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Abstract

Scholarly calls for the assessment of the relationship between consumption
and wellbeing have raised interest in conspicuous consumption research.
The global phenomenon of luxury consumption has drawn researcher inter-
est at recent times. Despite consumer affluence in the oil-rich Arabian Gulf,
research into this phenomenon at this emerging region to-date is still lack-
ing. Since the Arabian Gulf is also particularly Islamic, a significant body of
literature has addressed halal purchasing yet had failed to examine the in-
tersections between luxury and halal consumption. The present research
takes the case of the United Arab Emirates (UAE) as a starting point for the
analysis of the blend between the notions of halal and luxury in the Arab
region since the UAE presents an interesting multicultural yet Islamic blend,
which has yet not been investigated. The research takes a qualitative meth-
odological approach utilizing unstructured observation and content analysis
of 138 visuals collected from prominent shopping malls in Dubai and Abu-
Dhabi during the occasion of the minor Islamic Eid following Ramadan. The
results show that the UAE consumer culture combines authenticity with mo-
dernity portraying highly savvy cosmopolitan consumers sharing the global
values of urbanization within the halal parameters. The research concludes
with raising critical questions around the boundaries of luxury consumption
from an Islamic perspective.
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Consumer researchers should be at the forefront of work on the implications of
consumption-oriented (e.g., materialistic) strivings for meaning and happiness, which
would answer calls by various researchers that the discipline deal with issues that are of

some significance to humanity (Baumgartner, 2002: 288).

Introduction

Despite international calls for responsible consumption (Giesler & Veresiu, 2014), luxury
has turned from a concept that existed since ancient times to a corporate-fueled market sector that
signals and reflects an “affluent lifestyle” (Sea & Buchanan-Oliver, 2015: 92). Whereas critical
historical and economic accounts of luxury consumption such as Packard’s classic The Status
Seekers have “argued that the escalating need for status striving strengthened social class
distinctions, de-stabilised personal prosperity/happiness and served the interest of very few
entrepreneurs” (Patsiaouras & Fitchett, 2012: 164), yet, today, the values of globalization and
modernization have permeated societies leading to noticeable increases in international luxury
consumption. Scholars have called for research on the associations of meanings related to
consumer purchases of luxury brands in the modern (or “post-modern’) consumer culture we are
living in (Sea & Buchanan-Oliver, 2015). Paradoxically, however, research also reports that
urbanization has occasionally enhanced local traditional values, such as hospitality, particularly in
the Islamic Arabian Gulf region (Sobh, Belk, & Wilson, 2013). In the Islamic culture, this
phenomenon is not unprecedented where history reports that the Islamic civilization has witnessed

eras of “efflorescence” in affluence and consumption in general (Hirschman, 2013).
According to Alserhan (2010: 102):

(Currently,) the largest Islamic body (is) the Organization of the Islamic Conference (OIC)
(, which) is composed of the economies of 57 member states... Those 57 countries have a
combined gross domestic product (GDP) of nearly US$8 trillion (before the oil boom of
2008). The richest country on the basis of GDP per capita is United Arab Emirates. On the
basis of per capita GDP, Qatar is the richest country with incomes exceeding US$62,299.

The recent boom in oil prices has significantly increased these figures in all oil producing



Muslim countries. In 2008, Abu Dhabi, a member emirate in the United Arab Emirates had
a per capita income of US$75,000, which is double that of most European countries, and

almost double the US figure...

At the same time, consumer research scholars have also highlighted the need for exploring luxury
consumption in religion-specific regions. According to Aoun & Tournois (2015: 109), “branding
in faith-based consumer markets, in which marketing practices, religion, and consumption
intersect, is largely unexplored”. Alserhan (2010) also reports that “the halal market, i.e. products
that are shariah-compliant, represents a significant portion of (OIC) countries economies” (see
also El-Bassiouny, 2014; 2015a; 2015b; Wilson & Liu, 2011; Wilson, 2012; 2014). Despite the
parallel upsurge in both halal and luxury consumption in the rich Arabian Gulf, yet no research
has delved into the intersections between those two notions. Since the UAE remains the richest
country within the OIC, the current research aims at phenomenologically attempting to interpret
the concept of affluence as portrayed by luxury consumption in two predominantly halal markets
in the UAE; namely Dubai and Abu-Dhabi during the Islamic minor feast occasion (Eid) following
Ramadan in 2015.

