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Abstract

Happiness is the goal that any human wants to achieve. Therefore, people are always trying to find the source of happiness. The
previous studies found there was a positive correlation between religiosity value and quality of life. This research is necessary to
conduct because there are only a few studies about this topic. The aim of the research is to determine the influence of religiosity
value on happiness through Islamic consuming ethics. Type of research is field survey with SEM as a method of analysis. The
research has found Islamic consuming ethics strengthen the influence of religiosity value on happiness.
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1. Introduction
1.1 Background of the research

The development of communication technology has caused people to become very consumptive. Many on line and
off line shopping services have been provided to attract many consumers. The effect is that consumers have many
choices to fulfill their desire. The fulfillment of unlimited desire causes economy problems such as inflation and
scarcity of resources. Therefore, religiosity value and ethical consumption have important roles in solving the problem.
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