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(FOMO), Word of Mouth (WOM), and influencer marketing shape
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consumer behaviour surrounding iftar snack purchases during
Ramadan in Indonesia. It aims to explore how these psychological
drivers influence demand and how they can be strategically utilized by
MSMEs. Adopting a conceptual approach, the study synthesizes
findings from prior research on Ramadan consumption, digital
marketing, and socio-cultural dynamics, using thematic qualitative
analysis. Results indicate that consumer behaviour during Ramadan is
influenced not only by religious and cultural values but also by
symbolic and emotional triggers. Scarcity and FOMO increase
perceived urgency and impulse buying, particularly among digital-
savvy youth, while WOM and influencers play pivotal roles in shaping

trends and purchase decisions. Moreover, iftar consumption
transcends religious lines, reinforcing social cohesion and cultural
identity. However, MSMEs still face significant barriers such as
unsold inventory and limited marketing access. The study concludes
that adaptive, psychologically informed marketing strategies are
essential to optimize sales during this peak season. It contributes a
unified framework of four psychological constructs, practical insights
for MSMEs, and highlights the cultural significance of iftar
consumption in Indonesia’s diverse society.
This work is licensed under a Creative Commons Attribution-Non-commercial 4.0 International License.

INTRODUCTION

Indonesia, the fourth most populous country in the world, exhibits significant religious diversity.
According to World Population Review (2020), its 263.5 million citizens include approximately 229.6
million Muslims, 26.9 million Christians, 4 million Hindus, 1.8 million Buddhists, and around 750
thousand followers of other faiths. With Muslims accounting for over 87% of the population, Indonesia
holds the distinction of being the world’s largest Muslim-majority country. The influence of Islam in
Indonesia is reflected not only in demographic figures but also in cultural, social, and spiritual practices
deeply embedded in daily life (Maarif, 2019). Ramadan stands out as a particularly important period,
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marked by fasting, nightly prayers, and rich expressions of Islamic culture (Alvionita & Auliahadi,
2020).

The month of Ramadan is widely embraced with a spirit of enthusiasm and togetherness. It is not only
a period of deep spiritual reflection but also a time when the culture of sharing is highly visible,
especially through community initiatives like distributing iftar meals or snacks (Robiyanti, 2024). Such
acts reflect strong humanitarian and social values embedded in the observance of Ramadan.These acts
have evolved into social norms that reinforce moral values within communities (Hadi, Kurniaji, &
Hidayat, 2024). The tradition of war takjil, the lively pursuit of iftar meals, exemplifies this spirit of
generosity. It not only fuels excitement but also stimulates microeconomic activity and strengthens
social cohesion across Indonesia’s diverse society (Kantari, Ashari, & Purnawan, 2023; Hartati et al.,
2025). Ramadan, thus, is more than a religious observance; it is a collective celebration that enriches
the cultural, social, and economic fabric of the nation (Odabas & Attar, 2018).

For small and medium-sized enterprises (SMEs), selling iftar snacks presents a seasonal economic
opportunity. However, many struggles with unsold inventory, often due to limited consumer insights
and underdeveloped marketing strategies. Ramadan introduces complex shifts in dietary habits,
routines, and social engagement, creating distinct consumption patterns that extend beyond Muslim
communities. Iftar snacks, for instance, are increasingly enjoyed by the general public as a reflection of
unity and cultural tolerance.This period offers strategic potential for MSMESs to promote local culinary
products through bazaars and digital platforms. However, success depends on innovative marketing and
effective access to consumers. Balgissyah et al. (2024) observed that non-Muslim consumers in Medan
also purchase iftar snacks, motivated by solidarity, curiosity, and interfaith harmony, reaffirming the
symbolic nature of such consumption. Meanwhile, Aminah and Muyassaroh (2024) found that viral
TikTok content influences Ramadan consumption patterns by amplifying the Fear of Missing Out
(FOMO) among youth, contributing to a digitally driven community marketing ecosystem.

