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Abstract
As one of the countries with a big Muslim population in the world, opportunity of
growing an Islamic business in Indonesia has swiftly gained. It is proved by the
growth of 95% market share in manufacture, service, and technology areas. This will
give a chance for entrepreneurs to follow the wave. One of the entrepreneurs that
utilized the opportunity is the developer of Kaaba Buku Saku application. They are
releasing solutions for Muslims in a form of mobile application. Since the launching
of this application, Kaaba Buku Saku generates only 30% active user from the total
downloader. By using Binary Logistic Regression, it is known that Facilitating Conditions
was the significant variable that means customer would prefer to adopt the application
when they have a sufficient resources and knowledge to adopt it. From the customer
journey map, it is known that the improvements that should be made by the developer
are equipped the prayer time feature with automatically locate feature, adjust the
highlight content to be more understandable, launch live location feature for Hajj
and Umrah users, give a step by step guidance for the first use, give notification to
calibrate the phone for Qibla feature, and the last is launch their iOS version application.

Keywords: muslim-based mobile application, Kaaba buku saku, binary logistic
regression, customer journey map

1. Introduction

1.1. Background

Indonesia is one of the countries with a big Muslim population in the world. More than
87% or 209.120.000 people of Indonesia’s population is a Muslim [1]. That becomes
a factor of Islamic business growth in Indonesia. Based on Global Islamic Economic
Indicator in 2017 data, Indonesia is on the 9th place of the country with the biggest
Islamic economic asset in the world. As the impact, Islamic business in Indonesia has
approximately gained 95% of market share either in manufacture, service, or technology.
This will give a chance for entrepreneurs to open a new Islamic concept business. One
of them is Muslim application.
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People nowadays surely familiar with any religion mobile application, including Mus-
lims with Muslim-based mobile application. The existence of Muslim-based mobile
application is helping Muslims to fulfill the requirements of their religion and fulfill their
obligations as a Muslim [2]. It has brought spirituality to the fingertips of today’s genera-
tion [3]. Since 2015, Muslim-based mobile application had already gained market share
for about $20 billion and at least there are 2000 Muslim-based mobile applications
available on the internet and platforms all over the world. The market is projected to
grow by 17% cumulative annual growth rate (CAGR) to reach $277 billion by 2020 [4].

Most of the Muslim-based mobile application only provides basic features for Muslims
general lifestyle needs. So far, there are no applications that provide features for
supporting Muslims doing all their Islamic activities. This kind of situation could be seen
as an opportunity, especially by the developer of the Kaaba Buku Saku application.
Kaaba Buku Saku is a mobile application that launched on August 2018 by Kaaba
Virtual Experience.

Features that provided by this application are sharia feature, halal restaurants nearby
the user’s location, general lifestyle needs as a Muslim, and hajj guidance. General
lifestyle needs of Muslims that can be fulfilled by Kaaba Buku Saku is qibla direction
and prayer times. Kaaba Buku Saku focusing their feature on guidance for those who
went Hajj or Umrah. Kaaba Buku Saku brought this feature uniquely by creating Kaaba
Experience. This feature is a virtual reality that gives the users a real guide on every
activity regarding their Hajj or Umrah.

1.2. Research Objective

This research aim to obtain the customer preferences that influences the customers to
download Kaaba Buku Saku application. Create customer journey map to analyze the
behavior of the user and in the end, will generate insights to make some improvements
for the application.

2. Literature Review

2.1. Technology Adoption and Diffusion Theory

Technology Adoption and Diffusion is a theory that explained more about how technol-
ogy was adopted by their user and what kind of forces that may be affected the adaption
process. It is also brought up how new ideas or technologies are communicated,
evaluated, adopted, and reevaluated [5]. Technology adaption can be defined as steps
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that was taken in the process through which a decision make passes to reach a decision
to accept or reject a new technology [6]. Moreover, technology diffusion is a dynamic
consequence of adoption, it was coming up from individual adoption decisions [7].

Rogers (2003) divided adoption categorized the participants into five categories. That
are innovators, early adopters, early majority, late majority, and laggards. According to
Davis (1989), there are several factors that influence the adoption of new technology.
The factors that influence the adoption of new technology are:

2.1.1. Perceived Usefulness

Based on Davis, et al. (1992) perceived usefulness refers to consumers’ perceptions
regarding the outcome of the experience. In the same way, perceived usefulness is
consumer’s perception of functional and utilitarian dimensions [8].

H1: Perceived Usefulness has a positive effect on the adoption of Muslim-based

mobile application

2.1.2. Perceived Ease of Use

Rogers (1983) stated that perceived ease of use (PEOU) represents the degree to
which an innovative technology is perceived not to be difficult to learn, understand,
and operate.

