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9th Global Islamic Marketing Conference (GIMAC9)

Conference Theme. The Future Starts Now: Technology, Innovation, Social Media, Online Education and the
Road Ahead for Global Islamic Marketing

GIMACSO | Tunisia | 25-26-27, April 2018

Benefits. Join visionaries, scholars, practitioners. Journal Publications. Conference Proceedings.
Mini MBA. Simply, we are the best marketing conference in the entire world and we can prove
it. Awards. Join us, be part of this success.

Why should I attend?

If you are part of the academic world, get ideas for research areas in marketing topics that are not
already being milked in journal publications. Find new research colleagues. Participate in sessions
as a discussant or chair, or submit a paper on how you would get the marketing world more
interested and involved. Develop an expertise in comparative international marketing. How do
world markets differ, how are they similar? There are huge opportunities for research in the
academic field of marketing as it relates to international and multicultural marketing.

If you are in the business world and are interested in expanding your markets, or creating a new
market, come. Learn about marketing opportunities in the Muslim world. You may not be Muslim,
but more than 1.6 billion are, and they constitute a huge market. Meet people from the Muslim
world and attend sessions which can give you insights into what you can and cannot do (Intro to
Muslim customs, business practices, etc.,) and sell to Muslims. "Think outside the box" and
explore new markets. Stop being so ethnocentric. Get out of your comfort zone. Explore new
cultures, expose yourself to new ideas, etc.

About GIMAC 9, Tunisia 2018.

The International Islamic_Marketing Association (IIMA) in cooperation with Université de
Tunis EL Manarand The World Islamic Science & Education University-Jordan, and following
the last eight successful conferences organized by IIMAIn Dubai 2011, Abu Dhabi 2012, Cairo
2012, and Istanbul 2013 & 2015, Kuala Lumpur 2014, Casablanca 2016, and Alanya 2017, we are
pleased to announce that the 9" Global Islamic Marketing Conference (GIMAC9) will be held on
April 25-26, 2018 in Tunis, where it will gather academics, researchers, businesses, governments,
and NGOs from all continents.

Since its inception, this annual conference has been the premier and leading conference on Islamic
marketing where world thought leaders meet and shape the future. This year’s conference will
build on and extend the successes of the previous events and strengthen its position as the sole
destination for the businesses and academics interested in Islamic Marketing including managers,
policy makers, and practitioners.

Conference Sponsor: Université de Tunis EL Manar

Conference Hotel: ElImouradi Qamarate


http://www.iimassociation.com/

Types of participation: You may participate as panel organizer, paper presenter, session chair, or
as an observer.
Conference languages: Arabic, English, Turkish, French.

Previous Academic Partners: Alanya Alaaddin University ( 2017), The University of Jordan
(2017) The World Islamic Science & Education University (2017), Qatar University (2014-2017),
Mohammad V University (Morocco. 2016), Erciyes University and Istanbul University (Turkey,
2015), University Sains Malaysia (Malaysia, 2014), United Arab Emirates University (2011-
2012).

Important dates

Deadline for Submissions January 20, 2018
. : Within one month from the date of each
Decision to accept/reject -
submission
Announcement of conference program Feb 20, 2018
Deadline for payment of the standard fees March 20, 2018

Late payment (100 USD above standard fees)

Benefits

1- Awards for best papers provided by the International Islamic Marketing Association. All
complete papers will be considered for the prestigious "Excellence in Islamic Marketing Awards".
Winners will receive their awards at the closing ceremony. Kindly note that the award includes
certificate and plaque, no money.

Islamic_Marketer of the Year Award 2018 (Awarded to the person who promotes Islamic
Marketing most)

1st, 2nd, and 3rd Best English Paper Research Award
1st, 2nd, and 3rd Best Arabic Paper Research Award
Best Paper in Turkish Award
Best Paper in French Award
2- Publications in international Journals. Outstanding papers will be published in special issues
of outstanding and internationally recognized journals. The journals that participating in April
2018 conference in Tunisia are:
International Journal of Technology Enhanced Learning (Scopus)
International journal of Islamic marketing and branding
International Journal of Teaching and Case Studies
Revue internationale du marketing islamique  ISSN 2515-5032 (New: French)
Journal of Islamic entrepreneurship. ISSN 2058-5012 (Arabic)
Al-magallat al- ‘alamiyyat li-\-taswiq al-islami. ISSN 2225-5850 (Arabic)
Journal of Islamic Management and Leadership. ISSN 2058-637X (Arabic)
3. Conference Book: ISBN number
4. Mini MBA. Mini MBA in Islamic Marketing will be delivered by the best scholars in the field
(Fees: 50 USD, subsidized by IIMA).
5. Islamic Finance and Sukuk training
6. Halal Pharmaceuticals Forum



http://www.gimac.org/ar/index.php
https://docs.google.com/document/d/1hSvqE1yzBRFAtV3c0o3DZ7U2Eyp8gJ1U6pZSoXQGtSs/edit?usp=sharing
http://www.inderscience.com/jhome.php?jcode=IJTEL
http://www.inderscience.com/jhome.php?jcode=ijimb
http://www.inderscience.com/jhome.php?jcode=ijtcs

7. Membership. Free first-year membership in the International Islamic Marketing Association.

8. Networking. An extraordinary opportunity to mee
in the field of Islamic Marketing.

Conference tracks

This conference invites papers and special sess

t the most influential scholars and researchers

ion proposals that contribute to a better

understanding of the Islamic marketing context through both theoretical and empirical
perspectives. Topics include, but are not limited to, Islamic marketing, Islamic business, and
Islamic economics. A more detailed list of the topics is shown below.

\Islamic Marketing and Branding Papers

Islamic marketing, Islamic branding, Muslim
consumers, Commercializing Islam, Islamic
marketing mix, Islamic business ethics | Social
responsibility, Halal market, Islamic hospitality and
tourism, Islamic logistics, Islamic law and
marketing practices, Trade with Islamic markets,
Islamic retail, Islamic fashion and clothing, Islamic
pharmaceuticals, cosmetics and toiletry, Traditional
and herbal medicines and therapy, Prophetic
medicines and therapy, charity and voluntary work,
Islamic Sport Marketing

HComparative Marketing Papers \

Kosher/ Jewish business Studies, Christian
business studies, Vegetarian consumer/
market studies, Ethnic consumer/ market
studies, Green/ environmental Marketing |
Interfaith Dialogue

Islamic finance

General Papers on Islam, Business, and
the Middle East

All topics in Islamic finance including banking,
Waqf, Takaful, Insurance

Asian Islamic Studies, Islam and
business, Islamic HR, Islamic
management and leadership, Islamic
entrepreneurship, Social
Entrepreneurship in Emerging Islamic
Markets, Social Innovation and Islamic
Marketing, Islamic economics, Islamic
business education, Research methods
by Muslim scholars, Islamic astronomy
and Muslim lifestyle

Islamic Marketing in a Continuously Innovative
Market

Technology and Innovation in Islamic
Marketing, Social Media Marketing, Marketing
to the Islamic Millennial Customer, Online
Education, The Internet of Things, Digital
Marketing, Using Big Data to Create Value,
Launching New Products through Digital
Marketing, The Online Customer
Experience, Islamic e-market, Islamic media,
digital content and communications, Digital

Islamic Marketing




Registration

International academic and employee: $530
International Students: $330
Tunisian academic and employees: $300 (standard rate, no more discounts)
Tunisian students $200 (standard rate, no more discounts)

Special Registration:

IIMA members and attendants of GIMACs (1-8) get 30% discount.

The deadline for submission of abstracts or full papers is January 20, 2018. For further
information please contact us at alserhan@yahoo.com | welcome@iimassociation.com | or the
Chair of the scientific committee Dr. Daphne Halkias at daphne_halkias@yahoo.com. We also
strongly encourage delegates to contact their country chairs for assistance and guidance on how to

participate in the conference.



Conference Committee

Conference Associate Chair -Tunisia Professor Fawzi DEKHIL. fawzidekhil22@gmail.com
Scientific Committee Chair - Greece Prof. Daphne Halkias. daphne_halkias@yahoo.com

Islamic Finance Associate Chair
Islamic Finance Associate Chair
Media and Comm Chair - Qatar
Conference Chair - Jordan

Professor Chukri Alfaida.

Dr. Zakaria Boulanouar. zakariaboulanouar@gmail.com
Dr. Othman Althawadi. oalthawadi@qu.edu.qa

Dr. Baker Ahmad Alserhan. alserhan@yahoo.com

Country Chairs (Tunisia 2017-2018)

\United States (USA):

HProf Paul koku. koku@fau.edu

New Zealand/Australia:

HDr. Djavlon Kadirov. djavlonbek.kadirov@vuw.ac.nz

|

|
\Turkey: HDr. Mehmet Bayirli. mehmet.bayirli@alanya.edu.tr |
\Turkey: HDr. Hasan Terzi. hasanterzi78@gmail.com |
\U.K HDr. Omar Al Serhan. omar.alserhan@yahoo.com |
\Algeria (French inquiries): HDr. ASSIA BOUREZAK. abc-marketing@hotmail.fr ]
Singapore: |Nurhafihz Noor. nurhafihz@sciima.com |
Jordan: \Dr. Ali Hilal AlBagoum. alihilal15@yahoo.com |
UA.E |Dr. Roudaina Houijeir. rhajeer@hct.ac.ae |
\Indonesia HDr. Hendy Mustiko Aji. hm.aji@uii.ac.id ]
Libya: |Dr. Faraj Saleem Aljundi. farajaljoundi@yahoo.com |
\Tunisa: HDr. Hajer Chermi. hajer.chermi@gmail.com \
\Kuwait: HDr. Hanan Arnous. Harnous@auk.edu.kw |
Saudia: |Dr. Thamer Baazeem. thaazeem@kau.edu.sa |

- Dr. Aida Mokhtar. aidam@iium.edu.my

Malaysia: Dr. Siti Haslina Md Harizan. sitihaslina@usm.my
Brunei: |Dr. Nazlida Muhammad. nazlida.muhamad@ubd.edu.bn
\Pakistan: HKashif Shahzada. info@natmarkconsulting.com \

10
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Wednesday April 25

Mubbsher Munawar Khan | Sobia Nisar
Measurement of Customers’ Purchase Intention towards Halal
Endorsed Products in Pakistan

Ahmed Kamassi, PhD student
A Guideline for Islamic Advertising Practices: from Muslim Consumer’s
Perception

Dr Khurram Jahangir Sharif

The development and enactment of trust within Hawala Networks in
the GCC region

Muhammad Nasir Saleem | Dr. Usman Ghani | Dr. Muhammad Nouman
Effect of Music on Attitude Toward the Ad: An Experimental Study on
Muslim Consumers

Dr. Tariq Bhatti
Antecedents and consequences of corporate reputation from
customers perspective in takaful (Islamic insurance) industry

Ayesha Shaikh | Dr. Zaki Rashidi
Religious business leaders in Pakistan: Theorizing the phenomena of
religiosity-driven business practices

Dr. Magbool R. Al-Maimani | Prof. Dr. Ahmed Al-Naamany
Using Arabic Features to Search for Arabic Contents

Makiyu Abubakar
Islamic Insurance: The Perspective of the Objectives of the Shariah

Dr. Ashraf Attia
Social Media, Behavioral Change and the Tunisian Jasmine Revolution

Hanan Arnous
Impact of Business Model Innovation on Customer Satisfaction in
Private Universities in Kuwait
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Thursday April 25

Dr. Roudaina Kamel Houjeir
The importance of trust in financial services business relationships: A
Study of Financial Services in the United Arab Emirates

Ana Isabel Gonzdlez Santamaria
Results of IIEDE index for ten Arab countries: evolution between 2014
and 2016

Dr. Aly Mansour | Athmar Al-Salem
A Snapshot of Banks in Kuwait

Asmat-Nizam Abdul-Talib | Samshul-Amry Abd-Latif
The Impacts of Racism, Ethnocentrism and Animosity on Consumer
Willingness to Buy Products of Different Ethnic Groups

Dr. Abdul Hai Madni Muhammad Abdullah
A COMPARATIVE STUDY OF MEASURING SCALES USED IN PROPHET’S
ERA AND TODAY’S ERA

Ammar Ayasrah
An investigation of the main factors behind employees’ turnover in five-
star hotels in Amman

Dr Bronwyn Wood
On the research process in Islamic business research

Pilar Sdnchez- Gonzdlez
Halal Marketing in Madrid: Main findings of the first Academic and
Scientific observatory on the Halal Brand awareness in Spain

Dr. Salem Harahsheh
Why do Jordanians travel abroad?

Tagreed Saleh Abalkhail
Traditional Cultural Values vs. Religiosity: Saudi Female Purchase
Intention of Turkish Islamic Fashion
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Dr. Rafa Haddad
Women, tourism and Islam: A theoretical view

Dog. Dr. Neslihan Derin | Dog. Dr. Mevliit Tiirk
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Dog. Dr. Neslihan Derin | Dog. Dr. Ozgiir Demirtas
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ETKiSi

Dog. Dr. Fatma ZEREN | Dog.Dr. Oduzhan GOKTOLGA
iSLAM ULKELERININ KURESELLESME AGISINDAN AB ULKELERINE
YAKINSAYIP YAKINSAMADIGININ BiRiM KOK TESTiYLE SINANMASI

Manizha Wafeq | Dr Omar Al Serhan | Dr Kimberley Catherine Gleason |
Dr S.W.S.B. Dasanayaka | Dr Mohamad Al Sakka | Dr Roudaina Houjeir
An Exploratory Analysis of the Value of Marketing Management in
Supporting Entrepreneurial Psychological Capital among Female
Entrepreneurs: Survey Data Evidence from Five Afghan Cities

Dr Nazlida Muhamad | Muhammad Talha Salam | Dr Vai Shiem Leong,
Muslim consumers’ attitudes toward fashion advertising: a conceptual
framework

Lameche Djallel | Dr. Ahmad Khilmy Bin Abdul Rahim
Theory of Maslaha and consumer needs An Islamic marketing
perspective

MERADI samir | OUAHEB Mohammed
L’effet de I’expérience de consommation HALAL sur la fidélité des
clients : Cas entreprise Isla Délice
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Publishing Ethics and Malpractice Statement

The Global Islamic Marketing Conference Proceedings (GIMAC) abide by Elsevier’s
recommendations for publishing ethics. GIMAC values the importance of academic rigor and
peer-review process in ensuring the development of a coherent and respected knowledge. These
evaluations ensure the quality of work and referred to by the institutions and interested public.
This community of academic publishing involves the author(s), the Proceedings editor, the peer
reviewers, and the publishers.

GIMAC is also committed to a duty to fair play, ensuring confidentiality, disclosing conflicts of
interest where applicable and cooperation in investigations when needed regarding
publication decisions in line with the editorial preferences and goals of the Proceedings.
Reviewers are expected to contribute to editors' decisions by promptly and objectively reviewing
and commenting on the papers they are assigned to review while also maintaining confidentiality
and disclosing conflicts of interest where applicable and known.

Authors are required to abide by the reporting standards, maintain originality of submitted papers,
and avoid plagiarism as well as avoiding multiple submissions and concurrent publications. They
are required to acknowledge resources and authorship of papers submitted. They are required to
disclose any conflict of interest. Authors are required to disclose any fundamental errors in
published works so these can be publicized and rectified if possible.

The Publisher is committed to ensure objectivity in academic review and publication process.
Hence, the Publisher avoids advertising, reprint or other commercial interest has no impact or
influence on editorial decisions.
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Traditional Cultural Values vs. Religiosity: Saudi Female Purchase
Intention of Turkish Islamic Fashion

Tagreed Saleh Abalkhail

Assistant professor

Qassim University department of Apparel design

Princess Nourah bint Abdulrahman University at the department of Textile and Apparel design
tata.666@hotmail.com

+966555693580

Abstract

The purpose of this study was to examine Saudi female attitude and purchase intention toward
Turkish Islamic fashion from both the cultural and religious perspectives. A total of 204 women
were surveyed. Data was collected in the capital city of Saudi Arabia and assessed using a
structural equation model. The findings revealed that the attitude toward Turkish Islamic fashion
is slightly positive while the purchase intention is almost neutral. The results also exhibited the
positive impact of religiosity and traditional cultural values upon attitude toward Turkish Islamic
fashion. Likewise, attitude toward Turkish Islamic fashion and traditional cultural values had
significant positive impacts on purchase intention.

Keywords: Traditional cultural values, Religiosity, Turkish Islamic Fashion, attitude and purchase
intention

Introduction

Every Arab society is somewhat unique, since each has traditional cultural values that differentiate
it from the others. Although there are some cultural values that are shared across Arab societies,
they cannot be generalized across the Arab world. The Saudi society is one group in particular
with unique culture features. Unfortunately, there can be difficulty distinguishing between
traditional cultural values and religiosity.

According to Kalliny and Gentry (2007), there is a fine line in Arab culture between what is
religious and what is cultural, since most Arab cultural values were derived from Islam. In Saudi
Arabia, there are many actions whose motivation, cultural or religious, is unknown. For example,
the covering of hair for women is both a religious rite and one of the most important features of
the Saudi culture.

Islamic religion influences followers’ lives more so than other religions influence their
followers (Kalliny & Gentry, 2007). Islam details every action an individual should take and the
values he or she should hold, such as truth, justice, honesty, social obligations, individual
responsibility, and the roles of gender and commercial transactions (Anastos, Bedos, & Seman,
1980). It provides guidelines for what is allowed and forbidden for consumption, including food,
drink, and clothes (Teimourpour & Hanzaee, 2011). However, researchers have argued that some
Islamic values have faded out among conservatives due to the spread of global consumer culture
(Nwankwo, Hamelin, & Khaled, 2014). The commitment to traditional cultural values has also
decreased recently as a result of globalization and cultural diversity, not only in Saudi Arabia, but
also in most conservative societies (Meyer, 2012).

Traditional values and religiosity impact consumption in different ways. Consumers are
influenced by their values, beliefs, cultures, and religion (Teimourpour & Hanzaee, 2011). Many
dimensions of culture affect consumption in various countries (Farrag & Hassan, 2015). In Saudi
Arabia, Islamic teachings and traditional cultural values are difficult to separate. This research is
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an attempt to differentiate between the religious and traditional cultural values, including both the
visible and invisible practices, that affect women’s perceptions toward Turkish Islamic fashion.
In Saudi Arabia, men and women are separated in almost all aspects including the schools,
universities, and business world, and women are expected to wear conservative clothing in these
places (Zafar & Steinberg, 2017). For this reason, Saudi females were addressed in this study,
specifically, their degree of purchase intention toward Islamic fashion. Most of the previous
research studies have concentrated on the attitude toward women’s headscarves as a symbol of
Muslim women (Lateh & Mudor, 2014; Pogontseva, 2015; Hassan & Harun, 2016; Pogontseva,
2017). This research study focuses on the intention toward Turkish Islamic fashion with the
following question as a guide: Do traditional cultural values and religion have an impact on the
intention of Turkish Islamic fashion among Saudi females?
Review of Literature

Although culture has been defined differently by various researchers, those definitions
share similar ideas. Zahran (2011) defined culture as a system of information that symbolizes the
way in which people in a group, society, or nation interact with their environment. Bornstein
(2012) defined it as a set of useful beliefs and behaviors shared by a group of people to lead and
control their living. However, cultural values have also been defined as the same as culture.
Srikandath (1991) defined the cultural values as the dominant ideas and guiding principles for
thought and action in a specific society. Rohan (2000) defined cultural values as society members’
attitudes toward others’ opinions about the best ways of living, which impact community behavior.
Hitlin and Piliavin (2004) concluded that cultural values specify whether or not a behavior is
acceptable in a community; they are like guidelines adopted by an individual or a group that impact
actions. Conversely, religion has been defined as an essential part of culture that shapes people’s
behavior (Kotler, 2000). It also provides guidelines for what is allowed and forbidden for
consumption, including food, drink, and clothing (Teimourpour & Hanzaee, 2011). Based on these
definitions, cultural values and religion can both impact consumers’ attitudes and intention.

Several previous studies have shown that culture is related to individuals’ attitudes toward
an action or a product (Arriola & Cole, 2001; Elizondo & Crosby, 2004). It has also been found
that culture strongly influences culture-specific consumption behavior (Xu, Shim, Lotz &
Almeida, 2004; Yaprak, 2008). A previous research study by Connor and Becker (2003) showed
that values influence attitudes, which in turn influence behavior, and this behavior is determined
by values. Other studies have investigated the impact of religion on consumer behavior. Farrag
and Hassan (2015) examined the influence of different religiosity on attitudes toward fashion. He
confirmed that religion plays an essential role in shaping consumers’ attitudes and preferences.

Recently, researchers have become highly interested in Islamic fashion. Islamic fashion as a
special phenomenon appeared around the 1980s (Tarlo, 2007). It focuses on covering most parts
of the body and is usually loose-fitting (Tarlo & Moors, 2013). Since Muslims in different Islamic
countries interpret Islam’s teachings in various ways (Bell, 2012), the specific body parts of
women that should be covered is a point of disagreement. For example, face coverage is a matter
of disagreement among Muslims in different countries. Generally, Islamic fashion is characterized
by covering most parts the body in all Islamic countries, and now a day, various Islamic capitals
and cities have adopted Islamic fashions.

Since Istanbul is expected to become the Islamic fashion capital (Arango, 2016), this
research concentrates on Turkish Islamic fashion. According to Arango (2016), Turkish Islamic
fashion is a huge business of colorful, creative, and delightful designs. By studying how marketers
in Turkey represent Islamic fashion consumers, Sandikci and Ger (2007) showed how the Islamic
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fashion industry plays on cultural differences and similarities, and fabricates the ideal of a “modern
woman Islamic fashion,” which is accessible through consumption. Gokariksel and Secor (2010)
provided insight into how women’s Islamic fashion has become suitable for everyday practice.
They showed how it can be hard to fit between Islamic fashion and ever-changing styles. Muslim
women accept this disjuncture and try to engage in a constant mediation between them.

Despite the number of research studies on Islamic fashion in general, and Turkish Islamic
fashion in particular, there is lack of studies about women’s attitudes and intentions these fashions.
Other research studies have concentrated on attitudes and intention toward Muslim women’s
headscarves in particular (Lateh & Mudor, 2014; Pogontseva, 2015; Hassan & Harun, 2016;
Pogontseva, 2017). This current study is the first study, to the author’s knowledge, that targets
Saudi women in terms of their purchase intention toward Turkish Islamic fashion.

Conceptual Framework

As mentioned previously, the main research question of this particular study is as follows:
Do traditional cultural values and religion have an impact on the intention of Turkish Islamic
fashion among Saudi females? To answer this question, a model was developed to measure the
purchase intention toward Turkish Islamic fashion. Specifically measured was the impact of
religiosity, including visible and invisible practices, and traditional cultural values, including
general culture and clothing culture, on women’s intention to purchase Turkish Islamic fashion.
Attitude toward Turkish Islamic fashion was also included as a mediating variable on the
relationship between religiosity and traditional cultural values and purchase intention. The
proposed conceptual model is shown in Figure 1.

N
\

Figure‘\ul. Proposed model

In this framework, religiosity and traditional cultural values are the independent variables
while the intent to purchase Turkish Islamic fashion is the dependent variable. Religiosity includes
two dimensions (visible and invisible practices) and traditional cultural values includes two
dimensions (general culture and clothing culture). Attitude toward Turkish Islamic fashion is the
mediating variable. This model attempts to fill the gap between religion and culture and intention
toward Islamic fashion.
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Hypotheses Development
Based on the literature review and examination of previous studies, the following hypotheses were
developed:

H1. There will be a positive relationship between religiosity and attitude toward Turkish
Islamic fashion.

H2. There will be a positive relationship between traditional cultural values and attitude toward
Turkish Islamic fashion.

H3. There will be a positive relationship between religiosity and purchase intention of Turkish
Islamic fashion.

H4. There will be a positive relationship between traditional cultural values and purchase
intention of Turkish Islamic fashion.

H5. The relationship between religiosity and purchase intention of Turkish Islamic fashion is
mediated based on the respondent’s attitude toward Turkish Islamic fashion.

H6. The relationship between traditional cultural values and purchase intention of Turkish
Islamic fashion is mediated based on the respondent’s attitude toward Turkish Islamic
fashion.

H7. There is a positive relationship between attitude toward Turkish Islamic fashion and
purchase intention of Turkish Islamic fashion.

Methodological Framework
Measurement

To measure participants’ religiosity, the Islamic Religiosity Scale (IRS) proposed by
Tiliouine, Cummins, and Davern in 2009 was applied. According to Alserhan (2014), most
religiosity scales have been designed to measure other religions, such as Judaism and Christianity,
while few of them were designed to measure Islamic commitment. Measurement of Islamic
religiosity was not developed until recently. The first known religiosity scale was designed by
Albelaikhi (1997) and consisted of 226 items, an extreme scale to be applied for a research.
Another scale was designed later by the Department of Psychology at the Government College
Lahore and consisted of 18 items, but it lacked detail. Two other scales designed by a group of
four researchers from University Putra Malaysia in 2005 (Krauss, Hamzah, Juhari, & Hamid) and
by Qasmi and Jahangir in Pakistan in 2010 were also too lengthy. Complexity and length are what
make most of these scales inappropriate for research application (Alserhan, 2014).

The Islamic Religiosity Scale, which is applied in the current study, was split into two parts,
including visible and invisible practices, since people sometimes practice religious rituals visibly
for cultural reasons. Therefore, such visible practices are more likely related to culture than
religion. For instance, a woman may wear a dress covering her body for primarily traditional
reasons or to be socially accepted, rather than primarily for religious reasons. There could be other
reasons for practicing religious rituals; for example, the main reason for tolerating others could be
self-relief.

To measure Saudi traditional cultural values in this study, a new scale was developed. The
scale consisted of 14 items measuring Saudi culture. A variety of issues and topics were included
such as social life, hospitality, marriage, and dress. The measurement was developed based on a
previous study about culture (Tan & McCullough, 1985). The questionnaire was then evaluated
by five experts and specialists in the field of Arab and social sciences. They edited, added, and
omitted some items. Based on their revision, the last draft of the questionnaire was applied.
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To measure attitude toward Turkish Islamic fashion, the scale that was developed by Jin and
Hye Kang (2011) was applied. This scale consists of eight items representing different aspects of
apparel products (well-known brand, comfort, reasonable price, good fit, durability, latest fashion,
quality, and easy to coordinate with other items). The measurement was originally written to
measure attitude toward Levi’s jeans. For the current study, it was edited to fit the subject of
Islamic fashion.

The measurement of purchase intention was adopted from the previous study of Lee, Kim,
Pelton, Knight and Forney (2008). The scale consists of two items: “I intend to buy this brand
frequently” and “I plan to buy this brand more often.” These two items were used to measure
consumers' purchase intention toward Turkish Islamic fashion. All items were measured using
Likert scale a 1-to-5-point scale (1= strongly disagree, 5=strongly agree).

Sample

The research was conducted through Qualtrics online survey tool. A link to the survey was
sent via email and as an SMS text message to female students at two of the largest universities in
Saudi Arabia. A total of 204 surveys were completed.
Results

A series of descriptive statistics were also taken. These results are presented in Table 1.

Mean values were found to vary widely depending on the variable in question. Similarly, large
variations were found when focusing upon the median values, with the standard deviations found
to indicate moderate variability. In all cases, with the exception of question 3, minimum scores
were zero with maximums of 5, producing ranges of 4.

Table 1

Descriptive Statistics

Variable Mean Median SD Range Min. Max.
Q1 2.784 3 1.146 4 1 5
Q2 4,167 4 0.757 4 1 5
Q3 3.436 3 0.899 3 2 5
Q4 2.525 3 0.901 4 1 5
Q5 4.039 4 1.031 4 1 5
Q6 4.632 5 0.754 4 1 5
Q7 2.176 2 0.876 4 1 5
Q8 1.887 2 0.843 4 1 5
Q9 2.176 2 0.982 4 1 5
Q10 3.520 3 1.062 4 1 5
Q11 3.505 3 1.085 4 1 5
Q12 3.784 4 1.018 4 1 5
Q13 4.426 5 0.859 4 1 5
Q14 3.779 4 1.250 4 1 5
Q15 4.848 5 0.563 4 1 5
Q16 3.809 4 1.223 4 1 5
Q17 4.294 5 0.905 4 1 5
Q18 4.000 4 0.888 4 1 5
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Q19 3.480 4 1.053 4 1 5
Q20 4.480 5 0.772 4 1 5
Q21 3.868 4 0.961 4 1 5
Q22 3.941 4 1.058 4 1 5
Q23 3.338 3 1.301 4 1 5
Q24 2.956 3 1.318 4 1 5
Q25 3.770 4 1.123 4 1 5
Q26 4.348 5 0.894 4 1 5
Q27 3.314 3 1.236 4 1 5
Q28 3.069 3 1.197 4 1 5
Q29 3.186 3 1.437 4 1 5
Q30 3.284 3 1.417 4 1 5
Q31 2.907 3 1.001 4 1 5
Q32 3.284 3 0.805 4 1 5
Q33 3.225 3 0.841 4 1 5
Q34 3.230 3 0.788 4 1 S)
Q35 3.152 3 0.750 4 1 S)
Q36 3.098 3 0.794 4 1 S)
Q37 3.348 3 0.776 4 1 S)
Q38 3.137 3 0.831 4 1 5
Q39 2.667 3 0.950 4 1 5
Q40 2.882 3 0.976 4 1 )

Next, Cronbach's alpha was conducted on these measures in order to ensure that an
acceptable level of internal consistency and reliability was present. These results are presented in
Table 2. An acceptable level of reliability, defined as a Cronbach's alpha of 0.70 or above, was
found in relation to general culture, Islamic fashion, and purchase intention. Marginal reliability
was found in relation to visible practices, with low reliability found in relation to invisible practices
and clothing culture.

Table 2

Reliability Analyses

Path N Items Cronbach's Alpha
Invisible Practices 6 515
Visible Practices 10 .689
General Culture 11 792
Clothing Culture 3 .340
Islamic Fashion 8 .884
Purchase Intention 2 .783

Table 3 presents the results of the structural equation model. Both religiosity and traditional
cultural values had significant, positive impacts upon attitude toward Turkish Islamic fashion.
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Also, attitude toward Turkish Islamic fashion and traditional cultural values also had significant,
positive impacts on purchase intention of Turkish Islamic fashion, while religiosity had no

significant impact upon purchase intention.

Table 3

Results of Structural Equation Model

Path Estimate SE Std. Z
Religiosity — Islamic Fashion 0.598 0.266 0.251 2.253*
Traditional Culture —Islamic Fashion 0.512 0.150 0.372 3.421***
Religiosity — Invisible Practices 2431 1.094 1.068 2.222*
Religiosity — Visible Practices 1.000 - 0.749 -
Traditional Culture —General Culture 1.000 - 0.864 -
Traditional Culture —Clothing Culture 1.020 0.31 1.312 3.289**
Islamic Fashion — Purchase Intention 0.641 0.112 0.592 5.732%**
Religiosity — Purchase Intention 0.217 0.203 0.084 1.065
Traditional Culture —Purchase Intention 0.373 0.136 0.251 2.733**
Invisible Practices

Q1 1.000 - 0.524 -

Q2 0.575 0.127 0.456 4.529***
Q3 0.784 0.159 0.524 4.938***
Q4 0.662 0.150 0.441 4.428***
Q5 0.418 0.152 0.243 2.754**
Q6 0.222 0.108 0.177 2.056*
Visible Practices

Q7 1.940 0.534 0.780 3.635***
Q8 1.529 0.433 0.638 3.534***
Q9 1.870 0.525 0.671 3.564***
Q10 1.252 0.396 0.415 3.161**
Q11 0.909 0.333 0.295 2.728**
Q12 1.216 0.383 0.421 3.175**
Q13 0.638 0.250 0.261 2.553*
Q14 1.000 - 0.282 -

Q15 0.045 0.125 0.028 0.363
Q16 0.898 0.354 0.259 2.537*
General Culture

Q17 1.022 0.197 0.596 5.176***
Q18 1.046 0.198 0.622 5.271***

30




Q19 0.900 0.200 0.452 4.499***

Q20 0.538 0.136 0.368 3.958***
Q21 0.769 0.178 0.423 4.325%**
Q22 1.194 0.231 0.596 5.176%**
Q23 1.610 0.300 0.654 5.375%**
Q24 1.634 0.304 0.655 5.379***
Q25 0.819 0.201 0.385 4.079***
Q26 0.755 0.169 0.446 4.464***
Q27 1.000 0.427

Clothing Culture

Q28 1.000 - 0.296 -
Q29 0.567 0.292 0.140 1.940
Q30 2.283 0.536 0.572 4.262***

Islamic Fashion

Q31 1.000 - 0.634 -

Q32 0.969 0.107 0.767 9.022***
Q33 0.803 0.107 0.605 7A471%**
Q34 1.010 0.107 0.818 9.448***
Q35 0.786 0.097 0.665 8.075***
Q36 0.836 0.103 0.668 8.109***
Q37 0.877 0.102 0.719 8.584***
Q38 0.908 0.109 0.695 8.362***

Purchase Intention

Q39 1.000 - 0.726 -

Q40 1.217 0.134 0.867 9.092***

Note. ¥2(731) = 1375.869, p <:001; y*/df = 1.882; CFI1 =735, TLI =718; RMSEA =:066.

Discussion

This study was conducted to better understand the impact of traditional cultural values and
religiosity on Saudi female purchase intention toward Turkish Islamic fashion. In general, the
results showed that the purchase intention of Turkish Islamic fashion was found to be slightly
neutral. The mean was 2.77 and the median was 3, which is obviously neutral. Further studies are

needed to reveal the Saudi female purchase intention toward Islamic fashion.

Testing the hypothesis via SEM allowed for evaluating the relationships among the variables
and controls, and examining other effects. It was hypothesized that there would be a positive
relationship between religiosity and attitude toward Turkish Islamic fashion. This relationship was
confirmed: religiosity had significant positive impacts upon attitude toward Turkish Islamic
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fashion. Consumers who scored high on religiosity scales seem to have a positive attitude toward
Islamic fashion, which is logical since Islam motivates women to cover their bodies. This result
was expected and consistent with other studies (Hanzaee & Chitsaz, 2011; Farrag & Hassan, 2015;
Pogontseva, 2015).

Also, traditional cultural values were found to have a significant positive impact on attitude
toward Turkish Islamic fashion. This result is reasonable too, since Saudi culture and traditions
push women to cover their bodies. Saudi society is used to seeing women wearing their abaya
regardless of the extent of their religiosity. This result is consistent with the previous studies that
linked culture and attitude toward clothes (Hanzaee & Chitsaz, 2011; Elizondo & Crosby, 2004;
Arriola & Cole, 2001; Tan & McCullough, 1985).

Furthermore, traditional cultural values had significant positive impacts on purchase intention
toward Turkish Islamic fashion. Culture, in most of its aspects, is related to purchase intention, as
most previous research studies have shown (Moon, Chadee & Tikoo, 2008; Ganguly, Dash, Cyr
& Head, 2010). This result also confirmed the importance of culture’s role in purchase intention
(Abalkhail, 2015).

The relationship between attitude toward Turkish Islamic fashion and purchase intention
toward Turkish Islamic fashion was also confirmed. Attitude toward Turkish Islamic fashion had
significant positive impacts on purchase intention. This result was expected as well. Most related
studies have confirmed this relationship (Abalkhail, 2015; Hartmann & Apaolaza-lbafez, 2012;
Wu & Lo, 2009). Finally, no relationship was confirmed between religiosity and purchase
intention toward Turkish Islamic fashion, although the relationship between religiosity and attitude
toward Turkish Islamic fashion was confirmed. Further studies are needed to examine this
relationship.

Managerial Implications, Limitations, and Future Research

The findings of this study have some strategic implications for Turkish Islamic fashion retailers
in Saudi Arabia. Since the results confirmed the positive relationship between religiosity and
cultural values and attitude toward Turkish Islamic fashion, marketers should embrace religiosity
and cultural values when advertising their products. In order to raise sales of Islamic fashion in
Saudi Arabia, promotion of religion and cultural values must be linked to Islamic fashion.

One of the limitations of this study is the scale of cultural values, including the lack of a scale
measuring Saudi cultures. Although the questionnaire was reviewed and evaluated by experts and
specialists of Arab and social sciences, a pre-test should have been conducted to ensure the
reliability of the scale. Therefore, the first recommendation for future research is to develop an
accurate scale for Saudi traditional culture values to serve as a reference for other researchers.

Another limitation of the study is that the participants were all from one university in a single
city in Saudi Arabia. In order to generalize the results, different cities in Saudi Arabia should be
included. Also, other cities in various Arabian Gulf countries should be considered. Therefore,
more research studies among larger groups of consumers in additional Arabian Gulf countries such
as Bahrain, Kuwait, Oman, Qatar, and the United Arab Emirates (UAE) are needed to fully
understand the attitude toward Turkish Islamic fashion.
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Introduction

There are a number of issues coming more and more prominently into focus as Islamic Marketing,
Islamic Finance and Economics and also research more widely involving Muslim samples become
more prevalent and popular in the (particularly) English language-based literature.

The core interest in business is providing value. Just as companies and corporations seek to
provide value for stakeholders including consumers, academic and commercial research seeks to
provide value through the delivery of timely, accurate and relevant information. The processes of
providing this value incorporates an extended framework. For example, in marketing, new product
development flows across idea generation, idea screening, concept development and testing,
marketing strategy development, business analysis, product development, test marketing,
commercialisation and, finally, feedback (Classens, 2015).

Similarly, all research follows extended frameworks, and that is never more so clearly the case
than with ‘halal’ or ‘Islamic’ research. There are several reasons for this. The first is that this type
of research claims, or implies to claim, that it adheres to Islamic principles in research design
and/or Islamic ethics in the overall research process. While modern academic and commercial
research operates under a code of ethics in many countries, this framework of ‘rules’ — such as
professional codes of practice which exist in various professions — are insubstantial and superficial
in comparison to an Islamic code of ethics (Alghorani, 2011; Beekum, 1996). Another is that the
body of literature on Muslims is in many cases ill-informed, incorrect or elaborated in an ‘alien’
paradigm (such as globalisation, modernism, feminism, or communism) without any reference to
Islamic teaching. This need not refer to research conducted by non-Muslims, but in the majority
is that performed by Muslims themselves, with non-Muslims often making a greater effort to
provide comprehensive context for their respondents.

