdegree 179 59.5
Papua 13 4.3 Master's degree 23 7.6
Nusa Tenggara 5 1.7 Doctoral degree 7 2.3
Occupation Fashion
Shopping
Monthly (IDR)
Student 13 4.3 < 500 K 167 55.5
Private employee 60 19.9 = 500 K— 73 24.3
1,000 K
Civil servant 27 5.0 > 1,000 K— 18 6.0
1,500 K
Self-employed 35 11.6 = 1,500 K— 11 3.7
2,000 K
Housewife 156 51.8 > 2,000 K 32 10.6
Others 10 33

(CR = 0.834; AVE = 0.626), information sharing (CR = 0.857; AVE = 0.602), responsible behavior (CR = 0.855; AVE = 0.597), feedback

(CR = 0.843; AVE = 0.643), advocacy (CR = 0.931; AVE = 0.818),

helping (CR = 0.942; AVE = 0.802), tolerance (CR = 0.887; AVE = 0.725), brand image (CR = 0.917;AVE = 0.688), e-service quality (CR
= 0.941; AVE = 0.841), customer perceived value (CR = 0.927; AVE = 0.681), customer satisfaction (CR = 0.922; AVE = 0.748),
religiosity (CR = 0.890; AVE = 0.573), and patronage intention (CR = 0.930; AVE = 0.690). Table 3 shows construct reliability and
convergent validity. The Discriminant Validity test using the Fornell-Larcker Criterion method is declared valid because the AVE root of
each latent variable is higher than the correlation withother latent variables (Fornell & Larcker, 1981). The results of the discriminant

validity test can be seen in Table 4

In this study, value co-creation is the second-order construct with reflective-formative type. First-order constructs were
reflective, and the relationships between value co-creation dimension (first-order constructs) and value co-creation variable
(second-order constructs) were formative. Therefore the measurement model was scrutinized through significance weight and




able 3. Construct Reliability and Convergent Validity

Constructs  Indicator oading >nbach’sAlpha CR AVE
Factor
Information vect 0.767 0.702 0.834 0.626
Seeking (ISE) ey 0.784
vacs 0.821
Information vcca 0.730 0.779 0.857 0.602
Sharing (ISH) s 0.705
vacs 0.852
vacr 0.808
Responsible vacs 0.776 0.775 0.855 0.597
Behavior (RB) oce 0727
VCC10 0.809
veciL 0.777
Feedback (FB)  VCC12 0.805 0.722 0.843 0.643
vee13 0.866
vCC14 0.727
Advocacy (ADV) VCC15 0.895 0.888 0.931 0,818
VCC16 0.934
vee17 0.883
Helping (HLP)  VCC18 0.872 0.918 0.942 0.802
VCC19 0.920
vCe20 0.896
veezt 0.894
Tolerance (TOL)  VCC22 0.729 0.809 0.887 0725
vee23 0.909
vee24 0.904
Brand Image  BIL 0.829 0.887 0917 0.688
(BD BI2 0.810
BI3 0.837
Bl4 0.847
BIS 0.824
E-Service ESQL 0.886 0.905 0.941 0.841
Quaity ESQ) 50p 0.940
ESQ3 0.924

(Continued)




4.3.

Constructs Indicator .oading snbach’sAlpha CR AVE
Factor

Customer cPVL 0.823 0.906 0.927 0.681
Perceived Value
(CPV) CPV2 0.872

cPV3 0.863

CcPv4 0.753

CPVs 0.847

CPV6 [ o
Constructs Indicator Loading Factor pnbach'sAlpha CR AVE
Customer cs1 | 0.903 0.886 0.922 0.748
Satisfaction (CS) -

cs2 0.906

cs3 | o778

cs4 | 0.65
Religious REL1 | 0.860 0.809 0.887 0,723
Commitment -
(RC) REL2 0.837

REL3 0.640

REL4 | o0as3
Religious RELS | o814 0.804 0.885 0.719
Experiential (RE)

REL6 0.845

REL7 | o83
Patronage P11 | 0a73 0.910 0.930 0.690
Intention (PI) -

PI2 0.888

PI3 0.822

PI4 0.784

PIS 0.801

PI6 | os10

multicollinearity test. The weights were significant (p < 0.01) except for VCC16, VCC19, and VCC20. According to Garson (2016), if the
weight is not significant but has a loading factor = 0.5, it can still be included in the model. Value co-creation as a formative model is
declared valid because there is no multicollinearity between indicators (VIF<5). Table 5 shows formative measurement model
evaluation.

