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Abstract

In the marketing literature (e.g., Kotler, 2003; Peter and Olson, 2008), the consumer subculture is defined as one of many external influencing factors on Consumer Buying Behaviour (CBB) and, mostly, denotes to a groups of consumers in a society that share common cultural meanings. The religion has been given as a widely used example to explain this. However, some religions have regulations that govern people’s life aspects and behaviours and their effects, therefore, are increasingly extended on CBB. 
Islam, here, provides a good opportunity to study this issue, as it has guidance/regulation in every situation related to the consumer social life (Reham, 2010). Muslim consumers are, highly, obliged by religion to avoid buying some food (e.g., those include non-Halal and/or pork meet /fat ingredients), gambling (e.g., lottery), and rejecting the advertising appeals that clash with Islamic values (e.g., sensational/sexual). Accordingly, the religion’s influence in a) existing marketing literature (CBB Models) and b) the real social life in Arab/Islamic countries looks likely to be inconsistent. This paper argues that the Islam’s effect on Muslim CBB extends beyond the concept of consumer subculture, and raises the question of ‘to what extent can the existing CBB models explain the actual behaviour of Muslim consumers today’. Beginning with a review of the literature on CBB and the studies in an Arab/Islamic context, the paper comparatively discusses the religion’s role in CBB, and seeks to suggest that a new/developed CBB model aiming to facilitate understanding Muslim CBB in the fast-growing markets (Marinov, 2007), may now, imperatively, have to be emerged.
Introduction

In marketing literature (e.g., Kotler, 2003; Peter and Olson, 2008), the concept of consumer subculture is categorised as one of many external factors that impact on consumer buying behaviour. The religion has been given as a widely used example to explain this construct (Vassilikopoulou and Mylonakis, 2006). However, some religions have regulations that govern people’s life aspects and their effects, therefore, are increasingly extended beyond the Consumer Behaviour Model (CBM). Clearly, difficulties of this understanding are exacerbated when the religion is the fastest-growing and most misunderstood in the world today (Islam; Kurtz, 2007). This situation is what many international marketers face when targeting Arab/Muslim markets (Marinov, 2007). Islam, therefore, provides a good opportunity to study this issue, as it has guidance/regulation in every situation related to the consumer social life and the major source of the written laws (Erdem and Tuncalp, 1997; Reham, 2010). 
This paper argues that the religion’s influence in a) existing consumer behaviour literature and b) real life in Arab/Islamic countries looks likely inconsistent. The Islam’s effect on Muslim buying behaviour extends beyond the concept of consumer subculture in the literature, and raises the question of ‘to what extent can the existing CBMs explain the actual buying behaviour of Muslim consumers’. 
Is Subculture Concept Applicable for Islam?

Islam, briefly, is a way of life which focuses on a balanced approach between material and spiritual values. In Islam, everything that an individual undertakes, including business practices, marketing, crime and punishment, is part of worship of Allah (Fam et al., 2002; Vitell et al., 2004). Here, with taking into account that marketing literature has indicated that the consumer subculture can be a religion; Islam appears here the largest subculture population over the world, as 25 percent of the total world population is Muslim living in 50 countries (Vitell et al., 2004). Specifically, Muslim consumer market in the Arab World (22 countries, 358 million people, the majority is Muslims and Arabic is the official language; League of Arab States, 2010) are characterises with the fast-growing population levels and the high purchasing power of consumers (Leonidou, 1991). Also, Arab/Muslim consumers are unique, because of the dual effect of Arabic culture and Islam (Leonidou and Rosides, 1995; Marinov, 2007). Therefore, they provide a good opportunity to discuss Islam’s impact on their buying behaviour. It can be realised, here, that the religion (subculture) overrides the national borders. 
Back to the subculture concept in marketing literature, it denotes to a group of consumer in a society with shared value systems based on common life experiences and situations. Marketers interest in a subculture groups to satisfy consumers’ preferences. But, in the case of Islam, marketers’ concern about Muslim consumers group should not be merely an interest to satisfy their preferences, because the global companies may find themselves in a serious trouble when they misunderstand a relevant sensitive issue (Armstrong and Kotler, 2008). For example, McDonald’s and Coca-Cola tried to attract Arab/Muslim consumers by putting Saudi Arabian flag on their packaging, but this produced opposite result. As this flag includes the passage of basic foundational of Islam, Muslim consumers feel strongly that their belief’s passage should never be tossed in the garbage. A similar expensive mistake was made by Nike when they putted ‘Air’ logo on their shoes, which resembled ‘Allah’ in Arabic script. Arab/Muslim consumers objected this and, consequently, Nike pulled the shoes from distribution.
It can be concluded from the stories above that dealing with Muslim consumers as a just subculture group might be inappropriate. Here, the question might be that do marketers need to adapt, or even change, the existing subculture concept in order to facilitate the understanding of Arab/Muslim consumer behaviour. Marketing literature focuses on the intention (what the concept denotes?) of subculture concept, but its extension (what the concept denotes?) has been slightly neglected. These two concept’s dimensions/questions should be well-defined in balance to form a good concept (Gerring, 1999). To abstain this, we need to know the nature of Islam’s impact on Muslim buyer’s behaviour through his/her reactions to marketing activities.