In order to address these issues, we first provide some examples of incomplete research designs or
misleading outcomes resulting from poor framing of studies; then we consider why and how this
is important for us as researchers, and for our disciplines operating within the banner of “Islamic”
and/or sampling Muslim respondents.

What Do We Mean By Process?

Consider the concept of halal (lawful). Halal has an opposite (haram) and a four-point continuum
from like to dislike in between ([halal] waajib, mandub, mubah, makruh, [haram]). Therefore,
the consideration that halal slaughter of animals would occur simply at the point of death is
simplistic.

Halal is a process. It begins with a good intention (nia). It involves not just the practice but the
people as well. It’s the whole multi-dimensional paradigm (Alserhan et al, 2018) and halal is a
term repeatedly paired with tayyib (pure) in the Islamic sources (Alserhan, 2015). This means
beyond being lawful in Islamic Law; the operation should be pure (tayibb)—that is, reflecting a
halal process from people > products > practice. This requirement is far more comprehensive than
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a simple (civilly) legally compliant, conventional, profit maximization business model (Alserhan
et al, 2018).

A simple illustration is that of ‘halal’ meat production. The concept of halal (lawful) slaughter is
far more comprehensive than just the steps taken at the point of death for an animal. The practical
understanding of the meaning of a halal food item is that of a whole process. For example, it could
be argued that commercial farming of any kind of animal product is not halal due to the fact that
the lives the animals live are very unpleasant, their food is often not part of their natural diet, they
are injected with pharmaceuticals, and the run off from their commercialisation pollutes rivers,
streams and airways. The understanding of what constitutes ‘halal’ — snapshot or process — is
reflected through the requirements (and variations) in the halal certification processes across the
globe.

The same can be said for research. Research outputs claiming ‘Islamic’, or ‘halal’ outputs MUST
strictly follow a fully halal process, from nia (intention) through to the research description,
respondent recruitment, question formulation, analysis and feedback. In this way, Muslims and
Muslim businesses will be both fairly and ethically represented and can rely on research outputs
which are consistent with Islamic teaching and which they can practically implement to improve
their business practices and production. Concomitantly, all stakeholders in research can rely on the
outputs of their studies to be useful and accurate — in short, everyone can have confidence in the
results.

There are two particular issues prevalent in papers concerning Muslims or Muslim consumption
that are widespread and bears some investigation. We will briefly examine them next.

Misleading/Erroneous Attributions and Reportage

Plenty of examples exist of misleading or erroneous attributions and reportage concerning the
discussions around the lives of Muslim women. One such example of this phenomena is a brief
conference paper written by Dr Terence Witkowski in 1999, and which has been widely read. The
paper, entitled “Religiosity and Social Meaning in Wearing Islamic Dress” considers a Lebanese
and Kuwaiti sample and repeats several points that occur throughout the literature and are assumed
to be universal across Muslim nations. For example, “there has been much debate among Muslims
over just what constitutes appropriate veiling” (p1), “veiling¢.. can symbolise opposition to the
dominant, secular political establishment” (see also, Sandik¢i and Ger, 2005) and ‘“hijab is
frequently less expensive than western clothing” (Turner 1994). These statements are very general,
refer to particular contexts or instances and are not explained or contextualized — the reader can
easily understand these points as universally applying across the varying lived experiences of
Muslim groups.

Utilising stimulus pictures and a survey method to test three hypotheses generated based on
“published reports”, Witkowski concluded his hypotheses were all supported. However, all three
hypotheses, which were designed to relate to religiosity (measured as prayer, Mosque attendance,
fasting and pilgrimage), were based on confused assumptions about Islam and its teachings — for
example, “Religiosity will be positively associated with wearing Islamic dress and negatively
associated with wearing cosmetics and jewellery” was supported with “the [religiosity] index
strongly associated both with the frequency of wearing hijab, with the extent of the body covered,
and with not wearing cosmetics (eye makeup, lipstick, perfume) and jewellery” (emphasis in
original, p2). The public presentational aspects of women dress in Islam show clearly that the index
does not bear a relationship to the teaching. In terms of the Witkowski’s index, Mosque attendance
for women is not compulsory, or even required, in Islam. Further, the style of body covering is a
cultural measure — the Kuwaitis are Gulf Arabs, they wear covering outergarments — and, while
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Islam forbids women wearing perfume in public, there is no such limitation on jewellery, unless it
IS noisy.

Witwowski’s (1999) paper also repeats much that is assumed universal without reference to the
Islamic teaching. Therefore, the premises behind his three hypotheses are flawed and so give
misleading results. It is problematic that this type of design, and the much repeated points above,
are so prevalent in the literature.

This paper can be criticised, as can many, for not making any reference to the Islamic teaching, so
not providing a context on which all Muslims are generally united and could, to some degree, show
generalisability, or even aspects of universality. However, Dr Witkowski is not a Muslim
researcher, so he is relying on ‘published reports’ as he stated above, and the work on making
those reports accurate falls to Muslim researchers.

There are a number of other papers, many written by Muslim researchers, who are imagined to
have some insight, which are also inaccurate and/or misleading. This can be as a result of
carelessness or sloppy scholarship, or it could even be unconscious. Often, though, it is as the
result of applying another paradigm, either neo-liberal, capitalist, modernist, or feminist (for
example). But as Gibbs and Ilkan (2008) state, often authors “have had relatively little concern for
the epistemological position of the ideology and have chosen and shown how pragmatic methods
can be used to “colour” an existing neo-liberal capitalist approach with a gloss of Islam. This
approach is transparent to the faithful because it concentrates on the surface value and leads to
misleading ways of seeing the world. An alternative requires an understanding of the
phenomenological ontology of being a Muslim and how that constructs the nature of being”
(p166).

With regard to the “veil as protest”, a commonly quoted instance is the act in 1923 of the Egyptian
feminist Huda Shaarawi who, upon returning from a conference in Rome, °...pulled off her veil.
There was a gasp of disbelief. Then by the hundreds others started removing theirs. The “de-
veiling” of the Arab women had begun...” (Lamb, 2002:146). In Sharaawi’s own memoirs,
however the incident looks somewhat different: she °...drew back the veil from her face’
(Shaarawi, 1986:7). This was, in fact, an act against cultural norms and separations between
economic classes: ‘Early Egyptian feminism not only challenged the patriarchal order but was an
ideology that superseded class and was all the more threatening to the old order because it was
grounded in Islam (Shaarawi, 1986:21). The ‘veil’ Shaarawi removed was the face veil; she did
not remove her head-scarf, nor did she reject Islam.

Another is the position of Makhlouf (1979:38) cited in Sandikci and Ger (2005:63), that “the
[Islamic] modesty code rests on two contradictory assumptions: that woman is weak and needs to
be protected from threats to her honour, and that she has strong sexual impulses which threaten
the honour of males and the integration of the group”, is not presented with any reference to Islamic
teaching. Within the latter there is no conflict, covering clothing is, firstly, the wearer’s religious
duty for herself, and secondly, her contribution to a peaceful society where she won’t be harassed,
rather than be a source of trouble (Roald 2001) [Qur’an 33:59] (emphasis added). It should be
further noted that Makhlouf (1979) in considering Yemen is referencing Papanek (1973) who is
considering women who live in Purda in South Asia. Similarly, Papanek (1973) herself discusses
the influence of Hinduism on this belief (p317). Sandik¢i and Ger also equalise religion as a
motivator with politics for the sartorial choices of their respondents (2005:78), therefore explaining
their classification of “Islamists” as “those who are politically religious, to distinguish it from
secular Muslims who are believers without an affiliation to political Islam” and “Secularists” as
“including both practicing or non-practicing Muslims and non-believers” which, at face value, are
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odd — that is, grouping the practicing Muslims with the non-believers. Sandikci and Ger (2005)
note “cultural context is relevant”, and these examples show that clearly — even the concepts
discussed here are different and reflect the different cultural histories of Turkey, Yemen and India,
but this is not made clear within the texts.

Similarly, once again in Sandikci and Ger (2007) a discussion of Muslim women’s representation
in advertising yields: “the face is either camouflaged by a black or white space ... or chopped out
altogether...As Kilicbay and Binark (2002) point out, the absence the face might be related to the
worry about concealing female sexuality in Islam” (2007:197). This is likely not the reason, as a
quick review of Islamic teaching would reveal. Sandikg¢i and Ger also think Kilgibay and Binark
(2002) are incorrect, “we believe there is a more disturbing aspect to this absence: it represents a
deliberate act of silencing that erases subjectivity altogether and ascribes anonymity to women.
The women depicted in these advertisements appear to be freestanding objects, isolated from their
environment. The abstraction of the social and material world constructs the female as any female.
Given the lack of representational cues, the audience can neither decode nor imagine the model’s
socio-economic background, lifestyle, and aspirations; the pious woman remains unidentifiable”
(2005:197). And yet this kind of depiction of any kind of woman is commonplace, and even
regarded as highly artistic, as the painting by Greg Lauren (see appendix), shows. If the objection
is to the faceless depiction of women, then that is a separate issue to the understanding that the
depiction of Muslim women as faceless is an attempt to dehumanise them related to their way of
life.

An extension of this position is: ‘In the face of modern women who exhibit their femininity by the
care they give to their bodies and clothes, Muslim women conceal their femininity behind veiling
and thus present the ‘sacred body’ against the ‘aesthetic’ one....veiled women, like their
predecessors, enter into public life with the slogan “Personality But Not Femininity” (Gole
1996:130). The total lack of understanding of the observed phenomena here and failure to
contextualize it through a relevant cultural framework is astounding (Boulanouar, 2006).

Reducing the Multi-Dimensional to the One-Dimensional

Islam, or an aspect of Islam, cannot be taken in isolation. Islam is characterized by Islamic
scholars, and understood by Muslims, as a comprehensive system for living a good life (Al-
Qaradawy, 1995; Maududi, 1960). Like humankind itself, Islam is multi-dimensional and has a
large canon of fundamental teachings (Qur’an and Sunnah) as well as analysis from scholars (qiyas
and ijmah) (Boulanouar, 2006), covering all aspects of human life.

Naturally, using Islam as a single variable as is widespread in studies on Islam and Muslims (eg
‘religiosity’ as a compound single variable related to purchasing or perspective) is reductionist and
inspires misleading outcomes of misrepresentations of the sample.

Nowhere is that more important, or more relevant to us as academics, than in research methodology
and design.

In a concerning number of papers, Islam is treated as a single variable within a host of variables a
statistical kind of variable like age or height without much scope. And Islam is a model for a
comprehensive way of living and using it as a one dimensional model calls into question the rigour
of the research design and leads to many misreportings or misleading reportings.

Perhaps this is no clearer than in Islamic finance, particularly in empirical Islamic finance studies.
Often, for example, a sharia compliant variable is included with the other variables which are
dictated by the conventional finance theories (eg, Abdul-Rahim and Yong, 2010; Algahtani and
Boulanouar, 2017; Algahtani, Mayes, and Brown, 2016; Jaffar and Musa, 2014; Al Qahtani and
Boulanouar). However, these theories have never been filtered through the Islamic lens
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(Boulanouar and Boulanouar, 2013; Rice, 1999) to ascertain their compatibility with the overall
Islamic framework. For example, Al Qahtani and Boulanouar (2017) investigate, empirically, the
effect of sharia compliance status on investor — individuals and institutions - demand for new
shares offered in initial public offerings (IPO’s). After controlling for some pre-listing information
including size, age of the firm, offer risk, offer price, block-holding, market condition and the
effect of the Global Financial Crisis, they found that Sharia compliance status significantly alters
the demand for new issues when measured by two different proxies, the ratio of oversubscription
and the number of subscribers.

The theoretical models they used to frame their study included two models considered to be
behavioral explanation of IPO underpricing (Ljungqvist, 2008) and two models drawn from an
agency cost approach. The first two were the cascade or bandwagon model developed by Welch
(1992) and Investors’ favorable sentiments (Baker and Wurgler, 2000). The other two models were
that of Brennan and Franks (1997), which views underpricing as a means to maintain control by
management, and Stoughton and Zechner (1998) which sees underpricing as a tool to lessen
agency costs.

All of these models however, have been developed for conventional finance and no attempt
was made to check their suitability and compatibility with Islamic Finance framework.

If we consider the combination of these two issues — ‘Islam’ as a single variable and overlaying
theories which have not been filtered through Islamic teaching — we run the risk of presenting a
skewed and misleading output.

Discussion

Muslims exist in a very jumbled world. The dominant paradigm in academic research is modernist,
with an emphasis on imitating material sciences (chemistry, physics), even when dealing with
subjects as precocious as humankind; and with its emphasis on financial aspects across all spheres
(or as the only sphere) of human life is at odds, in many ways, with Islamic teaching and way of
life modelling.

This model leaves little room for humanity’s ‘human-ness’ and even less for transcendent
motivations (@stergaard et al, 2013), and creates a deficiency in much research of thinking of
people in a commodified form (Bouzenita and Boulanouar, 2016). It is mentioned in different
terms by both those who seek to have transcendence considered (eg Azzam, 1996; Roald, 2001;
Boulanouar, 2011) and those who see the issues on more ethnic or racial lines (Morsy, 1986;
Venkatesh, 1995; Mukerji, 2004).

As consumers, Muslims are exposed to, and participate in, scenarios which involve interest,
immodesty, individualism and more. While the dominant global paradigm demands more and
more compromise from Muslims as consumers, it also exerts pressure academically.

As a Muslim researcher, it is expected that Muslims (should) start and conduct research with a
different perspective to non-Muslims. This is natural, given their different world view. The benefit
of this world view, is that it is inconsistent with the dominant research design paradigm, and so
can offer a number of insights into ethics (in general), research designs involving Muslim
participants (Boulanouar et al, 2017), and it can inform and guarantee insightful interpretation of
data sets once they are gathered.

Similarly, Muslim researchers have a variety of transcendent considerations, such as receiving the
acknowledgement of Allah for their good work (baraka). Muslims believe Allah confers
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exponential benefit (baraka), which is a level of benefit over and above the utility of an act. In
illustration, the concept of baraka is inherent throughout the hadith (tradition of the Prophet
Mohammed):

“the food of one person is enough for two, and the food of two people is enough for four, and the
food of four people is enough for eight” (Sahih Muslim, 2059).

The ability of the amount of food, however small to stretch to include another person is not linear,
not logical. It is an exponential, a blessing, a baraka, and is evoked by the intention (nia) of the
person with the food to include someone else. The Muslim acknowledgement of baraka in all
things — including money and business — means that this transcendent element is possible for all
acts.

The effort to combat unmeaningful or misleading outputs benefits business by saving money that
they are in many cases currently wasting. It also benefits Muslim researchers because they are no
longer in doubt about the appropriateness of research designs they are using or outputs they are
referencing in their work. It means the opposite condition can, in fact, be achieved — Muslim
researchers can be both confident, and expect baraka (acknowledgement of Allah), for the work —
for all their work, not just that which involves Muslim respondents using work which is being done
on filtering different commonly used methodologies to examine them for consistency with Islamic
requirements (see, Boulanouar, 2017, for an example related to hypothesis testing).

It is very important that (particularly) Muslim researchers ensure their research work is halal, both
from an ethical standpoint for their community responsibilities [a Muslim’s ‘horizontal’
responsibilities] (Boulanouar et al, 2017; Arham, 2010; Rice, 1999;) and from the standpoint of
their own self-interest [a Muslim’s personal relationship with Allah — ‘vertical’].

Conclusion

This paper is an initial effort to consider these issues. The aim is to assist researchers in delivering
ethical, meaningful and useful outputs in which they have confidence that the whole process has
been halal and for which they look for baraka.

Further, as Setia (2016) notes, whether or not the acts we engage in as Muslims, in all aspects of
our lives are halal or not, is a matter of personal responsibility.

The process which surrounds our research, and research on Muslims, needs to be rethought.
Otherwise, these shortcomings will taint all outputs. It will not represent a ‘blind spot’ concerning
Muslim samples or the interpretation of their data, it will constitute a vast blanket of blindness and
we will all (Muslims, researchers, academics, businesses and policy-makers) be the poorer for it.
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Abstract

Although halal is a well-known concept and has been used in many countries around the globe to
refer to permissibility, many however, especially the non-Muslims do not fully comprehend the
meaning of the halal concept. Many misconceptions are found to exist among the non-Muslim
customers or users, but no doubt, Muslims are also no exceptions. This study aims to explore the
extent these misconceptions of halal exist among the non-Muslims, and to examine whether these
misconceptions about halal will decrease their willingness to buy halal products in the future.
Altogether, 201 non-Muslim respondents participated in this study. The result of one-sample t-test
showed that there is a considerable strong misconception among the non-Muslims regarding halal
concept. Among 29 items on the misconception test, only one item showed insignificant difference
with the halal correct conception. However, the result also showed that the misconceptions will
not lead to strong effect on their willingness to make halal purchase. The result of regression
analysis showed that only four items on the misconceptions test were found to predict the non-
Muslims’ intentions not to make halal purchase significantly. In other words, although strong
misconceptions exist among the non-Muslim respondents, they still somehow will buy halal
products. The finding of the study is noteworthy as it provides alternative explanations that could
motivate halal businesses or managers who were thinking of penetrating into countries with non-
Muslim majority, but uncertain about the people’s acceptance of their products because of the
people’s strong misconceptions about halal or Islam.

Keywords: Halal, misconception, non-Muslims
Introduction

Halal is an Islamic concept and a common term widely used by Muslims around the world.
Muslims’ way of life is governed by Shariah laws, which the sources were the Qur’an and Sunnah
revealed to Prophet Muhammad SAW with the aim to guide Muslims on how to live their lives
including following what are permissible (halal) and avoiding what are forbidden (haram) (Haque,
Sarwar, Yasmin, Tarofder, & Hossain, 2015). The concept of permissibility (halal) has been
widely used and has become an internationalized term as it has been used throughout the world to
refer to permissibility in Islam. Although the halal term is becoming a global term, it has not always
been fully understood, especially by the non-Muslims. Misconceptions about halal occur due to
many reasons, ranging from lack of education, misinformed, Islamophobia, lack of exposure with
Muslim societies, lack of awareness and misunderstandings of Islam or due to plain ignorance
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(Jais, 2014; Prabowo, Abd Rahman, Ab Rahman, & Samah, 2015; Rezai, Mohamed, &
Shamsudin, 2012).

Therefore, this study aims to examine the extent of the level of misconceptions about halal among
the non-Muslim customers. Second, to examine whether or not the level of misunderstanding about
the halal concept among non-Muslim customers will affect their behaviours, especially in this case,
their intention to purchase halal products.

Literature Review

Misconception Defined

Misconception refers to the belief about something held on the contrary to known evidence
(Furnham & Hughes, 2014). Taylor and Kowalski (2004) defined misconceptions as “false,
persistent beliefs” contradicted by established scientific evidence. Misconceptions are normally
found among people who lack accurate knowledge (Taylor & Kowalski, 2014). Misconceptions
can lead to isolation, unjustified criticism, discrimination and if it concerns human behaviour, will
lead to destructive effects (Hughes & Lyddy, 2013). According to Lilienfeld, (2010), research on
misconception is crucial as it can reveal the causes for misunderstandings as misconceptions
impede learning and acquisition of accurate knowledge. According to Ajzen and Fishbein (1975),
misconception related to false belief can influence people’s attitudes and their behaviours. Thus,
misconception have bad consequences that can make people ignorantly believe and act unjustly
towards someone or something about who or which they are having misconceptions about. In the
case of halal, there are many existing misconceptions, especially among non-Muslims,
nevertheless, Muslims are no exceptions.

What is halal?

According to Islamic or Shariah laws, halal is any object or action, which is permissible to use or
to be engaged in (Karadag, Ozdemir, Ak, Ozer, Dogan, & Elkiran, 2015). Halal is an Arabic word
which means permissible or allowed (Al-Qaradawi, 2013); and the opposite is haram or forbidden
or not allowed (Haque, Sarwar, Yasmin, Tarofder, & Hossan, 2015; Wilson & Liu, 2010). Allah
says in the Qur’an (2:168) which means “Eat of what is on earth, lawful and good, and do not
follow the footsteps of the devil, for he is to you an avowed enemy.” This verse indicates that eating
permissible (halal) food and avoiding forbidden (haram) is an obligation for every Muslim. In
another verse (5:3), Allah forbids Muslims to eat animals which die of their own self (carcasses),
and blood, and flesh of swine, animals which are slaughtered without invoking the name of Allah
and animals which are strangled or beaten to death, animals that are killed by a fall and killed by
being smitten with the horn, and that which wild beasts have eaten (except the ones that are
slaughtered), and the animals that are used as sacrifice on stones for idols and that had been torn
by arrows (Al-Qardawi, 1995). Thus, all foods are considered halal except swine or pork and its
by products, animal improperly slaughtered or dead before slaughtering except fishes and other
seafood, animals killed in the names other than Allah and harmful drinks such as alcohol or all
intoxicants. Also, haram to eat are carnivorous animals, birds of prey and land animal without ears
slaughtered or not slaughtered and blood and their by-products as well as any food contaminated
with any of these mentioned products (Riaz & Chaundry, 2004).

In another verse (2:275) the concept of halal is linked to transactions or muamalah in which Allah
says,

Those who devour usury will not stand except as stands one whom the Evil One by his touch hath
driven to madness. That is because they say trade is like usury, but Allah has permitted trade and
has forbidden ursury. (Al-Qur’an 2:275)

45



While in another verse (16:116), Allah associates halal with well-being; that is, anything that
causes harmful effects to physical, mental and spiritual well-being is haram (Awang, Abdul-
Rahim, Yusoff, Nasir, Ripin, Haron, & Ebrahmi, 2014).

2.3 Misconceptions about Halal

Although Muslims are no exception to misconceptions about halal, non-Muslims’ misconceptions
are worse as they will strain relationships with Muslims as non-Muslims’ misconceptions of halal
mostly resulted from their misconceptions about Islam. With regard to halal issue, most non-
Muslims believe that halal is nothing but a Muslim religious concept with a religious purpose (Agil
& Nor, 2012). Thus, it is only for the use of Muslims (Fischer, 2006; Marzuki, Hall, & Ballantine,
2012; Rezai, Mohamed, & Shamsudin, 2015). Since Muslims are required to follow specific
Islamic laws and practices which among others, determine which foods and drinks are permissible
for consumption as outlined in the Qur’an and Hadith (Al-Qaradawi, 1974), thus, non-Muslims
thought that they have no benefits of consuming halal and call halal foods as Islamic foods (Alam
& Sayuti, 2011; Haque et al, 2015). For this reason, even though many countries have Muslim and
non-Muslim communities, yet many non-Muslims are still ignorant about halal products and
services. Many believe that the purpose of halal market is for the Muslims; and those Islamic
phobic non-Muslims think that a halal market is meant to discriminately exclude the non-Muslims
(Rarick, Falk, Barczyk, & Feldman, 2012). Halal is an accreditation, which has been used as a
benchmark for safety, quality assurance, and other beneficial characteristics, which may be
enjoyed not only by Muslims, but also by non-Muslims (Golnaz, Mohamed, & Shamsudin, 2012;
Teng, Siong & Mesbahi, 2013).

In addition, many non-Muslims wrongly interpret halal, thinking that by eating halal food, makes
them become Muslims (Hirschman & Touzani, 2016). For example, a French town has filed a
complaint against a fast food restaurant for preparing burgers from halal meat and warned against
“Islamization” for eating halal meat because eating meat killed according to Islamic butchering
rules might make them become Muslims (BBC News, Friday, 19 February 2010). This
misconception is dangerous as the allegation is totally untrue. The concept of halal emphasises on
safety, hygiene and freshness of the food and drink. Halal is not only looked from the point of the
kind of animal and the way it is slaughtered, but more important, it also looks at the whole process
(Khan & Haleem, 2016). If the kind of the animal is halal and the slaughtering is done according
to Shariah laws, but it is not done in hygienic procedures throughout, it is still not considered as a
complete halal. To ensure it is halal, it must take into consideration the storage, the process of how
animals were slaughtered and it must ensure that the animals do not endanger human health when
consuming their meat. The slaughtering technique of cutting major blood vessels (jugular veins)
in the throat using a sharp knife, with clean and quick cuts, so that the blood is pumped out from
the body of the animal (Khan and Haleem, 2016) also prevents bacteria and other diseases from
becoming infectious to humans who consume the meat (Farouk et al., 2014). Slaughtering the
animal by cutting the front part of the neck, severing the carotids, jugulars, trachea and oesophagus,
but not reaching the bone in the neck also is less painful to the animal; and the animal dies quickly
as compared with using electroencephalograph (EEG) and electrocardiogram (ECG) (Schulze,
Schultze-Petzold, Hazem, & Gross, 1977).

Another misconception is about halal by many non-Muslims is that slaughtering animal by cutting
the throat is inhumane and barbaric (Hirschman & Touzani, 2016); while slaughtering animals by
using electronic stunning is a good way to kill animals (Sahib, 2016). An experiment conducted
by a university in Germany found that in comparison with using electric stunning method normally
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practised in the West actually causes severe pain to the animal, while the Islamic slaughtering is
actually more humane (Schulze, Schultze-Petzold, Hazem, & Gross, 1977). Furthermore, a survey
conducted by Bergeaud-Blackler (2004; 2006) on French Muslims, found that those who chose
halal meat products did so not because of their religious obligation, but because they believe that
halal products are tastier and healthier (Rezai et al., 2012). Halal meat is perceived as healthier is
linked to the greater blood loss during halal slaughtering. According to Summers (2006), killing
an animal using electrical stunning resulted in poor meat quality due to low bleeding efficiency,
occurrence of blood blisters, and resulting the meat to be harder.

Another misconception due to Islamophobia and lack of knowledge is the statement that by eating
halal means supporting Islam and boosting Muslims economy only (Rios, Riquelme, & Abdelaziz,
2014). As in Malaysia, many businesses that sell halal products and services belong to non-
Muslims. According to JAKIM (The Malaysian Federal Islamic Affairs Department), 72% of halal
certifications belonged to businesses owned by non-Muslims (Bernama, September 25, 2016).
Even many conventional banks have opted for Islamic windows and many non-Muslims are the
customers for Islamic banks and institutions (Amin, Isa, & Fontaine, 2013). This shows that halal
does not boost Muslim economy only, but the country’s economy, the people’s economy, and the
world’s economy as a whole. Halal market is one of the fastest growing markets (Ismaeel & Blaim,
2012) and continues making waves and grabbing attention of investors, suppliers and producers
(Rajagopal, Ramanan, Visvanathan & Satapathy, 2011). Muslims also account for a quarter of the
world’s population and they are expected to reach 30% by 2025 (Roberts, 2010). If non-Muslims
refuse to participate in halal markets, they are the ones to lose this global market share. Non-
Muslims should not be ignorant about halal as it is a global trend, which would also benefit them
if their misconceptions about the halal concept can be corrected. Meanwhile, for Muslims, any
misconceptions about halal could jeopardize the halal markets from setting foot in non-Muslim
markets.

Another related misconception among most of non-Muslims is that by purchasing related halal
brands, they indirectly were forced to pay Islamic tax (zakat) (Ruiz-Bejarano, 2017). Most of these
kinds of misconceptions originated from Islamophobia, which has no basis of justification. Islamic
tax (zakat) is only applied to Muslims with specific requirements that must be fulfilled (Dhar,
2013). Even the owners of halal businesses are not taxed to pay zakat as they are not Muslims but
they have to pay income tax and other business taxes, which have nothing to do with zakat (Islamic
tax).

Another misconception which many, including Muslims, also have is that halal only applies to
foods and drinks, other than these are considered not part of concern for Muslims to worry about
(Alserhan, 2010; Mukhtar, & Butt, 2012). Thus, many Muslims are patrons to conventional banks
and finance institutions, even when their Islamic counterparts have existed side-by-side. In fact,
halal principles cover many aspects; they are not limited to foods and drinks only, but also cover
other non-food products such as personal care, cosmetics, toiletries, leather products, perfumes,
fashion and services such as banking, finance, tourism, entertainment, logistics, and so forth
(Rahim, Shafii, & Shahwan, 2013). Many, including Muslims, also believe that only products for
inner consumption are more important when making option for halal products, as many people
wrongly believe that only products consumed internally that will become their flesh and blood that
are forbidden, based on the hadith narrated by Jabir Bin Abdullah who said that the Prophet SAW
said, “That flesh which has grown from Haram food, will not enter Paradise and all that flesh
which has grown from Haram, the fire (of hell) is more worthy of it” (Musnad Ahmad, Sunan
Darimi, & Sunan Baihaqgi). Thus, many believe that products for outer use will not be part of their
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body, thus they would accept to opt for non-halal products. In this case, many non-Muslims sellers
or promoters and even Muslims themselves thought that all cosmetics and personal cares need not
be halal (Rahim, Shafi, & Shahwan, 2013). It is important to note that cosmetics and personal care
products are halal if all their ingredients comply with halal and Shariah requirements; meaning
that they must not contain alcohol, carcases, filth and materials derived from pig and harmful
chemical elements; and they must be manufactured, stored, packaged and delivered in accordance
with strict halal standards (Islam & Chandrasekaran, 2013). However, in the case of perfumes
containing alcohol, the Qur’an (5:90-91) and hadith only prohibit drinking the intoxicants, thus
perfumes that contain cologne or alcohol 5% or less would be considered permissible because they
are for external consumption applied on the skin. Thus, many non-Muslims and even Muslims
believed that it is not a problem to use perfumes or any outer use products that contain alcohol.
However, if the verse (5:90-91)

O you who believe! intoxicants, gambling, al-ansaab (animals that are sacrificed on stone altars
for idols), and al-azlaam (arrows for seeking luck or decision), are an abomination of Shaytaan’s
handiwork. So, avoid (strictly all) that (abomination) in order that you may be successful.
Shaytaan wants only to excite enmity and hatred between you with intoxicants and gambling, and
hinder you from the remembrance of Allah and from al-Salah (the prayer), so will you not then
abstain?

is looked closely, it indicates that alcohol should be avoided in all cases, whether it is drunk or
applied to the skin, or used in some other way because Allah says, at the end of the verse that
Shaytaan wants only to excite enmity and hatred between men with intoxicants and gambling, and
hinder them from the remembrance of Allah and from al-Salah (the prayer). Furthermore, in the
same verse, Allah says “So will you not then abstain?” At this point, it may be understood that the
verse means that only drinking is forbidden, because applying it to the skin does not lead to enmity
and hatred. Although, in certain cases it is allowed to use it, especially when the percentage of
alcohol in the perfume is low, however, it is better to avoid it, especially when performing prayer
unless it is for a special need, such as sterilizing wounds and the like (The Research Committee of
Islam Today.net, 2003).

To be considered as halal, the processes involved from the beginning to the end must be taken into
consideration. Although, the original state of the products maybe halal, if contaminated or mixed
with haram elements such as pig and other non-halal products, the halal can become haram
(Tieman, 2011). Thus, it becomes a concern for Muslims if raw foods such as halal meats are put
in the same shelves or sections in the supermarkets for fear of being cross-contaminated by these
non-halal elements (Soon, Soon, Chandia, Chandia, Regenstein, & Regenstein, 2017). Taking this
concern, Minister of Domestic Trade, Cooperatives and Consumerism of Malaysia has announced
that the ministry will consider having a legislation to segregate trolleys at supermarkets nationwide
in Malaysia using different colours such as red for non-halal (Malaysiadigest.com, 2015
Wednesday 25 November). However, because of misconceptions of halal among the non-Muslims,
this proposal was rejected and non-Muslims called this as creating a more racial and religious
segregations as well as wasting effort and money, while Singaporean media reported this in their
news as an example of increasing Islamic conservatism in Malaysia led by government officials
(Malaysiandigest.com, 2015 Wednesday 25 November,). However, in general, Malaysian Muslim
shoppers do think that the proposal of having halal trolleys is a good move. A survey was
conducted at several supermarkets around Sri Hartamas, Kuala Lumpur, Malaysia and the results
found that many Muslims supported the proposal as it would help to avoid cross-contamination of
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halal and non-halal items (Malaysiadigest.com, 2015 Wednesday 25 November). Also, many non-
Muslims were seen bringing their dogs in the trolleys when shopping (Malaymail online, Monday,
January 18, 2016). As a result, supermarket staff have to clean the trolleys using Islamic cleaning
method; which is using soil water once; and rinsing with clean water six times to ensure
purification (taharah) is taken place as dogs and pigs are a type of major impurity
(najs mughallazah). Halal food, pharmaceutical, cosmetic and personal care products are
considered impure (najs) if they are either contaminated or are in direct contact with najs al-
mughallazah (extreme impurity) (Kassim, Hashim, Hashim & Jol, 2014). Having halal trolleys in
the supermarkets would reduce ambiguity among Muslims and it will not affect the relationship
with the non-Muslims as they still cross-mingled in other acquaintances and throughout the
shopping in the supermarket. The non-Muslims’ misunderstandings of Islam, and halal in
particular, are unjustifiable and Islamic phobic, as they seem to act like they know more what
Muslims needs than the Muslims themselves.

Another misconception regarding halal is in terms of pharmaceutical products. Common
misconception is that all pharmaceutical products contained standardized level of chemicals and
alcohol regardless of whether they are labelled halal or not (Wacker, Proykova & Santos, 2016).
Many consider halal certificates for pharmaceuticals are just for commercial reason to attract
Muslim users (Zailani, 2010). However, one main issue facing Muslims in term of halal
pharmaceuticals is the use of gelatine in the pharmaceutical products. Gelatine is a protein
normally obtained from two sources, one is from porcine (pig) and another is bovine (cow and
hide) (Islam & Chandrasekaran, 2013). Gelatine is widely used in pharmaceuticals and
biopharmaceuticals (Ab Halim, Kashim, Salleh, Nordin, & Husni, 2015; Redwan, 2009), and if
the products are made in non-Muslim countries or even in Muslim countries, the products may not
be considered as halal as they might have used gelatine extracted from porcine or even if the bovine
gelatine have been used, there is no guarantee that the cow has been slaughtered according to
Islam, unless it has been certified as halal. Another ingredient which should be avoided in halal
pharmaceuticals is alcohol (ethanol) and some other raw materials such as albumen, allatoin,
ambergris, amino acid, arachidonic acid, cholesterol, collagen, and elastin (Hunter, 2012). Halal
pharmaceuticals are becoming a controversial issue to many Western countries as they are the
biggest exporters of pharmaceutical products. If Muslims are more concerned about their needs to
have halal pharmaceuticals, western market shares on pharmaceuticals will be highly affected.
However, this is not something that cannot be done as Malaysia has introduced the world’s first
ever standard for halal pharmaceuticals in year 2011, with the code name MS2424:2010 (Ramli,
Salleh, & Azmi, 2012).

Another serious misconception among non-Muslims which also affect Muslims is regarding the
use of “pork-free” or “no-pork” labels or signboards in many non-Muslim restaurants or food
premises to indicate halal or as a way to tell its customers that it does not serve dishes with pork
and it needs not to apply halal certification (Malay mail, 2016; FMT news, 2016). This has
deceived many Muslim eaters to eat at “pork-free” restaurants believing it is providing halal foods
and drinks (Yusoff, Mohamad, Ghazali, Abdullah, & Azmy, 2016). Many non-Muslims believe
that apart from pork, all foods are halal. Thus, many non-Muslim restaurants would say that they
are also selling halal foods for Muslims despite no halal certificates and some even put Arabic or
Qur’anic verse calligraphies or frames in their restaurants to attract Muslim customers that the
foods and drinks that the restaurants provide can be eaten by Muslims. Many non-Muslims and
some Muslims alike believe that having Qur’anic frame or calligraphies in the restaurants would
be the same as the halal label, to attract Muslims to come to the restaurant (Elseidi, 2017).
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Another misconception among non-Muslims and even Muslims themselves is Muslims cannot
drink alcohol such as beer and wine because of their intoxication effect, but they are permitted to
drink any non-intoxicating beverages. Many are not fully clear about what is intoxicating and what
IS not intoxicating, thus champagne although it is alcohol but will not be intoxicating if consumed
in a small amount; and therefore, is mistakenly understood as permissible. Similarly, certain drugs
if taken in a small amount will not have the intoxicating effect, and thus is misunderstood as
permissible. There was a clear hadith in which the Prophet SAW has said that “Every intoxicant is
forbidden; if any amount of anything causes intoxication, that amount of it is forbidden.”?
According to Research Committee of Islam Today.Net (2003), any substance that is intoxicating
is prohibited; and if a large quantity of a given drink intoxicates, and then a small quantity of it is
also forbidden. Conversely, if a large quantity of that drink does not intoxicate, the drink is not
forbidden. In other words, all substances that are not intoxicating are allowed and all substances
that can be intoxicating are prohibited.

There are many other misconceptions found among the non-Muslims. Some are not really clear
about halal, but are aware of the benefits of halal and they are interested to buy halal products. To
be certified as halal, the nature and the processing method of products entail similar procedures
with the production of organic products, which take into considerations the welfare of the animals,
the hygienic process, which requires to be free from harmful materials and other sustainability
issues (Bonne & Verbeke, 2008). Many the non-Muslims buy halal products mainly because halal
has been perceived as having close similarities with organic, but less expensive. In France for
example, despite many misconceptions that existed among its non-Muslims especially on issues
regarding halal slaughtering, halal has received wide acceptance and overtook organic and bio-
products in terms of market volume (Ahmed, 2011; Ismaeel & Blaim, 2012).