Structural model evaluation

After the measurement model test is declared valid and reliable, the structural model evaluation iscarried out to test the proposed
hypothesis. First, we perform a multicollinearity test to ensure noCommon Method Bias (CMB) in PLS-SEM. The multicollinearity test on
the structural model uses the inner Variance Inflation Factor (VIF) with a tolerance value of VIF below 3.3 (Kock, 2017). VIF values
range from 1.701 to 3.050, so there is no problem with multicollinearity (Table 6).

Hypothesis testing using the bootstrap method based on the significance of the path coefficient(Figure 2). For the 5% significance
level, the T-statistic value should be 1.96 or higher so that the




able 4. Discriminant validity (Fornell-Larcker Criterion)

ADV Bl |CPV| CS ESQ| FB |HLP | ISE [SH Pl | RB | RC | RE |TOL

ADV | 0.904

BI 0.518 0.829

CPV 0.522  0.765 | 0.825

Ccs 0.448  0.733 | 0.746 | 0.865

ESQ |0.380 0.664 |0.661 | 0.738 0.917

FB 0.563  0.537 | 0.531 | 0.474  0.446 | 0.802

HLP 0.707  0.433 | 0.453 | 0.392 0.256 | 0.495 | 0.895

ISE 0.484 0.542 | 0.519 | 0.503 | 0.392 | 0.455 | 0.404 0.791

ISH 0.477  0.504 | 0.486 | 0.455 0.340 | 0.524 | 0.502 0.605 0.776

PI 0.410  0.679 | 0.700 | 0.842 0.676 | 0.445 | 0.343 0.485 0.414 |0.831

RB 0.543  0.527 | 0.582 | 0.512 0.445 | 0.678 | 0.540 0.495 0.655 |0.502 |0.773

RC 0.339 0.467 | 0.506 | 0.443 0.381 | 0.449 | 0.268 0.362 0.409 |0.502 | 0.403 | 0.850

RE 0.356 ' 0.455 | 0.506 | 0.441  0.511 | 0.410 | 0.210 0.417 0.310 |0.465 | 0.434 | 0.592 | 0.848

TOL | 0.355 0.383|0.391 | 0.365  0.314 | 0.278 | 0.410 0.124 0.232 |0.360 | 0.295 | 0.257 | 0.181 | 0.852

ADV: Advocacy, BI: Brand Image, CPV: Customer Perceived Value, CS: Customer Satisfaction, ESQ: E-Service Quality, FB: Feedback, HLP: Helping, ISE: Information
Seeking, ISH: Information Sharing, PI: Patronage Intention, RB:Responsible Behavior, RC: Religious Commitment, RE: Religious Experiential, TOL: Tolerance.

hypothesis is supported (Hair et al., 2017). Based on the hypothesis test, nine hypotheses (H1-H9) were supported, while two
hypotheses (H10 and H11) were below the threshold of 1.96 is rejected. The results show significant positive influence of value co-
creation on customer perceived value(t = 6.018, p < 0.05), value co-creation on customer satisfaction (t = 2.185, p < 0.05), brand
imageon customer perceived value (t = 6.543, p < 0.05), brand image on customer satisfaction (t = 3.517,p < 0.05), e-service quality
on customer perceived value (t = 5.331, p < 0.05), e-service quality on customer satisfaction (t = 7.205, p < 0.05), customer
perceived value on customer satisfaction(t = 4.317, p < 0.05), customer perceived value on patronage intention (t = 2.103, p < 0.05),
and customer satisfaction on patronage intention (t = 15.361, p < 0.05). Meanwhile, the results showed that religiosity did not have a
significant effect as a moderating relationship between customer perceived value on patronage intentions (t = 1.036, p > 0.05)and
moderating the relationship between customer satisfaction on patronage intentions (t = 0.470, p > 0.05). Table 7 shows the results of
hypothesis testing.