H2: Perceived Ease of Use has a positive effect on the adoption of Muslim-based

mobile application

2.1.3. Perceived Credibility

Jacoby and Kaplan (1972) said that perceived credibility refers to a customer’s belief
that the technology that they adopt makes them feel certain and have pleasant con-
sequences. Such as free from financial risk, physical risk, functional risk, social risk,
time-loss risk, opportunity cost risk, and information risk.

H3: Perceived Credibility has a positive effect on the adoption of Muslim-based

mobile application

2.1.4. Facilitating Conditions

Facilitating conditions are an individual’s belief that infrastructural facilities and tech-
nologies that support the use and acceptance of technology will help in the use of a
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new technology [9]. It is also can be defined as degree to which the consumer believes
that a technical infrastructure exists to support the use of a technology [10, 11].

H4: Facilitating Conditions has a positive effect on the adoption of Muslim-based

mobile application

2.1.5. Perceived Complexity

According to Ozer, et. al. (2013), perceived complexity means the scale to which a new
technology or innovation is perceived as easy to use and understandable. Any new
technology or innovation might be classified on the complexity to simplicity continuum
[12].

H5: Perceived Complexity has a negative effect on the adoption of Muslim-based

mobile application

2.1.6. Perceived Trialability

According to Rogers (1995), Trialability means the degree to which an innovation or new
technology may be experimented with on a limited basis.

H6: Perceived Trialability has a positive effect on the adoption of Muslim-based

mobile application

2.1.7. Perceived Self-Efficacy

Self-efficacy is a judgment of one’s ability to use a technology or innovation to accom-
plish a particular job or task [11, 13]. Recent empirical studies have reported self-efficacy
as directly affecting actual use of new technologies [14].

H7: Perceived Self-Efficacy has a positive effect on the adoption of Muslim-based

mobile application

2.1.8. Awareness

Ozer, et. al. (2013) once refer awareness as the extent to which users are conscious of
the benefits and services provided by a new technology.

H8: Awareness has a positive effect on the adoption of Muslim-based mobile appli-

cation
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2.2. Customer Journey Map

Patricio et al. (2011) explains the customer journey as a series of touchpoints, involving
all activities and events related to the delivery of the service from the customer’s
perspective. The touchpoints aimed to examine interactions from customers’ point of
view. Customer journeys are one of the most used visualization tools and have been
used broadly in the past few years [15]. Customer journey mapping provides valuable
insight in service provision “as is”, and is by far the most disclosed customer journey
approach [16].

Three essential things in customer journey maps are, first is contain a series of tasks
or activities. It aims to signify what the customer is trying to accomplish. The next
is including touchpoints to know where the customer do some interactions with the
products or services provides by the company. Last, which is the most important is type
of emotion the customer expresses or feels toward all stages [17].

A successful journey map helps company in so many ways. Not only helps to elim-
inate pain points and boosting the customer’s experience, but also helps to identify
differentiators and provides an avenue for customers to provide input on what they
would like the journey to be going forward [18].

2.3. Conceptual Framework

Figure 2.7 above shown the conceptual framework for this research. The framework
used in this study consists of some variables that related with adoption of Muslim-based
Mobile Application. Variables generated from Davis (1989) that was written on literature
by Moyo & Makanyeza (2015).
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3. Methodology

3.1. Quantitative Method

Online survey will be conducted by using ‘Likert Scale’ questionnaire with scale from 1 to
5. The main questionnaire informants for this research method is young adults to adults
age between 20-50, as referred to be the user of any Muslim-based mobile application.
The informants must come from Bandung and should be a Muslim. To determine the
sample size, Slovin formula is used in this research. Therefore, with 5% or 0.05 as the
margin error, the sample size of respondents in this research is 385 respondents.

The data will be analyzed by using statistical methods in Statistical Package for
Social (SPSS). Before processing the data, reliability and validity test should be done.
Reliability is necessary to measure the internal consistency of the data. Reliability can be
measured by using Cronbach’s Alpha score. All the constructs should have an adequate
alpha value to pass the reliability test. Griethuijsen et al. (2014) referred that the values
between 0.6 to 0.7 is still conclude as the acceptable values of reliability.

According to Malhotra (2010), validity is the extent to which the differences found
in scale scores show the right differences between objects on the characteristic that
is being measured. Validity test for this research will be using Pearson Correlation.
According to Malhotra (2010), the Pearson Correlation score should be more than 0.30.
After pass the validity and reliability testing, the data will be analyzed by using Binary
Logistic Regression. Logistic Regression can be used to model a relationship between
a two-category or binary dependent variable and one or more independent or predictor
variable [19].

3.2. Qualitative Method

Interview will be used in this research that aimed to have in-depth information about
the specific topics [20]. In detailed, this research is using semi-structured interviews
that allows the interviewer to pursue a series of less structured questioning and also
permits the exploration of spontaneous express their perception towards the topic [21].