Relationship between Misconceptions and its Effect on Halal Issues

Most of the time, the effect of the misconceptions is negative. Misconceptions do not only lead to
misunderstandings, which have bad consequences on people’s behaviours and their attitudes, they
also create bigger problems if left unaddressed. According to Taylor and Kowalski (2004),
misconceptions can become fixed in person’s knowledge base, thus new information will be
distorted or ignored resulting in the inaccurate belief being strengthened or retained. According to
theory of values-attitude-behaviour by Ajzen and Fishbein (1975), individuals tend to behave in
congruence with their beliefs. Thus, individuals who have false belief about something will have
negative attitudes and it will be shown in their behaviours towards what they have false belief
about. This is quite dangerous as most of discriminations, prejudices, attitudes, and behaviours,
and racist rants even criminal acts started from misconceptions (Byrd, 2011; Corrigan, 1997; Yuan,
Abdin, Picco, Vaingankar, Shahwan, Jeyagurunathan, & Subramaniam, 2016).

Misconceptions about halal among non-Muslims may also affect their inclination to purchasing
halal products; this indirectly restricts the expansion of the halal industry from penetrating into
non-Muslim countries. Halal benefits users not only in the short term but also in long term. Halal
takes into consideration all aspects of health, taste, safety, welfare and all sorts of elements, similar
to organic products, but sold still within a competitive price. However, it is believed that the
consumption of halal goods will increase among health-conscious societies (Rezai, Mohamed, &
Shamsuddin, 2012). Even if non-Muslims refuse to purchase halal goods due to their

! Musnad Ahmad bin Hanbal, remainder of the narrations of the Ansar, narration of our lady A’isha (may
God be pleased with her), no. 24,476. Sunan Abi Dawud, Book on drinks, Chapter: What has been reported
regarding Intoxicants, no. 3689. Albani verified the narration in his Sahih al-Jami’, no. 5531.
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misconceptions, halal industry is already unstoppable and it is estimated that 70% Muslims
worldwide follow halal standards (Minkus-McKenna, 2007). Halal also has already set foot in
many non-Muslim countries such as UK, New Zealand, Europe, Australia, and so forth. The
misconceptions would not do any good to non-Muslims as the incorrect and incomplete
information can only make them disadvantaged.

Hypotheses of the Study

Following the literature review, the hypotheses of the study are formulated. They are as follows:
Hi:  Misconception about halal is significant among non-Muslims compared with the true
conception of halal

Ho:  There is a negative relationship between misconceptions of halal among non-Muslims and
their inclination to buy halal products

Methodology

Method

This study employs qualitative and quantitative research approaches. In the qualitative approach,
the misconceptions have been listed based on the literature review. The list of the misconceptions
was referred to an expert in Islamic studies working at one of the public universities in Malaysia.
Experts were interviewed to get some clarifications about the misconceptions so that the issues
will not mislead the respondents through inaccurate interpretations.

In the quantitative approach, a questionnaire form was developed according to Bensley and
Lilienfeld, (2015). Many studies on misconceptions used tests to gauge misconceptions against
conceptions. In the present study, a test consisting of 29 items was developed based on the
literature reviews and inputs adopted from the interviews with experts regarding misconceptions
and the true conceptions about halal as reverse items. In this approach, a survey method was used
to gather the information from the respondents. In the questionnaire, the 29 questions consisted of
a mix between misconceptions and true conceptions regarding halal concepts. For the
misconception questions, the ideal correct answer measured on a scale of 5 = Completely false,
yet, 4 = Mostly false is still considered as a correct answer. For questions regarding true conception
of halal or reverse questions, the correct answer is measured on a scale of 1 = Completely true, yet,
2 = Mostly true is still considered as acceptable.

Procedure

A pilot test was performed prior to the actual distribution of the questionnaires. After all comments
and necessary corrections were made to the earlier version, the final set of questionnaires were
distributed using the method of purposive and convenient sampling of non-Muslim shoppers at
various places such as shopping malls, universities and residential areas. Most of the
questionnaires were returned directly to the enumerators, since the survey questionnaire was a
short one, consisting of only 29 items about misconceptions; also, one item was on non-Muslims’
intention to buy halal goods. The last part of the questionnaire was about the respondents’
demographic backgrounds. In this research, the respondents were approached to get their
willingness to participate voluntarily in the survey. If they declined to participate, they can directly
refuse or just return the questionnaire without answering, and no further queries will be asked.

Measure
A 29-item questionnaire or test on misconceptions about halal concepts was developed directly
from popular misconceptions about halal items retrieved from literature reviews and consultations
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with the experts on halal issues. The test covered issues of misconceptions about halal in relation
to consumer items such as food, drinks slaughtering, pharmaceutical items such as for personal
care, religious purpose, and so forth. The Cronbach alpha was 0.77. The responses to the questions
were measured using a 5-point Likert scale ranging from 1 = Completely true to 5 = Completely
false. The test items are illustrated in Table 1.

Results and Analysis

Participants

Altogether 350 questionnaires were distributed to non-Muslim respondents in several states in
Malaysia. Of this, 201 questionnaires were returned giving response rate of about 57.42 %. The
majority of the respondents were females (72%). Males constituted about 28%. In term of age
group, the majority were in the age group of 19 to 21 years old (55%), followed by the age group
of 22 to 29 (23%), and the age group of 36 to 45 amounted to 9% of the total. The group of above
45 years old was 8.5%, while the group of 30-35 years old was 4.5% of the total. Most of the
respondents were Chinese (69%), followed by Indians (18%). The other ethnicities were Siamese,
Sabah ethnics such as Bedaub and Iban amounting to 13%. In terms of religious composition, most
of them were Buddhists (59%), followed by Christians (14%) and Hindus (14%), and others
constituted 6.5%. Most of the respondents were unemployed (72%); this group included full-time
housewives and students, while the rest were employed (28%). The majority of respondents
shopped at Tesco (55%), Giant (16.5), AEON (16%), Sunshine (5.5%), Mydin (4.5%), and others
(3%).

Results of One-sample t-test

A one-sample t-test was performed to determine if there is a statistically significant difference
existed between the non-Muslims’ answers on the test regarding misconceptions of halal and the
correct answer of the test. The test regarding the non-Muslims’ misconceptions of halal showed
that there are significant differences between their answers and the correct answers for the test on
misconceptions. The test value is the mean of the correct answers or the non-misconception
answer. The scale for the questions in the misconception test ranged from 1 = Completely true, to
5 = Completely false, Thus, for the misconception test, the test value was set at 4 (i.e., Mostly
false), while for reverse questions in the misconception test, the test value was set at 2 (i.e., Mostly
true). As exhibited in Table 1, only one question out of the 29 items of the misconception test (e.g.,
Halal products are safer in terms of the sources), show insignificant relationship. In other words,
the t-test values between the respondents’ answer and the mean of the test-value (i.e., non-
misconception/true halal conception) were not statistically significant. This indicates that
misconceptions do exist among the non-Muslims regarding halal, thus hypothesis H1 was accepted.
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Table 1. | | | | |

Misconceptions of Halal Concept Among Non-Muslims Sampled

Please state your answer to the questions below using the following ratings: 1 = Completely true, 2 =
Mostly true,

3 = Partially false, 4 = Mostly false, 5 = Completely false.

Test value: 4 = (Mostly false) for false statements

Test value: 2 = (Mostly true) for true statements

df=200

Respondent’s t-value | Sig Mean
Misconceptions answer difference

(mean values)
1. Halal in Muslim dietary is purely for a | 1.80 -40.92 | 0.00** | -2.19
religious purpose
2. Halal principles are a religious obligation | 1.79 -3.60 0.00** | -0.20
(R)
3. Halal products have neutral effect on ones’ | 2.23 -25.06 | 0.00** | -1.76
health
4, Halal products are safer in terms of the | 2.11 1.86 0.64 -0.11
sources (R)
5. A non-halal section in the supermarket | 2.46 -18.69 | 0.00** | -1.53
decreases the process of racial integration.
6. Dividing halal and non-halal sections in | 2.58 -15.34 | 0.00** | -1.41
supermarket widen the gaps between religions.
7. People can become Muslims after | 4.25 2.93 0.04** | 0.24
consumed halal foods/products.
8. All halal products belong to Muslim | 3.01 -9.95 0.00** | -0.98
countries.
9. A cross-contamination during storing/ in | 3.23 16.09 | 0.00** | 1.22
storage can make halal products become non-halal
(R).
10. Halal is only required for food and drinking | 3.17 -8.71 0.00** | -0.83
products.
11. Halal is for Muslims only. 2.81 -11.25 | 0.00** | -1.18
12. Frogs are halal as long as it is slaughtered | 2.81 -12.59 | 0.00** | -1.19
according to Islamic way.
13. Slaughtering the animal through electrical | 3.05 -9.71 0.00** | -1.13
stunning is a good treatment to animal.
14, Slaughtering animal by cutting its throat is | 2.33 -20.77 | 0.00** | -1.67
torturing the animal.
15. Halal procedure of animal slaughtering is | 2.46 -19.58 | 0.00** | -1.53
inhumane.
16. Anything that is pork-free is permissible | 2.64 -13.51 | 0.00** | -1.35
for Muslims.
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Table 1 continued

Respondent’s _ Mean
Misconceptions answer t-value | Sig difference

(mean values)
17. Halal wine/beer is permissible to Muslims. | 3.18 -7.96 0.00** -0.81
18. Halal food is an offering to Muslim’s God. | 2.78 -13.05 | 0.00** -1.21
19. Halal products are tastier (R). 2.95 -10.40 | 0.00** 0.955
20. All  pharmaceutical products contain | 2.37 -22.22 | 0.00** -1.63
standardized level of chemical and alcohol
regardless of their halal label
21. Cosmetics /personal care with logo halal | 3.11 13.27 0.00** 1.11
are safer than those without halal logo (R).
22. All cosmetics and personal care are for | 2.76 -13.91 | 0.00** -1.23
outer use, thus they do not require to be halal.
23. Chemical ingredients in products are | 2.67 -15.16 | 0.00** -1.32
irrelevant for halal certificate.
24, In general, halal personal care is more | 2.65 -15.95 | 0.00** -1.33
expensive than organic personal care.
25. Halal cosmetics are not good for people’s | 2.90 -11.95 | 0.00** -1.28
health as they are not being tested on animal.
26. Halal branding boosts Muslims’ economy | 2.45 -19.10 | 0.00** -1.54
only.
27. Hygiene is not one of the criteria for | 2.92 -11.94 | 0.00** -1.26
products to be considered halal.
28. Purchasing product with halal logo | 2.69 -15.65 | 0.00** -1.47
indirectly make us pay Islamic tax (zakat).
29. Only products with logo halal permissible | 1.89 -33.68 | 0.00** -2.23
to Muslims.

*R=reverse question

Result of Regression Analysis

The results of the regression analysis showed that about 50% of the misconceptions can be
explained by the data as shown by R? of this study. As exhibited in Table 2, only four items (items
4,5, 17, and 19) on the misconception test could predict the relationship between misconceptions
and their negative effects on the non-Muslims’ intentions to make halal purchase, thus supporting
H>. Meanwhile, another four items (items 13, 16, 25 and 17) showed that they have a significant
effect on the positive direction, thus rejecting Hz. The rest of the items on misconceptions showed
insignificant effects on the non-Muslims’ intention to purchase halal products. The findings
indicated that some misconceptions such as “Halal products are safer in terms of the sources ”;
“A non-halal section in the supermarket decreases the process of racial integration”; “Halal
wine/beer is permissible to Muslims”; and “Halal products are tastier”; these are important and
could affect the intentions of the non-Muslims to purchase halal products. On the other hand,
although other misconceptions existed, they are not the contributing factors that could prevent the
non-Muslims from buying halal products or use halal services.
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Table 2

Result of Regression Analysis

Std.

T-

Misconceptions b SE Sig
eta Value

1. Halal in Muslim dietary is purely for a religious | -0.151 | 0.10 |-0.151 | 0.13

purpose

2. Halal principles are religious obligation. 0.07 0.07 |0.76 0.44

3. Halal products have neutral effect on ones’ health 0.23 0.06 | 0.26 0.79

4. Halal products are safer in terms of the sources. -0.70 0.07 |-1.76 |0.08*

5. A non-halal section in the supermarket decreases the | -.163 0.05 |-2.03 | 0.04**

process of racial integration.

6. Dividing halal and non-halal sections in supermarket | 0.12 0.04 | 158 0.11

widen the gaps between religions.

7. People can become Muslims after consumed halal | -0.07 0.05 |-0.88 |0.37

foods/products.

8. All halal products belong to Muslim countries. 0.10 004 |131 0.19

9. A cross-contamination during storing/in storage can | -0.41 0.05 [-049 |0.62

make halal products become non-halal.

10. Halal is only required for food and drinking products. | -0.06 0.04 |-0.82 |041

11. Halal is for Muslims only. -0.01 0.04 |-019 |0.84

12. Frogs are halal as long as it is slaughtered according to | -0.01 0.05 [-0.18 |0.85

Islamic way.

13. Slaughtering the animal through electrical stunningisa | 0.16 0.04 | 192 0.05**

good treatment to animal.

14. Slaughtering animal by cutting its throat is torturing the | -0.03 0.05 |-048 |0.62

animal.

15. Halal procedure of animal slaughtering is inhumane. 0.02 0.05 |0.31 0.75
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Table 2 continued.

Std. T-
beta SE Value

15. Halal procedure of animal slaughtering is inhumane. 0.02 0.05 |0.31 0.75
16. Anything that is pork-free is permissible for Muslims. | 0.19 0.04 | 2.16 0.03**

Misconceptions Sig

17. Halal wine/beer is permissible to Muslims. -0.18 0.04 |-1.88 | 0.06*
18. Halal food is an offering to Muslim’s God. 0.08 0.04 | 0.96 0.33
19. Halal products are tastier. -0.26 0.05 |-2.93 | 0.00***

20. All pharmaceutical products contain standardized level | -0.10 0.05 |-131 |0.19
of chemical and alcohol regardless of its halal brand
21. Cosmetics / personal care with logo halal are safer than | -0.09 005 |-112 |0.26
without its logo halal.
22. All cosmetics and personal care are for outer use, thus | -0.05 0.04 |-065 |051
do not require it to be halal.
23. Chemical ingredients in products are irrelevant for halal | -0.42 0.05 |-0.47 | 0.63
certificate.

24, In general, halal personal care is more expensive than | -0.11 005 |-1.36 |0.17
organic personal care.
25. Halal cosmetics are not good for people’s health as they | 0.18 0.04 | 2.28 0.02**
were not being tested on animal.
26. Halal branding boosts Muslims’ economy only. -0.04 0.05 |-0.49 |0.62
27. Hygiene is not one of the criteria for products to be | 0.15 0.05 |1.76 0.08*
considered halal.
28. Purchasing product with halal logo indirectly make us | -0.04 0.05 |-053 |0.59
pay Islamic tax (zakat).
29. Only products with halal logo are permissible to | -0.00 0.06 |-0.00 |0.99
Muslims.
Notes* R? = 0.50, F=1.87, sig=0.07, Adjusted R? = 0.25, DV= Intention to buy halal, p > 0.01*,
p > 0.05**, p>= 0.01***

Discussion and Conclusion

The present study was conducted in Malaysia where Muslims are the majority of the population
and the non-Muslims live side-by-side with the Muslims. In general, the finding indicated that the
respondents mostly do not know the answer and thus they mostly chose three (3) from a Likert
scale of 1to 5, perhaps to avoid giving a wrong response, despite being informed by the researchers
that their responses are not linked in any way to their personal identity and that their responses
will be treated as highly confidential. The result of the one sample t-test showed that in comparison
with the true concept of halal, non-Muslims show considerable strong misconceptions with regard
to halal concept. One-sample t-test was used to examine the difference between misconception
about halal and the true conception of halal based on the items listed in the questionnaire. The only
one test that non-Muslims did not have a misconception is that: “Halal products are safer in terms
of the sources”. In other words, non-Muslim respondents believe halal has unquestionable sources
in term of its safety. Many studies on halal have provided considerable evidence that halal products
are safe and have been certified as safe, hygienic and healthy (Elseidi, 2017; Rezai et al., 2012,
Thomas et al., 2017).
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However, there are some distinct misconceptions worthy of mention. For example, many non-
Muslims in the sample believed that Halal is purely for a religious purpose. The findings maybe
because the non-Muslims believe that Muslims follow the halal principle based on what the
religion requires Muslims to abide by and with no other purpose. Another misconception due to
lack of knowledge was shown by the sampled non-Muslims for not thinking that halal products
such as meats are tastier than the non-halal. This misconception may be due to their unawareness
of the real nature of the products. The products can be tastier if added with other elements such as
Monosodium glutamate (MSG) and other flavours which maybe non-halal. However, if the
products such as raw meat slaughtered according to the Islamic way as opposed to stunning the
animal using electric volt, the taste would be different, as the slaughtering by cutting the throat of
the animal preserve the freshness of the meat as compared with stunning the animal using electric
volt, as it takes time for the animal to die and it makes the animal suffer severe pain before it dies.
Thus, it could affect the freshness and the taste of the meat. Furthermore, the result of this study
also showed the misconception surrounding the halal logo. Many non-Muslim respondents think
that halal products must have a certified halal logo; without it, the item is considered not
permissible. Halal logo is just a mechanism to indicate halal, which increases the confidence
among Muslims and help Muslims to quickly determine on the permissibility of the item or
product; but it is not the precondition to be considered halal.

The finding also indicated that some of the misconceptions are crucial because they negatively
affect the intention of the non-Muslim respondents to buying halal products in the future. Many
past studies have shown similar results with this study, where the perceptions of non-Muslims on
the halal products will determine their behavioural treatment towards halal products (Bergeaud-
Blackler, 2006; Haque et al., 2015; WIson & Liu, 2010). However, most of these misconceptions
have no strong negative effects that could prevent them from purchasing or boycotting halal
products, although in some cases they actually do. Specifically, although the Malaysian non-
Muslims have strong misconceptions about halal concept based on the result of the one sample t-
test, they are also receptive to the benefits of halal items in terms of product safety, their health
benefits and hygienic packaging and processes which are done similar to packaging of organic
products. Apart from religious values, halal also has commercial values similar to or better than
any other regular products, which also attract those non-Muslims to buy halal. This indicates that
although misconceptions and myths still exist strongly among the non-Muslims concerning halal,
it may be only a temporary phenomenon as the finding of the study indicated that the effects of
misconceptions of halal on purchasing intentions is somehow not perpetual. This finding may be
in the context of Malaysia, where non-Muslims are more exposed to Muslim culture and religion
as compared with countries where non-Muslims are the majority of the population. With the
frequent exposure to Muslim societies and seeing recurrent advertisement about halal and
receiving regular education related to halal, their misconceptions regarding halal may recede with
time. In addition, many non-Muslims in Malaysia, especially the Chinese, own many businesses;
therefore, they have to be competitive and receptive to changes, including businesses related to
halal products. Also, for the non-Muslim businesses owners to strive for local and global market
share, halal is not a choice but an imperative, in order to stay in a globalised market.

Limitations and Suggestion for Further Research

The present study aims to examine the level of misconceptions among the non-Muslims regarding
the halal concept. Malaysia aims to be the global halal hub; thus, it is important to do some
explorations and research on the non-Muslims about their misconceptions on halal. This will
determine the direction of halal in penetrating into the markets, where Muslims as well as non-
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Muslims are the majority. The businesses or company should develop some strategies on how to
venture into markets that are sceptical to halal but are open to new experience or free market
experience. The marketers or the managers of the halal companies, whether owned by Muslims or
non-Muslims, must find ways to correct these misconceptions either through product
advertisements or having joint-ventures with non-Muslim foreign companies.

This study, however, has some limitations that is worthy of mention. Many of the respondents
were in the age group of 19 to 21 years old. Therefore, maybe they were not yet fully exposed to
the halal concept and do not have a vast knowledge about halal; thus, their misconceptions
regarding halal maybe high. The study used a single item for measuring intention to purchase,
thus, it could show low or moderate effects on the relationship between misconceptions and effect
on non-Muslims’ intention to buy halal. Future studies may need to use more items so that the
result would be more reliable and stronger. Also, there are other areas that have not been covered
by this paper such as misconceptions about Islamic banking and finance, as well as other areas of
halal such as tourism, fashion, and so forth. Studies in these aspects of halal will increase the
generalizability of the study on misconceptions about halal.

Acknowledgement

The authors would like to thank Universiti Sains Malaysia (USM) and the Ministry of Higher
Education (Malaysia) for funding this oral presentation under the Tabung Persidangan Luar
Negara (TPLN).

References

1. AbHalim, M. A. B., Kashim, M. I. A. B. M., Salleh, M. M. M., Nordin, N. B., & Husni, B. M.
(2015). Halal pharmaceuticals, Social Sciences (Pakistan), VVol. 10 No. 4, pp. 490-498.

2. Agil, S. S. O. & Nor, M. Z. B. M. (2012). Positioning the Halal Food Industry: The Case of
Malaysia, NIDA Case Research Journal, VVol. 4 No. 2, pp. 157-174.).

3. Ajzen, I. & Fishbein, M. (1975). Belief, attitude, intention and behavior: An introduction to
theory and research, Reading, MA: Addison-Wesley.

4. Rajagopal, S., Ramanan, S., Visvanathan, R., & Satapathy, S. (2011). Halal certification:
implication for marketers in UAE. Journal of Islamic Marketing, Vol. 2 No. 2, pp. 138-153.

5. Ahmed, A. (2011).  Halal  food’s  growing  market, available  at:
www.halalrc.org/images/Research% 20Material/Halal%20Foo0d’s%Growing%20Market.pdf
(accessed March 27, 2012).

6. Alam, S.S. & Sayuti, M. N. (2011). Applying the Theory of Planned Behavior (TPB) in halal
food purchasing, International Journal of Commerce and Management, VVol. 21 No. 1, pp. 8-
20.

7. Alserhan, B. A. (2010). Islamic branding: A conceptualization of related terms. Journal of
Brand Management, Vol. 18 No.1, pp. 34-49.,

8. Al-Qaradawi, Y. (1974). Al-hall al-islami farida wa darira. Mu’ assasat ar-Risala.

9. Al-Qaradawi, Y.A. (1995). The lawful and the prohibited in Islam, Al-Falah Foundation,

10. Cairo Sakr AH. 1996. Understanding Halal Foods: Fallacies and Facts: Foundation For Islamic
Knowledge, Chicago.

11. Al-Qaradawi, Y. (2013). The Lawful and the Prohibited in Islam: s>y 8 &l jall 5 S,

12. Amin, M., Isa, Z. & Fontaine, R. (2013). Islamic banks: Contrasting the drivers of customer
satisfaction on image, trust, and loyalty of Muslim and non-Muslim customers in
Malaysia. International Journal of Bank Marketing, Vol. 31 No.2, pp.79-97.

58


http://ww.halalrc.org/images/Research%25

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24,

25.

26.

217.

28.

29.

Awang, R., Abdul-Rahim, R., Yusoff, K., Nasir, B. M., Ripin, M. N., Haron, Z. & Ebrahimi,
M. (2014). Halal epistemology from a global perspective, Social Sciences (Pakistan), Vol. 9
No.6, pp. 375-378.

Bensley, D. A. & Lilienfeld, S. O. (2015). What Is a Psychological Misconception? Moving
Toward an Empirical Answer, Teaching of Psychology, Vol. 42 No. 4, pp. 282-292.
Bergeaud-Blackler, F. (2004). Social definitions of halal quality: the case of Maghrebi
Muslims in France. The qualities of food: Alternative theories and empirical approaches, pp.
94-107. UK: Manchester University Press.

Bergeaud-Blackler, F. (2006). Halal food consumption in France. Report published by RD
Blackwell, PW Miniard, JF Engel, Consumer Behavior. Harcourt Inc., Orlando, FL.
Bernama, September 25, (2016). Separate halal logo for Muslim-made products from 2017.
Retrieved from http://www.freemalaysiatoday.com/category/nation/2016/09/25/separate-
halal-logo-for-muslim-made-products-from-2017/ on Wednesday 27, December 2017

BBC News, Friday, 19 February 2010. French fast food chain Quick sparks halal burger
appeal, Retrieved from http://news.bbc.co.uk/2/hi/europe/8524056.stm on Wednesday 27th
of December 2017.

Dhar, P. (2013). Zakat as a measure of social justice in Islamic finance: An accountant
overview, Journal of Emerging Economies and Islamic Research, VVol. 1 No.1, pp. 1- 11.
Farouk, M. M., Al-Mazeedi, H. M., Sabow, A. B., Bekhit, A. E. D., Adeyemi, K. D., Sazili,
A. Q. & Ghani, A. (2014). Halal and Kosher slaughter methods and meat quality: A
review, Meat Science, Vol. 98 No.3, pp. 505-5109.

FMT news, Feb 13 (2016). Veiled threat of action against ‘pork-free’ sign. Retrieved on from
http://www.freemalaysiatoday.com/category/nation/2016/02/13/veiled-threat-of-action-
against-pork-free-signs/ on Wednesday 10 January 2018.

Furnham, A. & Hughes, D. J. (2014). Myths and misconceptions in popular psychology:
Comparing psychology students and the general public, Teaching of Psychology, Vol. 41 No.
3, pp. 256-261.

Haque, A., Sarwar, A., Yasmin, F., Tarofder, A. K., & Hossain, M. A. (2015). Non-Muslim
consumers’ perception toward purchasing halal food products in Malaysia, Journal of Islamic
Marketing, Vol. 6 No.1, pp. 133-147.

Hirschman, E. C. & Touzani, M. (2016). Contesting Religious Identity in the Marketplace:
Consumption Ideology and the Boycott Halal Movement, Journal of Islamic Studies, VVol. 4
No. 1, pp. 19-29.

Hunter, M. (2012). The emerging Halal cosmetic and personal care market, Personal Care, pp.
37-41. Online] http://works.bepress.com/murray_hunter/11 (Accessed February 2013)
Karadag, A., Ozdemir, R., Ak, M., Ozer, A., Dogan, D. G. & Elkiran, O. (2015). Human milk
banking and milk kinship: Perspectives of mothers in a Muslim country, Journal of tropical
Pediatrics, Vol. 61 No.3, pp. 188-196.

Kassim, N., Hashim, P., Hashim, D. M. & Jol, H. (2014). New Approach of Samak Clay Usage
for Halal Industry Requirement, Procedia-Social and Behavioral Sciences, Vol. 121, pp. 186-
192.

Khan, M. 1., & Haleem, A. (2016). Understanding “Halal” and “Halal Certification &
Accreditation System”-A Brief Review, Saudi Journal of Business and Management
Studies, Vol. 1 No.1, pp. 32-42.

Ismaeel, M., & Blaim, K. (2012). Toward applied Islamic business ethics: responsible halal
business, Journal of Management Development, Vol. 31 No. 10, pp. 1090-1100.

59


http://news.bbc.co.uk/2/hi/europe/8524056.stm
http://www.freemalaysiatoday.com/category/nation/2016/02/13/veiled-threat-of-action-against-pork-free-signs/
http://www.freemalaysiatoday.com/category/nation/2016/02/13/veiled-threat-of-action-against-pork-free-signs/

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44,

45,

46.

Islam, T., & Chandrasekaran, U. (2013). Halal marketing: Growing the pie, International
Journal of Management Research and Reviews, Vol. 3 No.12, pp. 3938 - 3948.

Jais, A. S. B. (2014). Halal in mainstream education: Where are we now and what the future
holds for halal education?. In International Seminar on Global Education Il (pp. 1179-1191).
Lilienfeld, S.O. (2010). Confronting psychological misconceptions in the classroom:
Challenges and rewards, APS Observer, VVol. 23 No.1, pp. 36- 39.

Malaysiadigest.com, Wednesday 25 November, (2015). Malaysians share their views about
halal and non-halal trolleys in supermarkets. Retrieved from
http://www.malaysiandigest.com/features/580781-malaysians-share-their-views-about-halal-
and-non-halal-trolleys-in-supermarkets.html, on Wednesday 27 December, 2017.

Malaymail online, Monday 18, January (2016). Giant takes action after dog-in-trolley incident,
says no pets allowed. Retrieved from
http://www.themalaymailonline.com/malaysia/article/giant-takes-action-after-dog-in-trolley-
incident-says-no-pets-allowed#dzc02ULbujWtyF1S.97 on Wednesday 27, December 2017.
Marzuki,S. Z. S., Hall, C. M. & Ballantine, P. W. (2012). Restaurant managers' perspectives
on halal certification, Journal of Islamic Marketing, Vol. 3 No. 1, pp. 47-58.

Prabowo, S., Abd Rahman, A., Ab Rahman, S. & Samah, A. A. (2015). Revealing factors
hindering halal certification in East Kalimantan Indonesia, Journal of Islamic Marketing, Vol.
6 No. 2, pp. 268-291.

Rahim, N. F., Shafii, Z., & Shahwan, S. (2013). Awareness and perception of Muslim
consumers on non-food Halal product, Journal of Social and Development Sciences, Vol. 4
No.10, pp. 478-487.

Rezai, G., Mohamed, Z. & Shamsudin, M. N. (2015). Can halal be sustainable? Study on
Malaysian consumers’ perspective, Journal of food products marketing, VVol. 21 No. 6, pp.
654-666.

Rezai, G., Mohamed, Z. & Shamsudin, M.N. (2012). Non-Muslim consumers' understanding
of Halal principles in Malaysia, Journal of Islamic Marketing, Vol. 3 No. 1, pp. 35-46.
Ramli, N., Salleh, F., & Azmi, S. N. (2012). Halal pharmaceuticals: A review on Malaysian
standard, ms 2424: 2012 (p), Journal of Arts and Humanities, VVol. 1 No. 1, pp. 137 - 142,
Rarick, C., Falk, G., Barczyk, C. & Feldman, L. (2012). Marketing to Muslims: The growing
importance of Halal products, Journal of the International Academy for Case Studies, Vol. 18
No. 1, pp. 81-86.

Redwan, E. R. M. (2009). Animal-derived pharmaceutical proteins, Journal of Immunoassay
and Immunochemistry®, Vol. 30 No. 3, pp. 262-290.

Riaz, M. N., & Chaudry, M. M. (2004). The value of Halal food production-Mian N.

Riaz and Muhammad M. Chaudry define what Halal and kosher foods are, describe why they
are not the same thing, and what is required of processors and, Inform-International News on
Fats Oils and Related Materials, VVol. 15 No. 11, pp. 698-701.

Rios, R. E., E. Riguelme, H., & Abdelaziz, Y. (2014). Do halal certification country of origin
and brand name familiarity matter?, Asia Pacific Journal of Marketing and Logistics, Vol. 26
No. 5, pp. 665-686.

Roberts, J. (2010), “Young, connected and Muslim”, Marketing Week, available at: www.
marketingweek.co.uk/in-depth-analysis/cover-stories/young-connected-and-muslim/

3014934 article (accessed 18 November 2010).

60


http://www.malaysiandigest.com/features/580781-malaysians-share-their-views-about-halal-and-non-halal-trolleys-in-supermarkets.html
http://www.malaysiandigest.com/features/580781-malaysians-share-their-views-about-halal-and-non-halal-trolleys-in-supermarkets.html
http://www.themalaymailonline.com/malaysia/article/giant-takes-action-after-dog-in-trolley-incident-says-no-pets-allowed#dzc02ULbujWtyF1S.97
http://www.themalaymailonline.com/malaysia/article/giant-takes-action-after-dog-in-trolley-incident-says-no-pets-allowed#dzc02ULbujWtyF1S.97

47.

48.

49,

50.

51.

52.

53.

54,

55.

56.

S57.

58.

59.

Sahib, M. B. (2016). The halal slaughter controversy: Do animal rights activists protect the
sheep or the butcher? Retrieved from http://www.mustagim.co.uk/halal.ntm on Wednesday 10
January 2018.

Schulze, W., Schultze-Petzold,H., Hazem, A.S. and Gross, R. (1977). Experiments for the
objectification of pain and consciousness during conventional (captive bolt stunning) and
religiously mandated (“ritual cutting”) slaughter procedures for sheep and calves (English
translation by Dr Sahib M. Bleher, Dip Trans MIL). Deutsche Tieraerztliche Wochenschrift
(German veterinary weekly), VVol. 85 (1978), pp. 62-66.

Soon, J. M., Soon, J. M., Chandia, M., Chandia, M., Regenstein, J. M., & Regenstein, J. M.
(2017). Halal integrity in the food supply chain, British Food Journal, Vol. 119 No. 1, pp. 39-
51.

Taylor, A. K. & Kowalski, P. (2014). Student misconceptions: Where do they come from and
what can we do?. In V. A. Benassi, C. E. Overson, & C. M. Hakala (Eds.), Applying science
of learning in education: Infusing psychological science into the curriculum (pp. 259-273).
Washington, DC: Society for the Teaching of Psychology.

Taylor, A. K. & Kowalski, P. (2004). Naive psychological science: The prevalence, strength,
and sources of misconceptions, The Psychological Record, Vol. 54 No.1, pp. 15 -.

Teng, P. K., Siong, H. K. & Mesbahi, M. M. (2013, June). Awareness, recognition and
intention: Insights from a non-Muslim consumer survey regarding halal labeled food products
in Malaysia. In 3rd International conference on management proceeding (pp. 10-11).

The Research Committee of Islam Today.net, (2003). Is non-alcoholic beer permissible?
Retrieved from http://en.islamtoday.net/artshow-409-3342.htm on March 27, 2016.

Thomas, A.M., White, G.R.T., Plant, E. & Zhou, P. (2017). Challenges and practices in Halal
meat preparation: a case study investigation of a UK slaughterhouse, Total Quality
Management & Business Excellence, Vol. 28 No.1-2, pp.12-31.

Wacker, M. G., Proykova, A. & Santos, G. M. L. (2016). Dealing with nanosafety around the
globe—Regulation vs. innovation, International journal of pharmaceutics, VVol. 509 No. 1, pp.
95-106.

Wilson, J. A. & Liu, J. (2010). Shaping the halal into a brand?, Journal of Islamic
Marketing, Vol. 1 No. 2, pp. 107-123.

Yuan, Q., Abdin, E., Picco, L., Vaingankar, J. A., Shahwan, S., Jeyagurunathan, A. &
Subramaniam, M. (2016). Attitudes to mental illness and its demographic correlates among
general population in Singapore, PloS one, Vol. 11 No. 11, e0167297, pp. 1-13.

Yusoff, S. Z., Mohamad, N., Ghazali, M. F., Abdullah, N. H. & Azmy, S. N. M. S (2016). The
Usage of Social Media as an Information Seeking Tool of Halal Food Products, International
Journal of Applied Linguistics and English Literature, VVol. 5 No. 6, pp. 245-248.

Zailani S. H. B. D. M. (2010). Halal traceability and halal tracking systems in strengthening
halal food supply chain for food industry in Malaysia, Journal of Food Technology, Vol. 8 No.
3, pp. 74-81.

61


http://www.mustaqim.co.uk/halal.htm
http://en.islamtoday.net/artshow-409-3342.htm

Muslim consumers’ attitudes toward fashion advertising: a conceptual
framework

Dr Nazlida Muhamad *
Muhammad Talha Salam
Dr Vai Shiem Leong

School of Business and Economics,

Universiti Brunei Darussalam

Brunei Darussalam

* Corresponding author: nazlida.muhamad@ubd.edu.bn

Abstract

A theoretically established framework for attitudes toward advertising is furthered in the
relatively less researched yet increasingly significant areas of fashion advertising and Muslim
consumers. Two additional factors, fashion consciousness, and religious commitment are
proposed as antecedents to attitudes and behaviors toward fashion advertising among the Muslim
consumers. Both these factors are proposed based on precedents in research on attitudes toward
advertising and consumer behavior; they manifest consumers’ involvement with fashion and
religion. The directionality of relationships between different factors is posited based on the
existing research on Muslim consumers as well as substantiated evidence from reports of
consumer reactions.

Keywords: Attitudes toward advertising, conceptual framework, fashion advertising, fashion
consciousness, Muslim consumers, religious commitment

Introduction

Fashion advertising is estimated to be around 3 percent of global advertising spend (Statista, n.d.).
Other than the discourses focused on the controversial nature of fashion advertising and portrayals
of models, there has been limited research on fashion advertising (Taylor, 2016). A particularly
under-researched area in fashion advertising is attitudes toward fashion advertising — a construct
measuring favorable or unfavorable disposition about fashion advertising and also influencing
advertising effectiveness (Mehta, 2000). This paper instigates research on attitudes toward fashion
advertising by focusing on a particular consumer segment, Muslim consumers or Muslim fashion
consumers.

In global marketing landscape, Muslim consumers or Muslim fashion consumers have gained
increased recognition in recent years. As a formidable segment of both global fashion and Islamic
economy, Muslim fashion consumers account for 10-11 percent of global fashion spending since
2013 (Thomson Reuters, 2015, 2016). Unsurprisingly, a number of fashion brands have
increasingly focused on the Muslim fashion consumers in different Muslim consumer markets
around the world (Mucci, 2016; Y-Sing & Solovieva, 2015). Fashion marketing activities in South
Asian markets like Pakistan have also surged to unprecedented levels in recent years (Qureshi,
2015; Subohi, 2013; Umbreen & Rashidi, 2012).

These positive developments are contrasted by reports of disdain toward fashion advertising
among Muslim consumers. There are several reports of tampering of fashion billboards in Pakistan
by religiously motivated consumer groups in Pakistan (Crilly, 2012). More so, there are a few
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fashion brands which have started avoiding female models in advertising (Khan, 2015). These
trends may be attributed to prevalent cultural and religious norms in Muslim countries. Such trends
and expressions can be deemed as casual manifestations of negative attitudes toward fashion
advertising among Muslim consumers — another facet of fashion industry in Muslim countries.
Growing significance of Muslim fashion consumers amid confounding reports of their disapproval
for fashion advertising warrants developing a better understanding of their attitudes toward fashion
advertising. Such understanding can result in developing more effective fashion advertising and
advance the theoretical research on attitudes toward advertising. In this respect, this paper presents
a conceptual framework on Muslim consumers’ attitudes toward fashion advertising. This
conceptual framework is essentially based on the core construct of attitudes toward advertising.
As a construct, attitudes toward advertising was found to have influence on advertising
effectiveness (Mehta, 2000) as well as the value consumers give to advertising (Ducoffe, 1996).
This is the reason that attitudes toward advertising has been actively researched for last few
decades, both by academia and industry practitioners (Salam, Muhamad, & Leong, 2016). This
paper advances existing research on attitudes toward advertising for less-researched focal points
of fashion advertising and Muslim consumers simultaneously. A conceptual framework allows for
a comprehensive discussion on both these focal points.
Past research alludes to the fact that researching attitudes toward advertising actually entails
researching the attitudes toward advertising as well as the antecedents and consequences of these
attitudes. Therefore, the scope of research i.e. Muslim consumers’ attitudes toward fashion
advertising is described in the following two research questions, which cover both the antecedents
and consequences of attitudes toward fashion advertising:

RQ1. What are the factors influencing (antecedents of) Muslim consumers’

attitudes toward fashion advertising?