This study is grounded in the notion that purchasing behavior for iftar snacks is not solely rational or
need-based, but is also shaped by psychological and social dynamics such as the Scarcity Effect,
FOMO, Word of Mouth (WOM), and the influence of social media figures. Accordingly, the research
addresses five central questions: (1) How does scarcity influence consumers’ perceived value and
urgency? (2) To what extent does FOMO drive impulse buy? (3) How do oral and digital WOM affect
decision-making? (4) What is the role of influencers in shaping purchasing interest? (5) How can these
elements inform practical marketing strategies for MSMEs?Prior studies have shown that these
psychological drivers heighten consumer responsiveness during seasonal periods like Ramadan. The
war takjil phenomenon reflects both cultural enthusiasm and a business opportunity (Kantari et al.,
2023), although many MSME:s still face barriers such as lack of digital tools and production limitations.
Juliyani (2024) highlights how female entrepreneurs navigate challenges like fluctuating demand and
labor constraints by adapting to consumer needs.

At the macro level, Hosen (2024) found that Ramadan significantly affects the timing and intensity of
purchases, with spending peaking before iftar due to religious, cultural, and psychological motivations.
Similarly, Odabasi and Argan (2009) noted that in Turkey, Ramadan consumption is driven by both
practical and symbolic factors, reinforcing social identity through food. Complementary studies by
Hellman (2008) and Rudnyckyj (2009) reveal that Ramadan meals promote not just nourishment but
also community ties and charitable practices. Rijal et al. (2023) identify common challenges for
Indonesian MSMEs during Ramadan, including price competition, limited digital promotion, and lack
of product differentiation. These issues call for targeted strategies to enhance MSME performance
during this crucial season.This study aims to examine how the Scarcity Effect, FOMO, WOM, and
influencer marketing shape consumer behaviour around iftar products during Ramadan, and how these
psychological factors can be effectively leveraged by MSMESs. Drawing on a broad review of literature,
the research offers a nuanced understanding of consumer behaviour-driven marketing in a culturally
and religiously significant context. The study contributes to the literature in four key ways: (1) it
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integrates four underexplored psychological variables into a unified framework; (2) it employs a
qualitative, conceptual methodology using thematic synthesis; (3) it translates theoretical insights into
actionable strategies for MSMEs; and (4) it highlights the often-overlooked issue of unsold inventory,
identifying a practical gap warranting further academic and industry attention.

LITERATURE REVIEW

Promoting takjil (iftar snacks) during Ramadan goes beyond product selling, it taps into collective
rituals, emotional anticipation, and cultural identity. Sun (2020) and Dimofte et al. (2016) highlight how
digital platforms and psychological cues shape consumer behavior during festive seasons. Within this
context, scarcity, FOMO, word-of-mouth, and influencer marketing interact as key psychological
drivers that influence iftar-related purchasing.

Scarcity: Psychological Dynamics in Iftar Promotions

Scarcity serves as a strong psychological trigger in Ramadan marketing, where emotional and temporal
urgency converge during daily fasting cycles. Shi et al. (2020) highlight that both real (limited stock)
and artificial (limited-time) scarcity increase perceived value through exclusivity and competition.
Barton et al. (2022) confirm its effectiveness in driving purchase intentions, especially when paired
with emotionally resonant cues like “only available before Maghrib.” Good & Hyman’s (2021) research
states that marketing content emphasizing the narrative of “selling out fast” or “favourite menu items
being sought after” can increase purchase intentions by reinforcing urgency and perceived popularity.
This urgency is magnified in communal Ramadan settings, such as food bazaars, where Chen et al.
(2021) found scarcity to be more persuasive due to visual cues like long queues. Kantari et al. (2023)
note that in Indonesia, “war takjil” moments turn scarcity into a cultural ritual of shared anticipation.
Roux et al. (2023) situate scarcity within the 5Ps of marketing, showing its dual impact on immediate
sales and long-term brand value. Weinstein (2022) concludes that scarcity acts as a cognitive shortcut,
prompting swift decisions in culturally significant, time-bound moments like iftar..

FOMO: Urgency, Emotion, and Cultural Expectation in Ramadan

FOMO drives Ramadan consumption by tapping into emotional responses to social comparison,
especially amplified through social media. Lamba (2021) and Alfina et al. (2023) identify millennials
and Gen Z as particularly responsive, influenced by posts showing trending takjil or exclusive hampers.
Good and Hyman (2021) found that FOMO-based appeals heighten purchase intent by leveraging
emotional pressure for social belonging. However, Morsi et al. (2025) caution that excessive FOMO
may cause regret or fatigue among sensitive consumers. In collectivist cultures like Indonesia,
Karimkhan and Chapa (2021) argue that FOMO is shaped by social horms and group conformity,
making it both potent and delicate. Hodkinson (2019) illustrates how FOMO and scarcity interact,
forming a reinforcing loop of urgency, while Civelek and Tigh (2023) emphasize the importance of
audience targeting and timing for effective execution.