Evaluation of model quality based on R-square adjusted. The value of R? adjusted shows howmuch the independent variable
can explain the dependent variable. According to Chin (1998),a substantial R? value is 0.67 or higher. Customer Perceived Value
(CPV) has an R? value of 0.672.Thus it can be interpreted that 67.2% of the variance of Customer Perceived Value (CPV) can be
explained by Value Co-Creation (VCC), Brand Image (BI), and E-Service Quality (ESQ). In compar-ison, the remaining 32.8% can be
explained by other variables not included in this study. The adjusted R? value obtained from the customer perceived value is
substantial. Similarly, 2 depen-dent variables shows R-square substantial: Customer Satisfaction (CS) 0.692 and patronage inten- tion
(PI) 0.736. Table 8 shows the test of R-square.

. Discussion
This study explores and empirically examines the effect of value co-creation, brand image, and e-service quality on patronage
intentions, with the mediation of customer perceived value and customer satisfaction moderated by religiosity. The relationship
between value co-creation that




able 5. Formative measurement model evaluation (repeated indicator approach)

Formative Reflective Weights Loading Factor |VIF

Construct IConstructs

Value Co-Creation VCC1 0.078*** 0.515 1.556

veo VCCc2 0.105%** 0.536 1.585
VCC3 0.094*** 0.634 1.775
VCC4 0.050%** 0.521 1.800
VCC5 0.067*** 0.516 1.788
VCCe 0.056%** 0.633 2.243
VCC7 0.057%** 0.702 2.254
VCCB 0.035%* 0.621 1.952
VCCS 0.107%** 0.582 1.702
VCC10 0.077%** 0.696 2.459
VCC11 0.088*** 0.662 1.875
VCC12 0.064*** 0.627 2.114
VCC13 0.097%** 0.721 2.241
VCC14 0.085%** 0.513 1.697
VCC15 0.084*** 0.725 3.010
VCC16 0.034 0.747 4.051
VCC17 0.097%** 0.679 3.185
VCC18 0.050%* 0.686 3.346
VCC19 0.044 0.696 4.401
VCC20 0.035 0.657 3.839
VCc21 0.052%* 0.683 3.488
vCcc22 0.052%** 0.310 1.635
VCC23 0.059%** 0.462 2.769
VCC24 0.081%** 0.456 2.739

*p <0.10, **p <0 .05, ***p < 0.01.

positively affects customer perceived value is examined more deeply through this study. Several previous studies have shown that
customer participation in the value co-creation process will make customers part of the company so that in addition to adding
value to the company, it also provides benefits for customers in the form of value and experience gained during the value co-
creation process (Vega-Vazquez et al., 2013; Chiu et al., 2015). The collaborativeprocess of valueco-creation in the Muslim fashion
industry will prompt additional value that customers will get initem quality and item details that take after customer wishes. When
customers exchange infor- mation, provide ideas and input to the company, the suitability of the perceived value obtained will be
better because the customer has a clear reference value regarding the Muslim fashion productcreated. The higher the involvement
of customers in value co-creation, the higher the customerperceived value in terms of the compatibility between the quality of the
product received and theprice paid. The results of this study have validated that value co-creation has a positive effect oncustomer
perceived value. This is consistent with the study conducted by Chiu et al. (2019) whichexplains that when customers benefit from
value co-creation, customers will get a higher per- ceived value.




able 6. Construct Collinearity Evaluation (Inner VIF)

Constructs CPV cs Pl
VvCC 1.873 2.129

BI 2.451 2.967

ESQ 1.815 1.988

CPV 3.050 2.787
Ccs 2.462
REL 1.701

This study also found a positive effect of value co-creation on customer satisfaction. When customers provide ideas and
information about Muslim fashion products that match their needs and desires, satisfaction will arise in themselves when
customers get these products. Satisfactionoccurs because the customer is part of the creation of the product, thus creating a feeling
of prideand satisfaction in the customer for using Muslim fashion products that come from their ideas. Thisis in line with Grissemann
and Stokburger-Sauer (2012) statement where more customers are satisfied with the results of their value co-creation compared
to customers who are dissatisfied with their creations. These findings are also supported by several previous researchers where
customer participation in value co-creation positively and significantly affect customer satisfaction(Navarro et al., 2016; Kim et al.,
2019; Opata et al., 2019; Yang et al., 2019).

