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Editorial Note 

It is with great pleasure that we present the second issue of BELGI: Journal of Islamic 

Business and Decision Sciences (Vol. 1, No. 2, 2026), published in july 2026. Building on the 

strong foundation laid in our inaugural issue, this edition marks a continued commitment to 

scholarly excellence, methodological rigor, and contextual relevance in the study of Islamic 

business, consumer psychology, and ethically grounded decision making in digital and 

pluralistic environments. 

This volume features six timely and theoretically rich research articles that collectively 

deepen our understanding of how religiosity, trust, risk perception, cognitive appraisal, and 

digital persuasion intersect in contemporary Muslim and pluralistic markets. The articles span 

diverse yet thematically cohesive topics, including: 

• Religiosity as an antecedent of perceived value, customer commitment, and repurchase 

intention for Muslim-made products (Scorita et al.); 

• Cognitive and emotional pathways of public distrust in welfare programs (Sakti et al.); 

• Source credibility dominates: Risk-mediated adoption in urban digital food 

recommendation systems (Wibowo et al.); 

• Halal Fatigue and Distrust: Perceived Risk in Muslim Minorities’ Consumption Decisions 

(Rebustillo et al.); 

• Review credibility, aesthetics and FOMO in information adoption of Muslim travellers 

(Intan et al.); and,  

• Cognitive Appraisal as a Central Mechanism in Islamic Ethical Decision Making: 

Evidence from AI-Enabled Islamic Fintech in Indonesia (Setyaningsih et al.), which 

challenges assumptions about the supremacy of relational cues in influencer marketing. 

One of the distinguishing strengths of this issue lies in its strong theoretical integration and 

methodological pluralism. Articles advance and test integrative frameworks, such as Stimulus 

Organism Response (SOR), Information Adoption Model (IAM), Trust Commitment Theory, 

Cognitive Appraisal Theory, and Signaling and Uncertainty Reduction Theories, while 

employing robust quantitative methods including PLS SEM, regression, and mediation 

analysis. Notably, several studies contextualize their models in under researched yet 

strategically significant settings, including Muslim minority communities in the Philippines, 

rural welfare recipients in Indonesia, and AI mediated fintech users, thereby enriching the 

global discourse on Islamic consumer behavior beyond dominant Muslim majority contexts. 

As a biannual journal, BELGI remains steadfast in its mission to serve as a scholarly bridge 

between Islamic epistemology and modern decision sciences, fostering knowledge that is not 

only academically rigorous but also practically transformative for institutions, brands, 

policymakers, and communities navigating ethical complexity in digital economies. 

We extend our deepest gratitude to the authors for their insightful contributions, and to our 

esteemed Section Editors and Reviewer Team for their exceptional dedication, rigorous 

critique, and constructive feedback, each instrumental in upholding the journal’s academic 

integrity and developmental ethos. 
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We also wish to thank Nobon Andra, S.T., for his continued technical stewardship of the 

BELGI OJS platform, and Shofiyya Zulfa, S.Pd.I, for her meticulous layout review and 

proofreading, ensuring this issue meets the highest standards of scholarly presentation. 

May this issue inspire further critical inquiry, interdisciplinary collaboration, and ethically 

grounded innovation in Islamic business and decision sciences. 
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