Word of Mouth: Digital Trust and Social Validation in Takjil Trends

Word of Mouth (WOM) remains a dominant force in influencing Ramadan buying decisions, especially
through digital sharing of iftar experiences. Keller (2007) notes that satisfied consumers become brand
advocates, while Berger (2025) adds that emotionally engaging, visually appealing products like takjil
are more likely to be shared. Oba and Berger (2024) stress that message persuasiveness varies by
medium, with private platforms often generating more trust than public posts. Gass and Seiter (2022)
highlight the persuasive strength of familiar sources, and Kumar et al. (2023) warn of the risk of
misinformation in viral content. In practice, a single viral message about a “legendary gorengan” can
spike demand, showing WOM’s power to shape trust, emotion, and consumption simultaneously during
Ramadan.

Influencer Marketing: Cultural Alignment and Persuasive Trust in Ramadan

Influencer marketing thrives during Ramadan by combining emotional relevance with cultural
authenticity. Leung et al. (2022) affirm that influencers boost engagement and sales through personal
storytelling, while Dimofte et al. (2016) note that trust in influencers often exceeds that in traditional
ads, particularly when aligned with consumer values. Brown and Hayes (2008) highlight the strength
of micro-influencers in targeting niche communities, a strategy well-suited to local Ramadan markets.
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Pick and Sarstedt (2022) add that long-term relational trust enhances persuasive power. In takjil
marketing, influencer endorsements signal quality, hygiene, and trendiness, key factors in fast, low-risk
purchasing decisions. Their cultural resonance not only supports sales but affirms communal and
spiritual alignment during the Ramadan season.

Marketing takjil during Ramadan activates a deep psychological system shaped by urgency, social cues,
and trust. Scarcity, FOMO, WOM, and influencer strategies converge to create emotional, social, and
cultural resonance. Building on Sun (2020) and Dimofte et al. (2016), effective Ramadan marketing
requires more than timing, it calls for emotional intelligence and cultural empathy. Brands that tap into
these insights ethically can inspire not just purchases, but shared meaning during a sacred season

Word of Influencer
[8carcitv] [ FOMO ] [ Mouth ] [Marketlng]

ct—

N

Consumer Behavior
During Ramadan

Figure 1: Research Frame work

METHOD

This study adopts a narrative literature review approach, supported by descriptive-qualitative methods,
to examine the psychological dimensions of marketing strategies for iftar (takjil) products during
Ramadan. The focus is on four key drivers: scarcity, fear of missing out (FOMO), word of mouth
(WOM), and the influence of digital influencers. This method was chosen for its strength in exploring
meaning, context, and social patterns across various academic sources. As Baumeister and Leary (1997)
and Juntunen and Lehenkari (2021) suggest, narrative reviews allow for a flexible yet structured
integration of theoretical and empirical findings—particularly useful in understanding complex
consumer behaviors shaped by time-sensitive, emotional, and cultural factors such as Ramadan.

The review process followed the principles of critical appraisal using the CASP (2018) checklist,
ensuring clarity of research focus, methodological appropriateness, data relevance, and the validity of
insights. A comprehensive search strategy was implemented using reputable academic databases such
as Scopus, Web of Science, SAGE, Springer, Emerald, DOAJ, and nationally indexed journals
(SINTA). The search targeted literature published between 2020 and 2025, using keywords such as
scarcity marketing, Ramadan FOMO, takjil word of mouth, influencer endorsement, and iftar consumer
behavior. Inclusion criteria focused on peer-reviewed articles in English or Indonesian that contained
relevant theories or empirical data on consumer psychology and seasonal marketing. Articles that lacked
scientific merit, empirical evidence, or direct relevance to the topic were excluded.

After screening titles and abstracts, selected articles were analyzed in depth to extract core insights and
patterns. This process focused on understanding how scarcity messages create urgency, how FOMO
evokes emotional pressure to participate, how WOM spreads trust and social proof, and how influencers
serve as cultural intermediaries during the holy month. The narrative synthesis offers a conceptual
understanding of how these psychological triggers operate in harmony to shape consumer responses
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during Ramadan. The findings are expected to inform more ethical, emotionally intelligent, and
culturally aligned marketing practices for iftar products.

