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Abstract: The goal of this research is to measure the effect of the marketing strategy of two hijab fashion company (Dian 
Pelangi and Rabbani) toward their customer purchase intention. Researcher finds that phenomenon of hijab in Indonesia 
recently become more attractive to discuss, especially topic about hijab marketing is infrequent. This research has two main 
findings: First, marketing mix strategy has effect on purchase intention. Second, different company has different customer 
purchase intention. The contribution of this paper is: First, can be a reference to choose marketing strategy type for their 
company. Then this paper has contribute to marketing field, especially because of the scarcity of study for hijab marketing. 
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I. INTRODUCTION 
 
Due to worldwide demand toward understanding 
Islam, most western countries (American, Europeans) 
are interested in Islam. At the same time the number 
of Moslems in the world also has increased. Because 
the Moslem numbers in this world increased, then the 
number of woman Moslem that using hijab (Muslim 
woman's headscarf) also has increased.from high-
temperature oxidation and corrosive environments. 
 

 
Source: http://www.pewforum.org/2011/01/27/the-
future-of-the-global-muslim-population 
 
Many people thought that using hijab, its mean not 
sociable, out of fashion trend. Some people even 
measure the level of civilization of a given society by 
the extent to which its women are allowed to drop 
hijab, since they consider hijab a reactionary symbol 
and a restriction on women’s freedom. (Jemal 
Mohamed Oemar, 2010). But today so many people 
that using hijab proves that using hijab you still can 
be a trend of fashion. According to the developing the 
number of muslim and hijab user, the emerging of 
designer and hijab fashion company also increasing. 
There are some famous hijab brand; Rabbani, Zoya, 
Reesa, Dian Pelangi (DP), etc. In this research we are  

 
interesting to compare two companies, between 
Rabbani and Dian Pelangi.  
Rabbani is a garment company which is engaged in 
retail clothing with a tagline Professor Veil Muslim 
Indonesia. Rabbani is one of the first and largest 
instant veil in Indonesia by issuing a flagship product 
in the form of instant hoods and other products have 
also been developed which include Kemko Muslim 
clothing, tunics, kastun, Kemko, tunics and other 
equipment such as ciput / inner veil and accessories.  
During the initial set up, Rabbani wanted to change 
the paradigm of most of the people who believe that 
women who wear Muslim clothing was less 
fashionable. For that Rabbani wanted to show that 
women who wear Muslim clothing was modern and 
distinguished look stylish and trendy as well as the 
Sharai. But on the other hand, Rabbani also face great 
challenges. That is because at that time women who 
wear Muslim clothing is rare and has not become a 
trend as it is now.  
This company invented by Djamaludin and his wife 
Hermani in 1991 at Palembang, Dian Pelangi 
Company named after their newborn baby girl Dian 
Wahyu Utami. It involve together with more than 500 
direct employees and 14 exclusive retails in 13 cities 
national wide including Malaysia. 
Dian Pelangi was born out of the desire to promote 
the traditional outfits of Indonesia and specialization 
the field of Muslim fashion. Dian Pelangi’s indentity 
lies somewhere between the various and assorted 
colors of rainbow and traditional manufacturing 
process. All Dian Pelangi products are lovingly made 
by hand by talented artisans using age-old traditional 
techniques such as woven, batik, tie dye, beadwork 
and others. For this reasons, each finished garment is 
a unique and precious pieces of textile art that will 
dazzle when worn. People who appreciate the finer 
things in life know that Dian Pelangi brand combines 
outstanding workmanship with strong sense of art to 
create vibrant clothing that will be cherished for 
many years to come. 
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Therefore from this phenomenon researcher has 
interest to do research about the effect of hijab 
fashion marketing strategy to the number hijab user in 
Indonesia. This research become more interesting 
because of the scarcity of previous researcher 
discussed about this topic. Then we have research 
questions: Is there any relationship between 
marketing strategies of hijab fashion companies to the 
number of hijab user in Indonesia? 
 