This research will be using purposive sampling that choose informants that have
already used the application. The main informants for this method is the user of Kaaba
Buku Saku application, male or female with age range in 20 to 50 years old and live
around Bandung, West Java. The respondents should be a Muslim and currently using
Kaaba Buku Saku application.
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Manual coding will be used to analyze data that have already generated from the
interview. The interview results will be interpreted and will be processed by manual
coding to know the behavior of Kaaba Buku Saku application. All data that have already
coded will be verified by Triangulation that will gains knowledge from the data that is
more reliable [22] and eliminate the risk of having wrong conclusion. Triangulation refers
to a method that will be using cross-checking multiple data sources.

4. Discussion

4.1. Quantitative Data Analysis

After done a validity and reliability testing, the result is all variables are valid and reliable.
The data will be analyzed by Binary Logistic Regression to know the influence of all
independent variables to adoption of Muslim-based mobile application.

TABLE 1

Omnibus Tests of Model Coefficients

Chi-square df Sig.

Step 1 Step 23.829 8 .002

Block 23.829 8 .002

Model 23.829 8 .002

Omnibus Test of Model Coefficient usually being used to examined the new model
with independent variable including the improvement [19]. Table above shows the Chi-
square (x2) is 23.829 and 8 as the degree of freedom. The 𝜌-value (𝜌 = 0.002) is smaller
than the significant value (𝛼 = 0.05). Thus, do not reject H0. It is implying that the
independent variables give an influence to the dependent variable.

TABLE 2

Hosmer and Lemeshow Test

Step Chi-square df Sig.

1 10.057 8 .261

Hosmer and Lemeshow was aimed to test the goodness-of-fit the model to the data.
Based on table above, the Chi-square (x2) is 10.057 and 8 as the degree of freedom. It
also shows the 𝜌-value is 0.261, which is bigger than the significant value (𝛼 = 0.05). So,
do not reject H𝑜 because the model fits to the data.

Model summary was the table that give percentage explanation on how strong
independent variable define the dependent variable. Model summary on the table
above contains of the -2 Log Likelihood (-2LL) and R square. The -2 Log Likelihood
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TABLE 3

Model Summary

Step -2 Log likelihood Cox & Snell R
Square

Nagelkerke R
Square

1 171.732𝑎 .060 .151

(-2LL) is 171.732. The R Square represents by two columns, that are Cox & Snell and
Nagelkerke. The Cox & Snell is 0.060 or 6.00% and the Nagelkerke is 0.151 or 15.10%,
means that the independent variable can explain 15.10% of the dependent variable, the
rest is explained by other factors out of the model.

TABLE 4

Variables in the Equation
B S.E. Wald df Sig. Exp(B)

Step 1𝑎 FC 1.623 .413 15.474 1 .000 5.068
PU .008 .336 .001 1 .980 1.009
PEOU -.565 .430 1.731 1 .188 .568
PC .144 .252 .326 1 .568 1.155
PCX -.255 .242 1.108 1 .293 .775
PT -.269 .337 .636 1 .425 .765
PSE .152 .436 .122 1 .727 1.164
AW -.341 .391 .763 1 .382 .711
Constant .203 1.755 .013 1 .908 1.225

From the table, it is known that Facilitating Conditions was the factor that significantly
influence the Adoption of Muslim-basedmobile application because the 𝜌-value is lower
than 0.05. Besides, the test result also generated a model as below.

̂𝑔(𝑥) = 0.203 + 1.623𝑋1 + 0.008𝑋2 − 0.565𝑋3 + 0.144𝑋4 − 0.255𝑋5 − 0.269𝑋6

+0.152𝑋7 − 0.341𝑋8

Where:

̂𝑔 = Adoption of Muslim-based mobile application

X1 = Facilitating Conditions

X2 = Perceived Usefulness

X3 = Perceived Ease of Use

X4 = Perceived Credibility

X6 = Perceived Trialability

X7 = Perceived Self-Efficacy

X8 = Awareness

4.2. Qualitative Data Analysis
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5. Conclusion

According to the research objective and the result of the research that has been
conducted, it can be concluded that the potential users would prefer to use the Muslim-
based mobile application when the facilitating conditions is fulfilled. Facilitating condi-
tions means they would prefer to adopt the application when they have a sufficient
resources and knowledge to adopt it. Facilitating conditions would give a positive
influence for 1.623 times over the other variables. All the independent variables explain
the dependent variable for 15.10% and the rest is explained by other factors out of the
independent variables.

From the customer journey map, it is known that there are 6 stages in using the
Kaaba Buku Saku application, from research to post-using stages. It also generates the
opportunities for developer to develop the application by doing several things, such as
equipped the prayer time feature with automatically locate feature, adjust the highlight
content to be more understandable, launch live location feature for Hajj and Umrah
users, give a step by step guidance for the first use, give notification to calibrate the
phone for Qibla feature, and the last is launch their iOS version application.