RQ2. What are the consequences of Muslim consumers’ attitudes toward fashion

advertising?
In the sections that follow, existing literature on the core construct of attitudes toward advertising
is reviewed first. This is followed by review of literature on fashion advertising and Muslim
consumers. The aim is to show the distinctiveness of fashion advertising from general advertising
and Muslim consumers from general consumers. The discussion is then used to propose the
intended conceptual framework.

Attitudes toward advertising

The theoretical construct of attitudes toward advertising contains two formally defined terms,
attitude(s) and advertising. Attitude is defined as “a psychological tendency that is expressed by
evaluating a particular entity with some degree of favor or disfavor” (Eagly & Chaiken, 2007, p.
585). Whereas, advertising is formally defined as: “A paid, mediated form of communication from
an identifiable source, designed to persuade receiver to take some action, now or in the future”
(Richards & Curran, 2002, p. 74).

This definition of advertising shows the dual nature of this important element of the promotional
mix. On one hand, advertising as a form of communication provides information. On the other
hand, advertising is aimed at persuading and influencing consumers. This duality in nature of
advertising means that consumers may see advertising as a source of information and/or as an
agent of persuasion which can be an annoying disruption. It can thus be expected that consumers
may have a positive or negative outlook toward advertising, even simultaneously. This duality in
nature of advertising is captured effectively in the construct of attitudes toward advertising. Based
on the theoretical conception of attitudes, a commonly used definition for attitudes toward
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advertising is: “a learned predisposition to respond in a consistently favorable or unfavorable
manner to advertising in general” (Mehta, 2000, p. 68). This definition implies the nature of
attitudes toward advertising to be either positive or negative.

Empirical research in attitudes toward advertising has repeatedly pointed to the positive attitudes
toward economic effects of advertising and negative attitudes toward social effects of advertising
(Ramaprasad, 2001; Sangwan & Zukauskas, 2006). These positive and negative attitudes are not
universal; cross-national and cultural differences have also proven to be profound in nature of
attitudes toward advertising. For instance, Russian consumers were found to be more favorable for
advertising compared with the US consumers (Andrews, Durvasula, & Netemeyer, 1994).
Compared both with the Russian and US consumers, Romanians had comparatively less favorable
attitudes toward advertising (D. Petrovici & Paliwoda, 2007). These differences in attitudes were
attributed to different interpretations of advertising as a source of economic growth as well as its
impact on social norms and values. Furthermore, these discourses point to role of cultural factors
in influencing the attitudes toward advertising but do not include role of religion. As Fam et al.
(2004) noted, “Cultural dimensions are very dynamic in a society, but religious tenets form a stable
and static pillar in the society” (p.552). For Muslim consumers, in particular, role of religion was
found significant albeit only for attitudes toward controversial advertising (Farah & EI Samad,
2014; Run, Butt, Fam, & Jong, 2010).

An important aspect of attitudes toward advertising are the antecedents and consequences of
attitudes toward advertising. As per the attitude theory, consumers’ beliefs toward an object are
the antecedents for consumers’ attitudes toward that object. Behaviors, in turn, are the
consequences for these attitudes (Fishbein & Ajzen, 1975). Behaviors are simply overt actions of
a person, but beliefs need to be clarified a bit more formally. The following sub-sections cover the
existing research on antecedents and consequences of attitudes toward advertising.

Antecedents of attitudes towards advertising

In pioneering research on attitudes toward advertising (Bauer & Greyser, 1968; Larkin, 1977),
economic and social effects of advertising were the two main dimensions of consumers’ attitudes
toward advertising. Andrews (1989) made a distinction between beliefs toward advertising and
attitudes toward advertising, where he argued that research hitherto was actually measuring beliefs
towards advertising rather than attitudes toward advertising. This belief-attitude distinction was
grounded in the Fishbein’s attitude theory (Fishbein, 1963; Fishbein & Ajzen, 1975), which stated
that attitudes are summative evaluations of beliefs.

Based on the attitude theory and earlier works, Pollay and Mittal (1993) proposed seven belief
factors as antecedents to attitudes toward advertising. In their seminal work, Pollay and Mittal
(1993) amplified the basic statements proposed by Bauer and Greyser (1968) into a seven factor
structure. The seven Pollay and Mittal [belief] factors were categorized as ‘personal factors’ and
‘societal factors’. Concurrently, the seven factors were hypothesized and validated as positive and
negative factors. Positive and negative imply the direction of relation with attitudes toward
advertising. product information, social role & image, hedonic / pleasure and good for economy
were positive factors, while Materialism, Value corruption and Falsity / no sense were negative
factors in Pollay and Mittal (1993) framework. Owing to a comprehensive and well-organized
factor structure, the Pollay and Mittal framework was validated in a number of subsequent studies
(Millan & Mittal, 2010; Ramaprasad, 2001; Wolin, Korgaonkar, & Lund, 2002; Yang, 2000).
The antecedent factors discussed so far are belief factors in line with the attitude theory. The
viewpoint that only belief factors are the antecedents to attitudes was proposed by Fishbein and
Ajzen (1975) and defended by Fishbein & Middlestadt (1997). Others have questioned this
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assertion on the pretext that factors other than belief factors like emotions (Allen, Machleit, Kleine,
& Notani, 2005) and situational influences (Foxall & Yani-de-Soriano, 2005) can also influence
attitudes and behaviors. As evident from different studies, this finding that factors other than belief
factors or ‘non-belief” factors can be antecedent to attitudes is seemingly valid for attitudes toward
advertising as well.

In research on attitudes toward advertising, brand consciousness, religiosity and socio-
demographic variables are the empirically established ‘non-belief” factors having influence on
attitudes toward advertising. Measured as a psychographic factor, brand consciousness proved to
be a significant influencer of attitudes toward advertising (Dutta-Bergman, 2006) and also for
attitudes toward luxury brands advertising (Chu, Kamal, & Kim, 2013). Likewise, consumers’
religiosity has been found to influence attitudes toward advertising of controversial products
among consumers of different religions including Muslim consumers (Fam et al., 2004; Farah &
El Samad, 2014). Socio-demographic variables is another set of ‘non-belief” factors that have been
established as antecedents for attitudes toward advertising. Socio-Economic Status (SES) in case
of Turkish consumers (Bir, Siiher, & Sener, 2015) and age or age group for attitudes toward online
advertising (Shavitt, Lowrey, & Haefner, 1998; Wolin et al., 2002) are examples of such socio-
demographic variables. Thus factors like consciousness, socio-economic status and age augment
the list of belief factors that influence attitudes toward advertising.

Consequences of attitudes toward advertising

As per Fishbein’s attitude theory, beliefs and behaviors are the antecedents and consequences
respectively for attitudes (Fishbein & Ajzen, 1975). Despite a comprehensive theoretical
conception of attitudes, the pioneering and seminal works on attitudes toward advertising,
including Pollay and Mittal (1993), were limited to defining relation between beliefs and attitudes
toward advertising. Later research contains a few studies where behaviors toward advertising (or
advertising-related behaviors) were investigated as the consequences of attitudes toward
advertising. Extending the Pollay and Mittal framework, Korgaonkar et al. (2001) and Wolin et al.
(2002) posited behaviors like seeking more information, advertising usage and ignoring
advertisements as consequences of attitudes toward advertising. These behaviors can be equated
with two pervasively discussed behaviors in advertising literature — information seeking (Hsu &
Mo, 2009; Wang & Sun, 2010) and advertising avoidance (Cho & Cheon, 2004; D. A. Petrovici,
Marinova, & Marinov, 2017; Speck & Elliott, 1997). In case of mobile advertising, intention to
receive mobile ads has also been posited (Tsang, Ho, & Liang, 2004). Some studies have used
Purchase intention as a behavioral consequence of attitudes toward advertising (Saadeghvaziri et
al., 2013), which is theoretically unsound, as discussed below.

In understanding and researching the behaviors toward advertising as consequences of attitudes
toward advertising, it is crucial to follow the principle of compatibility, which is central to the
attitude theory (Siegel, Navarro, Tan, & Hyde, 2014). As per this principle, attitudes and behaviors
can be related only if they are studied for similar object. Viewing or ignoring advertising as
consequences of attitudes toward advertising conform to the principle of compatibility as
‘advertising’ is the object, both for attitudes and behaviors. On the contrary, purchase intention or
purchase do not conform to this principle because the object of attitudes (advertising) and the
object of behavior (product purchased or intended to be purchased) are different. Therefore,
behaviors like information seeking and advertising avoidance can be construed as consequences
of attitudes toward advertising.
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Fashion advertising and Fashion consciousness

Fashion is a broad term that encompass items such as clothes, accessories and shoes to cosmetics
and personal care products. Fashion advertising is part of fashion marketing, which is concerned
with marketing of clothing, textile products and accessories (Easey, 2009; Hines & Bruce, 2007).
Contrasting this generalized manifestation of fashion, Phillips & McQuarrie (2010) limited fashion
advertising only to advertising of expensive fashion products appearing in high-end fashion
publications like Vogue.

Since this paper is an instigating discourse on fashion advertising for Muslim consumers, fashion
and fashion advertising are viewed in a generalized manner. An advantage of using a generalized
view of fashion makes this discussion more inclusive and applicable to different forms of fashion
advertising. Based on this backdrop, this section covers research on the nature of fashion
advertising and fashion consciousness, a measure of consumers’ involvement with fashion. These
two topics provide information on how consumers respond to and how they associate with fashion
advertising.

Nature of fashion advertising

Distinctive nature of fashion advertising can be understood by two themes that seem to dominate
academic discourses on fashion advertising. First theme or issue that has been discussed repeatedly
in studies on fashion advertisements and fashion media is prevalence of sexuality and
objectification (Graff, Murnen, & Krause, 2013; Stankiewicz & Rosselli, 2008; Thompson, 2000).
Thompson (2000) found that nudity and sexuality in fashion advertisements, particularly in fashion
magazines, has markedly increased from 1960s to 1990s. Trends like stereotypical portrayal of
females (Lindner, 2004) and presenting them as sex objects (Stankiewicz & Rosselli, 2008) have
also been reported in advertisements appearing in fashion and general interest magazines.

The second theme or aspect of fashion advertising recurrently found in the literature is about the
social image. Adomaitis and Johnson (2008) found that young females compared themselves with
the models shown in fashion advertisements. Mostly this led to a feeling of inadequacy about their
own appearance and weight. These findings resonated with an earlier study (Richins, 1991), where
idealized images of models were credited for creating dissatisfaction among female consumers.
Interestingly, several themes of fashion advertising directly relate to belief factors in attitudes
toward advertising frameworks. To begin with, the two major themes of fashion advertising i.e.
sexuality and deriving social image from fashion advertising are related to the belief factors in the
framework for attitudes toward advertising, as proposed by Pollay and Mittal (1993). Belief factor
‘value corruption’ is about consumers’ concern that advertising contains inappropriate content and
relates to prevalence of sexuality in case of fashion advertising. ‘Social role and image’ as a belief
factor representing consumers’ tendency to gain ideas about their social lifestyle from advertising
— a proven aspect of fashion advertising. Also, other issues researched in fashion advertising like
information in apparel advertising (Hsu & Mo, 2009), falsehood in cosmetic advertising (Fowler,
Reisenwitz, & Carlson, 2015) relate to other belief factors influencing attitudes toward advertising
in the same framework. The commonality of themes of fashion advertising with the belief factors
in theoretical framework for attitudes toward advertising with suggests a seamless application of
generalized framework of attitudes toward advertising to fashion advertising.

Fashion consciousness

Since fashion as an industry or product group is the focus of this paper, it is pertinent to highlight
the association that consumers have with fashion. Consumers’ association with fashion has been
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researched using fashion involvement or consciousness in different contexts of segmenting
consumers (Parker, Hermans, & Schaefer, 2004) and measuring purchase intentions (Belleau,
Summers, Yingjiao Xu, & Pinel, 2007). In formal terms, “fashion consciousness refers to a
person’s degree of involvement with the styles or fashion of clothing” (Nam et al., 2007, p. 103).
It is noted that fashion consciousness measures both fashion involvement (Naderi, 2013) and self-
consciousness (Gould & Stern, 1989).

In research on attitudes toward advertising, Dutta-Bergman (2006) used both fashion
consciousness and brand consciousness as psychographic factors influencing attitudes toward
advertising utility and advertising regulations. Contention was to use these factors as narrators or
descriptors for a consumer’s profile. Fashion consciousness was found to have insignificant
influence both on attitudes toward advertising utility and advertising regulations. Brand
consciousness was found to have influence on advertising utility only.

In case of luxury brands, brand consciousness was found to be a significant predictor for attitudes
toward luxury brands advertising (Chu et al., 2013). Since neither of the studies incorporating
consciousness construct were particularly related to fashion advertising, the role of fashion
consciousness remains unknown for attitudes toward fashion advertising.

Muslim Fashion Consumers and religiosity

According to a 2011 report by PEW research center, the global Muslim population was more than
1.6 Billion in 2010 and was projected to exceed 2.1 Billion in 2030 (Pew Research Center, 2011).
These figures alone have prompted the experts to regard Muslim consumers as a distinctive
segment (Alserhan & Alserhan, 2012; Simpfendorfer, 2015). Beyond the growing numbers, there
are distinctive aspects of Muslim consumers and influence of religiosity in shaping their distinctive
identity. Of particular importance for this paper are the attitudes toward advertising among Muslim
consumers and how religiosity influences it.

Before looking into Muslim consumers’ attitudes toward advertising and fashion, it is useful to
take a generic view of Muslim consumers’ outlook toward religion and society. A 2013 survey on
Muslim social and political beliefs by PEW research center found ambivalence among Muslims
from different countries on the question: Is there a conflict between religion and modern society?
Despite the ambivalence, the majority Muslims in most of countries supported the notion that
Western entertainment hurt morality (Pew Research Center, 2013). These observations are
concomitant to the findings that Muslim consumers generally show greater influence of religion
in their preferences compared to consumers from other religions (Essoo & Dibb, 2004).

In particular reference to advertising, two studies from Saudi Arabia revealed a strong concern
among Muslim consumers for moral degradation and threat to cultural norms resulting from
advertising (Al-Makaty, Van Tubergen, Whitlow, & Boyd, 1996; Alabdali, 2009). Muslim
consumers elsewhere have also shown more offense on advertisements of controversial products,
compared to consumers of other religions (Fam et al., 2004; Farah & EI Samad, 2014). Among
Malay Muslims, there were clear differences among consumers with high religiosity and low
religiosity on evaluation of offensive advertisements (Run et al., 2010). A common finding in all
these studies is that religiosity had an influence in attitudes toward advertising, particularly of
controversial products.

In absence of specific research on Muslim consumers’ attitudes toward fashion advertising, studies
on Muslim consumers’ attitudes toward controversial advertising, controversial products as well
as Muslim consumers’ attitudes toward fashion could be somewhat insightful for Muslim
consumers’ attitudes toward fashion advertising. It is not to suggest that fashion or fashion
advertising are controversial per se. Yet, it must be noted that considering the preceding
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observations on prevalence of sexuality in fashion advertising and fashion media, these findings
on relation of religiosity with attitudes toward advertising of controversial advertising are not
totally irrelevant for fashion advertising. Since influence of religion and religiosity among Muslim
consumers in attitudes toward controversial advertising is established; it is plausible to expect some
influence of religiosity in attitudes toward fashion advertising, particularly among Muslim consumers.

Conceptual framework for Muslim consumers’ attitudes toward fashion advertising

Based on the literature review of attitudes toward advertising, fashion advertising and Muslim
fashion consumers, a conceptual framework is proposed to investigate Muslim consumers’
attitudes toward fashion advertising. The proposed conceptual framework is essentially based on
framework by Pollay and Mittal (1993) and its extension Wolin et al. (2002). Both frameworks
show a relationship between beliefs, attitudes and behavior based on the attitude theory. In the
original Pollay and Mittal (1993) framework, the object under study was ‘advertising in general’,
while in Wolin et al. (2002) the object was ‘online advertising’. In this paper, the object is ‘fashion
advertising’, with a particular focus on Muslim consumers.

Developing the Conceptual framework

In developing the conceptual framework, a slight modification is proposed in the existing
framework by Pollay and Mittal (1993). Compared to advertising in general, fashion advertising
is more concerned only with fashion industry, rather than economy at large. Thus, to be more
relevant to fashion advertising, one of the belief factors in original framework, ‘Good for
economy’ is modified as ‘Good for fashion industry’.

Furthermore, consumers’ involvement with fashion and religiosity are introduced as two factors
influencing attitudes and behaviors toward fashion advertising among Muslim consumers.
Inclusion of these factors essentially enrich the overall framework toward a comprehensive
understanding of Muslim consumers’ attitudes and behaviors toward fashion advertising. Fashion
involvement is important because of the particular focus on fashion advertising and religiosity is
of significance because there is a strong influence of religiosity among Muslim consumers. Figure
1 shows an overall relationship between different elements of the proposed framework. Subsequent
discussion builds on these relationships to propose the complete framework.
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Underlying relationships in the proposed framework.

The central element in the proposed framework is Muslim consumers’ attitudes toward fashion

Religiosity
Beliefs toward
fashion advertising Attitudes toward Behaviors toward
g E— fashi d . _ ) o
Positive Beliefs ashion advertising fashion advertising
Negative Beliefs

™~

Fashion Involvement

Figure 1. Proposed framework shown as a relationship between key elements

advertising. As a construct, attitudes toward advertising has been expressed as favorable or
unfavorable, positive or negative, essential or not essential and like or dislike for advertising
(Pollay & Mittal, 1993; Wolin et al., 2002). All these indicators are applicable to attitudes toward
fashion advertising as well. Further explication of attitudes toward fashion advertising include
investigating its antecedents and consequences.

Since beliefs are the antecedents for attitudes, the first set of relationships in the proposed
framework relate beliefs toward fashion advertising to attitudes toward fashion advertising. Beliefs
toward are explained in terms of the positive and negative directionality which has been validated
in a number of studies covering consumers from different backgrounds over several decades
(Kamal & Chu, 2012; Mahmoud, 2014; Millan & Mittal, 2010; Pollay & Mittal, 1993;
Ramaprasad, 2001). Owning to strong empirical evidence for positive and negative directionality
of different belief factors, similar directionality is posited in case of fashion advertising. This
implies that belief factors including product information, social role and image, hedonic/pleasure
and good for fashion industry will have positive influence on Muslim consumers’ attitudes toward
fashion advertising. Likewise, belief factors materialism, value corruption and falsity/no sense
(negative belief factors) will have negative influence on Muslim consumers’ attitudes toward
fashion advertising.

There is empirical evidence and practical relevance to the finding that different belief factors have
varying level of influence on attitudes toward advertising. Millan and Mittal (2010) found some
belief factors to have stronger influence compared to others on attitudes toward advertising among
Czech consumers. Considering the nature of fashion advertising, it can be anticipated that product
information and social role & image will have a stronger influence compared to other positive
factors, hedonic/pleasure and good for fashion industry. This proposition is essentially based on
observation that consumers tend to use fashion advertising as a source of information and
comparison with others (Adomaitis & Johnson, 2008; Richins, 1991).
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In the same vein, value corruption is posited to have stronger influence on attitudes toward fashion
advertising compared to other negative factors, materialism and falsity/no sense. Again, this is
based on the nature of fashion advertising, which has been characterized for being overly
sexualized (Lindner, 2004; Thompson, 2000). Sexuality in fashion advertising is in stark contrast
to the conservative nature of Muslim consumers, who are averse even to use of women in
advertising (Alabdali, 2009), let alone sexualized portrayals. Such contrasts are expected to
strengthen consumers’ belief that fashion advertising results in value corruption in the society.
As for the consequences, information seeking and advertising avoidance are the behaviors toward
advertising resulting from Muslim consumers’ attitudes toward fashion advertising. Information
seeking behavior manifests consumers’ interest in advertising and is posited to have positive
relationship with positive attitudes toward advertising. On the contrary, advertising avoidance
resonates with consumers’ disapproval of advertising and can positively relate to negative attitudes
toward advertising. In other words, a consumer having positive attitudes toward advertising should
exhibit more information seeking and less advertising avoidance and vice versa.

An important set of relationships in this framework concerns involvement with fashion and
religiosity. In case of involvement, influence of brand consciousness on attitudes toward social
media advertising of luxury products (Chu et al., 2013) and on advertising in general (Dutta-
Bergman, 2006) has been established. Therefore, it can be posited that fashion consciousness, as
a measure of consumers’ involvement with fashion, will influence Muslim consumers’ attitudes
toward fashion advertising and consequent behaviors. Nature of this relationships takes into
consideration the fact that fashion consciousness represents a positive association with fashion.
Therefore, fashion consciousness will have a positive influence on Muslim consumers’ attitudes
toward fashion advertising as well as information seeking behavior. Conversely, fashion
consciousness will have a negative influence on Muslim consumers’ on ad avoidance behavior
toward fashion advertising.

Influence of religiosity on attitudes toward controversial products advertisements (Fam et al.,
2004; Michell & Al-Mossawi, 1999) shows that religion has a negative influence on attitudes
towards advertising. Some evidence from journalistic reports also shows that Muslim consumers
show adverse reactions to fashion advertising, especially if there is any hint of immorality (Ali,
2015; Zafar, 2013). Since fashion advertising has some element of controversial content, it can be
expected that religiosity will have a negative influence on Muslim consumers’ attitudes toward
fashion advertising. In the same vein, religiosity will have a negative influence on Muslim
consumers’ information seeking behavior and positive influence on ad avoidance behavior toward
fashion advertising.

It is pertinent to give an important clarification for both fashion consciousness and religiosity,
which are not belief factors per se. As both factors are posited to influence attitudes and behaviors,
why they are not posited to influence beliefs? The answer lies in the attitude theory. According to
attitude theory, a belief is a cognitive link of any object (fashion advertising in this case) with an
attribute. As theorized by Fishbein and Ajzen (1975), these links or beliefs may be formed by
direct observation (descriptive beliefs), by inferences and recalls of past experiences (inferential
beliefs) and by information provided by other sources (informational beliefs). Any of these three
processes have little room for any other factors like fashion consciousness or religiosity. Instead
of influencing beliefs, fashion consciousness and religiosity are posited to have a greater role in
attitude and behaviors, which is posited in the proposed framework.

Future research directions and conclusion
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The proposed conceptual framework is theoretically sound in a sense that three main constructs
namely attitudes toward advertising, religiosity and fashion consciousness are theoretically sound
factors. Since the proposed framework is conceptual, there is the need for empirical research. This
framework needs to be tested in different Muslim consumer markets. Comparison of different
Muslim consumer markets in different regions can further inform the process of shaping attitudes
and behaviors toward advertising.

Finally, on a concluding thought, it can be contended that the growing significance of Muslim
fashion consumers necessitated better understanding of distinctive preferences of Muslim
consumers. It led to reify and revitalize the significance of researching attitudes toward advertising
and consequent behaviors toward advertising. Behaviors like ad avoidance have become more
important in modern digital and social media advertising, where consumers can easily circumvent
advertising. Further empirical research is needed to explore and validate these and other behaviors
toward advertising. It is important that any posited consequences or behaviors should be both
theoretically sound and conceptually viable; meaning that both attitudes and behaviors should be
toward similar objects.
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Abstract

Travel decisions and preferences are one of the favourite topics in consumer behaviour and
marketing. People travel for different motives to satisfy their needs and wants. Destinations are
competing to attract tourists from all the world. People travel abroad not only because they did not
find their satisfaction or enjoyment in their home countries, but also to experience new cultures,
meet new people, and to get new knowledge. Tourists are pushed by their motives and needs and
pulled by what the destination attractiveness and appeal to satisfy their needs.

The aim of this research is to understand the factors that are influencing Jordanian tourists to travel
abroad instead of travelling inside the country. The study explains the relationship between tourist
behaviour and travel motivation, push and pull factors, needs theory, travel motives, link between
motivation and destination image, limitations in the local destination and what is appealing in
foreign destination to attract Jordanian tourist. A household survey of (500) self-completion
questionnaires were distributed to Jordanians living in the city of Amman.

The findings of this study showed the most important factors that are pulling Jordanians to travel
abroad include prices, diversity of tourism products and services, safety and security, new cultures
and places. On the other hand, factors that are pushing Jordanians to travel abroad include high
prices in Jordan, limitation or poor products and services. The study presented important
recommendations to the government of Jordan as well as the tourism sector to consider those
factors and to enhance the and upgrade the infra and superstructures to boost internal tourism in
Jordan and encourage Jordanians to enjoy their holidays in the country.

Keywords: Travel motivation, destination marketing, tourist behaviour, outbound tourism, push
and pull motives, Jordan.

Introduction

Travel motivation has a greater influence on tourists decision-making process and their selection
of visiting destinations. Jordan is an expensive destination to visit even for foreign tourists. It is
also more expensive for locals to travel within the country. Most of hospitality premises are
designed for foreign tourists, not for internal tourism. According to a report published by the
Economist Intelligent Unit covered 133 countries, Amman, the capital of Jordan, is ranked number
29" in the world and number one as an expensive city and so Jordan (Ghazal, 2016). Cost is one
of the most motives either to push or pull tourists towards cheaper destinations. Consequently, and
not surprisingly, Jordanians choose to travel abroad and mainly to short-haul destinations due to it
is more expensive to travel in Jordan that in close destinations. Destinations such as Turkey, Sharm
el-Sheikh, Georgia and Lebanon are further cheaper than Jordan as well as tourists will find
different and appealing tourism offerings. In a report on outbound tourism from Jordan, tourists
get benefits of tour packages that equal to one quarter cheaper than in Agaba or the Dead Sea, for
example in certain charter flights and all-inclusive accommodations in Turkey and Sharm el-
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Sheikh (Al-Ghad 2016). According to the statistics of the Central Bank of Jordan (CBJ), the
expenditures of Jordanians travelling abroad have increased by 8.4% in 2016 to reach around
JOD900 million (CBJ 2017).

The aim of this study was to know the motives that are pushing and pulling Jordanian to travel
abroad instead of doing domestic tourism within the country and what are the most preferred
destinations to visit. Other research objectives are to know the influence of tourist demographic
variables on destination choice and preference as well as what are the most preferred destinations
for Jordanian tourists.

Literature review

There are many theories to understand human behaviour. However, the focus of this paper is to
shed light on those theories related top travel and tourism. Travel motivation has a greater influence
on tourists decision-making process and their selection of visiting destinations (Crompton, 1979,
Cuculeski et al, 2015). Crompton has identified nine major motives that push or pull tourists to
travel to certain destinations. Those include: escape, exploration, relaxation, prestige, regression,
kinships, social interaction, novelty and education. The first seven motives tend to be push motives
that are intrinsic needs and aroused by the tourist himself; while the latter two motives are
destination pull motives. Maslow (1943) developed a hierarchy of human needs that consists of
five levels. Basic needs (level one and two) involve food, shelter, warmth, safety and security. In
the third level, people try to fulfil a need for love and belongness. The fourth level consists of
esteem and recognition needs. Finally, in the fifth upper level of the hierarchy lies self-
actualisation and self-fulfilment needs. Maslow emphasises that the needs in the hierarchy are
ascending in that a person cannot satisfy the higher-level needs unless he fulfils the first ones. Pike
(2004) identified seven needs, their motives and what mirror them in tourism literature (Table 1

below).

Table 1: The relationship between needs and tourism motives.
Need Motive Tourism literature
Psychological Relaxation Escape, relief of tension, sun lust
Safety Security Health, recreation
Belonging Love Family togetherness, kinship relationships
Esteem Achievement Prestige, social recognition, status
Self-actualisation Be true to one’s own nature Self-discovery, satisfaction of inner’s desires
To know Knowledge Wanderlust, educational, interest in foreign areas
Aesthetic Appreciation of beauty Environmental, scenery

Source: Pike (2004).

In marketing, tourist behaviour is in the focus of tourism services to understand the needs and
wants of tourists, so they can satisfy those needs and at the same time bring profits to the
organisations. Cuculeski et al (2015) theorise that tourist behaviour is essential to understand the
motives that push or pull tourists to travel.

Swarbrooke and Horner (2010) emphasise the notion of multiple motivations as it is nearly
impossible for tourists to have only one motive to visit a certain destination. They listed six
motivators that may influence tourist behaviour: want to escape [novelty seeking]; desire a change
to make physical exercise; wish to pursue a hobby; want to widen the circle of friends; wish to see
a church or museum [religious/cultural motives]; want to relax.
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Outbound tourism entails that locals and residents in a certain country are visiting foreign
destination outside their country of residence (UNWTO, 1995).

Background on outbound tourism from Jordan

Tourism in Jordan is facing a serious problem of Jordanians are preferring travelling abroad due
to several reasons that will be discussed in the following sections. According to the statistics of
the Ministry of Tourism and Antiquities (MOTA, 2017), the number of Jordanian travelling abroad
for the year 2016 reached 2.75 million tourists with an increase of 6.6% of that in 2015 (Table 2
below). Closer destinations such as Turkey, Dubai, Sharm al-Sheikh, Lebanon and Lebanon are
preferred by Jordanians as they are appealing and offering a lot of products of services that may
not be found in Jordan (Hamrouga, 2017). One of the main reasons for Jordanians to travel abroad
is it is expensive in Jordan in all aspects of life and particularly in the tourism and hospitality
sectors and the offerings are few. Other reasons to attract Jordanians to travel broad include
cheaper package tours and free entry visas except Dubai, however, it is easy to get. Near
destination such as Georgia on the Black Sea is attracting Jordanians as it started to receive tourists
without prior entry visa (Hamrouqa, 2017). In a study by Allan (2014), he found that Jordanian
tourists travelling abroad to satisfy different motives and needs, namely, enjoyment, novelty
seeking, relaxation and escape. In a report by Malkawi in Jordan Times (2014), Turkey is ranked
number one most preferred destination for Jordanians. The reasons why Jordanians choose Turkey
as a vacation destination include moderate weather [good weather], safe and affordable [cheaper
prices]. The most visited destinations in Turkey include Istanbul, Antalya and Marmaris (Malkawi
2014).
Table 2: Number of Jordanian tourists travelling abroad for 2012-2016 (000.000)

2012 2013 2014 2015 2016 % change (2015/2016)

2.4 2.33 NA 2.58 2.75 6.6
Source: MOTA (2016).

Table 3: Number of Jordanian tourists travelling abroad for 2012-2016 by means of transport
(000.000)

2012 2013 2014 2015 2016 % change (2015/2016)
Air 1.07 1.11 NA 135 15 11.1

Land 1.30 1.19 NA 1.19 1.2 08

Sea 0.03 0.03 NA 0.04 0.05 25

Total |24 2.33 NA 2.58 2.75 6.6

Source: MOTA (2016).

Table 3 above shows the number of Jordanians travelling abroad by means of transport for the
years 2012-2016. In 2016, most of Jordanian tourist travelled by air of which 1.5 million travelled
by air (54.5%), 1.2 million by land, (43.6%) and the rest by sea (MOTA, 2017). Most of the tourists
by air travelled via Queen Alia Airport (99.7%) and the rest via Amman Marka and Agaba
Airports. There are no statistics on which destinations are preferred by Jordanian when travelling
abroad. However, by observing adverts promoted by local tour operators, it seems that Jordanians
are going mostly to Turkey, Sharm Al-Sheikh and Dubai. According to the statistics of the Central
Bank of Jordan, expenditures by Jordanians travelling abroad for tourism and medication are
increased by 8.4% between 2015 and 2016 (Table 4 below). There is an increase in air and sea
transport by 11% and 25% respectively in the year 2016 over 2015.
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Table 4: Expenditures by Jordanian tourists travelling abroad for 2012-2016 (JOD000.000)

2012 2013 2014 2015 2016 % change (2015/2016)
712 778 811 824 893 8.4

Source: CBJ (2016).

Methodology

The aim of this study was to know the motives that are pushing and pulling Jordanian to travel
abroad instead of doing domestic tourism within the country and what are the most preferred
destinations to visit. The research adopted a quantitative methodology using a self-completion
questionnaire as a tool of collecting data. A household survey was administered on 1000
households living in the capital city of Amman, chosen randomly, where every third house was
accessed and chosen to take part in the survey. Of those 1000 questionnaires, 510 were filled and
returned (response rate 51%). The data collection method was reliable as the Chronbach’s
Alpha«835 that means that the results of this research are reliable and the variables in the scale are
consistent and can be referred for future research.

The questionnaire contained three parts, i.e. demographic profile such as gender, age, marital
status, education and household income. The second part dealt with respondents’ motives to travel
broad measured on a five-point Likert Scale, where 1= ‘strongly agree’; 2= ‘agree’; 3= ‘neutral’;
4= ‘disagree’; and 5= ‘strongly disagree’. The last section was on the most ten preferred
destinations by Jordanian tourists (multiple responses). Data were analysed using the Statistical
Package for Social Sciences (SPSS) version 22.0.

Both the Kolmogorov-Smirnov and the Kruskal-Wallis tests were employed to measure the null
hypothesis (HO) if there is no difference between the variables or subgroups of the independent
demographic variables such as gender, marital status, age, education, occupation and household
income. This implies that if the null hypothesis is rejected at a confidence level of 95%, then the
alternative hypothesis (H1) is accepted, which means that there is a difference between the
subgroups of the independent variables and the factors or motives, for example, as in this study,
have positive influence on Jordanians to travel abroad.

Findings

Respondents’ profile:

The sample consisted of 510 respondents living in the capital city of Amman. The gender split
between males/females. People interviewed were young (86.3%) of the sample were in the age
cohort 18-49 years. More than two-third of the sample were married and highly educated (81%).
Most respondents were working in high status jobs such as senior officials, politicians, higher
management, physicians, professionals, legislators and university professors (82.4%) who earned
household income more than JOD1000 (85.5%), more than JOD3000 accounted for 30% of the
sample. The result of this survey should be taken with caution as it was conducted in the capital
city of Amman where many people earn higher than any other city in Jordan. Amman is a
metropolitan city and hub for the Jordanian economy.
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Table 5: The distribution of the sample by demographic variables

Variable Category Frequency Percentage
Gender Male 245 49.0
Female 255 51.0
Total 500 100.0
Age (years) 18 -29 165 32.4
30-39 173 33.9
40 - 49 102 20.0
50 - 59 54 10.6
60 and more 16 3.1
Total 510 100.0
Marital status Married 342 67.1
Unmarried 168 32.9
Total 510 100.0
Education Basic 36 7.1
Secondary 61 12.0
Post-secondary 335 65.7
Graduate 78 15.3
Total 510 100.0
Occupation Senior official 50 9.8
Member of | 48 9.4
Parliament
Higher management | 77 15.1
Physician 60 11.8
Professional 82 16.1
Legislator 83 16.3
University professor | 20 3.9
Business owner 15 2.9
Technician 21 41
Skilled worker 11 2.2
Unskilled worker 15 2.9
Armed Forces 6 1.2
Student 10 2.0
House wife 12 2.4
Total 510 100.0
Household income (JOD) | Less than 1000 74 145
1000 — 1999 163 32.0
2000 — 2999 119 23.3
Over 3000 154 30.2
Total 510 100.0
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Push and pull motives for Jordanian tourists to travel abroad
Table 6: Why Jordanians prefer to travel abroad than in Jordan — Push & Pull Motives (n=510)

Motive Push | Pull | Mean | Standard dev. Rank
Expensive prices at home country X 4.30 745 1
Cheaper prices of services at destination X 4.27 781 2
All-inclusive/full board accommodation X 4.21 910 3
Safety and security X 4.17 .823 4
Accessible destinations (e.g. no visa required) X 4.13 736 5
Good value for money X 4.11 .786 6
Escape from routine (novelty seeking) X 4.09 .865 7
To relax X 4.08 1.055 8
New knowledge (e.g. cultures, places, food) X 4.08 .928 9
Religious duty X 4.08 173 10
Religious/cultural sites X 4.08 979 11
To meet new people, friends X 4.07 821 12
Higher quality of services X 4.06 .936 13
Very appealing destinations (e.g. resorts, beaches) X 4.04 .861 14
Prestige X 3.97 917 15
Shopping X 3.94 .801 16
Things for tourist to do at destination X 3.94 .885 17
Enjoyment X 3.93 .983 18
Beautiful scenery X 3.92 .885 19
Good weather X 3.90 981 20
Overall mean 4.07 821

Respondents were asked whether they agree or disagree with the motives mentioned in Table6
above. The motives were two-fold: push and pull motives. Some motives are placed in the two
categories. i.e. push and pull such as prices and religion. The most ten influential motives that push
and/or pull Jordanian tourists to travel abroad are: cost of services such as accommodation,
transportation, F&B at home or ad destination; safety and security; accessibility, e.g. exemption
of visa entry; good value for money; escape; relaxation; new knowledge, e.g. culture, food, people;
religion, e.g. religious duty (push) and religious sites (pull). Motives, although they are important,
such as things for tourists to do at destination, enjoyment, beautiful scenery, and good weather got
lower means less than 4.0. However, the overall evaluation of motives by Jordanian tourists was
very high (Mean 4.07), which means that Jordanian tourists assigned high emphasis on the 20
motives in Table 6 above.
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Top ten destinations preferred by Jordanian tourists

Table 7: Top 10 preferred destinations by Jordanians - Multiple responses (n= 3570)

Rank Destination Category Frequency Percentage
1 Turkey Short-haul 496 13.9
2 Sharm el-Sheik | Short-haul 473 13.2
3 Makkah/Medina | Short-haul 464 13.0
4 Jerusalem Short-haul 422 11.8
5 Dubai Short-haul 410 115
6 London Long-haul 388 10.9
7 Paris Long-haul 382 10.7
8 Cyprus Short-haul 202 5.7

9 Greece Short-haul 198 55
10 Malaysia Long-haul 135 3.8
Total 3570 100.0

Respondents were asked to mention the most preferred destination they visited or would visit.
Table 7 above documents the top ten destinations preferred by Jordanian tourists. The first five
destinations include Turkey, Sharm el-Sheikh, Makkah and Medina, Jerusalem and Dubai
(63.4%). Turkey is the favourite destination for Jordanians for relaxation, scenery, cheaper and
all-inclusive accommodations, cultural heritage, honeymooners (13.9%). Jordanian tour operators
are running charter flights to Istanbul, Antalya, and Marmaris. Sharm el-Sheik is the next preferred
destination as it is cheaper, near and the weather is good all-year round. Makkah, Medina and
Jerusalem are the third and fourth destination for religious tourists (Muslims and Christians) to
perform religious duty. Dubai is visited by Jordanians for shopping, business and leisure. London
and Paris are preferred for leisure, business and shopping. The least preferred destinations by
Jordanian tourists include Malaysia, Greece and Cyprus (15%). Those destinations are visited for
leisure and honeymooners.