RESULT AND DISCUSSION

This study proposes a research framework (Figure 1) that examines how scarcity, FOMO (Fear of
Missing Out), word of mouth (WOM), and influencer marketing influence consumer behavior during
Ramadan. Scarcity marketing, commonly applied through limited-time offers or product unavailability,
creates a perception of urgency that encourages faster purchasing decisions. FOMO intensifies this
effect by triggering emotional responses rooted in the fear of being excluded from social trends or deals,
an especially relevant factor during Ramadan, when digital expressions of togetherness and
consumption are widespread. WOM, both personal and digital, serves as a persuasive driver that builds
trust and encourages purchasing through shared experiences and recommendations. Influencer
marketing further amplifies this process by leveraging credible public figures to shape consumer
opinions, emotions, and actions, often reinforcing both FOMO and WOM. As illustrated in Figure 1,
these four variables are expected to significantly impact consumer behavior during Ramadan,
particularly in the forms of impulsive buying, socially influenced decisions, and increased engagement
with digital commerce.

Table 1 below presents a theoretical mapping of selected references published between 2020 and 2025
that are relevant for evaluating consumer behavior and digital marketing strategies during Ramadan,
both in Indonesia and in other countries. These studies were chosen based on their focus on key
constructs such as scarcity, FOMO, word of mouth (WOM), and influencer marketing, offering a
comprehensive foundation for the development of this research framework.

Table 1: Theoritical mapping

No Author & Title Design & Focus Area Key Findings Category
Year Sample
1 Kantari et al. War Takjil as Qualitative; Scarcity, Scarcity adds Scarcity
(2023) Cultural Symbol  cultural lens MSME symbolic meaning
branding to local identity
2 Rijal et al. MSME Descriptive; Scarcity, Scarcity boosts Scarcity
(2023) Challenges MSME urgency MSME takjil
During interviews sales
Ramadan
3 Wahid & Scarcity Conceptual Scarcity, ethics  Scarcity effective Scarcity
Husain (2023) Marketing: analysis but ethically
Strategy or debatable
Propaganda?
4 Bacay et al. Scarcity & Pop  Quantitative; Scarcity, Scarcity creates Scarcity
(2025) Mart Trend survey emotional urgency and
buying attachment
5 Rachmania et Scarcity & Quantitative; Scarcity, Scarcity increases Scarcity
al. (2025) Flash Sales experimental  impulse buying impulse buying
Impact on tendency
Cosmetics
6 Hassan & Excessive Survey & FOMO, FOMO leads to FOMO
Low (2024) Buying & Food interview overconsumptio  overbuying and
Waste in n food waste
Ramadan
7 Zhang et al. FOMO Scale Quantitative; FOMO, self- FOMO linked to FOMO
(2020) and Consumer  psychometri concept identity and peer
Identity ¢ tool pressure
8 Karimkhan & IsFOMO a Cross- FOMO, FOMO expression FOMO
Chapa (2021) Cultural cultural marketing varies across
Construct? analysis culture cultures
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9 Alfina et al. FOMO in Systematic FOMO, FOMO drives FOMO
(2023) Consumer literature marketing social engagement
Behavior review effects & spending
10 Aminah & TikTok War Qualitative; WOM, digital TikTok spreads WOM
Muyassaroh Takjil and TikTok messaging messages of
(2024) Religious analysis harmony during
Tolerance Ramadan
11 Kumar et al. Fake News Behavioral WOM, digital WOM influenced WOM
(2023) Sharing study influence by personal
Behavior reasoning and
trust
12 Chen & Yuan  Psychology of Review WOM, behavior  WOM shaped by WOM
(2020) Word of Mouth motivation trust, emotions,
Marketing and social ties
13 Santy & Purchase Survey- WOM, content  e-WOM increases WOM
Andriani Decision viae-  based study marketing purchase
(2023) WOM intentions
14 Purbohastuti  Defining WOM  Conference WOM, Influencers WOM
et al. (2023) and Influencer paper influencer amplify WOM
Marketing overlap impact
15 Leung et al. Influencer Empirical, Influencer, Influencers Influencer
(2022) Marketing multiple engagement increase trust and Marketing
Effectiveness industries action
16  Vrontisetal. Systematic Review Influencer, Influencer Influencer
(2021) Review of strategy marketing builds Marketing
Influencer authenticity
Marketing
17 Joshi et al. Trends in Review Influencer, Influencers Influencer
(2025) Influencer digital reshape online Marketing
Marketing commerce commerce
behavior