The next result found in this exploration is that brand image positively influences customer perceived value. A better brand
image with its strength and uniqueness will increase the customerperceived value of Muslim fashion products. Significantly when the
Muslim fashion business grows rapidly, products that only follow trends are not enough. Fashion products with unique character-
istics will be more attractive to customers because they give a deep impression. This brand image plays an essential role in
influencing the customer’s mindset, including assessing whether the attributes in Muslim fashion products follow the existing
values in customer perceptions. Muslimfashion customers view the brand image more towards functionality or utilitarian value, not
an egocentric image that can show their identity or hedonic value. According to Lien et al. (2015) andAfriani et al. (2019), brands
with an attractive image can increase customer trust and perceptionsof products that will encourage purchase intentions. The finding
that brand image has a significant effect on customer perceived value contributes to corroborating several similar (Abu Elsamen,
2015; Kim et al., 2017; Huang et al., 2019).

The brand image also has a positive effect on customer satisfaction. Where brand image affectscustomer decision making through
cognitive influence, if customers make purchases based on decisions based on the belief that the products purchased are of high
quality and have advan- tages, the customers will feel satisfied. Differences in perceptions and preferences of customerstowards a
Muslim fashion brand will make a difference in the level of satisfaction received. Customers who see a brand as having a good
image and according to their preferences will like the product. If the product received turns out to be less attractive, customer
satisfaction would bereduced. These findings can provide scientific contributions and strengthen previous findings thatbrand image
has a positive correlation with customer satisfaction (Song et al., 2019; Jung et al.,2020; Rahi et al., 2020).

This study also found that the e-services quality has a positive relationship with the customer perceived value. E-services play
an essential role in shaping customer perceptions, especially in providing information about the product to be purchased. The
better the quality of e-services owned by the online store, the more competent it will be to facilitate information search activities




able 7. The results of hypothesis testing

Hypothesis Path T-Statistics p values Result

Main Paths

H1 Value Co-Creation — 6.018 0.000 Supported
Customer Perceived
Value

H2 Value Co-Creation — 2.185 0.029 Supported
Customer Satisfaction

H3 Brand Image — 6.543 0.000 Supported
Customer Perceived
Value

H4 Brand Image — 3.517 0.000 Supported
Customer
Satisfaction

H5 E-Service Quality — 5331 0.000 Supported
Customer Perceived
Value

H6 E-Service Quality — 7.205 0.000 Supported
Customer
Satisfaction

H7 Customer Perceived 4.317 0.000 Supported
Value — Customer
Satisfaction

H8 Customer Perceived 2.103 0.036 Supported
Value — Patronage
Intention

H9 Customer Satisfaction 15.361 0.000 Supported
— Patronage
Intention

Moderation Effect

H10 Customer Perceived 1.036 0.301 Not Supported
Value* Religiousity
— Patronage
Intention

H11 Customer 0.470 0.638 Not Supported
Satisfaction*
Religiousity —
Patronage Intention

and purchase transactions. With the complete fulfilment of the information needed by the customer, the customer will get a better
perception of the value of Muslim fashion products being marketed. This will affect customer decisions in buying Muslim fashion
products online, often based on good quality e-services that can meet customer perceived product value in termsof economy,
benefits, and quality. These findings follow the study conducted by Jiang et al. (2016), Tsao et al. (2016), and Rodriguez et al. (2020)
regarding the positive influence of e-service qualityon customer perceived value.