Table 8: One Sample Test - Kolmogorov-Smirnov Test (n=510)

Motive Mean | Stand. Sig. Decision
Dev.

Expensive prices at home country 4.30 .745 0.000 Reject null hypo
Cheaper prices of services at destination 4.27 781 0.000 Reject null hypo
All-inclusive/full board accommodation 4.21 910 0.000 Reject null hypo
Safety and security 4.17 .823 0.000 Reject null hypo
Accessible destinations (e.g. no visa required) 4.13 736 0.000 Reject null hypo
Good value for money 4.11 .786 0.000 Reject null hypo
Escape from routine (novelty seeking) 4.09 .865 0.000 Reject null hypo
To relax 4.08 1.055 0.000 Reject null hypo
New knowledge (e.g. cultures, places, food) 4.08 .928 0.000 Reject null hypo
Religious duty 4.08 173 0.000 Reject null hypo
Religious/cultural sites 4.08 979 0.000 Reject null hypo
To meet new people, friends 4.07 821 0.000 Reject null hypo
Higher quality of services 4.06 936 0.000 Reject null hypo
Very appealing destinations (e.g. resorts, | 4.04 .861 0.000 Reject null hypo
beaches)

Prestige 3.97 917 0.000 Reject null hypo
Shopping 3.94 .801 0.000 Reject null hypo
Things for tourist to do at destination 3.94 .885 0.000 Reject null hypo
Enjoyment 3.93 .983 0.000 Reject null hypo
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Beautiful scenery 3.92 .885 0.000 Reject null hypo
Good weather 3.90 .981 0.000 Reject null hypo
Table 8 above documents the result Kolmogorov-Smirnov One Sample Test to test the implied
hypotheses represented by the motives influencing Jordanian tourists to travel abroad. As seen
from the table, all the 20 motives have influenced Jordanians to travel abroad (H1). That is logical
as those factors or motives can influence tourist behaviour and intention to visit a certain
destination to satisfy certain needs. For example, expensive price at home country (push) and
cheaper prices at destination (pull) influence tourists to travel abroad and search for suitable
destinations that can satisfy their needs.

Tables 9-14 document the results of Kruskal-Wallis Test of the influence of demographic variables
(gender, age, marital status, education, occupation, income) upon travel motives that are push and
pulling Jordanians to travel abroad. The most occurring motives were safety and security, new
knowledge, expensive prices at home country, cheaper prices at destination, shopping, all-
inclusive accommodation, higher quality of services, beautiful scenery.

Table 9: Kruskal-Wallis Test - Travel motives and gender (n= 510)

Motive Gender | Mean Chi- Asymp. Sig.
ranking Square

New knowledge (e.g. cultures, places, food) Male 266.19 3.670 0.050

Higher quality of services Female | 266.73 3.828 0.050

Shopping Female | 272.56 9.421 0.002

Table 10: Kruskal-Wallis Test - Travel motives and age (n= 510)

Motive Gender Mean Chi- Asymp. Sig.
ranking Square

New knowledge (e.g. cultures, places, food) 40-49 285.41 10.780 0.029

Beautiful scenery Over 60 353.60 10.394 0.034
Table 11: Kruskal-Wallis Test - Travel motives and marital status (n=510)
Motive Marital Mean Chi-Square | Asymp. Sig.
status ranking
Safety and security Married | 265.06 4.548 0.033
Expensive prices at home country Married | 267.54 7.213 0.007
Cheaper prices of services at destination Married | 265.0 4.529 0.033
All-inclusive/full board accommodation Married | 268.72 9.322 0.002
Accessible destinations (e.g. no visa required) | Married | 269.98 10.450 0.001
Higher quality of services Married | 272.21 14.382 0.000
Table 12: Kruskal-Wallis Test - Travel motives and education (n= 510)
Motive Education Mean Chi- Asymp.
ranking Square | Sig.
Safety and security Graduate 274.37 34.277 | 0.000
Expensive prices at home country Post-secondary 270.40 10.323 | 0.001
Cheaper prices of services at destination Post-secondary 260.57 10.323 | 0.035
Good value for money Graduate 267.43 21.830 | 0.000
All-inclusive/full board accommodation Graduate 277.76 26.339 | 0.000
Things for tourist to do at destination Graduate 272.34 12.027 | 0.017
Accessible destinations (e.g. no visa required) | Graduate 277.35 25.115 | 0.000
Beautiful scenery Graduate 286.74 9.520 0.049
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Religious/cultural sites Graduate 306.75 12,195 | 0.016

Shopping Post-secondary 272.08 28.351 | 0.000

New knowledge (e.g. cultures, places, food) | Post-secondary 262.74 10.138 | 0.038

Table 13: Kruskal-Wallis Test - Travel motives and occupation  (n=510)

Motive Occupation Mean Chi- Asymp. Sig.
ranking Square

Safety and security Legislator 314.10 25.863 0.018

Good weather Senior official 302.80 24.820 0.024

Expensive prices at home country University 313.30 22.692 0.046
professor

New knowledge (e.g. cultures, places, | Physician 354.82 22.065 0.050

food)

Higher quality of services Senior official 304.98 33.587 0.001

Shopping Higher 287.51 26.189 0.016
management

Things for tourist to do at destination 272.34 12.027 0.017

Table 14: Kruskal-Wallis Test - Travel motives and household income  (n=510)

Motive Household Mean Chi- Asymp. Sig.
income ranking Square

Safety and security 2000-2999 296.51 18.194 0.000

Expensive prices at home country Over 3000 280.89 14.507 0.002

Higher quality of services 2000-2999 286.18 20.543 0.000

Prestige Over 3000 263.92 9.519 0.049

Managerial and marketing implications

According to the latest statistics of the Ministry of Tourism in Jordan, there are more than 2.75
million Jordanians travelling abroad annually to near and far destinations, which accounted for
25% of the population. These figures are considerable and are alarming to the destination planners
and marketers in Jordan, i.e. the Ministry of Tourism and the Jordan Tourism Board as well as to
the tourism and hospitality services such as tour operators, hotels, restaurants, and transportation.
Those people travelling abroad to near or even far destinations are looking for products and
services that may satisfy their needs. This study shows that one of the key factors that are pushing
and pulling Jordanian to travel abroad is the cost of services (accommodation, transportation and
F&B). The results of this study are important to the decision-maker in Jordan’s tourism
management and marketing. Marketers should understand the needs, wants and demands of
Jordanian tourists and influence tourism services to respond to those needs and wants to keep as
large size of those tourists to travel within Jordan instead of travelling abroad. Those 2.75 million
Jordanian tourists travelling abroad spend nearly JOD900 million, which are leaked outside the
country. Therefore, the hospitality sector in Jordan should respond to the market needs and offer
different services that suit the tastes of different tourists. The cost is one major issue in Jordan due
to higher utility bills such as electricity and water. The government of Jordan should invest in
renewable resources such as solar photovoltaic and wind. Equally, the tourism businesses such as
hotels, restaurants and conventions should install those solar panels to save energy and reduce the
costs of energy and then the prices will fall. Another issue is the concentration of hotels in certain
cities such as Amman, the Dead Sea, Petra and Agaba as well as those accommodations are built
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mainly to receive foreign tourists not Jordanians. Hence, the government should encourage
business people to invest in different types of accommodations and spread them all over Jordan
especially in the northern parts of Jordan in Jarash, Ajloun and Gadara.

Conclusion further research and recommendations

The study reports on the motives that push and/or pull Jordanian tourists to travel abroad. The
study consisted of seven push motives and 13 pull ones that are pushing and pulling Jordanians to
travel abroad (Table 6). The most ten influential motives that push and/or pull Jordanian tourists
to travel abroad are: cost of services such as accommodation, transportation, F&B at home or ad
destination; safety and security; accessibility, e.g. exemption of visa entry; good value for money;
escape; relaxation; new knowledge, e.g. culture, food, people; religion, e.g. religious duty (push)
and religious sites (pull).

When testing the hypotheses, the research showed that push and pull motives have influenced
Jordanian tourists to travel abroad (Table 8). The research showed that demographic variables have
greater impact upon certain motives such as safety and security, prices at home and prices at
destination, to get new knowledge, religion, high quality services, all-inclusive accommodation,
shopping and prestige.

Finally, the most preferred destinations to visit by Jordanian include Turkey, Sharm el-Sheikh,
Makkah and Medina, Jerusalem and Dubai (63.4%). Turkey is the favourite destination for
Jordanians for relaxation, scenery, cheaper and all-inclusive accommodations, cultural heritage,
honeymooners (13.9%). Jordanian tour operators are running charter flights to Istanbul, Antalya,
and Marmaris. Sharm el-Sheik is the next preferred destination as it is cheaper, near and the
weather is good all-year round. Makkah, Medina and Jerusalem are the third and fourth destination
for religious tourists (Muslims and Christians) to perform religious duty. Dubai is visited by
Jordanians for shopping, business and leisure. Other destinations such as Paris and London are
preferred for shopping and short breaks. Cyprus, Greece and Malaysia are preferred for relaxation
and honeymooners.

This study shed light on the motives that push and/or pull Jordanian to travel abroad instead of
travelling in the country. Therefore, research is needed to understand the supply-side, the
destination offerings in Jordan in terms of destinations, accommodations, beaches and
infrastructure. This recommended study is needed to know what motivate Jordan to travel within
the country as it has a lot to offer.
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Abstract

The purpose of this research is to scrutinize trust in financial services business markets in the
corporate banking industry in United Arab Emirates. This research explores the importance of trust
for bankers and clients in Emirati business markets. The article provides qualitative research, based
on 180 in- depth interviews with corporate bankers and their clients based in UAE. The present
research reveals that the importance of trust for financial services providers includes the ability to
maximise profits by reduced risk, improved information flow, more satisfied clients and enhanced
loyalty. Furthermore, the research finds that perceptions of trust and the operationalisation of trust
were asymmetrical across the dyads. Small corporates were more trusting than large corporates.
Bankers used calculative trust and were pessimistic about their counterparts’ trustworthiness.
Bankers were fast to eradicate their clients from their portfolio who did not afford full disclosure
of relevant details. Results show considerable differences with respect to trust were found between
relationships that involved only Emiratis, those that involved Emiratis and non-Emiratis, and those
that involved only non-Emiratis. Results show that trust promotes loyalty, which reduces
uncertainty and leads to a long-term business relationship, repeat purchases and referrals.

Keywords: Trust, Financial services, Banking, Business-to-Business, United Arab Emirates
Introduction

The literature on services business markets developed and changed its focus over time from 1974
to 2007 (Axelsson and Easton, 1992; Hakansson, 1982). This research contributes to the literature
on trust, particularly in services marketing, another under-researched area (Barr and McNeilly,
2003). While there is an emergent body of research in financial services business markets, this
area has also been underlined as eligible for more attention (Tyler and Stanley, 1999). The
contribution of this research is that it discovers the ways that trust is categorized, conceptualised
and operationalised both through an analysis of the literature and an empirical study in financial
services business markets. Trust has received increasing, multidisciplinary attention. Trust has
been difficult to define because it is a complex concept. It seems by now well established that
trust is a multi-faceted construct, which may have different bases and degrees depending on the
context of the trust relationship. Trust is a dynamic phenomenon that takes on a different character
at different stages of a relationship. As a relationship develops, trust tends to thicken (Gambetta,
1988).

This research explores the importance of trust for bankers and clients in Emirati business markets.
The importance of trust is revealed by large numbers of studies focusing on the construct of trust
(Anderson and Weitz, 1989; Dwyer et al., 1987; Moorman et al., 1992). Trust is a key factor in
building long-term relationships between clients and bankers (Ganesan, 1994), as the present
research indicates, and its importance can be explained by the fact that it is viewed as contributing
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to the strength of interpersonal relationships in business dyads (Grénroos, 2000; Morgan and Hunt,
1994).

The paper begins with a critical review and classification of the literature on trust in business
markets, followed by a concentrated and selective review of literature on trust in business-to-
business financial markets. The methodology for the empirical section of the paper is then
presented. The empirical investigation is a qualitative dataset of in-depth interviews with 180
business-to-business financial services bankers and clients in banking, corporate bankers and their
SME and multi-national clients. Results are then interpreted, which present how trust functions in
financial services business bank markets. The conclusion estimates and contextualises these
findings. Lastly, managerial implications are advocated and research limitations deliberated.

Literature review

The literature on trust has been growing rapidly since 1993 (Arnott, 2007a; Ebert, 2009). It is
extensive and begins with the ancient Greeks (Bailey, 2002), with more recent studies spanning
disciplines from psychology to sociology, from information systems to marketing (Arnott, 2007b,
pp. 1203-40). Key studies on trust in the fields of organisational behaviour and marketing include
Moorman et al. (1993, pp. 81-101) and, specifically on organisational trust, Mayer et al. (1995,
pp. 709-34) and Schoorman et al. (2007, pp. 344-54), but trust is also widely recognised as an
important concept in interpersonal and commercial relationships (Cheung and Lee, 2001;
Choudhuri and Holbrook, 2001; Hoffman et al., 1999; Steinauer et al., 1997). It is included in areas
of social psychology (Lewicki and Bunker, 1995), sociology (Coleman, 1990), economics
(Williamson, 1991), management and marketing (Ganesan, 1994; Ganesan and Hess, 1997), and
philosophy (Baier, 1986). It is multi-disciplinary and has received attention in anthropology,
medicine, finance, economics and biological sciences, to name but a few of the areas involved.
The multi-disciplinary nature of the concept of trust leads to differing views from each of these
perspectives. Trust is a highly complex and multi-dimensional phenomenon relating to belief in
the honesty, truthfulness, competence, reliability, and so on, of the trusted person (Lewis and
Weigert, 1985; Butler, 1995). It is an important concept in interpersonal and commercial
relationships and has been studied widely in the behavioural sciences within different contexts
(Cheung and Lee, 2001; Choudhuri and Holbrook, 2001; Hoffman, Novak and Peralta, 1999), and
includes trust in social psychology (Lewicki and Bunker, 1995), sociology (Coleman, 1990),
economics (Williamson, 1991), management and marketing (Ganesan, 1994; Ganesan and Hess,
1997) and philosophy (Baier, 1986).

The importance of trust in dyadic relationships has been the subject of much research.
Athanasopoulou (2009) has analysed this research from the perspective of relationship quality,
which views trust and commitment as central constructs. Of the 64 studies conducted from 1987
to 2007, 41 directly consider trust (usually accompanied by commitment) to be a prime
relationship quality dimension, and the remainder imply the centrality of trust with trust-related
under-pinning dimensions (Athanasopoulou, 2009, pp. 587-96). The continued study of trust from
a marketing perspective is suggested since trust is a source of competitive advantage (Barney and
Hansen, 1994). Trust upturns satisfaction with interaction (Geyskens et al., 1998; Wetzels et al.,
1998; Zand, 1972). It increases communication (Anderson and Narus, 1989), permits risk taking
(Wetzels et al., 1998) and assists co-operation and mutual adaptation (Hewett and Bearden, 2001;
Mayer et al., 1995). Trust decreases transaction costs (Andaleeb, 1992), confines uncertainty and
opportunism (Achrol, 1997; Busch and Hantusch, 2000) and generates flexibility (Nooteboom et
al., 1997). Trust builds commitment (Warrington et al., 2000).
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Definitions of trust

Despite this research attention, and the fact that trust is a vital and essential ingredient in business
relationships, the term itself is not a tangible concept and is elusive. Operational definitions of the
term are sometimes contradictory (Zaltman and Moorman, 1988). There are, however, common
threads to most of the studies in their definition of trust, which focus on conformity and
expectation (Tyler and Stanley, 2007). Trust occurs in a risky environment between the trustor
and the trustee. Because many interactions are characterised by uncertainty, trust is perceived as
desirable (Barney and Hansen, 1994). Most researchers define trust in terms of positive
expectations that allow a “leap of faith” towards trust (Mayer et al., 1995; Mdéllering, 2006, p. 191;
Rousseau et al., 1998) and separate it from its antecedents and outcomes (Pavlou, 2002). Some
define it as a belief in the motives or intentions of another (Salam et al., 2005).

Trust is defined in the literature in different ways. Some researchers see it as a perception of the
trusting character of another individual only (Anderson and Narus, 1989; Coulter and Coulter,
2002; Doney and Cannon, 1997; Larzelere and Huston 1980; Schurr and Ozanne, 1985), whilst
other researchers add the willingness to trust another to the definition of trust (Ganesan, 1994;
Moorman et al., 1992). The research into the literature on the antecedents of trust concluded that
a consensus emerged in the marketing literature, which is that the antecedents of trust encompass
two essential elements: credibility and benevolence. Trust in a partner’s credibility is based on the
premise that an exchange partner should stand by their word and fulfil promised role obligations.
Trust in benevolence is a belief that the partner is interested in the other’s welfare. The trust
literature also suggests that trusting parties must be vulnerable to some extent for trust to become
operational. Thus, trust is viewed as a behavioural intention, or as behaviour that reflects reliance
on a partner, and which involves vulnerability and uncertainty (Coleman, 1990; Moorman et al.,
1992).

The extensive literature on relationship marketing views relationship quality as hierarchical — a
second order factor comprised of trust and satisfaction — where satisfaction is an outcome of a
series of successful encounters, and trust is the key determinant of quality in buyer—seller
relationships (Rajaobelina and Bergeron, 2009, p. 362). The definition offered by Ganesan (1994)
is based on the key notion of trust as a belief, a sentiment or an expectation about an exchange
partner that results from the partner’s expertise, reliability and intentionality. Ganesan (1994)
studies trust in the development of both customer and supplier relationships, so his
conceptualisation is based upon both behavioural (represented by benevolence) and cognitive
(represented by credibility) elements. Consequently, his work takes a comprehensive approach to
the investigation of trust, where not only does he investigate cognitive and behavioural aspects,
but he also covers both customer and supplier perspectives.

Typology of trust

Different forms, or types, of trust have also been described. Most simply, trust between individuals,
between organisations and within organisations has been seen to differ, even if there are
interconnections between each: interconnections mediated and facilitated by individuals holding
key organisational or relational roles (Gro'nroos, 1996). Similarly, research suggests that the
context of interaction, both in terms of the immediate exchange context and the wider cultural
environment, contributes to the creation of different “types” of trust in response to different
exchange situations (Barney and Hansen, 1994; Bonoma, 1976; Hagen and Choe, 1998; Sheppard
and Sherman, 1998). The most important is the distinction between calculative (rational or
cognitive) trust and affective (or knowledge based or irrational) trust (Ring, 1996). Calculative
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trust is based upon the rational evaluation of risks, rewards, controls and information derived from
beyond the exchange interface (frequently connected to reputation), leading to a conclusion that it
would be detrimental for a partner organisation to act opportunistically. Affective trust, in contrast,
is based on personal experience and rests, to far greater extent, upon emotional inputs and
information derived within a relationship (Warrington et al., 2000). Researchers have also
identified further distinct approaches centred on the institutional, personality, cognitive, or
societal/ cultural/environmental bases of trust development (Doney and Cannon, 1997; Doney et
al., 1998; McKbnight et al., 1998).

Clients and bankers have been conceptualised as having these antecedents (Lewis and Weigart;

1985; and McAllister, 1995), where cognitive and affective core-categories are the main

components; however, conation connects cognition and affect to behaviour. For this reason, it

would not be simply listed on a par with cognitive and affective categories. Cognitive trust refers

to the rational, objective dimensions of the decision to trust; it is based on the evaluation of others’

dependability, credibility and competence (Lewis and Weigart, 1985). Affective trust refers to the

subjective elements of the decision to trust others; it is based on emotional bonds and concern for

others (McAllister, 1995). Ganesan (1994) and Siguaw, Simpson and Baker (1998) index trust

with “credibility” and “benevolence”, corresponding to cognition-based and affect-based trust,

respectively (McAllister, 1995).

Cognitive-based trust

Cognitive, or low level, trust is “based around notions of reliability and dependability” (Ennew
and Sekhon, 2007, p. 63). Cognitive trust is the confidence or willingness to rely on a service
provider’s competence and reliability (Moorman et al., 1992; Rempel et al., 1985). It arises from
an accumulated knowledge that allows predictions to be made with some level of confidence
regarding the likelihood that focal partners will live up to their obligations. It is what Rempel et
al. (1985) call “predictability”, and Johnson-George and Swap (1982) call “reliableness”.
Williamson (1993) argues this viewpoint by suggesting that trust between partners is best labelled
calculative trust, since partners can minimise uncertainty and opportunistic behaviour through due
diligence and contractual safeguards.

Affective-based trust

High level or affective trust is “based around notions of being concerned with the best interests of
customer ... Cognitive trust can lead to affective trust” (Ennew and Sekhon, 2007, p. 63).
Expanding on the cognitive-affective view, Fine and Holyfield (1996, p. 25) suggest that “one not
only thinks trust, but feels trust”. As stated earlier, some trust researchers have incorporated
affective elements into their research and writing (Albrecht and Sevastos, 2000; Clark and Payne,
1997; Cummings and Bromiley, 1996; Fox, 1974; Gillespie and Mann, 2004; Gibb, 1964; Mayer
et al., 1995; Rempel et al., 1985; Tan and Tan, 2000). Rempel et al (1985), Fox (1974) and Gibb
(1964), for example, define trust in terms of feelings of confidence in another person.

Affective trust is the confidence placed in a partner on the basis of feelings generated by the level
of care and concern the partner demonstrates (Johnson-George and Swap, 1982; Rempel et al.,
1985). It is characterised by feelings of security and the perceived strength of the relationship.
Affective trust is closely related to the perception that a partner’s actions are intrinsically motivated
(Rempel et al., 1985).

In summary, cognitive trust provides a base for affective trust and should therefore exist before
affective trust develops (Lewis and Weigert, 1985). But as affective trust matures, the potential for
decoupling trust dimensions and reverse causation increases (McAllister, 1995). In the literature
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cognitive trust is a positive antecedent of affective trust; in this article, affective trust also precedes
cognitive trust.

Trust in financial services

The field of financial services is a good area from which to investigate long-term relationships
between bankers and clients, because the principle of attributing value to long-term relationships,
rather than transaction-based relationships, has prevailed. The literature on marketing financial
services to businesses has been growing (Tyler and Stanley, 1999). The business-to-business
banking market is larger, by value and by volume, than the more frequently examined retail
banking market (Tyler and Stanley, 2007). Financial services and services marketing literatures
have been examined here to identify the critical role trust plays in gaining and maintaining clients.
Financial services and services marketing literatures recognise the critical role of trust in gaining
and retaining clients.

Trust is seen as a response to uncertainty, risk and dependence (Zineldin, 1998). The significance
of reliability in corporate bank relations has been stressed frequently (Paulin et al., 1997; Smith,
1989; Turnbull and Moustakatos, 1996). The influential significance of honesty (Haubrich, 1989;
Moriarty et al., 1983), mutuality (Crane and Eccles, 1993), benevolence (Turnbull and
Moustakatos, 1996), forbearance from opportunism (Turnbull and Gibbs, 1987; Zineldin, 1995),
and faith (Smith, 1989; Turnbull and Moustakatos, 1996) in bank corporate relationships have
been highlighted, too. These findings advocate that financial services business markets are
categorized by high levels of trust, affective and calculative. It is also undoubtedly a context where
trust is extremely imperative (Zineldin, 1995, p. 33).

In summary, many examinations of trust conclude that there is a remarkable variety of meanings
with no consensus on a generic definition. Financial services and services marketing literatures
have been examined here to identify the critical role trust plays in gaining and maintaining clients.
Financial services and services marketing literatures recognise the critical role of trust in gaining
and retaining clients.

Methodology

An investigation of opinions, beliefs and attitudes about the antecedents of trust in financial
services business markets has not previously been conducted in an Emirati context. Consequently,
a qualitative approach was appropriate to provide unique insights through rich data collection (De
Ruyter and Scholl, 1998). The chosen research method was thematic qualitative analysis and this
was derived from grounded theory as developed by Glaser and Strauss (1967), Strauss (1987) and
Corbin and Strauss (1990), for comparative studies of social processes in which the people who
are studied are “derived from the research question and thus defined a priori” (Flick, 1999, p. 87).
This research is based on qualitative data collected through 170 face-to-face, in-depth interviews
with Emirati and non-Emirati corporate bankers and their clients. The research was conducted in
the UAE, interviewing Emirati and non-Emirati bankers and clients.

Respondents were guaranteed confidentiality, anonymity and non-attribution in the study, so in
order to maintain careful data records and send files to respondents and key informants to
triangulate and check for accuracy, the bankers and their clients needed to be assigned codes. This
coding was done as follows:

Coding for banks Emirati bankers—E A,EB,EC ...

(Emiratis are citizens of the United Arab Emirates, and represent 19% of the population.

Coding for clients, Emirati clients — Emirati client 1, Emirati client 2, Emirati client 3 ...

Coding for bankers, Emirati bamkers — Emirati banker A, Emirati banker B, Emirati banker C...
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These codes represent the names of participants when referring to any quoted material from the
transcripts. However, to ensure that respondents consented in a fully informed manner to use of
their material, and to ensure the accuracy of the transcript, respondents were given the opportunity
to review the final transcripts and were invited to modify them or withdraw any or all of their
responses. The final transcript was then not further modified. The findings from this analysis are
presented below. The interviews data was coded using a thematic schema for purposes of analysis.
The codes emerged from the data with similar themes being coded together.

The interview data were analysed using thematic qualitative analysis. Quotations from the
interview transcripts are used extensively throughout these results; they helped in the building of
a series of explanations and highlight the relevant themes (Miles and Huberman, 1994). Data
analysis is directed through “theoretical sampling”, in which the analysed data directs the in-depth
questions asked at the subsequent interviews; interviewing continues until no new data are
discovered. Sampling was a purposive “snowballing method” to produce a diversity of opinions,
and was directed towards organizations whose perspectives on the issue seemed to be most
instructive (Flick, 1999). Data were obtained from semi-structured interviews guided by an
interview protocol based on the literature-based preliminary framework.

Data collection took place across a full range of respondents over the course of 170 interviews
with 80 dyads. The sample of clients was selected by sector and size so that it was as representative
as possible across the range of businesses. However, it was not possible to find an interview dyad
consisting of an Emirati banker with a non-Emirati client; it appears that this relationship may not
exist. Many respondents were interviewed more than once in order to clarify the transcripts and
follow-up responses as part of the data quality and validation process. These are not counted as
additional interviews. Many, but not all, were re-interviewed during the data transcription,
triangulation, data analysis and writing-up phases of the research. Data triangulation and validity
was granted and confirmed by the primary key informant, a senior staff external examiner of the
Central Bank of Abu Dhabi. The key informant for the client side was a senior manager from a
multi-national oil company. The primary key informant from the Central Bank of Abu Dhabi
provided the names of bankers and clients from whom he obtained prior agreement.

Respondents were given an opportunity to express their views, comments and opinions within the
broad domain of trust-based business-to-business relationships. Some respondents refused to be
recorded; in these cases, notes were taken and a second meeting or telephone call was arranged
with the respondent to verify the accuracy of the notes. The remaining interviews were audio-
recorded transcribed, sorted and coded, word by word, so that general conceptual themes could be
identified (Miles and Huberman, 1994; Venetis and Ghauri, 2004). The qualitative data analysis
was primarily handled manually, although NVivo was also used as a useful tool within which to
store the entire qualitative data set (Sinkovics, et al., 2008; Ghauri et al., 2005).

Results

This section analyses the data collected to determine the importance of trust in business-to-
business relationships and, in particular, in services marketing and attitudes towards trust in the
corporate banking industry. Results will be presented in two sections: First of all importance of
trust from a general perspective. Secondly, attitudes towards trust from Emiratis and non-Emiratis,
by business corporate bankers and their clients, and by customer market segment, large corporates
and SME’s.

Importance of Trust
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Trust is conceptualised according to partner needs (Tyler and Stanley, 2007); for instance, SME
clients’ requirements may differcs from the needs of larger corporate clients and this may be
reflected in the different ways in which they conceptualise trust. Thus, need is typically context
specific (Tyler and Stanley, 2007). What is remarkable is that bankers perceived that there were
different levels of trust relationships. Some people could be trusted with certain knowledge or to
do certain things, for example. Trust, therefore, is both situational and contextual (Tyler, 1999),
and the results of this research provide strong support for the multidimensionality of trust
(Ganesan, 1994; Mayer et al., 1995; Shaw, 1997).

Empirical research on relationships in the UAE demonstrates the importance of trust in business
interactions and reflects the key role trust plays in Emirati culture. It has been revealed here that
trust is significant in the UAE due to the pervasive role of Emirati culture in business affairs. For
most of the non-Emiratis, while trust was important, it was not weighted so heavily. Most of the
Emirati clients were more inclined to trust Emirati partners due to prevailing business norms
formed at cultural and societal levels. Many of the non-Emirati respondents recognised that when
they met expectations regarding knowledge of Emirati culture, and demonstrated willingness to
abide by Emirati business norms, they were better able to interact in this high-context business
setting. To the extent that non-Emiratis addressed cultural concerns, Emiratis developed greater
confidence in their positive motivations and benevolence, since key barriers to communication and
harmonious relations are reduced. Such non-Emiratis not only gained authenticity, but also
achieved the social fitness required for smooth and productive interactions with Emiratis (see also
Adler, 1997).

Trust for Emiratis is important because of the environment in which a client and banker interact.
All respondents strongly believed in the concept of trust and in creating a trusting environment,
but Emirati respondents perceived trust as the core of any relationship. Thus, it is important to
understand how trust is affected when the partners involved are unfamiliar with each other’s
abilities and motives, and how this trust evolves as the partners work together. People are
“mutually dependent on one another” (Cook et al., 2005, p. 57), and the reciprocity of trust was
evident in the results for all situations discussed by Emirati bankers and clients. Having someone
they could speak to in confidence was important for respondents. It is evident from the findings
that respectful trust relationships amongst bankers are changing. One banker spoke of a loss of
social contact and friendly relationships; a client referred to his bankers as not being as
professionally trustworthy as in the past. It is evident that different levels of relationships occur in
all contexts.

The majority of Emirati bankers served as providers of information to their counterparts. All
respondents agreed that trust is the key to cooperation where relevant and critical information is
shared. Here, trust plays the same role as formal documentation, giving Emirati clients a feeling
of security, which makes them feel comfortable in dealing with Emirati bankers. A trusting
relationship allows clients to share sensitive information in confidence and bring forth their
underlying agendas. Thus, trust promotes open communication and sharing of information.

The majority of respondents recognized trust as important within their bank relationships. Trust is
a complex construct, it is a key factor in the establishment of long-term relationships between
bankers and clients. Therefore, it is necessary for relationship managers to build trust to retain
clients and get new business in the market. The results show that the majority of clients had long-
term relationships with their bankers that made them feel relaxed, comfortable and confident. This
suggests high levels of trust, sufficient to maintain the exchange relationships that characterise
UAE business-to-business models in the banking industry. Trust promotes loyalty because it
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reduces uncertainty and leads to long-term relationships. Clients were more likely to repeat
purchase and refer friends where there was trust; the interviews showed it was vital to relationship
success, business growth and profitability.
A significant number of respondents argued that without trust there could be no relationship; a
significant failure of trust would lead them to exit a relationship. However, many clients were not
completely satisfied with all services offered — noting that bankers did not always respond to
questions — especially some SME clients. Essentially, then, when the level of trust is high, the
expectation is that the interaction will be secure; when levels of trust are low, levels of uncertainty
will increase. Respondents agreed that trust makes it easier to resolve problems and creates a more
friendly exchange. A seminal element of this was the ability to rely on a continuity of positive
behaviour from the banker; although this did not ensure future bank benevolence, it did build client
confidence in future planning:

Because of the confidence that I have in him, it’s going to take me too long to foster

that in another banker. | have been dealing with my banker for a long time and this

makes dealing with him easier due to the trust and confidence | have in him.

Consequently, this reduces fear and risk when dealing with him (E 6).

Corporate banking services, because they are linked to money, are perceived on both sides of the
exchange as involving risk, despite the formal framework in which financial services operate.
When considering the role of trust in financial services markets, it is important to note that
corporate banking provokes particular concerns for bankers and clients. A trust relationship is
perceived to be profitable, which makes the relationship stronger. Respondents agreed that trust
should be mutual:

In our relationship, trust is the key for our successful relationship. It begins at the

very start of your relationship ... if you don’t have trust, you shouldn’t be doing

business with your counterpart (E N).

Trust motivates Emiratis to do a good job and fulfil their commitments: they wish to work towards
the welfare of their country. The data showed that where there is a long-standing relationship,
levels of trust appeared to be higher, partly through the exchange of ideas over time. Hence, trust
facilitated communication:

My banker trusts me and provides me with all the information I ask him for (E 10).

Thirty out of thirty-three Emirati bankers argued that a significant failure of trust would lead them
to exit a relationship. They identified trust as a significant variable in the relationship, especially
at the early interaction stage. Emirati bankers indicated that trust allowed them to discern the
“client’s agenda” and financial requirements.

I would imagine that the answer is that trust makes a difference to client outcomes.

I would also say that if trust is not there then you are certainly not going to have

any information (E O).

United Arab Emirate culture is based on personal relationships and a sense of local commitment.
Trust in terms of security and confidentiality are key factors, especially in selecting a bank’s
services. Sixty out of the sixty-six Emirati respondents, bankers and clients, felt comfortable and
secure when dealing with an Emirati partner, especially if they were from the same tribe or family.
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They felt safe partly because the banks are supported by the government, which is represented and
supported by the royal family:

When | deal with an Emirati banker, | feel safe and secure. For instance, if | need

any help I would go to Majlis or Sheikh and ask for help. | have never gone there

and found the doors closed; it is open for all Emiratis. The Royal Family is taking

care of all Emiratis in the same way as parents deal with their kids and take care

of them (E 2).

There is deep reverence for the royal family and loyalty to the government; fifty out of fifty-eight
Emirati clients claimed that one reason they would continue to purchase from existing service
providers is because they wanted to support the Emirati economy. The Emirati respondents were
proud of themselves and of the country to which they belong; they were patriotic and loyal:
Trust is important to both partners ... and this as a result will maximise profits,
improve the track record and support the Emirati economy (E A).

Trust was important to non-Emirati bankers, but they did not rely on it completely, even when
dealing with Emirati clients. Despite considering themselves trustworthy, they were hesitant to
trust clients, especially in relation to risk. Hence, bankers emphasised trust in the “honesty” of
partners, in terms of accuracy and completeness of information supplied. Forty-two out of forty-
seven non-Emirati bankers were clear that without trust there would be no interaction, “no
relationship”, “no business” and no “gains”:

Without trust, there is no work, no business, no money (NE I).
Due to this lack of complete trust, forty-nine out of fifty-eight Emirati clients preferred to deal
with their Emirati counterparts, as articulated here:

I trust my Emirati banker as he gives me all the facilities I ask him. We understand

each other; we respect each other. On the other hand, the non-Emirati banker is

professional, but he always sticks to rules and if I ask him to finish the formalities

on the second day, he refuses. So, his trust in me is not a blind trust (E 27).

Non-Emirati bankers stressed the importance of trust for developing long-term relationships and
maximising long-term profitability. Trust led to future commitment and collaboration, reduced
risk and so increased profitability:
Yeah, trust is very important because, if you didn’t trust the person, you wouldn’t
take your business there. For me, trust makes the relationships easier and dealing
with my counterpart more comfortable (NE R).
For forty-two out of the forty-seven non-Emirati bankers, trust was built on the confidence that
comes from the fulfilment of commitments. Five out of forty-seven non-Emirati bankers stated
that trust in the UAE context was more important than formal documents:
1t is very important. Sometimes I don’t care for the guarantees given by the client,
but I care more for my confidence and trust in the counterpart, for his loyalty, and
for his fulfilment of his promises. Trust is more important than formal documents
sometimes. | am from the USA but | have been working in this position for fifteen
years and | know the importance of trust to the Emirati people; they are trustworthy
people (NE B).

Attitude Towards Trust
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One of the vital aims of this research was to apprehend how individuals constructed and perceived
trust in a financial services business-to-business context. Our respondents defined trust differently,
their conceptualisations and expectations of trust varied, particularly when analysed from the
perspectives of either the bankers or their clients. Trust in this sector is considered an emotional
perceptual construction connected to the ability to manage risk (Tyler and Stanley, 2007). For
bankers, trust involves a belief in the honesty of the counterpart and the absence of anxiety. Non-
Emirati partners typically focus on rational self-interested individuals, however, and promote
release from established, ascribed relationships. This may represent the success of rationality over
emotionality, and individuality over groups. Non-Emirati partners are more open and provide
greater opportunities to individuals; these are the benefits of an individualistic and open society.
They emphasise individual rationality, freedom of choice and movement, but sacrifice long-term
relationships in which personal emotions can be shared.