Since the focus of this research is on the consumer side, this paper starts by highlighting the
literature relevant to luxury consumption and consumer personality whilst referring to relevant
extant literature on halal branding and halal brand personality. The paper then moves on to
presenting the Islamic perspective on the parameters of the halal in luxury consumption. This is

followed by presenting the research methodology, the results, and critical concluding remarks.

Luxury Consumption and “Consumer Personology’’:

Literature on luxury consumption is substantial and growing (Phau, Teah, & Chuah, 2015;
Tea, Phau, & Huang, 2015; see also “Global Demand For Luxury Homes Strong in the EMEA
Region As Ultra Wealthy Buyers Look To Diversify Holdings”, 2015), where studies have
reported a “global luxury brand industry” (Seo & Buchanan-Oliver, 2015: 182). This phenomenon
has been witnessed and studied in many countries, including Japan (Seo & Buchanan-Oliver,
2015), Kuwait (Riquelme, Rios, & Al-Sharhan, 2011), Iran (Teimourpour & Hanzaee, 2011),
among others. In some countries (e.g. Finland), a considerable and viable market has even

developed for second hand luxury products (Turunen & Leipamaa-Leskinen, 2015).



The evolution of conspicuous consumption has also been documented in marketing literature
(Patsiaouras & Fitchett, 2012). This has been primarily attributed to the influences of technology,
travel, and globalization, yet research reports that still “emergent markets will necessarily bring
new connotations to luxury branding within and beyond those cultures” (Sea & Buchanan-Oliver,
2015: 86).

According to Patsiaouras & Fitchett (2012: 154), “conspicuous consumption refers to the
competitive and extravagant consumption practices and leisure activities that aim to indicate
membership to a superior social class”. Luxury brands are commonly associated with “prestige
and social status” and are characterized by “price insensitivity” where the ultimate emphasis rests
on branding (Seo & Buchanan-Oliver, 2015: 83). In that sense, many researches have related
luxury consumption to conspicuous consumption (see e.g. Giovannini, Xu, & Thomas, 2015). Yet,
research has also reported firm-specific factors affecting consumer purchases of luxury brands,
such as premium and consistent quality. Studies have also discussed differences between
“functional”, “experiential”, and “symbolic” aspects of product consumption between luxury and
regular brands in different contexts (Sea & Buchanan-Oliver, 2015). Luxury brands have been
noted to differ from non-luxury brands in consumer perceptions of their functionality and
performance, in consumer shopping experiences and consumer level of involvement, as well as in

status symbolization and enhancement of self-esteem and self-worth.

Despite previous scholarly calls, rigorous research utilizing “consumer personology”
(Baumgartner, 2002) in luxury consumption studies remains lacking, which renders the
interpretation of the phenomenon tedious. Utilizing interpretivist consumer narratives based on a
trilogy of “thinking versus feeling purchases”, “low versus high purchase involvement”, and
“spontaneous versus deliberate purchase behavior”, Baumgartner (2002: 289) has highlighted

eight different types of general consumer purchase behavior:

(1) extended purchase decision making (e.g., making a purchase based on objective,
logical criteria and for utilitarian reasons),

(2) symbolic purchase behavior (e.g., buying a brand to project a certain image or
because it meets with social approval),

(3) repetitive purchase behavior (e.g., making a routine purchase or buying something
because you’re loyal to it),



(4) hedonic purchase behavior (e.g., buying something because you just like it),

(5) promotional purchase behavior (e.g., buying something because it’s on sale),

(6) exploratory purchase behavior (e.g., buying something out of curiosity or because of
a desire for variety),

(7) casual purchase behavior (e.g., buying something without thinking much about it),
and

(8) impulsive purchase behavior (e.g., buying something on impulse).