The Scene of Marketing in Arab/Islamic Markets
Although the globalisation’s effect (Stohrer, 2009) and a tendency to consumerism (Assad, 2007) in Islamic countries are obvious, Islam’s impact on Arab/Muslim buyers’ behaviour remains dominion (Kokoschka, 2009), because, move away from stereotype, there is no conflict between this religion and modernity (Vohra et al., 2009). However, determining the exact aspects of Islam’s influence on buyer’s behaviour in the Arab World is not easy task for non-Muslim/Arab people. In this context, Michell and Al-Mossawi (1999) presented a useful approach to distinguish between two types of aspects; unarguable and arguable. Accordingly, marketers approaching Islamic markets have to take into account the role of Islamic law. Also, they must seek to understand how do these elements (unarguable and arguable) interact with, at least, their marketing activities toward Muslim consumers. Therefore, our focus in this paper is, mainly, centred on the unarguable related aspect of Islam’s influence to the marketing programme.
In launching a product, marketers have to realise that it is forbidden, according to Islamic teachings, to eat food includes meet/fat of non-Halal or pork. Also, it is not permissible to drink intoxicants and, clearly, such food and drink are forbidden to sell (e.g., Erdem and Tuncalp, 1997; Rehman, 2010). Further, in some cases, Muslim consumers avoid buying the products; not depending on their ingredients, but depending on its origin (e.g., Israel; Erdem and Tuncalp, 1997). Promotion/advertising activity in Islamic countries has received much attention from the researchers comparing with the other marketing activities (e.g., Tuncalp and Erdem, 1998, 1999; Kokoschka, 2009). This is because the promotion/advertising can be considered as the information bridge to a consumer’s mind, so that any religious mistake might drive the whole marketing campaign to die. The Islam’s influence as well as cultural sensitivities should be considered in any promotional effort in Islamic/Arab markets (Souiden, 2000). For example, it is not possible to use nudity, vulgar words, gambling scenes and/or woman’s body as appeals in any form of promotion, because they are so sensitive and might be banned (Tuncalp and Erdem, 1999). Further, any advertising message includes meanings that appear clash with Islamic teachings is forbidden. For instance, many advertising include scenes show people playing, or even throwing out, with food. Such action is completely unacceptable for Muslims.
What can Marketers do?

