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IMPACT OF ISLAMIC BUSINESS ETHICS ON FAMILY CONSUMPTION DECISION MAKING IN ZAMFARA
STATE, NIGERIA

DR. HALIRU BALA
CHIEF LECTURER
DEPARTMENT OF BUSINESS ADMINISTRATION
FEDERAL POLYTECHNIC
BIRNIN KEBBI
NIGERIA

ABSTRACT

The study examines the relationship between Islamic business ethics and family consumption decision making in Zamfara State. The primary data were collected
through questionnaires administered on three hundred and eighty seven respondents comprising two hundred and eighty two (282) male and one hundred and
five (105) female drawn from three local government areas of Zamfara State; Tsafe (129), Bungudu (129) and Gusau (129). The multi-stage sampling technique
involving statistical random selection process was used in selecting three villages from each local government areas. Three wards were randomly selected from
each local government areas. Forty-three (43) households were randomly selected from the three wards in each of the three local government areas. Descriptive
and inferential statistical tools were employed in the data analysis. The result of the analysis shows that Islamic business ethics and family consumption decision
making has a prominent relationship.

KEYWORDS

Islamic, Business Ethics, Family, Consumption, Decision-Making, Zamfara.

INTRODUCTION

slamic business ethics may be defined as the set of moral principles that distinguish what is right from what is wrong in business practices. It is a normative

field because it prescribes what one should do or abstain from doing. Islamic business ethics, sometimes referred to as Islamic management ethics or

Islamic organizational ethics, simply limits its frame of reference to organizations. What is considered Islamic business ethical behaviour may depend on
the factors that define and affect business ethical behaviour. These factors are legal interpretation, organizational factors, individual factors such as stages of
moral development, personal values and personality, family influence, peer influences, life experience, and situational factors.
Family consumption decision making in Islam rests firmly on four basic hypotheses: Consumption decision making is indissolubly linked, through unity, with
man’s ethical environment; by virtue of the basic quality of equilibrium, there must obtain a just balance among the basic production, consumption and
distribution relationships; Free will, translated onto the business space, require that Muslim consumer’s freedom and state control be suitably combined to
reflect the distinctive Islamic concept of human freedom and the axiom of responsibility dictates a conscious policies of redistribution and resource transfers
among various classes and groups of the society. This paper spells out these hypotheses and their logical. Consequences for the distinctive type of family
consumption decision making required of the Muslim family consumer behaviour according to Islamic business ethics. This paper also takes a brooder
perspective and examines family consumer decision making in the context of all types of consumption choices, ranging from the consumption of new products
to the use of old and established products. Also, it considers family consumers decisions not as the end point, but rather as the beginning point of a consumption
process.

OBJECTIVE OF THE STUDY

The study examines the relationship between Islamic business ethics and family consumption decision making in Zamfara State, Nigeria.
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THEORETICAL/CONCEPTUAL FRAMEWORK

FIGURE 1: MODEL OF IMPACT OF ISLAMIC BUSINESS ETHICS ON FAMILY CONSUMPTION DECISION-MAKING

INDEPENDENTS VARIABLE(S) DEPENDENT ¥ARIABLE(S)

Family Consumption
Decision-making

Legal Interpretations
Organisational Factors |, Individual Ethics
Individual Factors /
—» Husband decision
—» Stages of moral development
—» Personal values & personality —> Equal influence
—» Family influence . ..
— Wife decision
— Peer Influence
—» Life experiences
—  Situational factors
Unity Axiom »| No Discrimination Marketers &
Consumers
Equilibrium Axiom _»| Full Measurement and weight
with a balance
Free will Axiom - L g
» Fulfill all obligations
Responsibility Axiom —» All obligations must be
honoured
Benevolence Axiom ». Kindness to others

Source: Bala (2009)
METHODOLOGY
INSTRUMENT
A total of 387 questionnaires were administered to collect information pertinent to the study. The questionnaires were drawn in English language and were
translated in Hausa. The questionnaires were subjected to a validation process. Copies of the questionnaires were given to a panel to experts for validation. The
experts were from the Departments of Economics, Political Science and Sociology, Usmanu Danfodiyo University, Sokoto. Also, two additional experts from the
Department of English, Polytechnic, B/Kebbi and one experts in Shari‘ah Law. The comments and suggestions made were utilized in restructuring the research
instrument. The validation exercise ensure not only the face validity of the questionnaire but also its content validity. The validation of the research instrument
is necessary in order to ensure that; the concepts of the study it measured what it was designed to measure within the context of the research objectives. Two
groups of variables, dependent and independent variables were characterized and measured through the application of nominal, ratio, and likert scales.
SAMPLING PROCEDURE
The primary data were collected through questionnaires administered on three hundred and eighty seven respondents comprising two hundred and eighty two
(282) male and one hundred and five (105) female drawn from three local government areas of Zamfara State; Tsafe (129), Bungudu (129) and Gusau (129). The
multi-stage sampling technique involving statistical random selection process was used in selecting three villages from each local government areas. Three wards
were randomly selected from each local government areas, forty-three (43) households were randomly selected from the three wards in each of three local
government areas.