Most studies analyzing luxury consumption utilized a phenomenological study of customer
experiences with luxury brands in the retail setting (Cervellon & Coudriet, 2013). On the consumer
personality side, research to-date has very basically classified luxury consumers into “elitist”,
“democratic”, and “distant” and reported that consumers can also be rank classified into “luxury
gourmands”, “luxury regulars”, and finally “luxury nibblers” who have adhoc encounters with
luxury purchasing (Sea & Buchanan-Oliver, 2015: 86). Another classification looked into different
consumer experiences associated with consuming luxury products. These included mainly
“entertainment”-oriented, “educational”-oriented, “aesthetic”-oriented and *escapist”-oriented
(Sea & Buchanan-Oliver, 2015: 91).

Within the Arabian Gulf, luxury intersects with halal confirming prior researcher calls for more
studies investigating the interplay between the forces of globalization and localization (Sea &
Buchanan-Oliver, 2015). Yet, according to Riquelme, Rios, & Al-Sharhan (2011: 295),
“materialism, susceptibility to personal influence and self-monitoring, influence status
consumption among Muslim consumers in Kuwait” for instance. Conclusive research, however,

investigating luxury purchasing in Islamic contexts remains scant to-date.

Extant recent research has also investigated the antecedents of halal brand personality (Ahmad,
2015). Ahmad (2015) highlights that there are five dimensions to the halal brand personality based
on empirical research in Malaysia as a “halal hub” in the Far East. These are “purity”,

“excitement”, “safety”, “sophistication”, and “righteousness” (see Figure 1).

Figure (1): Five Halal Brand Personality Dimensions for Halal Branding
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Source: Ahmad (2015: 220)

Another stream of research has also highlighted the relevance and importance of the spiritual
aspect in halal branding in general (Aoun & Tournois, 2015). Aoun and Tournois (2015: 120-1)
indicated four main characteristics of halal brands (see Figure 2):

(1) Spiritual ethos and belief system.

(2) Sustainable and eco-ethical philosophy.
(3) Wholesomeness and health.

(4) Inclusiveness.



Figure (2): Dimensions of Holistic Branding
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Source: Aoun and Tournois (2015: 123)

Parallelism between the literature domains assessing consumer perceptions of halal brand
personality as related to luxury consumption to-date is non-existent. It is, therefore, important to
present the Islamic scripture-based perspective on the principles governing halal boundaries of
luxury consumption. Since this research focuses on the UAE for the reasons mentioned
previously, it is worthy to highlight that despite being an Islamic country, there are consumer
concerns around halal certification in the UAE especially for processed meat and toiletries
(Ireland & Rajabzadeh, 2011), which is supported by other researches highlighting that halal
certification origins affect consumer trust (Rios, Riquelme, & Abdelaziz, 2014; Tieman &
Ghazali, 2013).



Islamic Perspective — Parameters of the Halal in Luxury Consumption

According to El-Bassiouny (2015a), both religious and cultural accounts are important in
analyzing phenomena related to Islamic markets and consumers. Ideally, religious wisdom

guides a process of consumer self-reflexivity in relation to consumption.

The Islamic perspective postulates that everything is permissible unless otherwise stated in Islamic
scripture. While halal modeling such as the conceptualizations presented in Ahmad (2015) and
Aoun & Tournois (2015) remains lacking in the luxury brands sector, it is sufficient to highlight
that “(over-)indulgence in luxurious living” is generally prohibited in Islam (Rice, 1999; see also
Ismaeel & Blaim, 2012). Similar accounts could be found in other philosophical and religious
traditions. According to Sea & Buchanan-Oliver (2015: 92), “in the days of Plato, the Romans and
early Christianity, luxury was perceived in a pejorative form that signified the corruption of a

virtuous manly life”.

The Quran' states that:

And why should you not eat of that upon which the name of Allah has been mentioned
while He has explained in detail to you what He has forbidden you, excepting that to
which you are compelled. And indeed do many lead [others] astray through their [own]
inclinations without knowledge. Indeed, your Lord - He is most knowing of the

transgressors (Quran 6: 119).

And do not say about what your tongues assert of untruth, "This is lawful and this is
unlawful,” to invent falsehood about Allah. Indeed, those who invent falsehood about Allah
will not succeed (Quran 16: 116).