The rise of iftar snack (takjil) sales during Ramadan in Indonesia signifies far more than a seasonal
economic trend, it reflects a deeply rooted socio-cultural and religious phenomenon. As a sacred period
of reflection, generosity, and communal togetherness, Ramadan transforms the act of purchasing food
into a meaningful ritual and expression of shared identity. Within this context, takjil has evolved from
a simple meal to break the fast into a symbol of solidarity, spiritual devotion, and cultural pride. For
micro, small, and medium enterprises (MSMEs), this month is not only a period of increased revenue
but also a time to fulfill a social role embedded in local values. Takjil becomes a culturally charged
commodity, carrying emotional, religious, and collective meaning that resonates strongly across diverse
communities.

Based on a synthesis of 17 empirical studies conducted between 2020 and 2025 (see Table 1), four
dominant strategies have emerged as core drivers in shaping MSME behavior and consumer response
during Ramadan: scarcity, FOMO (Fear of Missing Out), word of mouth (WOM), and influencer
marketing. These strategies are not implemented in isolation; they operate within a broader ecosystem
shaped by digital platforms, cultural storytelling, and religious engagement.

Scarcity is one of the most visible and effective strategies, operating both as an operational constraint
and a deliberate marketing trigger. Many MSMEs intentionally limit daily production to enhance
perceived value and urgency. This tactic is commonly reinforced through labeling and visual cues, such
as product signs or social media captions that read: “Hanya 50 porsi per hari” (only 50 portions per
day), “Cepat habis setiap sore” (sells out quickly every evening), or “Khusus hari ini” (today only).
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These expressions act not only as informative messages but as psychological nudges that prime
consumers into making swift purchasing decisions. Good & Hyman (2021) confirm that scarcity-
themed narratives—such as “sold out fast” or “favorite menu item of the week”—increase consumer
intention and emotional engagement. In bazaars and street stalls, the experience of seeing queues,
hearing time-limited offers, and witnessing items selling out creates a sense of exclusivity and urgency.
This practice mirrors findings from Roux et al. (2023), who argue that scarcity contributes to both short-
term impulse buying and long-term brand equity when tied to cultural or communal relevance. In
Indonesia, this phenomenon is popularly recognized as "war takjil," a daily ritual where limited
availability intensifies consumer excitement and collective anticipation.

FOMO complements scarcity by leveraging time-sensitivity and social signaling. Ramadan heightens
FOMO because of its temporality and spiritual urgency, particularly among younger, digitally engaged
consumers. Messages like “Last batch before iftar,” “Today’s limited flavor,” or “Only this week’s
special” effectively stimulate emotional responses and spur immediate action. These messages become
even more powerful when embedded in real-time formats like Instagram stories, countdown timers, or
TikTok live sessions. According to Alfina et al. (2023), FOMO-based messaging taps into consumers’
need for inclusion, relevance, and participation, especially when fasting itself is a communal activity
with synchronized timing. The religious and emotional gravity of Ramadan reinforces this behavior, as
people seek not only food but also shared experiences during the time of breaking fast. The emotional
desire to not “miss out” on a moment that others are enjoying further amplifies purchasing motivation.
Word of mouth (WOM), both traditional and digital, remains a critical pillar of Ramadan marketing. In
a social environment where interpersonal trust often outweighs formal advertising, WOM thrives
through visual testimonials, emotional stories, and informal recommendations.

Social media platforms like WhatsApp, Instagram, and TikTok serve as extensions of everyday
conversation, allowing MSMEs to benefit from user-generated content and community engagement.
For instance, messages like “This is our must-have takjil every year” or “Brings back my childhood
Ramadan” evoke nostalgia and emotional intimacy, turning ordinary food into memory-laden
experiences. Aminah & Muyassaroh (2024) highlight that customers are more likely to trust and share
products that feel authentic and personally meaningful. MSMEs can enhance this by reposting customer
content, encouraging feedback, or creating branded hashtags like #TakjilFavorit or #RasaRamadan.
These digital word-of-mouth mechanisms enable businesses to reach new audiences organically while
reinforcing social credibility.