RESULTS AND DISCUSSIONS

The data in table 1 showed that husband level of participation of family on consumption decisions making before the re-introduction of Shari‘ah scored high at
55.8 percent while during the re-introduction of Shari‘ah it scored very high at 68.8 percent. Table 1 also revealed that both husband’s and wife’s equal
influence on consumption decisions making before the re-introduction of Shari‘ah scored high at 47.9 percent while during the re-introduction of Shari‘ah it was
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very high at 82.7 percent. With regards to wife’s level of participation in consumption decision making before the re-introduction ion of Shari‘ah scored high
47.4 percent while during the re-introduction of Shari‘ah it scored very high at 60.5 percent. These results obtained in this study confirm the work of Schiffmana
and Kanuk (2000) found that the family is a major influence on the consumption behaviour of its members: it is also the prime target market for most products
and product categories.

TABLE 1: PERCENTAGE DISTRIBUTION SCORE ON MUSLIM FAMILY CONSUMPTION DECISION

No. | Items Very High | High Average | Low | Verylow | Total
1 Husband decides before the re-introduction of Shari‘ah 15 216 142 14 - 387
(3.9) (55.8) | (36.6) (3.7) | - 100
2 Equal influence (Husband and Wife) before the re-introduction of Shari‘ah | 5 185 176 19 2 387
(1.3) (47.9) | (45.3) (5) 5 100
3 Wife decides before the re-introduction of Shari‘ah 5 184 159 34 5 387
(1.3) (47.4) | (41.1) (8.9) | (1.3) 100
4 Husband decides during the re-introduction of Shari‘ah 266 115 6 - - 387
(68.8) (28.6) | (1.6) - - 100
5 Equal influence (Husband and wife) during the re-introduction of Shari‘ah | 319 56 3 9 - 387
(82.7) (14.1) | (.8) (2.4) | - 100
6 Wife decides during the re-introduction of Shari‘ah 234 132 12 9 - 387
(60.5) (34) (2.4) (3.1) | - 100
Source: Field Survey 2009
Note % is in parenthesis
TABLE 2: T-TEST COMPARISON OF MUSLIM FAMILY CONSUMPTION DECISIONS DURING SHARI‘AH
Variable(s) N Mean | Std Dev | df r-val Pval
Before Shari‘ah | 387 | 10.43 | 1.70 381
42.93 | 0.000
During Shari‘ah | 387 | 13.97 | 1.38 381

Source: Field Survey, 2009
Statistically significant; p<0.0000

HYPOTHESIS
Ho : Islamic Business Ethics have no significant impact on Muslim Family consumption decision-making.
Hi : Islamic Business Ethics have significant impact on Muslim family consumption decision-making.

One hypothesis only was advanced and subjected to statistical analysis. The hypothesis, which predicted that Islamic business ethics have no significant impact
on Muslim family consumption decision making, was subjected to t-test comparison. The result is presented in Table 2. In testing this hypothesis, subject scores
on Muslim family consumption decisions before Shari‘ah was compared with their scores during Shari‘ah using t-test (comparison method). The result presented
in table 2 showed that there is significant difference on Islamic business ethical issues between Muslim family consumption decisions before and during Shari‘ah
[t(381)=42.93;p < 0.000]. Based on the result, the hypothesis was confirmed that Islamic business ethics have impact on Muslim family consumption decisions
making. Therefore, the null hypothesis, which states that Islamic business ethics have no significant impact on Muslim family consumption decision making is
rejected, and alternate hypothesis, which infer that Islamic business ethics have significant impact on Muslim family consumption decision making is accepted.
This finding is in line with that of Beekun (1997) study which found that what is considered ethical consumption behaviour may depends on the factors that
define and affect consumption ethical behaviour. Factor affecting one’s consumption ethical behaviour include; motivational influence, personal influence,
family, peer influence and life experiences.

CONCLUSION

It has been discovered that Islamic business ethics have impact on Muslim family consumption decision making on basic purchase or consumption decision such
as; to purchase or consume a product or service or not to purchase or consume a product or service. On brand purchase or consumption decisions, Islamic
business ethics have impact on Muslim family consumption decision such as; to purchase or consume a specific brand, one’s usual brand, a basic model, a new
brand, a standard quality, an on-scale brand, a national brand, one’s usual brand or some other established brand, more or less than a standards quality, a non-
scale brand and a store brand. On channel purchase decisions, Islamic business ethics have impact on Muslim family consumption decision such as; to purchase
from a specific type of store, one’s usual store, in-home by phone or category, a local store, from some other type of store (e.g. a discount store), from some
other store, in-store merchandise and from a store requiring some travel (out-shopping). On payment purchase decisions, Islamic business ethics have impact on
Muslim family consumption decision such as; to pay for the purchase with cash, to pay for the purchase with a credit cards, to pay the bill in full when it arrives
or to pay for the purchase in installments.

RECOMMENDATIONS

o There is a need for marketers and policy makers to determine how Muslim family makes its purchase decisions and the impact of Islamic business ethics on
how the Muslim family affects the future purchase behaviour of its members.

. Marketers and policy makers should be interested in Muslim family consumption decision making process, for a consumer to make decision; more than
one alternative must be available. The decision not to buy is also an alternative.

. Marketers and policy makers also should determine how specific subcultural membership interacts to influence the consumer purchase decisions such as
Islamic ethics.
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