O children of Adam, take your adornment at every masjid, and eat and drink, but be not
excessive. Indeed, He likes not those who commit excess. Say, "Who has forbidden the
adornment of Allah which He has produced for His servants and the good [lawful] things
of provision?" Say, "They are for those who believe during the worldly life [but]
exclusively for them on the Day of Resurrection.” Thus do We detail the verses for a

people who know (Quran 7: 31-32).



Say, "Have you seen what Allah has sent down to you of provision of which you have

made [some] lawful and [some] unlawful?" Say, "Has Allah permitted you [to do so], or
do you invent [something] about Allah?". And what will be the supposition of those who
invent falsehood about Allah on the Day of Resurrection? Indeed, Allah is full of bounty

to the people, but most of them are not grateful (Quran 10: 59-60).

The Quran also highlights that balance and moderation is of utmost importance when it comes to

consumption and expenditures:

And give the relative his right, and [also] the poor and the traveler, and do not spend
wastefully. Indeed, the wasteful are brothers of the devils, and ever has Satan been to his
Lord ungrateful (Quran 17: 26-27).

And do not make your hand [as] chained to your neck or extend it completely and
[thereby] become blamed and insolvent (Quran 17: 29).

After briefly highlighting the Islamic perspective relevant to consumption, we now proceed to

presenting the research methodology followed in the present research.

Methodology

The present study adopts a qualitative interpretivist research approach. According to Aoun
& Tournois (2015: 109), “qualitative research offers a valuable lens in international marketing
research in allowing researchers to study organizations and contexts in their natural settings” (see
also Siggelkow, 2007). Previous studies have also called for phenomenological and interpretivist
approaches to studying consumer personality-relevant research in general (Baumgartner, 2002),
and luxury consumption in specific (Seo & Buchanan-Oliver, 2015). Previous research has also

investigated conspicuous consumption in shopping malls (Tea, Phau, & Huang, 2015).

The researcher has conducted unstructured observation and content analysis utilizing “visual
analysis” (Silver & Lewins, 2014: 32) as primary qualitative methods for the current research
(Harris, 2001; Hood, 2006). The research geographical extent was Dubai and Abu-Dhabi as



affluent multicultural halal hubs, whereas the timeframe was during the Islamic occasion of minor
Eid following Ramadan of 2015. The choice of the occasion of Eid was based on the fact that it is
an Islamic occasion where cultural artifacts related to the consumption sphere will be clearly

Islamic, thus serving the phenomenological investigation of luxury and halal.

Seven shopping centers were observed and analyzed including Dubai mall (Burj Khalifa mall),
Atlantis mall, Mall of the Emirates, Dubai Marina mall, Abu-Dhabi Ferrari World mall, Abu-
Dhabi Marina mall, and the shops in the Dubai airport. 138 visuals were collected as “slices of
life” (Ritchie, Burns, & Palmer, 2005). Content analysis of the visuals collected was done where
all relevant details were reflected upon in a technique similar to Hamed and El-Bassiouny (2013),
and field notes were taken concurrently. The qualitative analysis and observation covered religious
and cultural artifacts and symbols in the consumptionscape, types of brands (local and

international), and consumer nationalities.

Results — The Intersection of Luxury and Halal in the UAE

Both cities in the UAE; Dubai and Abu-Dhabi, portrayed an interesting multicultural blend
where consumers came from various nationalities and various lifestyles within these nationalities.
For instance, there were Indian consumers dressed in traditional Indian dress and others in modern
dress. There were Arab Muslims dressed in hijab (veil), fashion hijab, nigaab (face veil), and
secular (no-hijab) style. There were European consumers dressed in jilbabs symbolizing cultural
experience and enjoyment (refer to appendix section for a table depicting samples of the local and
international brands as well as the consumer nationalities and lifestyles observed during site visits

and through the visuals content analysis).