II. STUDY LITERATURE  
 
The marketing mix model and theory of parameters 
was introduced by Rasmussen in 1955, developed by 
McCarthy in 1960, and was more fully developed by 
Kotler in 1967. McCarthy (1971) stated that 
“developing a marketing mix must be an integral part 
of selecting a target market” and all elements must be 
set at the same time to coordinate with the marketing 
strategy to make the strategy successful. All four Ps 
are important elements of the marketing mix, and 
each of them is significant and equal. (Adrian, 
Frances, 2005) A marketing mix consisting of the 
four basic elements - product, price, promotion and 
place - will be used to help to measure the marketing 
strategy of Rabbani and Dian Pelangi.  
 (Wu and Li, 2012) purchase intention is often taken 
as an important variable for predicting the future 
actual behavior. However in this paper, purchase 
intention is outcome variable. Marketing mix (price, 
product, place, and promotion) will be  predict 
purchase intention of Rabbani and Dian Pelangi 
customer. 
1. Price 
Good price in this research means not expensive. 
Then how that price can attract customer buy their 
product. For leader Rabbani they tend to use low 
price because they are using mass production to reach 
their profit. But Dian Pelangi they tend to have high 
price to show their exclusivity.  
Qiong Yao and Liang Wang (2012) research he 
results showed that price have influence to the 
purchase intention in different situations. Then the 
other research (D'Souza, Taghian, Khosla (2007) also 
has the same opinion, they state that “price has 
contribution to the formation of purchase intention.  
The other research that strengthens this idea is from 
Idoko, Nkamnebe, Ireneus, and Okoye (2013) “price 
has significant effect on the purchase intention”.  
2. Product 
Rabbani incline to do mass production. Therefore the 
quality of Rabbani  product not as good as Dian 
Pelangi product. This idea supported by Chinomona, 
Okoumba, and Pooe (2013) “product quality has 
positive impact on purchase intention”. Then product 
quality is shown to mediate the relationship between 
user ratings and purchase intention. (Flanagin, 
Metzger, Pure, Martkov, and Hartsel, 2014). 
Good product can be explained as visual presentation. 
Sensory proximity such as visual presentation of a 

product may produce an emotional response when 
purchasing a product. The manner of product display 
in a store may increase purchase intention. 
Consumers who had a good store experience (e.g., 
clerks were favorable to help product selection, 
interesting store display) had much more favorable 
intention to purchase than consumers who had bad 
shopping experiences. An appealing visual 
presentation of products may accelerate consumers’ 
intention to purchase products (Swenson, Swinyard, 
Langrehr, and Smith, 1993). 
3. Place 
Rabbani , they have more store or boutique to exhibit 
their product, but Dian Pelangi, they have different 
strategy. They tend to limit their store to maintain 
their image as exclusive product. However the 
products should be made available at various out lets 
for the consumers to purchase or procure (Ravikanthi, 
2012). Therefore Rabbani customer purchase 
intentions suppose to be better than Dian Pelangi. 
Their customer is more convenient to purchase their 
product because they have more choice respect to the 
place.  
4. Promotion 
Dian Pelangi tend to narrow their promotion close to 
their customer. They tend to do high class fashion 
show compare to promote their product in billboard 
or mass media as Rabbani. (Weng and Run, 2013) 
sales promotion technique preferences have an impact 
on purchase intention.  
Marketing mix is the cause of the other costs such as 
the cost of advertising, product development, 
promotion, distribution and packaging (Noble and 
Gruca, 1999). Among  
the marketing mix, promotion strategy is executed to 
motivate and remind the target market for a product 
or service. Although promotion activities could be 
very costly, it is  
necessary communication between the seller and the 
buyer. To motivate consumer’s purchase intention, of 
hijab purchase intention in this study, promotion is 
considered as an important influential factor. This 
research referred promotion to increase the 
acceptance of the hijab within the same amount of 
money in advertising. 
 

 
 
III. HIPOTESIS 
 
To answer the research questions in this paper, 
researcher builds four hypotheses by using marketing 
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mix 4P (price, product, place, and promotion) they 
are: 

1. Price has statistically significant effect on 
purchase intention. 

2. Product has statistically significant effect on 
purchase intention. 

3. Place has statistically significant effect on 
purchase intention. 

4. Promotion has statistically significant effect 
on purchase intention. 

 
IV. STATISTICAL MODEL  
 
The statistical model for this research, writer is using 
linear regression. The regression model as bellow: 
Purchase Intention = α + β1 Marketing Strategy+ε 
In this paper we will pursue three studies. We will 
use questionnaire as tools to measure our purpose. 
For Study 1 the purpose is to measure the marketing 
mix strategy for Dian Pelangi Firm.  
 