The e-services quality also has a positive influence on customer satisfaction. With the e-servicesquality provided by e-retailers in
the form of easy access for customers to obtain product informa- tion, a pleasant online shopping experience, and ease of
transaction will provide a positive emo-tional response in the form of satisfaction in the customer. The frequency of customers
visiting Muslim fashion online shops and the customer’s shopping experience while interacting online will




able 8. Test of R-Square

Dependent Variable Independent Variable R? Adjusted

Customer Perceived Value (CPV) Walue Co-Creation (VCC) 0.672

Brand Image (BI)

E-Service Quality (ESQ)

Customer Satisfaction (CS) Walue Co-Creation (VCC) 0.692

Brand Image (BI)

E-Service Quality (ESQ)

Customer Perceived Value (CPV)

Patronage Intention (PI) Customer Perceived Value (CPV) 0.736

Customer Satisfaction (CS)

Religiousity (REL)

affect the level of satisfaction obtained by customers. The level of customer satisfaction will be different from one another.
According to Rita et al. (2019), the online store must have a visually attractive design, easy to understand and provide relevant
information about the product to provide satisfaction for customers who visit it. The results of this study strengthen empirical
studies that have also been carried out by several analysts regarding the effect of e-service qualityon customer satisfaction (Kundu &
Datta, 2015; Kim, 2019; Zarei et al., 2019).

The results of this study offer a scientific contribution to the positive influence of customer perceived value on customer
satisfaction. This is because providing functional value to customersin the form of benefits and good quality Muslim fashion
products can lead to satisfaction in customers. Because basically, the key to customer satisfaction lies in the way marketers
identifyand market products that match what customers need (Karani et al., 2019). So retailers need toprovide superior value in
their products to produce customer satisfaction (Kesari & Atulkar, 2016).In addition, the customer perceived value is a cognitive
evaluation, while customer satisfaction isa form of emotional response. The majority of cognitive evaluation precedes emotional
response, this is evidenced in this study where the customer perceived value is a positive antecedent of customer satisfaction. This
finding reinforces previous research on the positive impact of customer perceived value on customer satisfaction (Yang & Peterson,
2004; Chen & Tsai, 2008; El-Adly & Eid, 2016; Slack et al., 2020).

Another thing explored in this study is that the customer perceived value positively affects patronage intentions. The perceived
value of each customer will be different depending on the information obtained when evaluating a product. The desire to repurchase
will also be different for each individual. When Muslim fashion products have a positive value in terms of quality and benefits,
customers will be willing to buy products, visit stores, and recommend products to others. Customers will tend to repurchase in the
future if the customer’s perception exceeds what is expected (Liu et al., 2009), in addition to the convenience and trust of
customers in the store (Punuindoong & Anindita, 2020). The findings in this study corroborate what several researchershave done
in providing similar evidence, namely that there is a correlation between customer perceived value and patronage intentions (Jamal
& Sharifuddin, 2015; Rahman et al., 2016; Mathur & Gupta, 2019; Kusumawati et al., 2020).

On the other hand, customer satisfaction also positively influences patronage intentions. Customers who are satisfied with
previous purchases or satisfied with using a Muslim fashion product tend to repurchase at the same online store and make
purchases of the same product ordifferent products with the same brand. Even customers who are satisfied with the product’s




6.1.

performance, apart from buying and revisiting the store, will be willing to recommend the productto others (Elizar et al., 2020).
Store and product attributes also influence customer satisfaction, which will affect patronage intentions (Nair, 2018). This study
corroborates the similar results obtained by previous researchers where customer satisfaction is directly proportional to patronage
intentions (Hu et al., 2019; Deb et al., 2020; Kusumawati et al., 2020).

In the context of religiosity as moderation, it was found that religiosity did not significantly strengthen the relationship between
customer perceived value and patronage intentions. This is because Muslim fashion is no longer synonymous with fulfilling the
need for clothing per Islamiclaw but shifting to fulfilling the need to look trendy and stylish. According to Blommaert and Varis
(2015), the phenomenon of “hijabistas”, or the use of Muslim fashion, has become the identity and lifestyle of Muslims by following
existing fashion trends. So that religious and non-religious customers will use Muslim fashion products as part of their lifestyle.