Overall, the analysis revealed a portrayal of an affluent consumer culture that combines modernity,
luxury, and authenticity. The luxury brands are permeated with images of “Eid Mobarak” and
“Ramadan Kareem” reflecting cues on the halal setting and infrastructure. The brand names are
also written in Arabic to appeal to Arabian Muslim consumers. Blends of Western and Islamic
brands are also observed (e.g. German Doner Kebab). Particular products targeting Arabs such as
Fa with Oud scent or Inglot breathable nail polish are also observed. Local brands (such as Feathers
- the first UAE brand) that emulate and attempt to parallel international luxury brands are also

witnessed. Many of the ads also portrayed extravagant enjoyment of life as a general theme (refer



to Images in the Appendix section). The visuals analysis and observation showed savvy consumers
who are easily integrating into an ever-indulging hard-to-resist luxury consumption wheel whilst
enjoying the affluent shopping experience, i.e. experiential aspects of luxury branding and
consumption are obviously taking precedence. They are mostly cosmopolitan consumers sharing
the values of urbanization. This is consistent with previous literature where “cultural convergence”

in the luxury brand industry has been reported (Sea & Buchanan-Oliver, 2015).

The Arabs observed were mostly in families or in groups of friends. This is also consistent with
the collectivity, hospitality, and family values in the Islamic culture (Karatas & Sandikci, 2013;
Marsh, 2015). In terms of age, trends show that luxury brand consumption is more associated with
older aged consumers in Europe than in China, where luxury consumption is reported among
younger consumer populations (Ngai & Cho, 2012). The present research points direction toward
collectivist/family-oriented consumer experiences of luxury consumption in the Arabian Gulf.
This is consistent with previous studies related to the values of hospitality and gift giving in the
Islamic culture (Moufahim, 2013; Sobh, Belk, & Wilson, 2013). This is also consistent with prior
research showing that subjective norms are amongst the strongest influences on intentions to
purchase halal products (in general) occasionally more than religiosity (Lada, Tanakinjal, & Amin,
2009; Mukhtar & Butt, 2012).

Concluding Remarks

The present research tackles the intersection between the notions of luxury and halal
through reflecting on luxury consumption amongst the most affluent society in the OIC; namely
the UAE. Given the results of the current study which portray an ever-indulgent and self-sustaining
luxury consumption wheel that absorbs consumers in the Islamic Arabian Gulf, it is important to
question which values take precedence in such an Islamic context: Is it luxury or halal
consumption? Is it a race between two horses? Or is it the Trojan horse of consumption? A
manifesto of modernity with an underlying halal permeation? Or vice versa; namely a halal
external with an affluent internal base? What are the moderating parameters of luxury within the
boundaries of Islamic scripture and wisdom? What can be learned from Islamic civilizations such
as the affluence in Muslim Spain? (Hirschman, 2013). Are Packard’s The Status Seekers concerns

relevant? (see Figure 3 below)
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Figure 3: The Trojan Horse of Consumption at the Islamic Arabic Gulf'!

Luxury/Affluence (external); Halal (internal)?

Or

Halal (external); Luxury/Affluence (internal)?

Whereas Aoun & Tournois (2015: 110) note that “the landscape is changing, with consumers
becoming more aware of the need to apply the guidelines of their faith to their lifestyles...”, yet
Cervellon & Coudriet (2013: 869) mention that “the luxury brand exerts an auratic power which
achieves the sacralization of the brand”. Are Arab Muslim consumers reflecting on their
consumption? What levels of moderation in affluence are within halal parameters? How can this
be paralleled with global concerns around responsible consumption (Giesler & Veresiu, 2014) if
these affluent consumers were aware that “ethically made apparel only contribute to 1 percent of
the one trillion global fashion industry” (Phau, Teah, and Chuah, 2015: 169)? In the developed
world, there are reported concerns around the import of luxury fashion products from factories in
less developed countries (Phau, Teah, & Chuah, 2015). Recent research published at the Journal
of Consumer Research (JCR) has also highlighted that the “consumer responsibilization” process
is a multi-stakeholder one with “shared responsibilities” (Giesler & Veresiu, 2014 - refer to Figure
4 below).
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Figure 4: Consumer Responsibilization as a Governmental Process
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It is potent to argue that, on the individual consumer level, the relationship between luxury and
halal in the Islamic Arabian Gulf is possibly moderated by materialism and religiosity levels
(Jamal & Sharifuddin, 2015; Riquelme, Rios, & Al-Sharhan, 2011). Further research is needed to
identify what “dreams” and associations consumer purchases of luxury brands in the Arabian Gulf
are eliciting. Further research is also needed to delve deeper into individual consumption patterns
and assess which aspects of Baumgartner’s (2002) consumer purchase typology reflect luxury
consumption in the Islamic Arabian Gulf. A helpful approach is the “value-in-use” approach,
which investigates meanings associated with luxury brands post-purchase, i.e. in actual usage