Respondents’ conceptualisations of trust varied: their levels of satisfaction and commitment also
differed. Since trust is employed differently in different disciplines, respondents were asked for
their definition of trust. They used experience to illustrate their understanding of the concept. There
was no common understanding of, nor response to, trust. Even interviewees partaking many
characteristics, for example, relationship managers from the same bank, perceived trust differently.
For this reason, we offer no single definition of trust, but Ha’kansson (1982) and Young and
Wilkinson (1989) use respondents’ understanding of trust as the base of analysis (Szmigin, 1993).
There was a general appreciation that trust must be mutual. As anticipated in the literature (Brock-
Smith and Barclay, 1997), periods of staff turnover were observed as periods of relationship
uncertainty on the client side. Within interpersonal relationships, both bankers and their clients
generally saw, integrity, mutuality, predictability, discretion, ability, and honesty as crucial
components of perceived partner trustworthiness.

Defining trust was a difficult process and this section explores what the data reveals about
respondents’ attitudes towards it: they defined trust according to need, context and socialisation.
Conceptualisations of trust varied, especially when analysed from the different dyadic
perspectives. Analysis of the data revealed a number of variables contributing to an understanding
of trust. The two key concepts that emerged from interviews are as follows: Positive expectations
(Reliability, Honesty, Mutuality “reciprocity”, Benevolence) and willingness/intention

Positive Expectations

Trustworthiness is accumulated positive experience that leads one partner to trust another. Positive
expectations as recognised in this research involve reliability, honesty, mutuality/reciprocity and
benevolence. The literature review identified expectation factors, including pre-suppositions about
the process of (and satisfaction with) the relationship, as well as interactions within the
relationship. Reliability is a seminal element of all parties’ conceptualisation of trust as a positive
expectation factor. At a similar level is the expectation of honesty in a mutually beneficial
relationship. Benevolence is also highlighted as a factor throughout the literature. Trust has been
defined from the literature review as an expectation of, or belief in, a partner’s honesty,
benevolence, reliability and credibility: it is defined in different, context-dependent ways, and this
reflects its multi-faceted nature. The definition offered by Ganesan (1994) is based on ideas about
trust as a belief, a sentiment or an expectation about an exchange partner that results from the
partner’s expertise, reliability, honesty and intentionality.

Here, trust is defined in terms of positive feelings that lead to reduced uncertainty, increased
security and a supportive atmosphere. There was wide agreement among respondents that trust
was a belief in the partner’s reliability, honesty, mutuality (reciprocity) and benevolence.
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Respondents used their experience to exemplify their understanding of trust and, as a result, two
common variables emerged: positive expectations and willingness/intention.

Business Bankers and Clients

Reliability
Reliability was a determining element of all parties’ conceptualisation of trust as a positive
expectation factor. For all respondents, reliability was the ability to accept and respect what was
promised and to authorise actions without written confirmation. Larger corporate clients were
given authorisations and facilities not always open to SMEs; confidence in ability and reliability
was based on performance track record. All clients were concerned with bank manager and bank
reliability. The significant constituent of reliability was “doing what was agreed”. Reliability was
an important element in all partners’ conceptualisation of trust as an expectation variable. Most
interviewees stressed on the importance of trust in relation to the reliability of relationship
counterparts. Emirati bankers considered that not “doing what was said would be done” damages
personal credibility:

It is very important to be a reliable person; it makes you feel comfortable and increases

the confidence of your client in you. I haven 't promised what I can’t do (E C).

Thus, if the banker was reliable, the client could feel secure. This type of trust facilitated a sense
of confidence and comfort between client and banker. Here, reliability was an expectation that the
counterpart could be relied upon to fulfil promises: it included responsibility, a duty of care of one
partner towards their counterpart, and a commitment to act ethically. Reliability exists as a driver
towards trust at a lower level of perceived necessity than dependence. For all respondents,
reliability was the ability to have one’s word accepted and respected, and for actions to be
authorised without written confirmation, mostly by phone (thus saving time and effort). Examples
of this type of authorisation would be the ability to arrange short-term credit facilities without
resort to central committees, or the facilitation of a quick reply to queries raised. Authorisation by
phone is allowed according to levels of trust, risk and perceived benefit, within limits set by
practice and the policy of the UAE’s banking regulator.
Trust in partner reliability generated a sense of “comfort” and “confidence”. It reduced risk or
uncertainty. Eighteen non-Emirati clients out of twenty-two stated that bankers had become more
reliable over time. However, those with longer experience of bank markets felt that the nature of
trust in banking had changed considerably in recent years. Seven out of twenty-two non-Emirati
clients felt there had been a decrease in trusting behaviours by bankers due to the increased use of
technology. Non-Emirati respondents expressed concern about this change. One experienced non-
Emirati client gave the following advice to bankers wanting to retain client trust:

I would like to give the bankers a suggestion to train their relationship managers on

how to deal with their clients, how to behave with them when giving them facilities or

advice. They should be trained to be good bankers and to do good banking in order to

be able to satisfy their clients so that they could rely on them (NE 6).

Ten out of twenty-two non-Emirati clients claimed that trust was grounded in a good reputation,
in doing things “properly” and in promising only what was achievable. If something could be done,
it should be declared upfront: partners should always be told the truth:

I rely on verbal approval from my banker; my banker always fulfils his promises,

and I always provide my banker with reliable information on time (NE 9).
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Non-Emirati corporate clients with diverse banking needs develop trust quickly and easily through
their network of contacts. A company with a large turnover can access finance more easily than a
smaller company. This could be described as a form of calculative trust, although respondents did
not interpret it in this way, but they were powerful enough (having access to professional
relationship managers and sufficient staff) to solve any problem. In general, however, this study
shows that bankers did not treat SME clients more sceptically than larger company clients. No
client would be given significant credit lines without fulfilling all the bank’s information
requirements.
One Emirati client claimed that he felt relaxed and secure with his non-Emirati partner —so much
so, he declared that if his banker were to move to another bank, he would follow him. This was
an exceptional case for him, as he had dealt before with non-Emirati bankers and was unhappy
with them. However, he had established a good relationship with this banker (NE G), although
it took time for them to trust each other. The non-Emirati banker had been working in the UAE
for twelve years; he understood Emirati culture and the needs of Emirati clients:

Trust is a comfortable relationship; it means confidence, openness and respect.

When I trust my counterpart, then this means that this person shares my thoughts

and feelings, and there is respect between us. | have been dealing with my banker

for 12 years and we had many successful business transactions (E 24: NE G).

Non-Emirati clients were willing to trust in the honesty of bankers. While it took time and
experience to come to trust in their abilities, clients did not doubt they would be honest. Bankers
placed particular emphasis upon being honest. However, there were instances when bankers failed
to respond to questions — especially those asked by SME clients. This led to some
misunderstandings of bank practice among SMEs.

When there is honesty, there is trust. When | feel that the person whom | am dealing

with is an honest person, there is no place to suspect this person. For me, trust

could mean confidence, and honesty (NE R).

Sixteen out of twenty-two non-Emirati clients identified trust as transparency in information
exchanges, the provision of correct information, and openness and honesty about the client’s
financial standing with the bank.

Trust means to be open in communication, no lies. When you feel that your banker

is consistent in his dealings, this means there is a trust relationship (NE 20).

Bankers saw trust as a long-term relationship that develops over time. However, trust was
understood by clients as implying confidence in the counterpart and a commitment to maintaining
this confidence without taking advantage of the relationship. It also meant reliance on the banker
for support through provision of a good service:

Trust is confidence in each other and commitment to keep this confidence and that

they will not use this commitment to take advantage of the relationship. It is the

relationship which develops over a period of time (E C).

Trust is commitment to do good work (NE K).

If bankers failed to complete actions as agreed, trust quickly turned to mistrust. Bankers

understood this danger:
1t is very imperative that the Relationship Manager doesn’t say or promise things that he can’t
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provide. (E G)

Client trust in bankers has a historical perspective here: for a long time, there were few banks in
the UAE, but all had good financial standing. The UAE banking industry was stable, and players
changed only when mergers occurred. As a result, people developed lifelong relationships with
banks and learned to trust in the stability and constancy of the industry. Emirati bankers and clients
have contractual commitments. The people behind the bank — sheikhs, or other prominent tribal
family members — support the banks both with capital and by association, so they are strong enough
to compete in the market: they will not allow their banks to fail. This support, alongside
government-backed projects such as INTILAQA and TANMIA, motivates Emirati bankers to
fulfil promises and commitments and to be loyal to the country’s leaders and decision makers who
support the bank:

My Emirati banker is fulfilling his commitment to his shareholders. The key factor

for the success we have achieved is the leadership and support we have received

from our banker who is a very important and trustworthy person (E 27).

Emirati bankers had confidence in Emirati SME clients; they trusted them and helped them to
succeed by supporting them and fulfilling their requirements. This led SME clients to prefer
dealing with Emirati bankers:
Even though we are a small company, my Emirati banker trusts me and he always
supports me; and as a result, | rely on him (E 7).

Most respondents agreed that banks have become gradually reliable and that trust is the product of
positive experience. Others described trust development as a function of the “harmony” between
individuals. A number of respondents argued that there was little they could do to develop trust.
Only a minority revealed evidence of having thought about trust in the planned and controlled way
in which they would consider other significant elements of their business practice.
For Emirati bankers, being responsible meant being honest, especially when dealing with financial
information and other confidential issues; thus, they tended to value a good track record, facilitated
by bankers’ abilities to provide client requirements:

Trust means a responsibility of care towards my counterpart, to keep the secrets of

my client and to do what was agreed on between us as relationship managers (E

H).

Trust was construed in the UAE banking sector as a positive emotional outcome of normal banking
transactions. Bankers who were able to show their actions in a trustworthy light might expect to
gain loyalty and increased emotional attachment from clients:
It really depends. Trust in general means | can give anything to this guy without
thinking twice. So, trust is what you feel. It is an emotion, of course (E A).

Business bankers perceived themselves as naturally trustworthy. One of the respondents stated:
“bankers are good and honest people”. Bankers and clients used trust as a means to modify any
perceived risk that threatened financial loss. Indeed, there is a duty to minimise risk by keeping
tight control of lending. To facilitate the effectiveness of these policies, bankers must be able to
rely on client information. Therefore, bankers conceptualised trust as connected with issues of
“honesty”. Relationship managers appreciated their integrity and agreed on its importance to their

99



customers. All bankers acknowledged the significance of secrecy and discretion in handling
confidential company information. Though, if bankers supposed themselves as trustworthy, they
themselves were cautious to trust their clients, specifically in relation to precarious exchanges.
Trust for non-Emirati bankers was often calculative rather than affective. Thus, these bankers
rarely fulfilled the idealised expectation of Emiratis for a warm, affective relationship. Non-
Emirati bankers were unwilling to assume honesty and integrity in clients. Indeed, here was a
persistent fear that clients would attempt to mislead:
I never accept what they have told me and I don'’t take it for granted (NE 1).

Bankers sought trust to minimise risk and would not act until confident about information supplied.
Corporate clients dealt with many banks to spread risk, and left relationships if there was a lack of
trust. However, five out of seven non-Emirati SMEs were unable to multi-bank as a risk avoidance
measure:

Moreover, | am loyal to my banker as she is a good person (NE 23).

Thus, trust for non-Emirati bankers seldom led to cooperation and contained little “faith”.
Moreover, eleven out of twenty-two non-Emirati clients did not appear to see the need to rely on
trust to resolve problems; instead of relying on their bankers, they multi-banked to avoid risk.

Honesty

This research finds that most bankers, Emirati and non-Emirati, placed an emphasis on honesty.
Neither the Emirati nor the non-Emirati clients expressed concern that bankers might break
confidentiality. This research, contrary to some findings elsewhere (Das and Bing-Sheng, 1998, p.
493), shows that trust is not used by bankers as an alternative to other control systems; rather it
complements control systems, making them more effective and secure. Most bankers were clear
that without trust there would be no relationship. One banker had systematically cancelled all
business and removed those clients from his portfolio who he felt to be less than completely honest.
Another stated: One suspicion of a less than honest disclosure, or withholding information, that’s
it. One mistake and you are out. Others acknowledged that small inaccuracies must be tolerated,
but confirmed that relationships suffered with even small deviations from full disclosure. As an
extension to this, bankers were unwilling to assume the honesty of clients. Indeed, there was a
pervasive fear that companies and individuals might attempt to mislead banks for their own
advantage. Banks did not act benevolently on the basis of trust. They did not incline themselves
towards risk on the basis of trust. Trust seldom led to co-operation or adaptation and contained no
element of faith. Despite stressing the importance of mutual trust, the bank conceptualisation of
trust was calculative, non-negotiable and rigorously policed; it was connected principally to the
minimisation of bank risk.

Sixty out of eighty bankers were clear that without honesty there would be no interaction. Twenty
bankers out of eighty acknowledged that minor mistakes must be tolerated, but confirmed that
trust and relationship closeness suffered even with slight deviations from full disclosure. One
banker cancelled all business dealings with clients whom he felt to be dishonest. There was little
evidence here to suggest that clients attempted to mislead their bankers by providing them with
inaccurate information. Clients believed that bankers were competent, but they were hesitant to
trust information given by them. They were confident that the bankers sought to answer their
needs that information would remain confidential and that complaints would be dealt with.
Moreover, the multi-banking strategy allowed them to balance risks within any one relationship
through the maintenance of alternatives.
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Clients were also greatly concerned about how their bankers handled confidential information,
although this was less of a concern among SMEs; they understood the delivery of sensitive
information to be a trust behaviour developed over time, predicated on confidence that the
information would be treated properly. Fifty-six out of sixty-six Emirati respondents characterised
trust with reference to openness: this facilitated the sharing of sensitive information. Trust in
confidential interactions was highlighted by the majority of bankers, who not only understood fully
the importance of confidentiality, but also that clients expected bankers to be consistent and fair
in dealing with issues arising and in the handling of information:

Trust is honesty, by not telling others my secrets. In this case, my clients will not

suspect me and will have confidence in me (E K).

Fifty-eight out of sixty-six Emirati bankers and clients discussed trust as a confident expectation
in the trustworthiness of the counterpart, particularly in terms of openness and honesty. They
perceived trust as a strong social relationship based on faith and confidence in the counterpart.
In interviews, Emiratis placed great importance on open communication, transparency and
honesty, because these factors lead to security, comfort and reduced uncertainty in a supportive
atmosphere:

If he doesn’t believe what I'm telling him, then I don’t expect him to work harder

or work a little differently. He is not going to be as receptive to change unless he

understands and trusts that what | was talking about is in fact true (E H).

For bankers, trust encompassed a belief in the honesty of the counterpart, an absence of anxiety
and the ability to feel secure and comfortable. Trust existed when the counterpart was prepared to
do the work, and when they had the ability to help and provide a good quality of service:
There is no place for suspicion in our relationship. Our relationship is tied by a
strong bond that brings a feeling of security (E D).

All forty-seven non-Emirati bankers saw themselves as honest and trustworthy; they respected
confidentiality. In turn, they expected their counterparts to be reliable and to fulfil their
commitments on time:

We are honest and trustworthy people. When | deal with my client, I am dealing

with him for a long time and | am looking for long-term gains, so | have to be honest

and keep his secrets. | also expect my counterpart to be reliable (NE E).

Non-Emirati bankers and clients declared that small mistakes could be tolerated in a trusting
relationship. In building relationships, it was accepted that there needed to be tolerance and a
degree of forgiveness shown towards mistakes:
If something goes wrong, then starting to blame is very wrong. We have to accept
that things go wrong and people are human and could make mistakes. We should
focus on how the problems are to be solved (NE G).

For clients, then, the honesty components of trust were operationalised primarily in connection
with the confidentiality of the bankers’ handling of sensitive information. None of the clients
interviewed expressed fears that their bankers would ever break confidentiality. As one banker
noted, “people trust bankers because bankers are honest people” (E T). Very few clients admitted
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to failing to fulfil bank demands for information exchange, though some SME clients complained
about the extent of information demanded by their bankers.

Mutuality

Mutuality (or reciprocity) refers to client expectations that bankers will act sincerely, with
commitment, to mutual advantage, and that actions will be reciprocated (Barney and Hansen,
1994; Butler, 1991; McAllister, 1995; Sabel, 1993; Schurr and Ozanne, 1985; Wilson, 1995). It
refers to a mutual exchange of privileges or favours. In a reciprocal exchange relationship, one
party extends certain benefits to another and in turn receives similar benefits. Reciprocity refers to
mutual attempts to balance giving and receiving. To increase trustworthiness requires a gradually
expanding capacity for such reciprocal trust and mutual understanding to take place.
Many of the respondents see mutuality as another component of trust. Reciprocity is motivated by
empathy and reputation; it requires understanding of the partner’s situation and motives. Thus,
empathy leads to reciprocity, which occurs through a social exchange of obligations. Emirati
respondents also understand trust by reference to culture. Hence, for all Emiratis, tribalism and
trust are related; they define trust as mutual loyalty to the royal family, patriotism, sincerity and
loyalty to both country and government.
Reciprocity is inspired by empathy and reputation. It requires knowledge and understanding of the
partner’s reputation, feelings, desires, ideas, actions and motives; such empathy leads to
reciprocity. It occurs through the social exchange of obligations incurred as a result of services
received, and entails obligations not specified in advance; the exact nature of the return is left to
the judgement of the respondent (Blau, 1988, pp. 93, 113).
Mutuality is built upon the identification of points of harmony and feelings of familiarity. This
sense of mutuality is sometimes described as a sense of connection that explicitly acknowledges
the relations and ties between individuals and encourages ongoing interactions. To build upon
mutuality and create continued interaction, partners need to feel that the social environment is safe.
In the data, feelings of safety are often characterised by notions of comfort arising from mutuality.
Results from the research indicate that these social relational mechanisms facilitate profound
interactions. As the ties between individuals become stronger, their relationships become warmer
as familiarity develops. Despite stressing the importance of mutual trust, bankers’
conceptualisation of trust was generally calculative and connected principally to the minimisation
of bank risk. Emirati clients agreed with non-Emirati clients on the mutuality of trust, but they
commented that trust was typically present when dealing with Emirati counterparts. In the UAE,
the evolutionary psychological basis for exchange behaviour would be reciprocal altruism, which
is defined as providing benefits to another individual that are returned in the future (Trivers, 1971).
For the majority of Emirati bankers, the principal cause of reciprocity was mutual support. People
exchanged different types of help based on their relationships.
Reciprocity in the UAE appears to be driven primarily by altruistic norms. For instance, if clients
extended trust to their banker, the banker was likely to reciprocate this trust. It is reciprocal when
counterparts gain from a relationship where neither is being truly altruistic and both expect to gain
benefits. All eighty Emirati respondents conceptualised trust with reference to culture. Reciprocal
altruism was shown to be central to the trusting relationship; an Emirati understanding of trust was
different from the Western notion:

Trust is a feeling that somebody cares for you and is ready to sacrifice for the sake

of his partner (E 5).

102



Ten out of the twenty-two Emirati clients and twelve out of the forty-seven non-Emirati bankers
defined trust as a friendly relationship. These non-Emiratis had been in the UAE for a long time,
understood the business environment and the cultural context. They understood that in order to
gain trust it was important to have a friendly relationship to facilitate reciprocity. They understood
the need to have a personal relationship, or to know somebody of authority and power with whom
they could have wasta, to facilitate business exchange. These non-Emirati respondents sought
people with the power and authority to maintain a good personal relationship:

Trust is a strong friendship tie; when there is a friendly relationship, our trust in

one another will increase and will be stronger (E 14).

When Emirati clients dealt with non-Emirati bankers they tended to see trust as a mutual

interaction that, in turn, made the partners feel secure. They exhibited trust in other people’s

willingness to offer reciprocal behaviour in the future. Emirati respondents and non-Emirati

bankers sometimes understood trust as a “reciprocal relationship” or “marriage relationship™:
Trust is a two-way street; we help each other (NE J).

As trust developed, many aspects of the relationship were involved: mutual support to stimulate
business growth; reciprocal integrity; and mutual intention to rectify violations of fairness and
misunderstandings. The most fundamental component of trust, then, was mutuality of commitment
to caring for each other and for the relationship:

Whenever mutuality of caring and commitment are there, there is trust (E 10).

Thirty-five out of forty-seven non-Emirati bankers stated that repeated interaction with a client
allowed for reciprocal behaviour. Mutual cooperation could be established and maintained if the
counterparts signalled willingness to cooperate on the basis of reciprocity:
I am doing a good action today, hoping that it will come back to me at another
occasion (NE P).

Fourteen out of twenty-two non-Emirati clients did not trust bankers to act mutually, or to support
them in difficult times — a feeling that was sometimes expressed emotionally. This response was
primarily linked to the size and experience of the client company. Large companies accepted
bankers’ varied responsibilities, which limit mutuality since bankers do not have full authority to
do whatever they might wish. Large companies were important to the banks; for this reason, such
limitations rarely affected these clients.

In conclusion, reciprocal responsibility means that each partner is responsible to the other for
actions taken and for their impact on the collaboration. This requires that each partner should have
access to the others’ performance information. When communication becomes two-way, there is
an opportunity to develop mutuality or reciprocity, which is an important precondition for the
development of more advanced relational states. Non-Emirati respondents accepted that trust had
to be “reciprocal”, but only Emiratis tended to emphasise altruism.

Benevolence

Benevolence is the expectation by one party that the other will act in its best interests, but without
the explicit stressing of reciprocation, although it is clearly implied (Creed and Miles, 1996; Doney
and Cannon, 1997; Geysken et al., 1998). All clients defined trust in terms of benevolence. They
wanted their bankers to take care of them through support, advice and problem solving.

Most of the Emirati respondents believe benevolence has a seminal significance in building up
affective trust (Mayer et al., 1995) and they regard trust in terms of concern for the well-being and
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interests of the counterpart. They recognise trust as a feeling of comfort; if things go wrong, the
banker will find a solution. Results of the present research suggest that benevolence can be seen
as a basis of trust (see also Das and Bing-Sheng, 2001; McKnight et al., 1998; Sheppard and
Sherman, 1998); the banker who is willing to make short-term sacrifices for the sake of the client
is a benevolent person. In other words, non-opportunistic bankers concerned about client outcomes
will be trusted to a greater extent (Tschannen-Moran and Hoy, 2000). Such care and concern leads
the trustee to share the needs and expectations of their counterpart and act accordingly.
It is clear from this research that benevolence involves the banker showing care, concern and
empathy for the needs of the client, and acting in a way that protects their interests. It also focuses
on the motives and intentions of the partner (see Ganesan, 1994). Non-Emirati clients saw that
trust for bankers was primarily calculative rather than affective; this resulted in a sense of
insecurity among many non-Emirati SME respondents. By contrast, most Emirati SMEs feel
secure because Emirati bankers support them due to the strong bonds between Emiratis, especially
since the start of Emiratisation.
Emirati respondents referred to trust in terms of concern for the wellbeing and interests of the
counterpart. Clients perceived trust as a feeling of comfort: they trusted bankers when they took
care of their business and advised them well. If things went wrong, bankers would resolve issues
satisfactorily. Emirati clients tended to consider trust as a feeling of security and confidence that
the counterpart would work for the partner’s welfare and would always tell the truth. If a mistake
was made, it would be admitted and rectified:

Trust is to feel confident that you can trust another person. Trust means to have

faith in the person you are dealing with that he is a good person and that he will do

his best to help you (E 13).

However, non-Emirati clients agreed with Emiratis that trust is a feeling that someone cares and
would do their best to satisfy requirements in a supportive way. These clients wanted their bankers
to take care of them.

Trust means to take care of the partner and keep the secrets, and give him advice

(NE 9).

It appeared to these clients that bankers’ trust was primarily calculative rather than affective;
they felt that their bank relationship managers seemed unprepared to fulfil their need to be
trusted. The outcome was a sense of insecurity among many non-Emirati SME respondents.

Willingness/intention

The majority of respondents saw trust as confirmed and re-enforced by intention to repeat
purchase, which in turn confirms the sincerity of a client in maintaining an ongoing relationship
with a particular banker. Such intention confirms reliance on the partner and comes about as a
result of the cognitive and affective factors of trust. Word-of-mouth recommendation is another
factor here, and respondents see intention to trust as a combination of repeat purchase intention
and willingness to recommend the banker/client to a friend or other people (File et al., 1992).

A hundred and ten out of a hundred and sixty respondents saw trust as involving conation: this
means an intention or commitment to behave according to a certain goal. This intention is defined
by Oliver (1997) as a deeply held commitment to re-buy; it takes loyalty beyond affect to include
the motivation or desire to act. The same number of respondents regarded trust as involving
personal feelings of pleasure, which create an individual’s attachment to the product or service.
This feeling was likely to lead to client repeat purchase intentions. As a result, clients often
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developed lifelong relationships with their bankers, and learned to trust in the stability and
constancy of the banking industry. Bankers themselves regarded the maintaining of trust as
beneficial for the whole industry and in the common interest of all banks. Clients were more likely
to refer friends to the business lender if trust was present. Word-of-mouth is probably the oldest
mechanism by which opinions on products and services are developed, expressed and spread (Lau
and Ng, 2001). File, Judd and Prince (1992) define word-of-mouth as recommending the
banker/client to others, which was found to be crucial to relationship success and business growth
and profitability.
All Emirati clients who were satisfied with the service they were getting from their bankers were
looking for a long-term business relationship. Satisfaction led to repeat purchases and
recommendations of the counterpart to others:

I would make positive recommendations about my banker; he is a trustworthy

person (E 16).

The Emirati banking sector has changed and competition has grown stronger as more non-Emirati
banks have entered the market. It would be especially difficult for banks unfamiliar with people
in this region to establish themselves in the UAE.

| trust the Emirati professional bankers. I will repeat the business with my banker

(E 13).

As for non-Emirati respondents, twenty-six out of forty-two non-Emirati respondents saw trust as
supported by positive word-of-mouth recommendations. Client satisfaction with the services of
the banker stimulated repeat purchase and recommendations to others:

I would make positive recommendations about my banker (NE 7).

Both non-Emirati and Emirati clients intended to deal with their counterparts over the long term.
Emirati clients and bankers tended to be more loyal to their counterparts, however, as they were
attached to clans and families and actively sought long-term business relationships.

Large Company Customers

Large company clients did not seem to seek mutual behaviours to the same extent as SME clients;
they did not expect the bankers to assume risk. Six out of seven non-Emirati SME clients did not
trust bankers to act mutually in all cases, however, and they (and some larger company clients)
exhibited concern that credit could be withdrawn without reason and that bankers did not really
care about clients of smaller companies because they were not financially significant.

All seven non-Emirati SME clients were dissatisfied with the level of mutual trust. Most
relationships require one-sided giving for certain periods but, over the long term, trustworthiness
cannot be maintained without mutual concern for the well-being of the relationship. Larger
corporate clients were given authorisation and facilities not open to SMEs because the perceived
risk was lower (with the former) and the perceived benefit for the bank was greater. For example,
most corporate clients had significant permanent credit facilities that the banker could access
without referring to credit committees; most SMEs had access to fewer facilities for a shorter time
and this, in turn, tended to lead to dissatisfaction among SME respondents.

One aspect of risk for the corporate clients was associated with human capital breakdowns: clients
needed to be able to trust their bankers’ abilities. Ability had to be proven by “getting things right”
and “doing what was agreed” upon. SME clients had a similar conceptualisation of trust in relation
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to banker competence. Corporate clients, however, were more likely to complain about, and take
business away from, an unsatisfactory relationship manager. The principal risk perceived by SMEs
was the inability to access credit. This is not to say that banks did not provide credit for SMEs, but
that these clients could not assume that they would do so: the result was an ongoing insecurity.
There was also concern among all small business non-Emirati clients, and among a few Emirati
SMEs, that credit lines, once given, might be withdrawn. The many levels of security that banks
insisted upon during credit agreements reinforced a belief that credit was never given on the basis
of trust:

We can borrow money from the bank, we have overdraft facilities, but any time |

ask for renewing those facilities, | have to fill in many forms and I have to sign on

a letter that | have to pay the money whenever they ask me to pay (NE 11).

It is a long procedure. | need to sign many papers to get the money; it seems they

don’t trust us (E 17).

Respondents from larger corporates assumed that the banks were trustworthy, and that the banks
were “competent”. Risk, for larger corporates, was associated mainly to human failures. It was
imperative that they could trust in the “ability” and “reliability” of their banking team. Larger
corporates stressed on the capability of all the banking team. Larger corporates were concerned
significantly also that their bankers would handle confidential information given to them in
strictest confidence, while this was less of a concern amongst small corporates. Larger corporates
are confident that the bank staff will handle the information given to them in strictest confidence.
Larger corporates accepted that banks had duties to shareholders that they were obliged to
accomplish. However, larger corporates did not feel powerless in the face of the risks and
uncertainties. They were assertive of their own capability to manage uncertainties and risks
connected to their bank relationships, without requiring to rely on the trust of banks. This was due
to several reasons. First of all, large corporates deal with many banks. Second, large corporates
were confident that banks would wish to maintain relationships with them, which could be
described as a form of calculative trust. Third, larger corporates usually possessed significant
human resources and financial expertise; for instance, they could manage multifaceted banking
systems to resolve problems independently.

SMEs

SME respondents had the most complex and varied approach to trust. All, however, emphasised
trust in the ability and reliability of their bank relationship manager. This interpersonal trust was
frequently very strong, and the heart of a relationship which was considered to be of
overwhelming significance by the immense majority of respondents. Notwithstanding the
emphasis on trust, small corporates were more disgruntled with trust levels than their larger
counterparts. This dissatisfaction was related largely to small corporate anxieties as for
borrowing exchanges and suspicions over bank support during predictable recessions. SME
respondents wanted bank support to be reliable and probable. They wanted their bank to manifest
“confidence and trust” in them.

Obviously, as for banks, trust was calculative not affective. The result was a sense of uncertainty
and insecurity, among many small corporate respondents. There was an inescapable horror
amongst many small corporate borrowers that credit lines, when given, might be withdrawn. The
many levels of security and documentation that the banks asked for during credit agreements
strengthened a belief that credit was certainly not given on the basis of trust. This awareness
encouraged many smaller corporates to show an extensive negative reaction to the banks. The
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banks were seen by some as “unsafe”. This led smaller corporates to conclude that banks lacked
faith in the companies’ future success that the banks did not act mutually or benevolently. A
number of small corporates felt that the banks were reluctant to trust information they provided.
The outcome was a sense of insecurity among many SME respondents in relation to non-Emirati
bankers. Larger Emirati corporate clients also dealt with non-Emirati bankers but were less
worried when problems arose: their bankers supported them and provided further facilities.
Despite this, fifty-six Emirati clients out of fifty-eight preferred to deal with Emirati bankers:

I have relationships with three non-Emirati bankers, but I have relationships with

twelve Emirati bankers (E 30).

Non-Emirati SME clients were at some disadvantage because they could not always access finance
easily. They felt that bankers were hesitant to rely on them and trust the information provided.
They said that in the past, the situation had been different and bankers used to invest more effort
in supporting financial requests from clients with whom they had a close relationship. However,
there was little evidence to suggest this had a significant influence on credit committees.
Nowadays, bankers’ relationships with their counterparts were felt to be calculative. SME clients
were dissatisfied with the level of trust shown from their bankers; this was connected to clients’
anxieties regarding their banker’s support:

My banker doesn’t want to issue me a certain document within the bank. It seems that

he doesn’t trust us. He wants one week to issue this paper (NE 6).

In the past, a relationship manager was making his recommendations on the facilities

to approve, and how much money he can lend the client. I think, at the end of the day,

it was his decision, which was based on the personal relationship and on the trust that

he might have built up with the client. Today, I feel it’s a calculative trust that depends

on calculations and numbers. They only think about money (NE 3).

It is worth mentioning that it was not only smaller company clients who expressed concern with
the decision-making processes implemented by the banks; non-Emirati corporates were also
worried that credit committees might take decisions that would be unhelpful to their businesses.
However, their concerns did not rouse the same sense of mistrust as it did among the SME clients.
Small corporates do have some disadvantages as relationship managers focussed greater
determination towards more valuable accounts. A corporate with a huge turnover could access
finance more smoothly than a smaller counterpart. Nonetheless, vitally, banks did not treat small
corporates more distrustfully than large corporates since no corporate would be approved
noteworthy new credit lines without accomplishing all the bank’s information demands.

Conclusions

This research has provided an analysis of the importance of trust. The data reveal the importance
of trust in the business relationship between banker and client; it enhances understanding,
facilitates communication and increases profits for both sides, which in turn reduces risk and leads
to further cooperation. Bankers and clients must show that they will honour confidentiality; banker
respondents believed that maintaining trust was beneficial for the whole industry. It works towards
the common interest of all banks. It was found that the majority of Emiratis trust each other, the
royal family and the government, and support the projects of corporate clients and Emirati banks.
In this environment, based on personal relationships, they feel safe and secure. The results show
that trust leads to commitment, cooperation, reduction of risk, increase in confidence and
coordinated social interactions. In the presence of trust, clients were more committed to the

107



relationship. Results also reveal that positive behaviour on the part of bankers has a significant
effect on quality and the subsequent satisfaction of clients (Ennew and Binks, 1996; Tyler and
Stanley, 1999; Zeithaml et al., 1996). Thus, in these relationships, trust can bring long-term
stability to the banker—client relationship (Tyler, 1996).

Trust also enables individuals to tolerate uncertainty through expectation that a trusted person will
seek to reduce vulnerability to unpredicted contingencies. The long-term perspective of Emirati
relationship managers enhances confidence that partners will credibly fulfil obligations and act in
a receptive and benevolent manner to maintain strong relationships (Ganesan, 1994). Hence, trust
promotes loyalty and reduces the uncertainty of the relationship with the counterpart. Trust can
lead partners to be more committed and satisfied with the outcomes of the relationship, so that
cooperation and satisfaction will be determinants of desirable outcomes, such as repeat purchase
and recommendation to others. Satisfied cooperative partners are more likely to give positive
word-of-mouth recommendations, creating favourable attitudes towards the counterpart and
attracting new relationship managers. In this context, it has been found that when UAE clients
build up trust based on positive experiences, they are more likely to revisit the bank and not switch
to competitors.

Results show that trust promotes loyalty, which reduces uncertainty and leads to a long-term
business relationship, repeat purchases and referrals. Interviewees reported that trust evolved
through positive experiences during the development of a relationship. There was, however, a
sophisticated appreciation of the need to foster trust through behaviour likely to encourage its
development across the dyad: positive experiences helped in this. Analysis of the data reveals a
number of variables that contribute to an understanding of trust. The two concepts that emerged
are positive expectations/confidence, which are comprised of reliability, honesty, mutuality,
benevolence and intention to trust. Respondents defined trust according to need, context and
socialisation.

Corporates trust in the honesty, reliability and competency and of their bankers. Larger corporates
experienced certain advantages over smaller corporates on account of their size, security and
significance to their banks. Most small corporates are short of this ability, which was the
foundation cause of their mistrust of banks as organisations. While smaller corporates may be
incompetent to replicate all the strategies used by larger ones to control this dissatisfaction, smaller
corporates could moderate supposed mistrust by implementing less reflexive financial services
purchase strategies, better matched to the current business-to-business bank market. Trust is
operationalised asymmetrically by bankers and their clients, and is also reliant on on the context
(Szmigin, 1993).

Corporate clients (both non-Emirati and Emirati) with many banking needs developed trust
through their networks of contacts. A company with a large turnover could access finance easily,
and trusted in the ability and reliability of their banking teams, which have the experience and
knowledge to provide good service and fulfil commitments made. Clients of smaller companies
had a similar conceptualisation of trust, but tended to focus concern on their relationship manager,
whereas respondents from the larger companies focused on the ability of the whole banking team
— although the relationship manager was still a significant figure.

Bank trust is calculative, non-negotiable and strictly policed. The larger corporates trusted the
banks because of their established standing, but not bankers, and anxious about human failure.
However, client corporates, particularly SME’s, manage the banking relationship from the position
of affective trust, based on their personal experience which is resulted from emotional inputs and
information originated from the relationship and the relational experiences they identify during the
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service process (Warrington et al., 2000). Bankers were seen to supply two levels of service:
routine financial services and resolutions for specific problems within a company. There was a
level of uncertainty about such provision because these services were so important to the clients
concerned, who could not presume the banker would be able to deliver them. The anxieties and
risks associated with this uncertainty may be moderated by a perception of trust allowing for some
degree of predictability and security to be established in the present, and to be applied, through
planning, in the future.

Larger corporate clients accepted that bankers had many obligations and they did not seem to seek
mutual behaviours to the same extent as SME clients; if necessary, they could move to another
bank. In other words, if the banker breaks trust, larger corporate clients do not hesitate to leave.
SME clients tended to react differently and did not always trust bankers to act mutually in all cases.
Some SMEs feared that bankers might withdraw credit lines without reason or without informing
them.

Managerial applications

This research provides many managerial applications for practitioners in services marketing and
marketing of financial services to business. It demonstrates the importance of understanding the
role of trust in building relationships between bankers and clients in an Arab context and attitude
towards trust. Therefore, the results may offer applications not only for bankers and their clients,
but also for managers in businesses operating internationally or in an Arab context.

Trust is the foundation for establishing long-term relationships; however, banks and bankers often
have no explicit strategy or staff guidelines for developing trust. The banks have not generally
recognised and accepted definitions of trust, trusting behaviours or how trust should be
operationalised. As an important underpinning element of relationship building, trust should be
developed explicitly, strategically and consciously through the adoption of employee awareness,
education and training about the antecedents of trust, and how to operationalise these factors in
order to build long-term relationships. Though trust is foundational to creating relationships at a
personal, organizational and interorganizational level and an important element of customer
service and service quality, banks and bankers have no clear policy or staff guidelines for
developing trust. The banks have no recognised definitions of trust, trusting behaviours, or how
trust should be operationalised. As an imperative supporting element of customer service, service
quality and relationship building, trust should be developed plainly, tactically and deliberately
through the adoption of behaviours possible to encourage trusting.

This study provides clients with behaviours that bankers should adopt to successfully build a trust
relationship over the long term. First, the general managerial implication is that clients willing to
build and foster long-term relationships with their bankers should facilitate the implementation of
these behaviours from their bankers. Secondly, clients should design training programmes
specifically aimed at helping bankers to develop those skills, abilities and competences necessary
for successfully adopting trustworthy behaviours.