Expectation sample: 100 Indonesian hijabers (in 
Indonesia and Taiwan). Study 2 will discuss about 
Rabbani firm.  Then for study 3 our goal to measure 
market share of Rabbani and Dian Pelangi. Which 
brand has higher sales in Indonesia? Expectation 
sample: 100 Indonesian hijabers (in Indonesia and 
Taiwan) 
 
Study 1 
With Study 1, we pursue two goals. First, we want to 
demonstrate the statistic result of marketing mix 
strategy using by Dian Pelangi firm.  We use four 
independent here to measure type of marketing 
strategy, they are: price, product, place, and 
promotion. Second goals we want to measure weather 
their marketing strategy can lead to customer 
purchase intention.  
 
V. METHOD 
 
52 hijabers (women) in Indonesia and Taiwan 
participate as respondent to fill questionnaire for Dian 
Pelangi firm. This questionnaire distributes using 
Google Doc. features to all respondent via email or 
social media (Facebook).  
 
VI. RESULT 
 
The average of purchase intention for dian Pelangi 
firm is 2.69. Compare to Rabbani 4.09 the avarege 
purchase intention of Dian Pelangi is lower. Then for 
product average of Dian Pelangi is lower than 
Rabbani. Its mean Product quality of Dian Pelangi is 
good. For price the average show that price of Dian 
Pelangi products are not good. In other mean Dian 
Pelangi products are expansive. Tha place average 
also shows that its lower, means Dian Pelangi retailer 
is limited. And for promotion Dian Pelangi not do it 
as eager as Rabbani.  

Table 2. Marketing Mix Avarage (Dian Pelangi) 
Product  Price  Place Promotion 

4.211538 3.230769 2.596154 2.557692 

 
Then from regression result as seen as below, it can 
be seen than that Dian Pelangi marketing strategy has 
significant effect on their customer purchase 
intention. It proved by regression of price and place. 
For price result, F is 5.29 which is significant at P< 
0.05, and for place, F is 7.14 which is significant at 
.010.  
 
Coefficient of product DP is negative value, which is 
means the more qualified product the lower purchase 
intention. Variable price for DP is not significant.  
However the coefficient show positive value, which 
is means the higher the price, the higher the purchase 
intention. Place variable show that even DP retailer is 
limited, its show positive effect on purchase 
intention. So the exclusivity concept of DP in this 
result is success. Promotion in here is not significant. 
So this result told us that less promotion cannot lead 
to purchase intention. 
 
Table 3. Regression result of Dian Pelangi 

 β R2 F  Sig. 
MS1  
PI1 

-2.212 0.096 5.289 .026* 

MS2  
PI1 

.086 .012 .616 .436NS 

MS3  
PI1 

-.436 .125 7.136 .010** 

MS5  
PI1 

-.006 .000 .001 .972NS 

P< 0.001 = *** 
P< 0.01 = ** 
P< 0.05 = * 
 
Note: 
 
MS1 = Dian Pelangi’s product 
MS2 = Dian Pelangi’s price 
MS3 = Dian Pelangi’s place 
MS5 = Dian Pelangi’s promotion 
PI1 = Dian Pelangi’s customer purchase intention 
 
Study 2 
The purpose of study 2 is two know marketing mix 
strategy used by Rabbani. Beside that we also 
measure weather Rabbani marketing strategy has 
effect on their customer purchase intention.  
 
Method  
52 hijabers (women) in Indonesia and Taiwan 
participate as respondent to fill questionnaire for 
Rabbani firm. This questionnaire distributes using 
Google Doc. Feature to all respondent via email or 
social media (Facebook).  
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VII. RESULT 
 
 The average of purchase intention for Rabbani firm 
is 4.09, which is higher than Dian Pelangi average. Its 
means Rabbani sales is higher tha Dian Pelangi. Then 
for product average of Rabbani, it’s also lower. Its 
mean Rabbani product is not that good. For price the 
average show that price of Rabbani products are 
good. In other mean Rabbani products are not 
expansive. Then for place average also shows that its 
higher, means Rabbani has more retailer than Dian 
Pelangi. And for promotion Rabbani has higher 
avrege value. Rabbani brand is known in Indonesia 
because their effort to do their promotion is high. For 
example they have advertisement almost in every 
mass media in Indonesia such as magazine, TV, 
billboards. 
 