settings as opposed to pre-purchase cognitions and emotions (Sea & Buchanan-Oliver, 2015).
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The prime question to ask is (which parts of and) to what extent is the extravagant consumption
culture Islamic? Mirroring a global two-sided analogy of responsible consumption and consumer
wellbeing, it is critical to ask a rhetorical question: Is less consumption of halal a possibility? As
opposed to just halal consumption? On a more macro level: Is there hope for responsible
consumption in the Islamic Arabian Gulf, whether it is Islamic based or not? Or is the “ethical
(affluent) consumer” a myth? (Carrigan & Attalla, 2001)

13



References

Ahmad, M. (2015). “Antecedents of Halal Brand Personality’’, Journal of Islamic Marketing, 6
(2), 209-223.

Alserhan, B. (2010). “On Islamic Branding: Brands as Good Deeds”, Journal of Islamic
Marketing, 1 (2), 101-106.

Aoun, I.; & Tournois, L. (2015). “Building Holistic Brands: An Exploratory Study of Halal
Cosmetics”, Journal of Islamic Marketing, 6 (1), 109-132.

Baumgartner, H. (2002). Toward a Personology of the Consumer, Journal of Consumer
Research, 29 (2), p. 286-292.

Carrigan, M.; & Attalla, A. (2001),"The Myth of the Ethical Consumer — Do Ethics Matter in
Purchase Behaviour?" Journal of Consumer Marketing,18 (7), 560 - 578

Cervellon, M.; & Coudriet, R. (2013). “Brand Social Power in Luxury Retail: Manifestations of
Brand Dominance over Clients in the Store”, International Journal of Retail and
Distribution Management, 41 (11/12), 869-884.

El-Bassiouny, N. (2015a). “Where is Islamic Marketing Heading? A Commentary on Jafari and
Sandikci’s (2015) “Islamic Consumers’, Markets, and Marketing”, Journal of Business

Research

El-Bassiouny, N. (2015b). “A Rhetoric on Diversity and Marketing Theory: How Does Islam
Fit?” in EI-Gohary, H. and Eid, R. (ed) Emerging Research on Islamic Marketing and
Tourism in the Global Economy pp. 107-115 (IGI Global).

El-Bassiouny, N. (2014). “The One-Billion-Plus Marginalization: Toward a Scholarly

Understanding of Islamic Consumers”. Journal of Business Research, 67 (2), pp. 42-49.

Giesler, M.; & Veresiu, E. (2014). “Creating the Responsible Consumer: Moralistic Governance

Regimes and Consumer Subjectivity”, Journal of Consumer Research, 41, 840-857.

Giovannini, S.; Xu, Y.; & Thomas, J. (2015)."Luxury Fashion Consumption and Generation Y

14



Consumers", Journal of Fashion Marketing and Management, 19(1), 22 - 40

Hamed, S.; & El-Bassiouny, N. (2013). “Communicating Social and Religious Values for
Responsible Living in the Aftermath of a Revolution: Content Analysis of Artistic
Visuals on the Streets of Cairo” Journal of Islamic Marketing, 4 (1), pp. 51-63.

Harris, H. (2001). Content Analysis of Secondary Data: A Study of Courage in Managerial
Decision Making. Journal of Business Ethics, VVol. 34 No. 3/4, pp. 191-208.

Hirschman, E. (2013), “Back to the Future: Islamic Spain as a Model for Marketing
Efflorescence,” Marketing Theory, 13 (4), 513-520.

Hood, J.C. (2006). Teaching Against the Text: The Case of Qualitative Methods. Teaching
Sociology, Vol. 34 No. 3, pp. 207-223.