From a managerial perspective, the research highlights for relationship managers the importance
of developing trust relationship activities between banker and client. Specifically, managers should
be aware that employing both social and structural bonds is necessary to enhance the quality of
relationships. Moreover, providing information was found to be important to building client trust.
Bankers need to know what clients want and, in turn, satisfy these requirements. Bankers could
adopt methods to provide information to clients, such as workshops. Improving their
communication skills should be another important priority for bankers as they strive to make the
relationship healthy, strong, pleasurable and worthwhile.
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The research summarises characteristics of trust from banker and client perspectives. Thus, after

understanding the importance of trust, bankers and clients should develop and operationalise these

characteristics and behaviours.
1. My research suggests that clients must take the initiative in finding solutions to any
dissatisfaction with their bankers. They should develop a rational basis for their
expectations of banker trust. In addition, clients should be prepared to take action when
confronted with an unsatisfactory relationship. Bankers should uncover the reasons for any
dissatisfaction, especially among non-Emirati SMEs, and take necessary action. In reality,
bankers are getting things right in many areas, but extensive mistrust of non-Emirati
bankers among Emirati SMEs remains. This should be dealt with by taking actions such as
increasing information provided to clients regarding credit decisions.
2. Bankers and clients are encouraged to include reliability issues in their mission
statements, to set reliability standards, stress the importance of reliability, measure error
rates and reward error-free service. Neither has explicitly addressed or understood the
fundamental role of trust in providing a basis for service satisfaction and relationship
building. Both tend to leave this to chance and the individual: they refer to the importance
of “chemistry” and “likability” as a means of achieving a mutually beneficial, reciprocal
trusting relationship, which is also profitable. This has also been the case in the worldwide
market, where “chemistry” and “likability” are essential for business relationships.
Personnel are changed frequently through lengthy trial-and-error processes to try to achieve
this (cf. Tyler, 1996).
3. The results indicate that a strategy change is required for the sustainable market
growth associated with retaining clients and motivating them to buy and recommend
services. Marketing staff in the UAE should pay more attention to developing trust in the
marketing of financial services. It has been strongly demonstrated that early in a financial
services relationship, or when prospecting for new clients, bankers may need to emphasise
to clients’ their capacity to customise — to fulfil business needs by providing tailored
financial services. In the UAE, client trust is built on strong relationships that result from
successful experiences in helping the client to problem-solve and satisfy requirements.
Thus, it is important for Emirati bankers to understand client needs and this was the
philosophy of most of the Emirati bankers interviewed. Besides being friendlier, bankers
need a better understanding of their clients’ religion, culture and shared values in order to
better accommodate requirements and concerns, while still showing respect for their values
and beliefs.
4. Skills and aptitudes in understanding the client and providing the appropriate
service must also be considered in the design of a sales force education and training
programme. The importance of the long-term relationship reinforces the argument that the
relational skills of bankers can be crucial. “Ability” also refers to clients’ ability to make
enough money to repay loans. It is the client’s commitment to repay money borrowed that
may, in turn, create confidence in the client. Bankers in the UAE should first build affective
trust through showing care, honesty, transparency, empathy and fairness, and through
establishing polices that create a sense of security.
5. Trust-building behaviours and the operationalisation of trust are presently achieved
through informal actions by bankers, often over the telephone, before the formal paperwork
has been completed. This is usually based on experience and knowledge of the client and
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is an informal operationalisation of trust. It is not official, legitimate bank policy, and is a
costly approach involving trial and error.

Trust building behaviours and the operationalisation of trust is presently done through the
unplanned informal approval of actions by bank staff, frequently over the telephone, before the
formal paperwork has been finalized. This is based on the experience and knowledge of the client,
and is an unplanned operationalisation of trust. It was not an official bank policy. This is an
expensive, trial-and-error approach. Neither side has plainly understood the vital role of trust in
providing a source for service satisfaction, service quality, and relationship building. Both sides
refer to the significance of “chemistry”, a comprehensive term for the ability to attain a mutually
reciprocal, trusting relationship, which is also profitable. This has also been the situation in the
international market in international equity securities, where “chemistry” is crucial for business
relationships and firms mix (Tyler, 1996).

This research was a cognizance experience for both bankers and their clients and triggered
consideration about trust. Trust is, after all, a relational not an individualistic concept in the UAE,
providing security, harmony and welfare for individuals, family members and the community.
Many of the Emirati bankers adopted a paternalistic model and expected loyalty, sacrifice and hard
work from their clients. Similarly, clients expect the same behaviour from their bankers, as they
are both Emiratis and have the same goals. Bankers and their clients would be well instructed to
gain an understanding of trust, and afford key people with an awareness into the role of trust in
customer service and relationship building in services business-to-business markets.
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Abstract

There is dearth in research about woman and tourism from an Islamic perspective. Previous
research explored Islam and tourism and shed light on different types of tourism such as Islamic
and Halal tourism (Kamali 2012; Akyol and Kilinc 2014; Aziz et al. 2016). Meanwhile, debate
about the position of Islam regarding tourism is popular (Jaafari and Scott 2014). Some scholars
stated that Islam and tourism are contradictory, and tourism was described as a religious spiritual
process only that aims at visiting the holy places in Saudi Arabia (Mecca and Al Madinah) and Al
Agsa Mosque in the city of Jerusalem. However, other scholars clarified that Islam is expansive
in its meanings and interpretations. Accordingly, these scholars provided a different proof that
tourism and Islam are not opposing, on the contrary Islam promoted tourism and travel (Saghayi
and Abdar Esfahani 2016). They proofed their position by the saying of God: “Travel through the
land and observe how He began creation. Then Allah will produce the final creation. Indeed Allah,
over all things, is competent” (Holy Qora: Surat Al Ankabut 20). Nevertheless, research regarding
Muslim women and tourism in Islam or how these women are perceived and viewed by Islam is
almost scarce. Thus, the aim of this research is to clarify how woman and tourism are perceived
from an Islamic point of view, taking into consideration that Islam does not give females the
permission to travel alone, it stresses that women should be accompanied by a male partner or
Mahram (a male family member with whom marriage is forbidden, e.g. grandfather, father,
brother, uncle, father in-law, son, grandson, nephew, foster brother and her husband (Pohl 2010,
15). Such prohibition is clear in the following Hadith. The Prophet Mohammad (peace and
blessings of Allah be upon him) said: ‘No woman should travel except with a mahram, and no man
should enter upon her unless a mahram of hers is present’. Reasons behind this ban will be
illustrated comprehensively in this paper and how Islam may influence Muslim woman ability to
visit tourism destinations.

The study adopted a conceptual research design to build better understanding of women and
tourism in Islam. It is a theoretical paper. It will answer the question why Muslim women cannot
perform tourism independently? The author will deal with a huge chunk of data and current debate
from different point of view. Accordingly, this paper will explore how socio-cultural and religious
factors may or may not influence Muslim women and decision to tourist. Thus, focus will be on
religion and particularly Islam and its influence on shaping female’s ability to travel for visiting
tourism destinations and sites. In addition, it will help potential Halal destinations in organizing
Halal packages for Arab Muslim women. Other issues in Islam is woman work in general and
particularly in the tourism sector and how Islam deal with this issue.

Keywords: Religion, Islam, tourism, women travel and employment.
Introduction

! Hadith is a narrative record of the sayings or customs of Prophet Muhammad (Armstrong 2000).
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Previous research regarding Islam and tourism has been reviewed and expanded on, to clarify and
correct the view of tourism from an Islamic perspective (Jafari and Scott 2014). Meanwhile, the
position of Muslim woman and tourism is not a popular research topic, thus the aim of this paper
is to illuminate how Islam shaped and influenced the Muslim women ability to travel and perform
tourism.

Muslim’s life is based on Islamic sharia ’a, which highlighted and explained every detail and aspect
of Muslims’ life from birth to death and in simple words from A to Z. Accordingly, Islam
elucidated its sight about the topic of tourism. However, the debate between scholars was pro and
contra. As stated previously, some moderate Muslim scholars had the proof that Islam did not
forbid tourism, additionally it did not limit travel to religious purposes only (Saghayi and Abdar
Esfahani 2016). Whereas, other scholars present a more extremist point, which views that tourism
should be devoted for spiritual and religious purposes no more no less. In addition, these scholars
added that any type of tourism is completely refused and unaccepted in Islam.

Islam did not really limit the role of women, on the contrary woman in the beginning of Islam
played a significant social, economic and political role. For example, Khadijah the wife of prophet
Mohamed was business efficacious woman, while Aisha was perceived as a specialist in relating
Hadith. In politics women in Islam were also engaged in politics and the proof is that a group from
Al- Madinah of sixty-two men and two women was sent to Bani Khazraj to ask their political
commitment and fidelity. Such action illustrates how woman’s role was significant and essential
in Islam. The question that is still need an elaboration, it is what about woman and tourism in
Islam? What is the position of Islam towards Muslim women right to travel and move freely.

Islamic Feminist theory

Feminist theories were put forward in the 1970s and are mainly based-on inequality between
genders. These theories perceive that women are underestimated by the power and the authority
societies gave to men (Mirkin 1984). Islamic feminism aims at regaining the quality between
genders by re-reading the Holy Quran to put things in the right place and separate the interpretation
of Quran from tribal and cultural explanations and understanding. Islamic feminism believes that
males and females are equal, but the explanation was largely influenced by males since the Quran
revelation was in a tribal male society. However, Badran (2002) clarifies that Islam is clear in its
teachings and instructions and the problem is to separate the interpretation from the patriarchal
thoughts. Thus, any explanation should be based on: The Holy Qur’an, the Sunnah? and ijtihad? to
spread real equality in the Muslim world. Islamic feminist theory underpins this paper and clarifies
how inequality due to socio-cultural factors influenced and shaped women potentials to perform
tourism.

Literature review
Islam and Tourism

L “Custom”; the habits and religious practices of the Prophet Muhammad, which were rooted for posterity by his
companions and family and are regarded as the ideal Islamic norm. They have, thus, been enshrined in Islamic law
so that Muslims can approximate closely to the archetypal figure of the Prophet. The term Sunnah also applies to
the main branch of Islam (Sunni Islam) (Armstrong, 2000, p. 378).

2 “Traditions”; documented reports of the teachings and actions of the Prophet Muhammad which do not appear in
the Qur’an, but which were recorded for posterity by his close companions and the members of his_family
(Armstrong, 2000, p. 374).
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Understanding Islam and tourism relationship and their mutual influence is mainly based on
understanding the holy Quran and its meaningful interpretation. So, the start will be by exploring
two main concepts Islam and tourism.

Islam is a monotheistic peaceful religion (Gillum 2010). Islam in Arabic ‘Al Islam’ is described
as submitting and surrendering to God almighty. However, it is important to differentiate between
Islam and Salam in Arabic. “’Islam’’ mean surrender and “’Salaam’’ means peace and the two
words are totally different. The cornerstone of Islam is the Holy Quran, which include the
recitation of God’s words through Gabriel to Prophet Mohammad (PUH). Prophet Mohammad is
considered as one of the most significant individuals in history (Hart 1989). Prophet Mohammad
played a political, social and religious-spiritual role in the history of Islam, that influenced
Muslims lifestyle up-to-date. Based on Quran, Muslim built their life’s rules, social relations,
political life, financial principles, and permitted and rejected issues on the teachings of Islam
(Quran), which is known also as the Islamic Sharia (Adil 2002).

Muslims form 2.18 billion of the world population and according to the Guardian (2017), the
Muslim population will exceed other religions since third of newborn babies between 2010-2015
were Muslims. Such figure rings an alarm to all sectors to look for potential services that will serve
this large segment, because Muslims have special requirements and needs that should adhere to
Islamic Sharia.

Simply tourism is defined by the United Nations World Tourism Organisation (UNWTO) as ‘’the
activities of persons traveling to and staying in places outside their usual environment for not more
than one consecutive year for leisure, business and other purposes” (Tourism Satellite 2001).
However, this is a general definition and is not specific forms of tourism since there are different
types such as inbound, outbound and domestic tourism. Meanwhile, there are many purposes to
perform tourism and these can be summaried as, leisure, visiting friends and relatives, adventure,
religious, medical, cultural, event, meetings and conferences, eco and nature, sport, social,
shopping, space, mediation, beach, special needs, religious and finally halal tourism, which is an
emerging type of tourism (Marvell 2006).

Tourism in Islam is not a new concept, regardless that the definition of tourism was different, but
simply tourism is moving from one place to another. However, the main motivations behind
tourism in the early era of Islam were trade and religious motives. The two holy cities Mecca and
Al Madinah were located on the main trade routes and the journey of Summer and winter were
acknowledged and recited in the holy Quran, God said: “’For the covenants (of security and
safeguard enjoyed) by the Quraish, their covenants (covering) journeys by winter and summer, let
them adore the Lord of this House, who provides them with food against hunger, and with security
against fear (of danger)’’ (Surat Al Quraish).

According to Muslim scholars, there are two main views of tourism; extreme and moderate. The
first is extreme and illustrates that tourism is forbidden due to different reasons related to culture,
ethics and environment (Sanad et al. 2010). Those believe that tourism is meant to perform the
rituals of Hajj and Umrah! in Saudi Arabic and is attached to religious and spiritual practices only
(Sanad 2008; Qurashi 2017). Nevertheless, eventually in the current time this could be described
as religious tourism, which was defined by Vukonic (1996) as different types of spiritual sites such
as shrines and pilgrimage locations that are visited by tourists for religious or non-religious
reasons. In fact, Muslim who performed or still performing Hajj or Umrah, were mainly motivated

! Hajj is the annual pilgrimage to Mecca that Muslims are expected to make at least once in their lifetime. Umrah is
when Pilgrims can go to Mecca to perform the rituals at any other time of the year. unlike Hajj which takes place on
fixed Islamic dates, it is not obligatory (Islamic Help 2017).
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by religious motives but as well as they traded and had the intention to purchase different types of
products. Qurashi (2017) described it as commodification of Hajj. This explanation go hand in
hand with hybrid tourism which at conducting two types of tourism in the same time (Religious
and shopping tourism (trade)).

The other view is moderate and considers that tourism is accepted in Islam (Sanad et al. 2010).
They perceived that God created people to adore him and enjoy life while fulfilling their
responsibilities. God said: "Go about on the earth and see how God originated creation’’ (Al
Ankabout 20). This is a direct invitation from God, He asks people to move and meditate and
admire the creation and this involve nature, and everything created by God. Moreover, God said;
It is He who made the earth tame for you - so walk among its slopes and eat of His provision -
and to Him is the resurrection.

To conclude, Islam did not forbid tourism, on the contrary it promoted it for different reasons and
motivations such as performing Hajj and Umrah, commerce, gain knowledge and admire what
God created. Any Muslim a male or a female can perform any type of tourism mentioned in figure
1 in page 6, on condition that their motivation, aim and behaviour do not contradict with Islamic
Sharia’a and at the end of the day this falls under the concept of Halal tourism. Halal tourism
simply defined as ‘’any tourism object or action which is permissible according to Islamic
teachings to use or engage by Muslims in tourism Industry’’ (Battour and Ismail 2015, p. 2). These
can be summarized in Figure one below as follows according to the new definitions employed in
tourism research:

[ Islamic description } [ Contemporary description }

[ Hajj and Umrah ( Religious tourism }

\
- S
.
J

Commerce Shopping tourism
(. (. /
( N ( N
Gain Knowledge Educational tourism
(. / - J
( ) (
Admire God'’s creation Leisure Tourism }

(& J (&

Figure 1: Description of tourism related concept

Women and Islam

Misinterpretation of Islam and its perception and position towards woman is largely debated
(Shadid and VVan Koningsveld 2002; Khimish 2014). However, before moving on, it is noteworthy
highlighting the following statement from the holy Quran: God said “The believers, men and
women, are protecting friends (Awliya) of one another; they join the ma'ruf (that which Allah
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commands) and forbid people form munkar (that which Allah prohibits); they perform salat, and
give the zakat, and obey Allah and His Messenger. Allah will have mercy on them. Surely Allah is
All mighty, All wise™ [TMQ At Taubah: 71]. This verse provides a clear identification of Muslim
males and females rights in Islam. It is interesting highlighting that they do not have equal rights,
but their rights are equaled. For example, on some occasions Islam privileged males when God
said: “’Men oversee women by [right of] what Allah has given one over the other.... *’ [Surat An
Nisa (4:34). And on other occasions females were privileged in the Hadith:
“’Paradise lies under the feet of your mother’’. Ultimately, this means that males and females in
Islam complement each other’s (Islamic FAQ 2017).

The following section provides a brief discussion about the influence of Islam on Muslim women’s
life. Muslim women were given the right to study, to work, to choose their future spouse and finally
ability to move freely and perform tourism. It is hard to separate any Muslim’s life from the Islamic
sharia since it draws the borders for his/her life from different perspectives such as faith, work,
marriage, inheritance and freedom of movement. Islam treated Muslims regardless of gender
similarly in terms of many rights and duties; Prophet Mohammad (peace upon him (PUH)) said:”’
Women are the twin halves of men .

Some scholars stated that Muslim women do not have the right to education and their place is in
their houses as responsible of children and bearer of household responsibility (McDonnell 2017).
Those scholars either misinterpreted Islam or fall into the trap of norms and traditions that damaged
the real image of Islam. To clarify, Islam urged education, called for it and considered it as a duty.
It was narrated that Prophet Mohammad (PUH) said: * ‘Seeking knowledge is obligatory for every
Muslim’’ (Sahih Al Jami Al Albani 3914). This is a clear message and was not limited only to
males, so it is also compulsory for women to be educated. Likewise, Muslim women were not
deprived of the right to be active economically or to earn income. Islamic teachings were very
clear regarding the work of woman, God said: “’Say, work, God will see your work and His
Messenger and believers’’ (Surat Al Tawba 105). God did not ask only men to work, on the
contrary God addressed all Muslims regardless of their gender. Another proof, is that Prophet
Mohammad’s (PUH) wife was a business woman and Rufaida Al-Aslamia was the first female
nurse who treated injured soldiers and accompanied them during battles, established the first
nursing school and the first code of ethics (Jan 1996; Rassool 2014). Given the above facts about
women right to study and work, Islam put forward some obligatory conditions and teachings that
women should obey and adhere to. Women are expected to wear the head cover and the Islamic
modest cloth style that does not show any features of her body. In addition, women mingling with
males is restricted and no women is expected to be alone with a non-family* male member. Prophet
Mohammad (PUH) said: ’No man is privately alone with a woman; but their third is Satan’’
[Reported by At-Tirmidhi and authenticated by Al-Albani].

In fact, inheritance is a major issue for Muslim women, since some Muslim male family members
deprive females from this right regardless the fact that it is compulsory in Islam. Their perception
is built on the fact that the woman is married, and she should not get the money of the family and
enjoy it with a stranger and these were pre-Islamic thoughts that are still dominant in many Muslim
societies. God said: > For men there is share in what their parents and relatives have left behind,
and for women there is share in what their parents and relatives have left behind, be the bequest
little or be it much, it is a share estimated, determined” (Surat Al Nisaa 7).

! Muslim women can be with a Mahram, which is an Arabic word that means a male family member that she cannot
get married to. These are described as father, father in law, brother, spouse, son, stepfather, half son, uncle and nephew
and foster brother.
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Like many other rights, Islam gave the Muslim woman the right to choose her future husband. No
woman should be compelled someone that she does not want to. This was obvious when Prophet
Mohammad (PUH) said: ‘’4 non-virgin woman may not be married without her command, and a
virgin may not be married without her permission; and it is permission enough for her to remain
silent (because of her natural shyness)’’ (Al-Bukhari, Muslim & Others:6455). Thus, Muslim
women choices are wide and broad, however, it is the mixture between norms and traditions with
Islamic teachings that created a negative image of Muslim woman’s life. From the above
examples, it can be said that the position of woman in Islam is not as negative as seen by many
scholars (Armstrong 2002). However, the misinterpretation of Islam’s teaching by some scholars’
lead to a blurred image of Muslim woman and provided an unclear and fake understanding of
Muslim women around the world. In addition, the power of patriarchal communities over women
minimised their rights and underestimated their real role in life.

Women and tourism in Islam

Islam perceives that individuals have the right to move freely from one place to another without
restrictions, but when it comes to Muslim women teachings and sharia instructions differ.
Accordingly, what applies on Muslim males applies on Muslim females with some condition. In
fact, according to the discussion in the previous section about Islam and tourism, it was obvious
that Muslims can perform different types of tourism that does not contradict with the Islamic
Sharia’a. These were identified as religious tourism, shopping tourism, educational tourism, leisure
tourism and halal tourism.

Woman in Islam as explained previously have many rights, but in the same time they have many
duties and should adhere to Islamic Sharia instructions. The Islamic Sharia is based on Halal
(permissible) and Haram(prohibited). So Muslim woman’s life is attached to these two-concepts
halal and Haram. Accordingly, the Hanbalii and Hanafii! scholars agreed that women do not have
the right to travel or move alone even if for religious purposes. On the other hand, the Shafii and
Maliki scholars believe that movement of Muslim woman, is not totally restricted (Al Sharif 2003).
In some cases, it is permissible for a woman to travel without a mahram, on condition that she is
safe in her travel, staying and returning, and she is sure she will not be harassed in her person or
religion. Thus, what is expected from Muslim women when they travel either with or without a
mahram to perform any type of tourism is linked to woman’s cloth, appearance and behaviour.
Muslim women should adhere to Islamic Sharia’s when they travel and to Halal procedures that
stems from the Sharia’a and provide a protection to Muslim woman from any external harassment.
Muslim women should wear the head cover known as ‘Hijab’ and modest cloth. Kulenovi (2006)
clarified that the head cover is a symbol and a message to show the Muslim identity. Boulanouar
(2006) sated that Muslim woman modesty implies covering all her body expect her face and hands.
Women should wear long and loose dress that covers the whole body from neck to ankle.
Additionally, Islam forbids any type of prettification, such as wearing perfumes or using
accessories. It is considered as ‘Haram’ to do any of these actions in public. Modesty covers other
aspect such as the way of speaking and communicating with others (Al-Qaradawi, 1992).

It is noteworthy that socio-cultural values such as norms, traditions and the power of male authority
play also a significant role in shaping Muslim woman’s life. Shadid and van Koningsveld (2002)
argue that is not only Islam women are restricted by authority given to males over them and to the
load of local society norms and traditions. Thus, women are fighting more the burden of socio-
cultural factors rather than Islamic teachings. Wilson and Little (2005) found that not only Muslim

! There are four Sunni Islamic schools of Figh (thoughts) (Hanafi, Maliki, Shafi'i, Hanbali
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women face problems travelling alone but also European women travelling alone to Muslim
countries were not really welcomes. This reflects how the social and cultural structure influence
not only Muslim female residents but as well as female non-Muslim tourists. Accordingly, Islamic
feminist theory could be a real indicator that there is a clear blend between Islamic teachings and
tribal thoughts or at least tribal thought influenced sharply the explanation of the Qur’anic texts.

Muslim
woman

Family

Islam

Norms &
traditions

Patriarchy

Figure 2: factors influencing Muslim woman ability to perform tourism

The above figure shows the power of each factor on Muslim women ability to travel and perform
tourism is not really restricted by Islamic teaching, since Muslim women who adhere to Sharia’a
instructions, the cloth style, modest behaviour and the accompany of a mahram may perform some
types of tourism such as religious, shopping, education and halal tourism. However, there is a need
to conduct an empirical research since there is a need for a new and a broader understanding the
real factors behind Muslim woman’s ability to travel and perform tourism alone, are these socio-
cultural factors or Islamic teachings or both together.

Methodology

The study adopted a conceptual research design to build better understanding of women and
tourism in Islam. It is a theoretical significant paper because it focused on understanding different
concepts and clarifying any misunderstanding related to the influence of Islam on woman’s ability
to perform tourism. It elucidated how woman and tourism are perceived from an Islamic point of
view?

An extensive review of the literature was conducted to cover all dimensions related to the topic
such as extremist thoughts and moderate thoughts of different Islamic schools to highlight the real
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power of Islam on woman’s ability to perform tourism. The author believed and supported her
thoughts that Islam did not really prohibits tourism, on the contrary Islam promoted it but withy
consideration to specific conditions.

The research adopted Islamic feminist theory to highlight that the interpretation of Islam was really
conducted by males and influenced by patriarchal thoughts rather than logical, equal interpretation
based on the Quran, Sunna and Ijtihad. Applying Islamic theory is a significant contribution to the
literature regarding woman, Islam and tourism. As a result, there is not enough research studies
available on Islamic feminism, tourism and Islam. This study is significant, for its desired
outcomes that may spread awareness about women rights in Islam not only in Muslim countries
but as well as in westernized countries.

Conclusion

To conclude Islam plays an important role in shaping and regulating Muslim woman’s life in the
Arab world. Muslim countries were excluded from this review since culture differs between
countries because culture is shaped by different factors and the surrounding environment. Tourism
is simply moving from one place to another, however women performance of tourism is influenced
by many religious and socio-cultural factors.

Literature proved that there is a huge gap between theory and practice, between what is really
written and what is explained by scholars and authors. The Holy Quran and its teachings are
genuine, and Islam is innocent from many interpretations and charges. For example, Islam did not
prohibit woman from travelling or performing tourism, it is mainly the misinterpretation of
Sharia’a and the cultural values that hindered women from many rights in addition to performing
tourism.

The foremost concern of this paper is to reveal the vagueness of, and extent to which socio-cultural
values influenced Muslim women and their choices when it comes to tourism and how Islam was
perceived negatively when it is not. Islamic feminist theory was reviewed and used o explain the
ambiguity attached to Islam and how Islamic teachings interpretations should be explained based
on Quran, Sunnah and ljtihad only.
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Abstract

For the present generation of entrepreneurs, the operating environment in Afghanistan has been
among the most tenuous in the world. Numerous regime changes, civil unrest, and war have created
tremendous uncertainty, making civilian business planning difficult. These challenges
incrementally impact female entrepreneurs. Relying on proprietary survey data from female
entrepreneurs in seven Afghan cities, we investigate the relationship between one aspect of
entrepreneurial psychological capital — optimism regarding enterprise success of Afghan female
entrepreneurs — and aspects of the marketing function. We find that mean and median optimism,
or psychological capital, is extremely low among female Afghan entrepreneurs. We examine
marketing focus, perceived skill at marketing planning, marketing self-reliance, and orientation to
the outside world. We find that a focus on marketing positively and significantly impacts reported
optimism by female Afghan entrepreneurs, as do marketing planning efforts. However, self-
reliance and orientation towards the outside world do not impact the perceived success of the
entrepreneurial venture. Our results have significant relevance for economic development
policymakers, non-governmental organizations, and entrepreneurs throughout the developing
world.

Introduction

The value relevance of the marketing function has been the focus of significant academic
investigation. Many papers demonstrate that marketing spending is positively and significantly
related to firm accounting performance, market value, underpricing at IPOs, and post IPO
performance, and that marketing spending reduces information asymmetry in volatile markets.
However, less is known about the relationship between the value of the marketing function in
supporting the psychological capital of entrepreneurs. Further, the marketing literature suggests
that traditional, administratively managed marketing may exhibit features that are different from
entrepreneurial marketing of small enterprises. In this paper, we explore the entrepreneurial
marketing literature to offer a new perspective on the value relevance of the marketing function,
which is in enhancing the psychological capital of entrepreneurs. Specifically, we investigate
several aspects of the marketing function — marketing focus, marketing self-reliance, and perceived
marketing planning capability — and optimism and hope (psychological capital) of female
entrepreneurs in one of the world’s most daunting operating environments, Afghanistan.

This generation of female Afghani entrepreneurs has endured some of the most challenging
operating conditions in the world. From the civil war of the 1980s to the instability of Taliban rule
to the complex security conditions under American and allied occupation and beyond, uncertainty
regarding future business prospects and cash flows is daunting. The current operating environment
is characterized by high corruption, civil unrest, tribal fighting, and recently, infiltration and
activity by the feared Islamic State. As foreign security forces and their associated construction
operations withdrew in 2016, economic growth in urban areas has slowed and crop yields declined
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in rural areas, lowering GDP. The return of many refugees from Pakistan and chronically high
unemployment remain challenges despite substantial foreign aid inflows (Rahim, 2017). Life
expectancy is among the lowest on earth at 60.37 years, access to sanitation is available to only
12% of the population, and maternal mortality may be as high as 1,600 per 100,000 births
(UNICEF, 2017). Infrastructure is poor, even in the capital, possibly due to the poor execution
rate (with only 35% of planned development projects completed) of the foreign aid budget (Rahim,
2017). Afghanistan ranked among the worst places to be a woman in a number of surveys, citing
hazards related to health, economic disadvantage and gender discrimination, and non-sexual
violence, and also referencing danger from civil unrest and NATO airstrikes (Unicef, 2017).
Afghanistan has received over $20 billion in foreign aid for development, including aid to support
entrepreneurship. However, foreign aid may paradoxically complicate efforts of female
entrepreneurs. Commenting on International Women’s’ Day celebrations, female activists
remarked that foreign funding for celebrations is easy to obtain, but programs to support actual
gender equality are more controversial and difficult to access (Nader, 2017).

Despite this daunting reality, entrepreneurship by Afghan women supports the underlying
economy. Yet we find that the mean and median female Afghan entrepreneur reports extremely
low levels of optimism regarding the long term success of their business. How they retain
psychological capital - a sense of hope and optimism about the success of their businesses - is a
question of great interest to those interested in economic development everywhere. Little is known
in the scholarly research about the drivers of entrepreneurial success among Afghan women,
although the western popular press provides some anecdotes. We hypothesize that the time
investment in and competence related to the marketing function of women owned business in
Afghanistan is positively correlated with their psychological capital, which implies that social
investment by policymakers in the business functions of female entrepreneurs, particularly the
development of marketing talent, may be of value.

This paper is the first to use proprietary, hand collected survey data from Afghani female
entrepreneurs to collect, analyze and draw conclusions and recommendations from a sample of
248 women-owned businesses regarding the relationship between the marketing function and one
aspect of psychological capital - perceived optimism- in five Afghan cities. Our examination
includes data regarding the owner and business itself from Kabul, Balkh, Herat, Kandahar and
Jelalabad. We report that mean and median levels of optimism or hope (psychological capital) of
long-term success of Afghan female entrepreneurs is at the lowest possible levels. This indicates
severe deficits in the operating environment that yield a sense of despair among these individuals,
which the literature indicates is unhealthy for the state of entrepreneurship overall, which is a
driver of economic growth. We further document that a focus on marketing is positively and
significantly related to reported optimism of female Afghan entrepreneurs. Further, we find that
perceived competence in marketing planning is positively and significantly related to the
psychological capital of female Afghan entrepreneurs. Therefore, it may be possible to raise the
level of psychological capital through broader training in the marketing function and through
greater social support of female business owners.

This paper proceeds as follows. Section 2 describes the theoretical framework and hypotheses.
Section 3 describes the data and methods. Section 4 reports our results, and Section 5 provides
conclusions and recommendations.

Theoretical Framework and Hypothesis Development
Female Entrepreneurship in the Afghan Environment
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After allocating enormous sums of money for foreign aid over the decade following the September
11, 2001 attacks -over $100 billion of aid in the last decade, most of which went to security
enhancement, (The Diplomat 2016; Wardak, 2016, The Independent, 2016) - it was not until 2009
that the some members of the international community and national organizations surreptitiously
realized that there is no available pool of information about the state of women-owned business in
Afghanistan. It was as though it was assumed that no such group of female entrepreneurs exists in
Afghanistan to merit even simple data collection. In other words, foreign aid designed to support
business development was allocated without any information regarding or consideration of female
entrepreneurship. Upon recognizing this deficit in the resource allocation information set, some
studies were conducted by the Afghanistan Research and Evaluation Unit (AREU), World Bank
and Afghan government. However, the existing knowledge base developed by Afghanistan’s
Research and Evaluation Unit (AREU)’s Women’s Economic Empowerment 2002-2012
Situational Analysis Report supports development interventions focused primarily on girls and
women’s education, legal and social rights, access to justice, political and cultural participation,
rather than on economic empowerment per se (Ganesh, 2013). What is known about the
entrepreneurship features of Afghan women beyond our study merely identities the prevalence
female entrepreneurship, and covers the barriers external to women owned businesses.

For instance, it has been documented that small and medium sized enterprises (SMEs) owned by
women in Afghanistan have increased since 2002 and that the number of such entities remains
small (at around 800 licensed active businesses around Afghanistan), with the majority in Kabul,
which is the Afghan capital and more advanced in terms of infrastructure than the rest of the
country. According to AREU’s Women’s Economic Empowerment report, women-owned
businesses account for 5% of all the licensed businesses in Afghanistan. Among licensed
businesses, they range from micro to small and medium sized businesses, with a majority in
handicrafts and food processing. There is an emerging service sector related to education and
business consulting as well. Three new potential areas identified by LEAD for female investment
are restaurants, information and technology services, and travel Agencies. (LEAD, 2016). The
majority of women owned businesses are located in the Kabul province, followed by Herat and
Balkh. These businesses have made an investment of $66.8 million and have created around 4000
jobs, 55% of which are occupied by men and 45% by women (LEAD, 2016). External barriers that
women owned businesses face have been examined in a casual manner and include lack of access
to finance, poor infrastructure, insufficient business development supports, and lack of business
networks and their advocacy for women owned businesses. Only one in every five university
students is a female (Men and Women in Afghanistan CSO, 2014). Therefore, education (which
is another determinant of GDP growth) remains low among Afghan women and poses another
barrier to successful entrepreneurship.

Despite all of these challenges, the most prevalent barriers faced by Afghani female entrepreneurs
are socio-cultural norms and practices (EPD, 2015). Acceptance of an occupation other than
traditional maternal roles is extremely low in Afghanistan, and according to the Asia Foundations
Survey of People (2016), acceptance for women’s work outside home has declined over the past
two years. As of this time, society’s perspective on women entrepreneurs was highly negative
(EPD, 2015). Often, these societal practices are attributed to religion, which is overwhelmingly
Islam in Afghanistan. However, when it comes to financial independence and the ownership of
property, this convenient excuse often cited in both the West and Islamic world is inaccurate, as
according to Islamic scripture, women are given the right to vote, to obtain education, and to obtain
alimony from their husbands and inheritance from their parents. However, due to prevalent cultural
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and traditional practices such as giving supremacy to sons and male members of the family (often
so they will be able to support elderly parents), these provisions for women’s’ autonomy in Islam
are ignored. (DROPS, 2016) Thus, for social and cultural reasons (often rationalized by religion),
women remain economically dependent and vulnerable. Those owning business typically do not
have the ability to use family property as collateral to access loans or bigger contracts and grow
the business.
In order to tackle some of these socio-cultural norms that harm women’s access to political,
economic and cultural arenas, the Afghan government has recently undertaken a number of
measures such as ratifying the Convention on Elimination of all kinds of Discrimination against
Women (CEDAW) in 2004, the National Action Plan for Women of Afghanistan (NAPWA), the
Elimination of Violence Against Women (EVAW) Law, and the National Action Plan for the
United Nation’s Security Council’s Peace and Security 1325 Convention (NAP 1325). All of these
policy documents such as CEDAW, the EVAW Law, and NAP 1325 have provisions that ensure
women’s access to economic resources such as family property for use as collateral (NAPWA
2008). For instance, CEDAW'’s article three, briefly stated, provides that the state is obligated to
do the following:
“State parties shall take in all fields, in particular in the political, social, economic and
cultural fields, all appropriate measures, including legislation, to ensure the full
development and advancement of women, for the purpose of guaranteeing them the
exercise and enjoyment of human rights and fundamental freedoms on a basis of equality
with men.” (CEDAW, 2004: p.2)
EVAW was the first enforced law in the history of Afghanistan aimed at supporting the
fundamentals of women’s rights including their rights to inheritance and property guaranteed as
per Islamic doctrine, and to ensure that those in breach of this law may be prosecuted in accordance
with the law (DROPS, 2016).
In summary, the entrepreneurial landscape for Afghan entrepreneurs is daunting. There appears to
be an effort by the Afghan government, international organizations, and NGOs to reduce barriers
to female entrepreneurship. In light of uncertainty of the ability of the government to operationalize
enforcement of these provisions for access to economic resources, we next discuss the relevant
literature related to perceived success of female entrepreneurs.

Female Entrepreneurship

According to Butler (2013), 78% percent of women’s participation in entrepreneurship is in the
form of a small business (with one to ten employees). Given that the overwhelming majority of
women owned businesses in Afghanistan are small or medium sized enterprises, we next review
the relevant literature regarding the determinants of perceptions of success of female entrepreneurs
of SMEs.

Several studies document significant differences between male and female entrepreneurs, albeit
typically relying on data from the developed world. First, women face significantly higher barriers
to the acquisition of capital than males, holding credit quality constant, possibly because many
women owned businesses are in the informal sector of the economy and therefore less “bankable”
(IFC McKinsey, 2011). Secondly, female entrepreneurs typically face non-financial constraints
due to unequal legal protection and limitations related to social capital (Marlow and Patton, 2005).
Women also confront forms of labor market and social exclusion due to expectations related to the
demands of family life and unequal access to information about markets (Brush, 1990; Moore and
Buttner, 1997). As a result of these factors among others, women owned businesses appear to fail
at a higher rate than male owned businesses (Srinivasan et al., 1994; Glover, 2002).
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Social role theory and social construct theory are useful in explaining why women confront these
unique challenges with regards to employment and entrepreneurship. Social role theory asserts
that social forces such as cultural norms, gender stereotypes and gender role expectations
determine many aspects of entrepreneurial inspiration and outcomes (e.g. Eagly and Wood, 1999;
Wood and Eagly, 2002). However, social construction theory argues that the most salient aspects
of entpreneurship are driven by differences not in gender but in personal characteristics of
individuals. Both theories have received support in the related literature. However, social role
theory predicts that gender impacts aspects of entrepreneurial activity, and social construction
theory predicts that both genders exhibit comparable levels of entrepreneurial ability, in terms of,
e.g., skill, commitment, and work ethic (Verheul et al., 2006; Humbert et al, 2009.) However,
even if the central predictions of social construction theory are correct, Gupta et al (2009) find that
characteristics of entrepreneurs that are considered “feminine” are considered undesirable, forcing
both men and women to conform to a “masculine” model of entrepreneurship, or views of business
and technology as primarily “male” functions. In turn, this generates obstacles to female
entrepreneurship due to cultural biases against women “acting like men”.