Marketers react depending on what they understand from Muslim consumers’ aspects. They tried, often through local producers, to present products that fit seamlessly into a globalised consumer culture while maintaining an impression of Islam authenticity. For example, launching the fashion doll Barbies with headscarf (Pink, 2009) and showing a woman who, although wearing a veil, wears jeans and a tight sweater in Sunsilk advertising (Haenni, 2009). In this context, the most remarkable business response to Islamic markets is the Halal industry (1 trillion dollar market) (Gökarıksel and Secor, 2009). This economic significance of fast-growing business has led companies to market Halal products across other countries (e.g., EU countries; Sosnowska, and Łyszczarz, 2009), which are not limited by foods and drinks (e.g., cosmetics; Gulzar, 2010).
It can be realised that marketers’ reactions to Islamic market characteristics, generally, fall into two types. First, marketers have to conduct compulsory responses where a market’s laws are according to Islamic teachings (e.g., Halal meet). The second type is optional response where marketers try to offend Muslim consumers by add some external appearance to products. However, with poor understanding of Islam, such response might carry, unexpectedly, negative Muslims’ attitudes (e.g., McDonalds and Coca-Cola cases). 
Although Muslim consumers represent a large population across 50 countries and fast-growing market, marketers have limited understanding of Muslim consumers (Vohra et al., 2009). Hence, the need rises, here, to better understanding of these consumers’ behaviour. As we noted earlier, considering Islam religion as a subculture in studying Muslim consumer behaviour might be inappropriate. Such consideration drives marketers to view Islam’s influence from a quite narrow angle (subculture’s influence) which unable them to understand well how Muslim consumers decide to buy and based on what criteria. This understanding can be obtained, only, through rethinking the whole buying process of Muslim consumers, as it has been developed, mainly, in non-Islamic/Western context.
Conclusion
In the context of marketing literature on CBMs, it could be debated that whether the existing CBMs are to explain cross-culture buyer’s behaviour (Soares, 2004). Generally, although consumers who have the same core values may be influenced in different ways, Muslim buyer’s behaviour is strongly influenced similarly in terms of following the Islamic teachings. This is because, as discussed above, Islam is belief, value system and practice which shape Muslims’ life style. 
Therefore, we argue that it might be inappropriate to consider Islam’s influence in a CBM as just one of the external influences. Islam has two types of Islam’s influence. The first Islam’s influence can act as a filter for the marketing messages that Muslim consumer exposes to. This influence can removes, by passing through, all marketing information and offerings that clash with Islamic teachings. For example, Muslim consumers could not be attracted by a promotional message that includes nudity (Tuncalp and Erdem, 1999). Similarly, they do not care about any offers of non-Halal products (Michell and Al-Mossawi, 1999). Consequently, the exposure of Muslim consumer to advertising is significant only with those stimuli that are not contradictory with Islam. 
The second Islam’s influence accrues after Muslim consumer exposed to, stored, retrieved and selected certain information about a product, but before he/she makes the purchase decision. Here, Islam’s influence works as controller which directs and restrains the set of observable buyer responses. Muslim consumers, for example, do not buy any products that include non-Halal/alcoholic ingredients (Gulzar, 2010) or anti-Islamic/Arabic brands (Vohra et al., 2009). 

Our discussion suggests that the existing definition of Islam within the context of CBM as a subculture is unable to connote the range of Muslim consumers’ buying behaviours/decisions (concept extension). Therefore, both international marketers and marketing researchers are invited to rethink the existing CBMs in aiming to obtain well-understanding of buyers’ behaviour in this huge and fast-growing Islamic market. Accordingly, the current paper provides a point of departure for establishing a new/developed framework of the unique Muslim buyer’ behaviour. 

The pursuit of 1.9 billion-consumer markets requires that international marketers understand the impact of Islam on consumer behaviour across these fast-growing markets and design strategies for them as a group. However, Islamic markets differ from country to country. Nevertheless, Souiden (2002) concluded that Arab/Islamic countries should be considered as distinctive and separate markets sharing the same cultural, language, moral and Islamic standards. As the relationship-based culture in this region and Islamic value effect, success awaits those international marketers designing marketing strategies that combine satisfaction of Arab consumer’s preferences with considering Islamic teachings.
In this paper, the key limitation is that Islam was discussed on a broad basis. That is, it was not possible to identify whether the re-defined buyer’s behaviour in this paper is precisely appropriate for the Sunni Muslims or the Shiite Muslims consumers.
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