Ireland, J.; & Rajabzadeh, S. (2011),"UAE Consumer Concerns about Halal Products”, Journal
of Islamic Marketing, 2 (3), 274 — 283.

Ismaeel, M.; & Blaim, K. (2012). “Toward Applied Islamic Business Ethics: Responsible Halal
Business”, Journal of Management Development, 31 (10), 1090-1100.

Jamal, A., & Sharifuddin, J. (2015). “Perceived Value and Perceived Usefulness of Halal
Labeling: The Role of Religion and Culture”. Journal of Business Research, 68 (5), 933-
941.

Karatas, M.; and Sandikci, O. (2013), “Religious Communities and the Marketplace: Learning
and Performing Consumption in an Islamic Network,” Marketing Theory, 13 (4), 465-
484,

Lada, S.; Tanakinjal, G.; & Amin, H. (2009),"Predicting Intention to Choose Halal Products
Using Theory of Reasoned Action”, International Journal of Islamic and Middle Eastern

Finance and Management, 2 (1), 66 — 76.

“Global Demand For Luxury Homes Strong in the EMEA Region As Ultra Wealthy Buyers

15



Look To Diversify Holdings” (2015). Available online at

http://www.wealthx.com/articles/2015/new-report-global-demand-for-luxury-homes-

strong-in-the-emea-region-as-ultra-wealthy-buyers-look-to-diversify-holdings/. Last
Accessed August, 2015.

Marsh, D. (2015). Doing Business in the Middle East. UK: Robinson.
Moufahim, M. (2013). Religious gift giving: An ethnographic account of a Muslim pilgrimage.

Marketing Theory, 13 (4), 421-441.

Mukhtar, A.; Butt, M. (2012). “Intention to Choose Halal Products: The Role of Religiosity”,
Journal of Islamic Marketing, 3 (2), 108-120.

Ngai, J.; & Cho, E. (2012). “The Young Luxury Consumers in China”, Young Consumers,
13(3), 255-266.

Patsiaouras, G.; & Fitchett, J. (2012). “The Evolution of Conspicuous Consumption”, Journal of
Historical Research in Marketing, 4 (1), 154-176.

Phau, I.; Teah, M.; Chuah, J. (2015). “Consumer Attitudes toward Luxury Fashion Apparel
Made in Sweatshops”. Journal of Fashion Marketing and Management, 19(2), 169-187.

Rice, G. (1999), “Islamic Ethics and the Implications for Business”, Journal of Business Ethics,
18, 345-58.

Ritchie, B.; Burns, P.; and Palmer, C. (2005). Tourism Research Methods: Integrating Theory
with Practice. UK: CABI Publishing

Riquelme, H.; Rios, R.; & Al Sharhan, N. (2011). “Antecedents of Ostentatious Consumption in

Kuwait”, Journal of Islamic Marketing, 2 (3), 295-308.

Rios, R.; Riquelme, H.; & Abdelaziz, Y. (2014). “Do Halal Certification Country of Origin and
Brand Name Familiarity Matter?” Asia Pacific Journal of Marketing and Logistics, 26
(5), 665-686.

16


http://www.wealthx.com/articles/2015/new-report-global-demand-for-luxury-homes-strong-in-the-emea-region-as-ultra-wealthy-buyers-look-to-diversify-holdings/
http://www.wealthx.com/articles/2015/new-report-global-demand-for-luxury-homes-strong-in-the-emea-region-as-ultra-wealthy-buyers-look-to-diversify-holdings/

Seo, Y.; Buchanan-Oliver, M. (2015). “Luxury Branding: The Industry, Trends, and Future
Conceptualization”, Asia Pacific Journal of Marketing and Logistics, 27(2), 92-98.

Siggelkow, N. (2007). Persuasion with Case Studies. The Academy of Management Journal,
Vol. 50 No. 1, pp. 20-24.

Silver, C.; and Lewins, A. (2014). Using Software in Qualitative Research: A Step-by-Step
Guide. LA, London, New Delhi, Singapore, and Washington DC: Sage Publications Ltd.