Influencer marketing serves as a bridge between commerce and cultural storytelling. Influencers,
especially those with religious, family-friendly, or culturally resonant profiles, can humanize brands
and contextualize products within the broader spirit of Ramadan. Wahyudin (2023) illustrates how
figures like @Huseinjafar promote takjil not through aggressive selling, but through messages of care,
reflection, and communal giving. By showing acts such as sharing takjil with neighbors or contributing
to food drives, influencers reframe consumption as a form of kindness and spiritual practice. This
narrative-driven approach increases the emotional weight of purchases while reinforcing values that
consumers already associate with Ramadan. The emotional authority that influencers carry helps
MSMEs build trust and cultivate long-term loyalty.

These findings align with Hartati et al. (2025), who emphasize that the behaviors of purchasing and
sharing takjil contribute significantly to the strengthening of social cohesion and the reinforcement of
religious identity. MSMEs, in this context, function not just as sellers but as facilitators of community
interaction and cultural preservation. Their marketing strategies reflect the values of generosity, shared
memory, and religious celebration—qualities that elevate them beyond commercial entities into
meaningful participants in the Ramadan experience.Ultimately, Ramadan marketing for MSMEs is not
simply about driving revenue. It is about creating emotionally resonant, culturally embedded, and
socially relevant experiences that reflect the essence of the holy month. By integrating scarcity, FOMO,
word of mouth, and storytelling through influencers, MSMEs offer more than food—they offer shared
moments, familial bonds, and spiritual connections. This approach does not just boost consumer
engagement but also deepens brand authenticity, fosters community loyalty, and reinforces the vital
role of MSMEsS as both economic and cultural actors in Indonesia’s pluralistic society.
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CONCLUSION

This study demonstrates that the sale of iftar snacks during Ramadan is not merely a transactional
economic activity, but a rich cultural and social phenomenon embedded within the lived experiences of
Indonesian society. Micro, Small, and Medium Enterprises (MSMES) capitalize on this sacred moment
by aligning commercial objectives with shared religious values, communal rituals, and emotional
resonance. Marketing, in this context, becomes a tool not only for profit-making but for participating in
a larger cycle of meaning, identity, and togetherness.

Marketing strategies such as scarcity, Fear of Missing Out (FOMO), Word of Mouth (WOM), and
influencer-based storytelling significantly shape consumer behavior during this sacred month. Scarcity
increases the perceived value and urgency of takjil products by creating limited-time offers and
restricted quantities, triggering consumers' fear of loss and prompting immediate purchase decisions.
FOMO, particularly amplified through digital media, drives impulse buying by connecting consumers
to real-time experiences and shared communal moments. Word of Mouth, both verbal and digital, builds
emotional credibility and reinforces trust, especially when supported by narratives that evoke nostalgia,
generosity, and religious reflection. Influencers serve a strategic function in contextualizing
consumption within broader values of Ramadan, transforming takjil from a transactional good into a
symbol of care, belonging, and identity. First, the principle of scarcity was found to significantly
influence consumers' perceived value and purchasing urgency. When MSMEs label their products with
phrases such as “available only before Maghrib,” “limited stock,” or “sold out yesterday,” they generate
psychological pressure that enhances both demand and desirability. This scarcity-driven labeling
transforms takjil into more than food, it becomes a limited-time experience associated with the spiritual
rhythm of fasting. The scarcity effect thus reinforces the symbolic importance of timely participation
in Ramadan rituals.

