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Abstract 

As business becomes more global, the understanding of ethical beliefs of consumers across cultures worldwide has become an important tool for international business (Ford, Nonis and Hudson 2005) to formulate strategies to target foreign markets (Mitchell et al., 2009). 
However, consumer judgment, understanding, and predispositions of consumer missbehaviour can differ markedly between cultures (Fisher et al., 2003; Ford, Nonis and Hudson 2005). Moreover, social pressures affect the consumer’s intention to engage in specific behaviour, because the consumer develops a stronger intention to engage in the behaviour if there is a social pressure towards it (i.e. the level of “social influence”; Bhattacherjee 2000; Fukukawa 2002). 
 As the Arabic culture is similar in all the 22 Arabic countries because these countries have shared norms and values (e.g. those derived from Islam), customs (e.g. Arabic tribes), history (e.g. Islamic and Ottoman Empire) and language, the consumer lifestyle is also similar across these countries. However, only a few cultural studies concerning consumer theft have been conducted in Arabic countries (e. g.  Dabil, 2009). 
This paper investigates the effects of Arabic culture and Arab lifestyle on consumer theft methods in Libya. These effects were examined through three scenarios: shoplifting, stealing from hotel rooms, and software piracy. Data were collected by conducting personal interviews with 26 marketers in Libya.  The findings indicated that there are some unique methods of consumer theft are appeared within Arab lifestyle. Some of consumer theft scenarios, like software piracy, are considered as an acceptable behaviour there. Managerial implications and recommendations are also discussed.  
Introduction 
The most widely studied form of consumer missbehaviour is consumer theft (Harris and Reynolds, 2004). Consumer theft is the type of behaviour when the consumer has no intention of paying and seeks to avoid paying in full or in part (Lovelock and Jochen, 2007). Consumer theft is also defined as the means that are used by the consumer in order to gain free goods (Harris and Reynolds, 2004). Although much consumer theft comprises minor individual behaviour, which is sporadic pilfering (Cameron, 1964), the aggregate impact of this behaviour is enormous (Business Software Alliance, 2008; CRR, 2008). 

Research problem 
While most of the studies concerning consumer theft have been conducted using samples of Western consumers, only a few of them have been conducted using samples from Arabic countries (e.g Al-Shehrani, 2004; Dabil, 2009).According to Hofstede (2005), the essential core of culture consists of traditional – such as historical derived and selected – ideas and specifically their achieved values. Therefore, the Arab culture censors in a similar way in all the 22 Arabic countries where the Arab world countries that have shared norms and values (e.g. those derived from Islam), customs (e.g. Arabic tribes), history (e.g. Islamic and Ottoman Empire) and language, tend to be of a highly convergent national culture.
Libya was selected to be the focus of this study due to several reasons. First, the Libyan market can be considered a new and unknown market for international firms which did not have contact with global markets during the long period of sanctions (Jodie and Gorrill 2007). However, whilst the Libyan market has been open to international companies since the spring of 2004 (CIA 2009), in Libya there are no retailing chains, it remaining an economy based on small stores. The same is the case in the hotel sector. Therefore, it is quite different to the West where large corporations dominate.  Second, the Libyan market is still suffering from a shortage of some products, which may compel consumers to use counterfeited products. For example, there is an intense shortage of the original editions of software programs in the Libyan market (General People's Committee for Economy 2008). 
While there are some signs of other forms of consumer theft emerging in Libya (Bakkar 2005), yet this topic has been neglected by Libyan researchers. Therefore, this study aims to partially fill this gap in the literature by investigating the role of Arabic cultural in adopting ACB in Libya. More specifically then, the research questions addressed by this study are: 
· Are there similarities or differences between Libyan consumer theft methods and that used by Western consumers? 

· Is Arabic cultural influence on consumer theft methods in Libya? 
Methodology and Research Design 
In order to enrich the results three different consumer theft scenarios were examined: shoplifting, stealing from hotel rooms, and software piracy.Theft from the selling floor while a store is open for business is called shoplifting (Francis, 1979: sited in Glasscock et al., 1988: 272). Hamad (2006) defined software piracy as an “unauthorised copying of computer software that constitutes copyright infringement for either commercial or personal use”. However, customer pilfering from hotel rooms is a common example for hotel property abuser. 