Table 4. Marketing Mix Avarage (Dian Pelangi) 

Product  Price  Place Promotion 

3.5 4.096154 3.903846 2.692308 

 
Rabbani marketing strategy regression result has 
significant effect on their customer purchase 
intention. It can be seen from regression of price and 
place. For price result, F is 8.88 which is significant 
at P< 0.01, and for place, F is 4.05 which is 
significant at .05, then for promotion F is 5.89 which 
is significant at 0.05.  
Coefficient of product Rabbani is positive value, 
which is means the more qualified product the higher 
purchase intention. Variable price for Rabbani is 
significant. The coefficient show positive value, 
which is means the higher the price, the higher the 
purchase intention. Then for place show that even 
Rabbani retailer is increasing then purchase intention 
will be lower. The result of this regression telling that 
Rabbani strategy about their retailer is needed to 
reconsider, because the result show the opposite of 
expected result. Promotion in here is significant. So 
this result told us that more promotion can lead to 
purchase intention. 
 
Table 5. Regression result of Rabbani 

 β R2 F  Sig. 
MS6 
PI2 

.352 .151 8.883 .004** 

MS7 
 PI2 

.265 .042 2.179 .146 

MS8 
 PI2 

-.278 .083 4.504 .039* 

MS10 
 PI2  

.287 .105 5.895 .019* 

P< 0.001 = *** 
P< 0.01 = ** 
P< 0.05 = * 
 
Note: 
MS6  = Rabbani’s product 

MS7  = Rabbani’s price 
MS8  = Rabbani’s place 
MS10  = Rabbani’s promotion 
PI2  = Rabbani’s customer purchase intention 
 
Study 3 
To provide more information about hijab fashion 
company competition in Indonesia, we would like to 
do study 3 to know about sales of this two company 
(Dian Pelangi and Rabbani). In this study we are 
comparing their purchase intention to see, which 
company has more sales. We have 52 respondents 
that participate to this questionnaire. The treatment 
for respondent in study 3 is same as study 1 and 2.  
The respondents get their questionnaire by email or 
social media.   
 
Table 7. Purchase Intention 

No. PI 1 PI 2 

1 3 4 

2 3 4 

3 3 3 

4 4 2 

5 2 4 

6 3 4 

7 3 3 

8 2 4 

9 5 3 

10 2 4 

11 3 3 

12 3 4 

13 2 4 

14 3 4 

15 3 4 

16 2 5 

17 3 5 

18 3 4 

19 3 5 

20 3 5 

21 2 5 

22 3 5 

23 2 3 

24 3 5 

25 3 5 

26 3 4 

27 3 5 

28 3 4 

29 3 5 

30 2 5 
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31 2 5 

32 3 4 

33 3 4 

34 2 4 

35 2 5 

36 2 4 

37 3 3 

38 2 4 

39 3 4 

40 2 4 

41 2 5 

42 2 4 

43 3 5 

44 3 4 

45 3 4 

46 3 4 

47 3 3 

48 2 3 

49 2 4 

50 3 3 

51 2 4 

52 3 5 

Average 2.692308 4.096154 

 
As mention in study 1 and 2 the average of Rabbani 
customer purchase intention (4.09) is higher than  
Dian Pelangi customer purchase intention (2.69). Its 
means sales of Rabbani are higher than Dian Pelangi. 
This result is suitable with the real condition in this 
industry field. To measure the different of purchase 
intention Rabbani and Dian Pelangi researcher also 
have run t-test. The result as follow: 
 

 
This t-test proves that the different of purchase 
intention of Rabbani and Dian Pelangi is different. In 
other way level purchase intention Rabbani is higher 
than dian Pelangi.  
 
CONCLUSION  
 
This rerarch has four findings; First, marketing mix 
strategy has positive effect on purchase intention. It 
was proved by 4P (price, product, place, and 
promotion) regression result to purchase intention. 

Second, every company which has different 
marketing mix strategy has different  level of 
purchase intention. It will be prove by each brand has 
different level of purchase intention. Rabbani has 
different level purchase intention compare to Dian 
Pelangi. Therefore Rabbani has hihger purchase 
intention compare to Dian Pelangi.  
Then this paper has contribute to marketing field, 
especially because of the scarcity of study for hijab 
marketing. Then for manager this paper can be a 
reference to set up marketing mix strategy for their 
company, especially for hijab fashion company. 
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