Second, the psychological influence of FOMO (Fear of Missing Out) plays a powerful role in shaping
impulsive purchase behaviors. During Ramadan, consumers—especially digital-savvy youth—are
more sensitive to social cues such as trending posts, viral videos, and friends showcasing their takjil
hauls. MSMEs that craft time-sensitive promotions or emotionally engaging stories on platforms like
TikTok and Instagram trigger a sense of urgency and emotional anticipation. FOMO works not only
through urgency but also through inclusion—buying a trending takjil item becomes a way to feel part
of a larger community and ritual. Third, both oral and digital Word of Mouth (WOM) were found to be
essential in guiding consumer decision-making. WOM provides credibility that formal advertisements
often lack, especially in close-knit or faith-based communities. When consumers hear from a friend or
see a shared review that says “best kolak this Ramadan” or “reminds me of home,” they are more likely
to trust and act upon the recommendation. MSMEs benefit from fostering organic WOM by
encouraging customers to share their experiences, offering small incentives, or simply creating stories
worth retelling. These interpersonal narratives drive visibility and trust in a way that feels communal,
not commercial. Fourth, influencers play a strategic role in amplifying the reach and relatability of takjil
marketing. Their curated content often merges product features with emotional storytelling, religious
reflection, and cultural pride. Unlike traditional advertisements, influencer endorsements carry a
personal tone that resonates more deeply, particularly among youth. For example, when a Muslim
lifestyle influencer shares their daily iftar featuring a local MSME’s snack and ties it to personal values
or charity efforts, it enhances brand authenticity and encourages followers to participate in that shared
moment. Fifth, these combined elements offer MSMEs valuable lessons for designing effective and
context-sensitive marketing strategies. Ramadan presents a unique window where business success is
closely linked with the ability to evoke belonging, cultural relevance, and emotional connection. Rather
than relying on generic promotions, MSMEs that understand the socio-cultural landscape, by
incorporating values of generosity, nostalgia, community care, and faith, are more likely to generate
loyalty, word-of-mouth momentum, and sustainable growth.Ultimately, this research highlights that the
consumption of iftar snacks during Ramadan is deeply shaped by psychological triggers, social
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validation, and spiritual timing. It is a form of symbolic consumption, one that binds individuals through
shared rituals and collective values. For MSMEs, this context offers not just economic opportunity, but
also a pathway to strengthen social ties, promote local identity, and meaningfully contribute to the
cultural fabric of Ramadan.This study reveals that the sale of iftar snacks during Ramadan is not merely
a transactional economic activity, but a culturally embedded and emotionally significant practice. It
functions as a unique intersection of business, religion, and social solidarity. Marketing strategies such
as scarcity, Fear of Missing Out (FOMO), Word of Mouth (WOM), and influencer-based storytelling
significantly shape consumer behavior during this sacred month. Scarcity increases the perceived value
and urgency of takjil products by creating limited-time offers and restricted quantities, triggering
consumers' fear of loss and prompting immediate purchase decisions. FOMO, particularly amplified
through digital media—drives impulse buying by connecting consumers to real-time experiences and
shared communal moments. Word of Mouth, both verbal and digital, builds emotional credibility and
reinforces trust, especially when supported by narratives that evoke nostalgia, generosity, and religious
reflection. Influencers serve a strategic function in contextualizing consumption within broader values
of Ramadan, transforming takjil from a transactional good into a symbol of care, belonging, and
identity.

The implications of this study are multi-faceted. For MSME practitioners, it becomes essential to
understand that consumers are not only buying food, but also buying into stories, emotions, and
identities. Hence, integrating psychological triggers like FOMO and scarcity with social values such as
generosity and religious meaning will strengthen consumer engagement and brand loyalty. MSMEs
should develop digital fluency to use social media not only for visibility but also for narrative-building,
leveraging short, authentic content that resonates emotionally. At the same time, they should manage
inventory more effectively by exploring pre-order systems, community-sharing models, or dynamic
pricing to reduce waste and enhance value. For government and economic stakeholders, the findings
highlight the need for targeted support programs. Local governments, cooperative institutions, and
development agencies are encouraged to provide training focused on digital marketing skills, consumer
psychology, and inventory management. These programs are especially crucial in the weeks leading up
to Ramadan, when consumer behavior shifts significantly. With stronger technological and strategic
capacity, MSMEs can not only increase sales but also build long-term competitiveness and resilience.
For academics and researchers, this study offers a foundational framework to explore religiously
influenced seasonal economies. Future studies could adopt quantitative or mixed-method approaches to
evaluate the impact of each marketing element on consumer behavior and MSME performance. In
addition, the issue of unsold inventory presents a research gap that could be explored through
innovations in predictive analytics, behavioral forecasting, or redistribution systems. Finally, for the
broader community, the act of purchasing takjil from local MSMEs is more than fulfilling a personal
need, it is an act of solidarity and cultural preservation. Community participation in this economic
activity reinforces the spiritual meaning of Ramadan while simultaneously empowering grassroots
businesses. In this way, MSMEs serve not only as economic agents but also as cultural stewards,
preserving the emotional, social, and religious dimensions of the Ramadan tradition. In conclusion,
marketing during Ramadan is not simply about promoting products, it is about promoting values,
connections, and shared identities. MSMESs that understand and operationalize these deeper layers of
meaning are more likely to succeed both commercially and socially in a market defined by spiritual
intensity and communal harmony.
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