In Indonesia, where 87% of the population is Muslim, fashion companies have designed their products according to the provisions
of Islamic law. Religious customers no longer base purchasing decisions on the Shari'a provisions but the benefits and quality of
Muslim fashion products. Likewise, customers who are not religious will revisit online stores to buy Muslim fashion productsbased on
product designs that follow trends and product advantages that match their perceived value. This is in accordance with the
discoveries of Kusumawati et al. (2019), which observed thatthe level of customer religiosity did not influence patronage intention.
Customers who already have a high perception of value for Muslim fashion products will continue to buy products and visitonline
stores without being influenced by customer religiosity.

Another result of this study shows that religiosity does not strengthen the relationship between customer satisfaction and
patronage intentions. In Indonesia, the increasing number of Muslim fashion users is influenced by modern fashion and design in
products, and religiosity is no longer the primary determinant of purchasing decisions for Muslim fashion products (Arifah et al.,
2017).Modern designs that follow growing fashion trends make Muslim fashion products can be used by anyone, young or old,
religious or not, and used in various events. The majority of Muslim fashioncompanies in Indonesia currently provide a variety of
Muslim fashion choices that can facilitate customers who have different preferences.

Customers with a high level of religiosity like Muslim fashion products with simple designs, dark colours, and emphasize
functionality. Meanwhile, customers with a low level of religiosity like Muslim fashion products with fashionable designs, bright
colors, and various motifs that can support their appearance and follow existing trends. The availability of a choice of Muslim
fashionmodels according to customer preferences makes customers who are satisfied with the products purchased return to visit
the online store without any influence from the level of religiosity ownedby the customer. This interesting finding supports previous
research conducted by Farrag and Hassan (2015), where religiosity does not have a significant effect on patronage intentions on
Muslim fashion products.

. Conclusion

The majority of the hypotheses developed in this study have been successfully proven, where value co-creation, brand image, and e-
service quality indirectly affect patronage intentions mediated bycustomer perceived value and customer satisfaction. The higher
the participation of Muslim fashion customers in value co-creation, the higher the customer perceived value and customer
satisfaction that will encourage patronage intentions. Customers will repurchase Muslim fashion products at the same online store
if the manufacturer succeeds in providing unique and different attributes to their products and improving the quality of their e-
services. On the other hand, thelevel of patronage intention is not influenced by the level of religiosity owned by Muslim fashion
customers. Meanwhile, religiosity does not have a significant effect in strengthening the

relationship between customer perceived value and patronage intentions and the relationship between customer satisfaction and
patronage intentions.

Theoretical implications

Value co-creation emerged as an important subject in marketing since the development of the concept of Service-Dominant Logic.
Vargo and Lusch (2016) develop the basic premise in value co- creation, where value is created jointly by many factors, including
customers as beneficiaries of the value itself. This study enriches the marketing literature by showing how customers in online
platforms actively participate during the value co-creation process by considering customer per- ceived value and customer
satisfaction. Understanding of value co-creation through online socialplatforms is still limited due to changes in customer shopping
behavior from visiting stores to online shopping since the COVID-19 pandemic. This research is empirical evidence of the modified
Service-Dominant Logic concept where customers can offer a value proposition and engage in thevalue creation process (Vargo &
Lusch, 2016). Our research delves deeper into the value co- creation that drives the development of new products in the fashion
industry so as to increase customer patronage intentions. Our findings can expand the value co-creation literature, which has been
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mostly researched in the service sector and has not focused much on the non-service sector such as the fashion industry.