Sobh, R., Belk, R., and Wilson, J. (2013), “Islamic Arab Hospitality and Multiculturalism,”
Marketing Theory, 13 (4), 443-463.

Teah, M.; Phau, I.; & Huang, Y. (2015). “Devil Continues to Wear ‘Counterfeit’ Prada: A Tale
of Two Cities”, Journal of Consumer Marketing, 32 (3), 176-189.

Teimourpour, B.; & Hanzaee, K. (2011). “The Impact of Culture on Luxury Consumption
among Iranian Consumers”, Journal of Islamic Marketing, 2 (3), 309-328.

The Holy Quran.

Tieman, M.; & Ghazali, M. (2013). “Principles in Halal Purchasing”, Journal of Islamic
Marketing, 4 (3), 281-293.

Turunen, L.; & Leipdmaa-Leskinen, H. (2015). “Pre-Loved Luxury: Identifying the Meanings
of Second-Hand Luxury Possessions”, Journal of Product and Brand Management,
24(1), 57-65.

Wilson, J.; & Liu, J. (2011). “The Challenges of Islamic Branding: Navigating Emotions and
Halal”, Journal of Islamic Marketing, 2 (1), 28-42.

Wilson, J. (2012), “The New Wave of Transformational Islamic Marketing: Reflections and

Definitions,” Journal of Islamic Marketing, 3 (1), 5-11.

Wilson, J. (2014), “The Halal Phenomenon: An Extension or a New Paradigm,” Social
Business, Autumn, 4 (3), 255-271(17).

17



Appendix (1): Content Analysis of Collected Visuals

Patek Philippe
IWC
Schaffhausen
Desigual
Hallmark
Inglot

Sample Sample Sample Sample Sample Consumer
International | Traditional/Local/Arabian | Particular Religious and | Nationality and
Brands: Brands: Country Cultural Style:

Brands: Connotations:
Gucci Camel Company Mesgarzadeh | Eid Mobarak | Chinese modern
Apple Tantawi Novelties and Gift signs
Michael Kors | Treasures India Palace Arab secular
Zara restaurant Ramadan
Tory Burch Hamdan Bin Mohammed Kareem Arab fashion hijab
Diesel Feathers messages
Milly Heritage Center in Dubai Arab traditional
The Kooples | Mall Daiso Japan (jilbab, traditional
Tissot hijab/black abaya,
Rolex Bateel Café Blanc nigaab)
Boss Mouawad (Lebanese
Omega Mikyaji cuisine) Indian modern
Sandro Ahmed Seddigi & Sons
River Island Damas The Orchestra Indian traditional
Tommy Bin Sina pharmacy (Lebanese
Hilfiger Sacoor cuisine) Pakistani modern
Karloff Paris | Koraba
Bvlgari Al Jaber Gallery Masala Street European
French Arabesq (Indian
Connection Mosafer restaurant) American
Pier Lucci Sharief
Audemars Zaytoni Soy Chinese Far East/Asian
Pigent Mashaykh Food modern
Ulysse Nardin | Carpet House
Angelina Hanayen German Far East/Asian
restaurant Almotahajiba Doner Kebab Islamic/traditional
Aldo Jashnmal
Sephora Al Madani Tailoring
Vince Camuto | Maghrabi
Paul Al Barajeel
Hublot Dubai Islamic Bank
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Appendix (2): Sample Images of Brands

Image (1): Al-Madani Tailoring (traditional/local brand portraying cultural authenticity)
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Image (2): French Connection (international brand written in Arabic transliteration to appeal to

local savvy consumers)
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Image (3): Ad in Dubai mall food court (portraying fun and enjoyment of life)
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Image (4): Tommy Hilfiger (portraying Eid Mubarak and displaying modest dress to appeal to
local affluent consumers)
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Image (5): Almotahajiba local traditional hijab brand
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Image (6): Milly with portrayals of Eid Mubarak on external display window
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Image (7): Ad depicting Eid Mubarak in Dubai mall

' Term adapted from Baumgartner (2002).
i English translation of the meanings of the Holy Quran adapted from http://quran.ksu.edu.sa.
Il Image of Trojan Horse adapted from Wikipedia.
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