Acknowledgement

References

[1] Suhendra, 2017. Tirto.id. [Online] Available at: https://tirto.id/benarkah-ri-negara-
dengan-penduduk-muslim-terbesar-dunia-cuGD

[2] Zainal, A., Ahmad, N. A., Razak, F. H. A. &Nordin, A., 2017.Older Adults’ Requirements

of Islamic Mobile Applications: A Multimethod Exploration, United States of America:
American Scientific Publishers.

[3] Menon, P. M., 2013. Mobile Application Bring Religion to Your Fingertips. [Online]

[4] Latif, H., 2015. Digital Islamic Economic Report, s.l.: s.n.

[5] Rogers, E. M., 1995. Diffusion of Innovations, 4th edition. s.l.:s.n.

[6] Sepasgozar, S. M., Loosemore, M. & Davis, S. R., 2015. Conceptualising Information

and Equipment Technology Adoption in Construction, s.l.: Emerald Insight.

[7] Comin, D., 2013. Technology Diffusion: Measurement, Causes and Consequences,

s.l.: s.n.

[8] Childers, T., Carr, C., Peck, J. & Carson, S., 2001. Hedonic and Utilitarian Motivations
for Online Retail Shopping Behavior. Journal of Retailing, 77(4), pp. 511-538.

DOI 10.18502/kss.v4i6.6629 Page 600

https://tirto.id/benarkah-ri-negara-dengan-penduduk-muslim-terbesar-dunia-cuGD
https://tirto.id/benarkah-ri-negara-dengan-penduduk-muslim-terbesar-dunia-cuGD


ICE-BEES 2019

[9] Gatautis, R. & Medziausiene, A., 2014. Factors Affecting Social Commerce
Acceptance in Lithuania. Procedia - Social and Behavioral Sciences, 24 January,
Volume 110, pp. 1235-1242.

[10] Taylor, S. & Todd, P., 1995. Understanding Information Technology Usage: a Test of
Competing Models. Information System Research, Volume 6, pp. 144-176.

[11] Venkatesh, V., Morris, M. G., Davis, G. B. & Davis, F. D., 2003. User Acceptance of
Information Technology: Toward a Unified View. MIS Quarterly, September, 27(3),
pp. 425-478.

[12] Al-Gahtani, S. S., 2003. Computer Technology Adoption in Saudi Arabia: Correlates
of Perceived Innovation Attributes. Information Technology for Development,

Volume 10, pp. 57-69.

[13] Compueau, D. R. & Higgins, C. A., 1995. Computer Self Efficacy: Development of a
Measure and Initial Test. MIS Quarterly, Volume 19, pp. 189-211.

[14] Chiu, C.-M. & Wang, E. T., 2008. Understanding Web-based Learning Continuance
Intention: The Role of Subjective Task Value. Information & Management, April,
45(3), pp. 194-201.

[15] Halvorsrud, R., 2016. Improving Service Quality Through Customer Journey Analysis,

s.l.: Emerald Group Publishing.

[16] olstad, A. & Kvale, K., 2018. Customer Journeys: a Systematic Literature Review.
Journal of Service Theory and Practice.

[17] Smilansky, O., 2015. What You Need to Know About Customer Journey Map. In:
s.l.:s.n., p. 5.

[18] Stucki, K., 2018. the Ultimate Guide to Customer Journey Mapping. s.l.:Clarabridge.

[19] Hair, J. F., Black,W. C., Babin, B. J. & Anderson, R. E., 2010.Multivariate Data Analysis.

s.l.:Pearson Prentice Hall.

[20] Alshenqeeti, H., 2014. Interviewing as a Data Collection Method: a Critical Review.
Journal of English Linguistics Research, 31 March.3(1).

[21] Coughlan, M., 2009. Interviewing in Qualitative Research. International Journal of
Therapy and Rehabilitation, June.Volume 16.

[22] Palic, M. et al., 2015. International Journal of Sales, Retailing and Marketing, 4(9).

DOI 10.18502/kss.v4i6.6629 Page 601


	Introduction
	Background
	Research Objective

	Literature Review
	Technology Adoption and Diffusion Theory 
	Perceived Usefulness
	Perceived Ease of Use 
	Perceived Credibility
	Facilitating Conditions
	Perceived Complexity 
	Perceived Trialability 
	Perceived Self-Efficacy
	Awareness

	Customer Journey Map
	Conceptual Framework

	Methodology 
	Quantitative Method
	Qualitative Method 

	Discussion
	Quantitative Data Analysis 
	Qualitative Data Analysis

	Conclusion
	Acknowledgement
	References