A sample of marketers was interviewed face-to-face in a semi-structured format in Arabic. The marketers in this study were identified as the person in each grocery store, computer store or hotel who was the most qualified to provide the required information. The contents of the interviews were recorded with hand-written notes and the materials were analysed using a thematic analysis. After 26 interviews we found that no new themes were being generated and the data was saturated. 
Analysis and Results 
Miles and Huberman (1994) viewed that the qualitative analysis is conducted in the three interlinked processes; data reduction, data display, and conclusion drawing and verification. This process has been adopted in this study. The analysis shows that the Arabic cultural and lifestyle have a strong effect on the shaping consumer theft methods in Libya. This effect is discussed as following based on the studied scenarios.   
Shoplifting 

In general, shoplifting was common in all the studied stores.  Although the study and work places are mixed in Libya, according to the Arabic culture norms the direct contact between females and foreign male is not accepted. Whilst the Arab region witnessed a substantial increase in the women’s share of economic activity (UNDP, 2005), the occupation of seller or owner of shops/ stores is still monopolised by males in Libya. Therefore, shoplifters were mostly women because the female consumers have a kind of social defense if she aims to shoplift. In the one hand it is not socially acceptable for the male seller to be watching or check the female consumer. On the other hand if a female is arrested as a shoplifter, she can say “…that I did not steal, but the seller try to hidden his fault in molestation me. This can put the seller in a serious problem. Therefore, some shoplifters in Libya  come accompanied with their wives or daughters. A store owner provided this story: 

I noted a couple whose manner in moving around the shop made me suspicious that they aimed to shoplift. Therefore I asked one of the assistants to watch them. When the man noticed that, he complained angrily and said: “Your employee is behaving very rudely and unacceptably because he is looking at my wife.” 

Also, As Libya is a collectivism society; some consumers try to create a good friendship with the sellers to gain the seller’s trust. Consequently, marketers will stop watching them, and then he/she can shoplift easily. The age of consumer also influences on shoplifting in Libya where the older people (over 45 years old) are respected in the Arabic countries.  Hence, the older consumers are not watching or checking by staff when they are shopping, as demonstrated by this quote from this shoplifting story  which provided by one of the interviewees:   
A lady (45-50years) always comes to the store. The staff respected and trusted on her, and do not watching. By chance one of the staff saw her when she was lifting.

Software Piracy

The analysis shows that almost all of the software in the Libyan market is copied. Further, the interviewees do not consider software piracy as consumer theft. Furthermore, they do not know that there is a law in Libya which can be used against Software piracy. The interviewees think that once the consumer buys software, he/she has a right to do any thing with it. However, almost all of the interviewees are pleased with the current situation as it has led to a reduction in the computer prices and increased the number of computer users. 

As Libya is a collectivism society and this behaviour is socially acceptable, the consumers can help each other to copy software.  However, the interviewees themselves are pleased with the current situation as it has led to a reduction in the computer prices and increased the number of computer users. Almost of the interviewees mentioned that …  

Computers have been imported without software and the marketers download coped software on them before selling. The marketers do this as this can reduce the price by 480 LYD (which is equivalent £240). If we do not do this only a few consumers can buy computers as the total price will be 1000- 2500LYD (which is equivalent £500-1250).   

Therefore, the interviewees are against applying any law to stop this behaviour as they believe that applying this kind of law will negatively affect on both consumers and marketers. Software piracy in Libya therefore, is not only adopted by the consumers but, also it is adopted by marketers as well.  Thus, this behaviour could not be considered as consumer theft in Libya. 

Pilfering from Hotel Rooms

The analysis shows that the pilfering is widespread in all the studied hotels, with towels top of the list. The marketers linked consumer pilfering in hotels strongly with some social and cultural factors. First, as the Libyan families are large families and have strong relations with other families, almost all Libyan houses are large with a guest room with toilet in them. In the Arabic culture in general the hospitality is very important and a highly admired virtue. Therefore, the Libyan did not use to stay at hotels when travelling around Libya. However, the period of the 1980’s with the difficult economic situation, which Libya had passed through, caused an important change in this situation. Many of the Libyan families had to move to a smaller house, or allocate the guest room to one of their sons to stay in with his wife. Consequently, Libyans now use hotels, more than before, when they travel around Libya. 
According to the marketers’ view, this change in Libyan culture has a direct effect on ACB in Libyan hotels. The interviewees make excuses for pilfering by saying that Libyan consumers do not have enough experience with staying at hotels, and they do not know many of the hotel regulations. Therefore, Libyan consumers might engage in consumer pilfering in good faith. Consequently, pilfering from hotel rooms is socially accepted in Libya. This can be evidenced by the fact that guests do not hide the stolen items, especially those that have the hotel's logo. Rather, some guests put the stolen items on display in their houses to show that they have been in particular hotel. 

Conclusion
The results of the current study are in line with previous studies which focused on the effect of social and cultural on consumer theft evaluation and adoption (Bhattacherjee 2000; Fukukawa 2002; Fisher et al., 2003; Ford et al., 2005). The Arabic culture and Arab lifestyle has a significant effect on consumer theft methods in Libya. This effect, which is understandable by Libyan marketers might prudes some difficulties for international companies that have entered to the Libyan market. 

Unlike the West where large corporations control business, in Libya there are no retailing chains and the same is the case in the hotel sector. Therefore, owner-managers make their own rules rather than follow company rules. As Libya is a collectivist society, marketers there see themselves as a part of the wider society, and thus they interpret the social responsibly of their business in different ways than Western businesses do. For example, the Libyan marketers tolerate or ignore consumer practices that in the West would be seen as clearly anti-social and unacceptable in order to avoid shaming them.
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