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Islam and Consumption:
Religion Interpretations and 

Changing Consumerism

ABSTRACT

Today Islam is world’s second largest religion but has the highest growth rate 
among all the top religions. In a few decades, the Muslim population will be the 
largest consumers on this planet. This chapter tries to bring forth the interpreta-
tions of Holy Quran and Ahadees as is along with the current consumer behavior 
of Muslims using different products. There are different schools of thought based 
on the understanding of the religion. There are gaps in the actual meaning and the 
portrayal of the message, along with different interpretations of the theories around 
Islam. Like every other aspect of life, religion too has its existence in areas which 
are beyond black and white, in shades of grey, and here lies the marketing potential 
to fill up this void by understanding the Muslim consumer behavior.

INTRODUCTION

How consumption is shaped by the value system of a religion has been appreciated 
and researched in Psychology and Sociology but Marketing is still scratching this 
important dimension of consumption (Essooa & Dibb, 2004). However, the phe-
nomenon is changing globally with formation of societies like International Islamic 
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Marketing Association (IIMA) and dedicated publications like “Journal of Islamic 
Marketing”. A deeper look into the commonalities that bind the followers of Islam 
together seem to be thick and deep rooted which guides the consumption of Mus-
lims. While it can be argued that it is the same for all the bookish religions of the 
world which believe in the concept of one God, one has to see the current patterns 
of the world trade. The market right now is led by the Western corporations and 
thus it can be assumed that it falls in line with the major religion of the world, i.e., 
Christianity. Also, the large presence of Jews in the western society and being the 
backbone of their success, the fundamentals of their belief too are now mainstream, 
at least in first world countries. Kosher is a fine example. Kosher foods are those 
that conform to the regulations of Kashrut (Jewish dietary law).

Alam, Rohani, and Hisham (2011) conducted a study of Muslims consumers 
from the middle- and upper-income groups who work in Shah Alam and Bangi in 
the Selangor state of Malaysia. They found that religious Muslims in Shah Alam and 
Bangi area consider Islam as their source of reference and they spend moderately, 
as commanded by Allah in the Quran. Their study confirms that religiosity acts as 
a full mediating role in the relationship between relative and contextual variables, 
and purchase behavior of Muslim consumers.

Based on the above background, the purpose of this research paper is to explore 
the consumption patterns suggested by Holy Quran and what it means to Muslim 
population at large. The various categories of consumer goods chosen are as follows.

•	 Foods and Beverages
•	 Clothing and Accessories
•	 Finance and Investment
•	 Travel and Tourism
•	 Education
•	 Personal Care Products
•	 Religious Festival and Occasion-based Purchases
•	 Electronics, Consumer Durables, and Technology

ISLAM AND THE MUSLIM CONSUMER

Muslims account for around one-fifth of the world’s population - or about 1.6 bil-
lion people (Population Reference Bureau - April 2013). 10% of world’s Muslim 
population is in India and is world’s largest Muslim-minority population. Muslims 
are diverse, varying by race, language, and the degree of their religious conservatism. 
Some Muslims live in countries where the government is influenced or ruled by 
Islamic or Sharia law (such as Saudi Arabia and Iran), while others live in countries 



 

 

24 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/chapter/islam-and-consumption/126593

Related Content

Facebook Advertising as a Marketing Tool: Examining the Influence on

Female Cosmetic Purchasing Behaviour
Barween Hikmat Al Kurdiand Muhammad Turki Alshurideh (2021). International

Journal of Online Marketing (pp. 52-74).

www.irma-international.org/article/facebook-advertising-as-a-marketing-tool/274877

Medical Tourism: Analysis and Expectations Worldwide
Silvia Adela Garrote Andújar, Noelia Araújo Vila, José Antonio Fraiz Breaand Arthur

Filipe de Araújo (2021). New Techniques for Brand Management in the Healthcare

Sector (pp. 84-102).

www.irma-international.org/chapter/medical-tourism/269537

Fuzzy Multi-Criteria Decision Making Methods for E-Commerce Issues
Mohamed Naili, Abdelhak Boubetraand Abdelkamel Tari (2016). Fuzzy Optimization

and Multi-Criteria Decision Making in Digital Marketing (pp. 20-58).

www.irma-international.org/chapter/fuzzy-multi-criteria-decision-making-methods-for-e-

commerce-issues/140199

Higher Education Collaboration in Kenya: Challenges and Perspectives
Anita Aggarwal (2013). International Journal of Technology and Educational

Marketing (pp. 48-64).

www.irma-international.org/article/higher-education-collaboration-kenya/76360

Educating for Peace: From Pieces to Peace
Maria Lai-Ling Lam (2018). International Journal of Technology and Educational

Marketing (pp. 1-15).

www.irma-international.org/article/educating-for-peace/207681

http://www.igi-global.com/chapter/islam-and-consumption/126593
http://www.igi-global.com/chapter/islam-and-consumption/126593
http://www.irma-international.org/article/facebook-advertising-as-a-marketing-tool/274877
http://www.irma-international.org/chapter/medical-tourism/269537
http://www.irma-international.org/chapter/fuzzy-multi-criteria-decision-making-methods-for-e-commerce-issues/140199
http://www.irma-international.org/chapter/fuzzy-multi-criteria-decision-making-methods-for-e-commerce-issues/140199
http://www.irma-international.org/article/higher-education-collaboration-kenya/76360
http://www.irma-international.org/article/educating-for-peace/207681