Further, the extent to which female entrepreneurship is inhibited by either social forces or
perceptions of profession as masculine or feminine (or both) is exacerbated by the social
phenomenon of exclusion, or unequal access to services and resources that offer them full
involvement in society (Giddens, 2006). In particular, the four dimensions of social exclusion
identified by Room (1995) are poverty, labor market exclusion, service exclusion, and restrictions
on social relations. Therefore, while women in poor countries exhibit higher rates of
entrepreneurship than women in developed countries out of necessity rather than opportunity, they
often face greater social exclusion, which inhibits entrepreneurial long term growth and success
(Glover, 2002).

This study examines the role of marketing efforts in furthering optimism of female entrepreneurs
in Afghanistan, which is characterized by a high level of exclusion of women in terms of exclusion
from access to resources (poverty), labor market exclusion, service exclusion, and exclusion from
broad social relations. Therefore, our study is unique in that we apply both social role theory and
social construct theory from the perspective of a society with the among the highest levels of
female exclusion in the world.

The Value Relevance of Marketing

Market Based Assets Theory, specifically Resource Based Theory, implies that investment long
term, often intangible assets, are positively and significantly related to firm performance through
the establishment of organizational competencies and reputational capital (Galbreath, 2005). These
market based assets require investment in research and development and marketing and yield
improvements in shareholder wealth (Srivastata, Shervani, and Fahey, 1998). Consistent with the
prediction of market based assets theory, intangible assets such as brand reputation should exhibit
a long term, nonlinear market value payoff (Lehmann, 2004). Furthermore, a significant body of
literature documents a positive and significant relationship between investment in intangible assets
and firm performance (Corrado 2009, Hulten and Hao 2008, Abowed et al 2005, Gornig and
Gornig 2012, and Brynjolfsson, Hit, and Yang 2002). For instance, in addition to share price and
valuation impacts, advertising spending also generates greater interest and recognition from
customers and investors (Reilley et al, 1977).

In sum, there is support for the conjecture that the marketing function is value relevant in that
comprises a set of market based assets or resources that impact the performance of firms. However,
there may be a separate, less easily observable benefit to the marketing function in that a focus on
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marketing may produce intangible value to the entrepreneur. A question largely neglected in the
entrepreneurship and marketing literatures is whether the marketing function contributes to the
success of entrepreneurs through the establishment of optimism. Ideally, engaging in marketing
and promotion of ones’ entrepreneurial venture should encourage a sense of identity and pride. We
investigate the theoretical link between entrepreneurship and optimism next.

Perceptions of entrepreneurial success

We also draw upon the psychology and emerging management literature regarding the role of
optimism and entrepreneurial success for entrepreneurs. One’s perceptions of ability or success is
a critical aspect of decision making. As stated by Tarot (2011), “Inferences about what will occur
in the future are critical to decision making, enabling us to prepare our actions so as to avoid harm
and gain reward.” Therefore, humans tend to exhibit an “optimism bias”, which affects risk
tolerance. Tarot (2011) goes on to describe how in lab settings, the optimism bias is present even
when individuals experience firsthand negative circumstances in reality, attributing this to a
documented failure of frontal lobe regions of the brain to correct prediction errors in the estimation
of positive outcomes. Therefore, there is an organic reason for individuals to find hope even in
adverse circumstances.

Specific to the business setting, entrepreneurs score high relative to other groups in terms of
measure of optimism (Abdelsamad & Kindling, 1978; Fraser & Greene, 2006; Lowe & Ziedonis,
2006), and this effect holds regardless of whether the entrepreneur is particularly prepared to run
the venture (Cooper, Woo, and Dunkelberg, 1988). The optimism bias — “overoptimism” despite
the odds, noted above by Talot (2011) has also been observed in entrepreneurs (Busenitz and
Barney, 1997; Houghton, and Aquino, 2000; Scheier, Carver, & Bridges, 2001). Entrepreneurs
who are optimistic tend to begin new ventures after a failure at a higher rate than those that are
not. Ucbasaran, Westhead, Wright, and Flores (2010)

Optimism in entrepreneurship is rooted in social cognitive theory, a holistic framework that
integrates factors specific to the individual and their surroundings, and argues that individual
dispositions are linked to interactions with behavioral and environmental factors (Bandura, 1986;
Wood & Bandura, 1989). In turn, the relationship between firm performance and personal
dispositions, such as optimism, have been widely examined (Baron, 2007; Wright, Hmieleski,
Siegel, & Ensley, 2007). From the management literature, Hitt, Beamish, Jackson, and Mathieu
(2007) argue for a multilevel perspective that incorporates the individual, behavioral, and
environmental attributes confronted by managers (or entprepreneurs) in determining the success
or failure of business ventures.

Marketing and Entrepreneurial Psychological Capital

Previously in this paper, we have explored market based assets theory to argue that the marketing
function is value relevant, and social cognitive theory to link the innate feature of optimism in
entrepreneurs to the success of the entrepreneurial venture. We next tie together the relevance of
marketing for SME ventures. We argue that marketing efforts create value not only in terms of
previously documented improvements in firm value and entrepreneurial success, but in generating
psychological capital for entrepreneurs, which refers to the sense of satisfaction and optimism in
the individual.

Psychological capital (PsyCap) elements are key in creating completive advantage (Nguyen Dinh
Tho, 2013). PsyCap enhances not only job performance (Luthans et al., 2005, 2008) but also job
satisfaction (Mohga A. Badran. 2013). Furthermore, Stajkovic and Luthans, (1998a) and Youssef
and Luthans (2007) have found links between each of PsyCap’s elements and positive work
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outcomes. A person’s PsyCap can help pursuing goals and dreams; Lehoczky (2013) went further
and argued that PsyCap of new graduates from business schools has a significant relationship with
finding a job, earning better salary and influence their career satisfaction and this was across
various demographic groups.

As for entrepreneurs, a balanced state of mind is essential in reaching successful outcomes, hence,
this explain why PsyCap plays a role in mediating the relationship between mindfulness and
mental well-being in managers and entreprencurs (Roche et al., 2014). Therefore, Entrepreneurs’
PsyCap is connected to attitudes and behaviours that are fundamental in making a positive change
possible (Avey et al., 2008).

Marketing functions naturally deal with exterior environment and this environment includes
customers, suppliers, competitors and many others stakeholders in that environment and marketers
are expected to not only cope with all the pressure that originates from uncertainty, adversity, and
many other challenges (Nguyen Dinh Tho, 2013) but also deal with them and transform them into
opportunities and here is the clear resemblance and connection between marketing function and
entrepreneurship as hope, optimism and resilience are instrumental ingredients in achieving a
positive outcome for both. Hence, marketing functions and PsyCap are essential ingredients of a
successful entrepreneurship endeavour, and that explains why we found a significant relationship
between entrepreneurship and the marketing functions.

While traditionally, entrepreneurship and marketing were distinct, academic silos, there is an
emerging literature on the differences between marketing in traditional administratively focused
marketing in large firms and SMEs (Berthon, Ewing and Napoli, 2006, p. 4; Morris, Schindehultte,
and LaForge 2002; Hills and LaForge 1992a). In particular, entrepreneurs have a unique
orientation towards the marketing function, and place extreme importance on the function of
marketing due to their closeness to the business and to the customers (Schindehutte, Morris, and
Kocak, 2006). Marketing strategy is continually updated due to the proximity between the
entrepreneur and the client (Hultman 1999). Typically, in small enterprises, marketing decisions
are informal, unplanned, and impromptu (Carson and Chromie, 1989). Few studies have examined
the impact of marketing constructs on non-financial performance measures. Nevertheless,
preliminary research indicates that entrepreneurial marketing efforts promote innovation, which is
intrinsic to SME success in the Turkish context (Hacioglu, Eren, Eren, and Celikkan, 2012).
Absent in the existent literature is any examination of the role that the marketing function plays in
establishing and enhancing psychological capital in the entrepreneur. Luthens (2002) argues that
entrepreneurial psychological capital consists of four constructs drawn from the positive
psychology literature: Efficacy, Hope, Optimism and Resilience. One of the few empirical studies
of entrepreneurial psychological capital indicates that it is positively correlated with new venture
performance (Hmieleski and Carr, 2008). Avey et al. (2011) finds that measures of entrepreneurial
psychological capital are positively correlated with venture performance and negatively associated
with cynicism and employee turnover. In one paper of psychological capital of Ugandan
entrepreneurs and venture success, Baluku, Kikooma, and Kibanja (2016) find evidence that the
component of psychological capital that most strongly predicts venture success. What is left
unexplored is how various business functions impact psychological capital.

Our objective is to explore how dimensions of the marketing function impact the psychological
capital of entrepreneurs. Arguably, nowhere on earth is the challenge of establishing and operating
a business more difficult than it is for female entrepreneurs in Afghanistan. Several aspects of the
marketing function are explored. First, we investigate the overall econometric relationship between
marketing focus and entrepreneurial optimism. Given the value relevance of the marketing
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function observed in both the traditional marketing and entrepreneurial marketing literatures, we
anticipate finding that the strength of the marketing focus is positively and significantly related to
the psychological capital of the entrepreneur.

H1. Marketing focus is positively and significantly related to the psychological capital of female
Afghan entrepreneurs.

Our subsequent hypotheses investigate the relationship between psychological capital of female
Afghan entrepreneurs and five aspects of marketing: marketing planning, social network presence,
perceived skill in developing marketing planning materials, and self-reliance related to creating
marketing materials from the perspective of the entrepreneur, and the orientation towards the
outside world of the entrepreneur. We examine these additional hypotheses in order to examine
which aspects of entrepreneurial marketing provide the greatest psychological capital for the
entrepreneur.

Perceived Self-Efficacy in Marketing Efforts

Sashittal and Jassawalla (2001) find that for SMEs, marketing planning and implementation are
critical aspects of long term success. Perceived self-efficacy is also significantly and positively
related to the performance of entrepreneurial ventures (Adekunle, 2011; Baum and Locke, 2003;
Baum et al., 2001; Chandler and Jansen, 1992; Hmieleski and Corbett, 2008; Segal et al., 2005).
Newman et al (2014) argue that this perceived self-efficacy is particularly relevant in countries
with weak institutional frameworks in that it enhances perseverance. We anticipate finding that
confidence in functional marketing competence will positively impact psychological capital. We
use two proxies for confidence in marketing capabilities, confidence in marketing planning
capability and perceived skill in developing marketing promotional materials.

H2: Self-confidence in one’s ability to develop effective marketing plans is positively and
significantly related to psychological capital of the entrepreneur.

Social Network Presence

SMEs benefit from the use of social media, including Facebook, Instagram, and Twitter, to
promote their ventures (Geho, Smith & Lewis 2010). Because of the ease of use, even less
sophisticated entrepreneurs can effectively make use of social media (Lacho & Marinello 2010,
p.128). In particular, social media enhances communication between the venture, suppliers, and
customers, as well as to promote brands. Shintaro and Taylor (2013) argue that three aspects of
SME development can be obtained from social media utilization: networking capability, image
transferability, and personal extensibility. Personal extensibility — the ability of individuals to
bridge spatial distance — is perhaps most relevant to the development of the entrepreneur’s
psychological capital in that it facilitates interactions with others with whom one would otherwise
lack access to because of geography. Social media use has been significantly correlated with
entrepreneurial success in numerous studies of the developed world. However, it is unclear
whether such benefits would accrue to Afghan female entrepreneurs regarding the development of
psychological capital, given that so few Afghans have reliable internet access.

H3: The use of a social media page for the venture is not significantly related to psychological
capital of female Afghan entrepreneurs.

Self-Reliance

Granovetter (1973) identified the importance of even casual relationships in the transmission of
information, and based on this argument, Hills et al (1995; 1997) and De Koning (1979) found that
entrepreneurs with extended networks identify larger opportunity sets by heightened alertness than
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those that do not. Shaw (1999) found early evidence that the establishment of social networks are
important tools of entrepreneurial success, relying on definitions of networks from social
anthropology literature and in the days before social media allowed for opportunities of the
expansion of networks virtually that exists today.

Newman, Schwarz, and Borgia (2014) find that self-reliance is significantly and positively related
to the success of micro-enterprises. Guo and Miller (2010) find that network ties are positively
related to the ability of entrepreneurs to compensate for resource deficiencies. A number of studies
document a positive and significant relationship between personal networks and access to
resources and information. (Adler and Kwon, 2002; De Carolis et al., 2009; Shane and
Venkataraman, 2000). Bruton et al (2010) finds that social capital and informal ties compensate
for institutions that are weak or ineffective in determining entrepreneurial success. In addition,
Hmieleski and Carr, 2008a,b; Welter and Smallbone, 2011 find that the most resource poor,
institutionally weak environments create barriers to the development of psychological capital when
the entrepreneur cannot rely on an extended network. This indicates that the value of networks
and communal reliance is important in the development of entrepreneurial venture, particularly in
developing or resource poor countries.

H4: Self-reliance in marketing efforts is negatively and significantly related to psychological
capital of female Afghan entrepreneurs.

We also include in our analysis relevant control variables, which may also measure psychological
capital of entrepreneurs, proxied by optimism. Given the aversion to nontraditional work roles for
women in Afghanistan, it is likely that prior findings related to greater time investment devoted to
family responsibilities that limit the time (another important human capital input) they have
available to commit to a new venture (Achtenhagen and Tillmar, 2013; Jennings and McDougald,
2007; Treanor, 2009) and this, in turn, will also impact their business goals and outcomes. This
was evident in the Nguyen et al. (2014) study where the women's domestic responsibilities clearly
impacted the time they were able to devote to their new ventures. Thus, fertility, proxied by the
number of children being raised by entrepreneurs is expected to negatively impact perceived
optimism. Another proxy for family commitment is marital status. We anticipate finding that
marital status = married is negatively related to entrepreneurial success. Educational level may
also improve confidence. Baron & Ensley (2006) and Ozgen & Baron (2007) find that experience
expands knowledge and awareness, and is an increasing function of optimism. Therefore we also
include the age of the business in our analysis. In alterative specifications, we included the number
of employees of the venture as a control variable as well. However, while the results are
qualitatively similar, there is little variation in the number of people employed by sample ventures.

Data and Methods

Primary data collection was used for this study. A total of 248 women business owners were
surveyed via telephone from five provinces of Afghanistan. Over half (133) of respondents were
from the Afghan capital, Kabul. Fourty nine respondents were obtained from Herat, forty four
from Mazar, twelve from Nangarhar and ten were obtained from Kandahar. The survey instrument
is provided in Appendix 1.

[Appendix 1 About Here]

Our dependent variable is the answer to the question “what is the likelihood of your long term
success?”, which is an ordinal variable ranging from 1 (low perceived probability of success) to 5
(high perceived probability of success). In order to assess the factors that affect the perception of
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success of Afghan female entrepreneurs, we use categorize optimism into high and low dummy
variables where the optimism regarding the perception of success is expressed as a function of
mark). While the survey question is technically an ordinal scale, given that there are five
categories, it can be treated as a continuous variable (Johnson & Creech, 1983; Zumbo &
Zimmerman, 1993). However, we categorize the ordinal variable into a dichotomous variable
(Optimism high=1; low otherwise) to use in a binomial logit model as well. Our results are robust
to both model specifications.

We use five separate proxies for marketing competency, our independent test variable. For our
first hypothesis, Marketing Focus is the sum of rankings on marketing planning, Promotional
Material, Social Media Presence, and Self Reliance ordinal scores. For our second hypothesis, we
use two different proxies. Marketing Planning is perceived skill at marketing planning. This is an
ordinal variable where 1 = poor and 5 = excellent, recategorized into a dichotomos variable (High
=1; Low = 0). Promotional Material is Perceived skill at developing marketing promotional
material. This is an ordinal variable where 1 = poor and 5 = excellent, recategorized into a
dichotomous variable (High = 1; low = 0). Hypothesis 3 examines Social Media Presence, and is
equal to 1 if the firm has a social media account. Hypothesis 4 examines Self Reliance, which is
equal to 1 if the entrepreneur reports managing marketing and promotional material for herself and
0 otherwise.

Definitions of all variables used in our binomial logit model are provided in Appendix 2.

[Appendix 2 About Here]
Descriptive data on our dependent and independent variables are provided in Table 1.
[Table 1 About Here]

Our dependent variable, Psycap, has a mean score of 2 and a median score of 1. As described in
the survey instrument in Appendix 1, the optimism, or psychological capital score is based on
perceived long term success of the business, and ranges from low (1) to high (5). In and of itself,
this is a new finding. Mean and median optimism of female Afghan entrepreneurs is very low. The
median Afghan entrepreneur exhibits virtually no psychological capital, or optimism, that the
business will be successful in the long term. This low level of psychological capital likely impacts
both physical and emotional health of these entrepreneurs. This is not a suprising finding.
Optimism and hope is the other important component if psychological capital, however, and both
are in short supply across Afghanistan. The annual Survey of the Afghan People published by the
Asia Foundation (2015) recorded only 37 percent of Afghans as saying their country was heading
in the right direction, down from 55 percent in 2014. The report also found that 67% Afghans’
fears for their personal safety and this fear have risen to the highest level in 10 years across the
country. The United States Institute for Peace (2015) has also relied on this survey when they
published their Nov 2015 analysis and commentary report titled In Afghanistan, an End to
Optimism?  Eggerman & Panter-Brick (2010) studied Resilience and cultural values in
Afghanistan and found that Many Afghan have a sense of hopelessness and a loss of faith as 40%
of respondents to their study lost hope and saw no end in sight to key life stressors. Resilience and
fortitude rest upon a sense of hope (Eggerman & Panter-Brick, 2010), according to (Rubin, 2006;
UNDP, 2004) the never-ending conflicts in Afghanistan have caused considerable disruptions to
peoples’ livelihoods, education, as well as the damaging effect on the country’s economy and as a
result Afghans suffer persistent poverty, economic insecurity, and continual violence.

For all the investment by the west and all of the well-intended programs sponsored by the
supranational organizations across the world meaning to promote women’s rights, and for all the
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rhetoric regarding efforts related to the emancipation of Afghan women permitting them to use
property as collateral and expanding their opportunities in the business realm, the mean and median
female Afghan entrepreneur, who fought to defy social gender norms, feels hopeless about her
long term business prospects.

Our test variables are Marketing Focus, Marketing Planning, Confidence in Developing
Promotional Materials, Social Media Presence, and Self-Reliance related to marketing efforts. The
mean (median) marketing focus score is 5.19 (5.99). Mean (median) confidence in marketing
planning abilities is 2.64 (3.00). Percieved ability to develop promotional materials has a mean of
2.54 and a median of 3. Social Media Presence has a mean of 0.57 and a median of 1. This indicates
that over half of surveyed entrepreneurs at least attempt to use social media to promote their
business, surprisingly high for a country with an internet access rate of 6.8%. The mean (median)
self reliance score is 0.3 (0).

The mean (median) female entpreneur surveyed had 3.66 (4.00) children, which is not

unusual for a country such as Afghanistan with one of the world’s higher total fertility rates. 54%
of businesses were located in Kabul. Mean educational level is low (0.77), where no formal
education is ranked 0, but median education is high (4), which implies that at least some Afghan
women surveyed had a college degree or higher. The median woman is married, with a small
component of the sample being single, divorced, or widowed. Mean (median) age of the firm is
4.01 years (5.00 years). In robustness tests in our binomial logistic regression analysis, we also
include the size of the firm proxied by the number of employees, so we report the mean (4) and
median (3) here as well, while not tabulated.
Given the harsh reality facing Afghan women entrepreneurs, we next attempt to identify the
aspects of the marketing function and control variables which impact the psychological capital of
female Afghan entrepreneurs. We first examine bivariate correlations between the variables used
in our analysis, and then report results of our binomial logistic regression.

Results

Table 2 provides our bivariate correlation coefficients.

[Table 2 About Here]

We document significant positive bivariate correlation coefficients between psychological capital
and marketing focus, marketing planning, and marketing promotion variables. We find that the
business location of Kabul is negatively and significantly associated with psychological capital.
This is an unexplored issue, as Kabul has the highest level of infrastructure, and highest amount
of foreign and local investment. Social media presence, self reliance marital status, age, and
number of children are all insignificantly associated with psychological capital. Further, there are
significant positive associations between marketing focus and marketing planning and promotion
variables. Education is positively and significantly related to marketing focus, marketing planning,
and promotional materials, as well as social media presence, and self-reliance. Educational level
is also negatively related to the number of children the entrepreneur has, and surprisingly, with the
business location being in Kabul.

These preliminary results suggest that the marketing function plays an important role in
affecting the psychological capital of female Afghan entrepreneurs. We next examine the
relationship between these variables and psychological capital in a multivariate framework.

Our binomial logit regression results are provide in Table 3.1

1 Alternative model specifications were used, such as OLS regression, and in other models, size as proxied by the
number of employees was included as an independent variable. Given the low variation in the size variable, it was
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[Table 3 About Here]

Our dependent variable is PSYCAP, which is a dummy = 1 for women who reported high levels
of psychological capital and 0 for those reporting low levels of psychological capital. Model 1
reports the results of our analysis of hypothesis 1, that a focus on marketing efforts enhances the
psychological capital of female Afghan entrepreneurs. Our test variable, marketing focus, is
positive and statistically significant at the 5% level. This provides evidence on a new, peripheral
value for the marketing function in creating value beyond previously documented benefits in terms
of accounting and market value measures, namely, in enhancing the optimism and hope (or,
psychological capital) of female entrepreneurs in difficult operating environments. This
underscores the importance of human capital investment and training in the basic business
functions, and implies that marketing efforts provide a sense of pride of ownership of the business
or the development of a brand in which one can find satisfaction This result is consistent with
Hypothesis 1.

Our second hypothesis is that perceived self-confidence in marketing efforts — proxied by both
perceived skill in marketing planning and perceived capability in developing promotional
materials — is positively and significantly related to the psychological capital of female Afghan
entrepreneurs. We find mixed results for this hypothesis. While Model 2 indicates that self-
confidence in marketing planning is positively and significantly related to psychological capital at
the 5% level, Model 3 reveals that confidence in developing promotional materials is not
significantly related to entrepreneurial psychological capital. This result complements prior work
by Adekunle, 2011; Baum and Locke, 2003; Baum et al., 2001; Chandler and Jansen, 1992;
Hmieleski and Corbett, 2008; Segal et al., 2005, all of which provide a link between self-
confidence and performance of entrepreneurial ventures, in that the development of psychological
capital through marketing efforts moderates perceived performance outcomes, with the caveat that
it is perceived skill in planning that provides these benefits rather than the development of
promotional materials. Perhaps if additional investment in training female entrepreneurs was
made, and confidence in the development of promotional materials was higher, this variable would
also be significantly correlated with perceived long run outcomes.

Our third hypothesis is presented in the null form because while social media presence has a
positive and significant impact on developed country SMEs, it is not clear that in environments
with low levels of internet access and literacy, the same benefits may be obtained. The results of
Model 4 indicate that social media presence for the venture does not significantly impact
psychological capital, or optimism regarding long-term success of the venture.

Our fourth hypothesis involves self-reliance in developing marketing materials and psychological
capital of female Afghan entrepreneurs. Given the literature on the importance of networks and
outside relationships, we argue that self-reliance may be isolating and detrimental to perceived
psychological capital, where as a more collaborative approach within the community towards
marketing the firm’s products and services may enhance networks and draw in new customers.
The results in Model 5 indicate that self-reliance is not significantly related to optimism or the
expectation of long-term success reported by Afghan female entrepreneurs. Therefore, we do not
find support for Hypothesis 4.

We also obtain interesting results for our control variables. As anticipated, educational level is
positively and significantly related to psychological capital, albeit at the 10% level. Number of
children is not significantly related to optimism regarding long-term success, although marital

not significantly related to psychological capital, but the results of alternative specifications were qualitatively
similar.
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status is positive and significant in determining psychological capital. This is a surprising finding,
given the local norms regarding gender roles, but consistent with a World Health Organization
study indicating that marriage lowers stress and enhances personal development.

Location in the capital city of Kabul is not significantly related to psychological capital despite the
stronger business infrastructure in the capital relative to the other cities surveyed. Again,
psychological capital is a state of mind (Yu and Liu, 2016) and that state for an entrepreneur is
made of high self-efficacy, optimism, hope and resiliency. Albert Bandura self-efficacy theory
suggest that individuals’ sense of efficacy can influence their behaviour in certain situations, and
worry and fear negatively effect self-efficacy (Pajares 2002). Kabul as the capital has the lion
share of most international aid and is the primary destination for foreign goods (Foschini, 2017).
Kabul along other major cities in Afghanistan has been a battl ground since the fall of Taliban in
December 2001 (the Independent, 2016), in fact, the Taliban controlled towns are only 40miles
away from the capital (New York Times, 2017). Kabul is called the city of concrete blast T-walls
among expats living there, hence, the ongoing conflict has impacted negatively on the Kabul’s
infrastructure and as a result it has neglected business attractiveness by channelling the majority
of spending to security instead of infrastructure, education, healthcare and industry (Wardak,
2016). Along with lack of optimism, hope and resilience, the location of Kabul as the capital of
Afghanistan was not significantly related to psychological capital. Age of the firm is similarly
unrelated to psychological capital.

Discussion and Conclusions

When one imagines challenging conditions under which entrepreneurs operate, there are arguably
few environments less hospitable than Afghanistan, particularly for women. Our initial findings
are highly discouraging. The median reported psychological capital of Afghan female
entrepreneurs, defined as perceived probability of long term success of the business, is the lowest
possible reportable value. In and of itself, this result should inform local, foreign, and supranational
entities attempting to invest in the develop the economy of Afghanistan that far more regard for
female entrepreneurs is needed, and that current efforts related to entrepreneurship are either
poorly designed, poorly executed, or both.

Psychological capital is an emotional and physical health commaodity highly correlated with the
success of entrepreneurial ventures. Such low levels of optimism are not sustainable. Given social
exclusion theory and the rigid gender roles in Afghan society (among others) it is evident that
cultural factors impact such low reported levels of psychological capital. Though this research
examines the Afghan environment, it is likely not uncommon in other environments in which
gender bias, political instability, political violence, corruption, and poverty rates are high. The
neglect of human capital investment does not bode well for the future of entrepreneurship in the
developing world if it relates to near hopelessness in the future of business ventures. In sum, we
previously mentioned that despite $100 billion in foreign development aid over the past 17 years,
no assessment of female entrepreneurship was every conducted in Afghanistan, and the outcome
appears to be despair. This has direct impacts on the willingness of the individual to preserve, on
the local community in terms of long-term employment, and on the growth of the economy as a
whole.

Many studies have examined how marketing spending and marketing intensity relate to the market
value or accounting performance of an enterprise. We ask a central question regarding the value
relevance of the marketing function in supporting the psychological capital of female
entrepreneurs. We find that a marketing focus by surveyed entrepreneurs significantly and
positively impacts optimism regarding the long term success of the business, or the entrepreneur’s

138



psychological capital. Further, we find that the aspect of the marketing function most relevant in
impacting psychological capital is confidence in marketing planning. We find no significant
association between confidence in developing promotional materials, social media presence, or
self-reliance. It is not surprising that social media presence is not significantly related to
entrepreneurs’ psychological capital, in that very few Afghans have access to the internet. It is
more surprising that confidence in developing marketing promotional materials is not significantly
related to psychological capital, but this may reflect the low mean educational level. If greater
investment was made in the development of these skill sets so that confidence in the development
of promotional materials improved, perhaps it would be more highly correlated with psychological
capital. We also found that self-reliance does not hinder psychological capital, in this environment
where social networks are so important. It appears that planning is the aspect of the marketing
function that most brings a sense of optimism and hope to female Afghan entrepreneurs and that a
marketing focus itself yields the greatest hope for long-term success amidst a highly untenable
business environment.

What drives the psychological capital of these entrepreneurs under these extreme conditions
should be of interest not only from the perspective of the entrepreneurship literature, but also for
policymakers who are often uninformed regarding on the ground conditions under which
individuals in the environment function. Our results indicate that psychological capital might be
improved with greater attention to and focus on the relative skill set of female Afghan
entrepreneurs. It is our hope that our results inform those in a position of power so that they support
the development of human capital of Afghan women who are or who seek to be entrepreneurs. We
also hope to raise questions for other researchers related to the importance of human capital
investment and the business functions for entrepreneurs in other less developed, conflict prone
environments with low mean educational levels.
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Table 1. Sample Descriptive Statistics

Variable Name Mean Median Standard
Deviation
Dependent Psycap 2.00 1.00 0.59
Variable
Test Variables | Marketing Focus | 5.19 5.99 1.69
Marketing 2.64 3.00 0.95
Planning
Promotional 2.54 3.00 0.97
Materials
Social Media | 0.57 1.00 0.49
Presence
Self-Reliance 0.30 0.00 0.46
Control Children 3.66 4.00 1.48
Variables
Education 0.77 4.00 0.42
Kabul 0.54 1.00 0.50
Marital Status 1.28 1.00 0.50
Age 4.01 5.00 1.41
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Table 2. Correlation Matrix
This table reports correlation coefficients between the dependent variable, Psycap, and independent variable, which aredefined in
Appendix 2. *** ** * represent significance at the 1, 5, and 10% confidence levels, respectively.

Psycap | Market | Market | Promot | Social | SelfReli | Childre | Educat | Kabul Marital | Age
Focus Plan Media | ance n Status
Psycap 1.00 0.13** | 0.13*** | 0.17*** | -0.04 -0.07 -0.01 0.03 -0.17** | 0.07 -0.05
Marketing 1.00 0.82*** | 0.80*** | 0.41*** | -0.11 - 0.13** | 0.05 0.07 0.07
Focus 0.16***
Marketing 1.00 0.55*** | 0.18** | -0.09 -0.10 0.15** | 0.02 0.05 0.04
Planning
Promotion- 1.00 0.10 -0.11 -0.10 0.14** | 0.04 0.09 0.08
al
Materials
Social 1.00 0.10 - 0.22*** | 0.17*** | -0.02 0.02
Media 0.25***
Presence
Self- 1.00 -0.03 0.16** | 0.22*** | 0.05 -0.05
Reliance
Children 1.00 -0.19** | -0.11 0.04 0.13
Education 1.00 0.26*** | - -0.04
0.16***

Kabul 1.00 0.03 -0.03
Marital 1.00 0.27
Status
Age 1.00
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Table 3. Binomial Logistic Regression Analysis

This table reports the results of binomial regression analysis where the dependent variable
is Psycap, which = 1 for above median reported psychological capital and O otherwise.
Independent variable definitions are provided in Appendix 2. Wald Statistics are reported
in parenthesis. ***, ** * represent significance at the 1, 5, and 10% confidence levels,
respectively.

Variable Model 1 Model 2 Model 3 Model 4 Model 5
H1 H2 H3 H4 H5

Constant -1.12 -0.05 0.23 0.71 -0.01
(0.61) (0.00) (0.03) (0.21) (0.00)

Test

Variables

Marketing 1.18

Focus (4.81)**

Marketing 0.92

Planning (5.35)**

Promotional 0.60

Materials (1.91)

Social Media -0.20

Presence (0.26)

Self-Reliance 0.09

(0.05)

Outside World

Control

Variables

Children -0.29 -0.31 -0.32 -0.38 -0.31
(0.48) (0.59) (0.60) (0.80) (0.46)

Education 0.27 0.28 0.26 0.23 0.23
(3.03)* (3.31)* (2.82)* (2.25)* (1.64)

Kabul -0.13 -0.22 -0.23 -0.14 -0.25
(0.76) (0.24) (0.28) (0.11) (0.31)

Marital Status | 2.44 2.72 2.64 2.79 2.80
(6.52)** (7.81)*** (7.34)*** (8.56)*** (8.50)***

Age 0.01 0.11 0.02 0.05 0.09
(0.99) (0.05) (0.01) (0.01) (0.04)

n 248 248 248 248 248

Chi Sq 15.69** 15.88** 13.18** 11.50* 11.01
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Abstract

Music is widely used in advertisements to influence consumers. Literature suggests that
music has an effect on a consumer’s attitude toward the ad. Muslim consumers are a large
market segment whereby companies try to capture their attention through “Halal”
branding. Previous researchers have found that some Western advertisements are offensive
for some Muslim consumers. However, how music in ads influences Muslim consumers is
not too clear. In this study we investigated the effect of music in advertisements on attitude
of Muslim consumers toward the ad. Results show that music has an effect on attitude
toward the ad and we relate these findings to peripheral rout of Elaboration Likelihood
Model (ELM).

Keywords: Music, Advertisements, Attitude towards ad, Muslim Consumers
Introduction

Music is an integral component of advertisements which is accepted globally by
advertisers (Kupfer, 2017). Allan (2008) analyzed 715 different American TV
advertisements, of which 617 commercials used some type of music of all genres like songs
and jingles etc. that were made for “ordinary people”. The findings show that music
enhances the likeability of the advertisement. Marshall and Roberts (2008) argue that from
1995 to 2004, 83 percent of effective advertisements contained music. Chou and Lien
(2010) found in Taiwan that most popular advertisements of Sony Ericson and Toyota have
music in it. These studies show that music has a significant role in modern advertisements.
Literature related to music in advertising have different aspects like tempo, volume,
quality, likeability, and music fit (Lavack, Thakor, & Bottausci, 2008; Oakes, 2007; Alpert,
Alpert, & Maltz, 2005). However, there is lack of studies related to music in advertisements
and religion. This study will try to fill this gap to some extent.

A focus on linking Islamic perspectives to promotion activities, especially advertising
initiated in the late 1980s. Scholars focused largely on the essence of advertising in Islamic
states, for instance, Saudi Arabia and Malaysia. During the initial ten years, more research
studies were carried out into Islamic marketing where researchers concentrated on
discussing numerous issues associated with Islam and marketing (Wilson, 2012). Studies
focused on empirical research grounded in Quran and Sunnah (Lugmani & Yavas, 1989).
Several studies conducted content analyses of contemporary advertising campaigns and
messages in Muslim republics with some opposing advertisements offered in British or
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American campaigns (Kalliny, 2010). Al-Makaty, Tubergen, and Whitlow, (1996) argue
that Islam allows advertising but with certain guidelines. Rice and Al-Mossawi, (2002)
offered a classification of Muslim audience for promotion campaigns without the
deliberation over their juristic opinions or theological devotion. Wilson (2012) argues that
advertising experts must have information of Islamic ethics, morals and religious decisions
when considering Middle Eastern marketplaces.

Lugmani and Yavas (1989) establish that disregarding the effect of religion, precisely
Islam, on advertising can isolate a significant segment of the population that practices
religious devotion and spirituality. If ignored, segments within the target market for an
advertising campaign may develop negative brand awareness (Fam, Waller, & Erdogan,
2004). The isolated segment can also effect social perception and damagingly distress
consumer attitudes (Michell & Al-Mossawi, 1999). Lugmani and Yavas (1989), similarly
notice that religious establishments play a durable role in brand awareness among the
traditional segments of inhabitants. Numerous studies (Abdul Cader, 2015; Abdullah &
Ahmad, 2010) investigate many characteristics of Islamic marketing in dissimilar Muslim
states such as Saudi Arabia and Malaysia. Research studies on Islam and marketing
(Wilson, 2012) have been publishing during the last few years in devoted Islamic
marketing journals such as Journal of Islamic Marketing and International Journal of
Islamic Marketing and Branding. This suggests increasing importance being given by
researchers to identifying and investigating the links between Islam and marketing.

Research Objective

Literature suggests that buying behavior of Muslim consumers depends on religion
(Muhamad & Mizerski, 2010) or depends on culture (Wilson & Liu, 2011). While, Saleem
et al. (2017) conclude that religion (Islam) does not allow music in advertisements
however, music is acceptable in Muslim culture (Rana & North, 2007). Therefore, this
study investigates Muslim consumers’ perception about music in advertising. To the best
of our knowledge none of the studies investigated effect of music of Muslim consumers’
attitude toward the ad. Therefore, the overall objective of this research study is to
investigate the effect of music in advertisements on attitude toward the ad on Muslim
consumers. Furthermore, this study is following the definition of Muslim consumers
broadly. Moreover, music used in this experimental study is the original track of Doritos
advertisement. Therefore, this study does not consider other types of music used in
advertisements.

Literature Review

Music in Advertisements

In television advertisements, music is an integral part of background features used to
enhance the product image. Literature suggests that ads with music increase the value of
the commercial (Coloma & Kleiner, 2005; Stewart et al., 1990; Stout et al., 1990). An
experimental study was conducted by Gorn (1982) who argues that audience prefer
advertisements with music of their interest. If they like the background music, then the
chances of selecting that product is more than the ad with music they dislike. Background
music in commercials influences the audience behaviour along with triggering their moods
(Lalwani et al., 2009; Alpert et al., 2005).

Music and culture are connected to each other in a way that it varies from nation to nation
and plays a vital role in many aspects of life (Herndon & McLeod, 1980). Therefore,
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marketers can influence the consumers of diverse culture by using different musical
fragments (Murray & Murray, 1996), especially in the environment of advertisements and
retail (Bruner, 1990). Furthermore, music has the ability to generate attention toward the
advertisement (Kellaris et al., 1993; Tom, 1990) and increases recall and purchase
intention (Blair & Shimp, 1992; Alpert & Alpert, 1990; Park & Young, 1986; Gorn, 1982).
Music has an effect on consumer behavior (Gorn, 1982). Emotions that are created by
music influence purchase intention (North et al., 2004). However, there are few studies
(Brooker & Wheatley, 1994; Macklin, 1988) conducted to examine the effect of music in
advertisements on attitude towards ad. Macklin (1988) argue that music in advertisement
has no effect on attitude towards ad on children. However, according to Lantos and Craton
(2012), it is not necessary that music in advertisements will always generate favorable
response from the audience.

Attitude toward the Advertisement

Attitude is a reaction of gradual developing of favorable or unfavorable responses toward
an object (Zanna, Kiesler, & Pilkonis, 1970). Therefore, attitudes are useful forecasters of
communicative objectives (Mitchell & Ol