This research has vast theoretical implications. This study also increases knowledge about online patronage intentions by identifying
factors that influence it such as value co-creation, brand image, and e-services quality. Holistically, these three factors play an
important role in increasing customer patronage intentions through the perception of customer value and customer satisfac-tion
which has been proven in our findings. In a previous limited study, researchers explored howthe COVID-19 pandemic is changing
purchasing decisions and habits including purchasing patterns related to customer cognitive attitudes (Rydell & Kucera, 2021; Watson
& Popescu, 2021). This study has succeeded in identifying parameters of the quality of electronic services such as information
retrieval services, transaction services, fulfillment services, and after-sales services that can affect customers’ cognitive attitudes in
deciding to purchase online during this pandemic.This point confirms Xu et al. (2017) statement that e-service offerings in the form
of accessibility, convenience, and availability of information are sources of customer satisfaction in online shop- ping that affect
customer buying behavior. The empirical findings in this study also show that customer satisfaction has a greater influence on
online patronage intentions than customer valueperceptions. According to Mitra and Jenamani (2020) online brand image through
strength, uniqueness, and brand preference can be used as a benchmark for customer perception. Furthermore, our findings
support the use of brand image through the characteristics of fashion products that can be distinguished from other brands, have
brand personality, and have benefitsfor customers that are proven to increase customer value perceptions.

Managerial implications

This study provides several managerial implications. First, value co-creation can be applied to thenon-service sector industry, which
in this study is represented by the Muslim fashion industry, where customers are involved in creating and innovating Muslim
fashion products that can generate more value and benefits for customers. Companies need to provide a conducive environ-ment to
feel comfortable sharing information, ideas, and input about the products to be created. The value co-creation process must also
be supported by a good information system where customers can access information regarding the types and specifications of raw
materials to be used. Transparency and communication are needed during the value co-creation process to maximize the
exchange of information between the company and customers regarding the Muslim fashion products that will be created.
Customers’ ideas and creativity will be integrated with the company’s resources to produce Muslim fashion products with superior
value. Companiesthat implement value co-creation will have a sustainable competitive advantage compared to companies that still
use a company-centric or product-centric paradigm. The company will have more ideas regarding the design of Muslim fashion
products and can strengthen marketing relationships with customers.

Second, e-services play an important role in the digital marketing era. Companies need to create applications or websites, or other
types of e-services that are easily accessible to customers. So that customers can easily find information and share information
that can increase customer perceptions of product value and increase customer intentions to purchase Muslim fashion pro- ducts
online. The information provided by the company regarding Muslim fashion products must be complete, accurate, and updated, as
well as provide room for customers to give reviews of the products offered. So that customers can make purchasing decisions
through the Zero Moment of Truth that customers get when interacting with e-services owned by online stores. Apart from product
information, the e-services quality provides a pleasant shopping experience for Muslim fashion customers by providing aesthetic
value to the website in the form of typography, place- ment and selection of product images, as well as providing easy-to-access
menu navigation for customers. A good e-service must also be able to provide information about the stages of purchasing, the
delivery process, handling problems, and returning Muslim fashion products if they are damaged during shipping.

The third managerial implication is that this research can be input for Muslim fashiondesigners or entrepreneurs to produce
fashion products that look at trends and consider quality and benefits that can improve product image in customer perception.
Because Muslim fashion customers see products from utilitarian values, product designs must have functionality that follows
customers’ needs. The need for early identification of customer needs for Muslim fashion products in order to create quality
products that can satisfy customers and have a better image than competitors.

Limitations and future research

This research still has several limitations that require to be improved. First, this research was conducted in the Muslim fashion
industry, which does not necessarily describe the condition of thenon-service industry as a whole. So that future research can be
focused on different non-serviceindustries to gain a broader insight into customer participation in value co-creation for the non-
service sector. Second, this study only looks at customer participation in value co-creation without considering its antecedents.
Therefore, future research can enrich this literature by adding ante-cedents to value co-creation. Third, this research stops at the
intention of patronage, which is the ultimate goal of the study. Furthermore, the researcher recommends further research by
adding the consequences of patronage intentions such as customer loyalty. Fourth, the research was conducted by involving
customers without classifying the customers involved. So that future research can add moderating variables such as fashion
involvement for high-involvement and low- involvement customers. In this study, religiosity was measured using measurements that
were generally not specific to Islam. In the future, the Islamic religiosity measurement scale can be used if the respondents




involved are Muslims. The final suggestion for further researchers is thatthe measurement of religiosity is not only seen from the
questionnaire, which only reflects the level of individual obedience to their religion, but also looks at the preferences of Muslim
fashionproducts that customers buy, which can reflect customer behavior towards religious products.
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