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ABSTRACT
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sampling, sanmple size is two mndred {200) comsumers and the resezrch was carried ot
cheowgh the SPSS 19.0 version. According to the researdh amalysis, the mean valoe of
dependent varizble is modersie level (2.915) amd the mean valee of independent
variable is high level (3.707). Pearson’s cosbelation analysis explores 2 moderate
mwrﬁwhthrmrchmmdmﬂxa The cocfficiern of
dﬂﬁmmmpﬁmtﬁu(ﬂ’)lﬁaufmbtmhmﬁﬁb?m{am The tesearch
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regarding religiosity and consumer— ethics.
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