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Products: Moderating Role of Islamic Work Ethics

Ferryal Khan 1, Areeba Sajid 2, Sohail Kamran 3*
1 Business Graduate of Fatima Jinnah Women University, Rawalpindi, Pakistan
2 Business Graduate of Fatima Jinnah Women University, Rawalpindi, Pakistan
3 Assistant Professor in the Department of Business Administration,
Fatima Jinnah Women University, Rawalpindi, Pakistan

Keywords
Brand Image
Brand Awareness
Brand Equity
IWE
Consumption
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Abstract: This paper investigates impact of two dimensions of brand equity i.e.,
brand image and brand awareness on the consumption patterns of h.alāl/h. arām
products when the consumers are aware of the Islamic Work Ethics (IWE) of the
entity or firm from which they are buying the product. The data were collected from
307 respondents through online surveys and self-administered questionnaires based
on a five-point Likert scale. Correlation and regression analyses were carried out
to examine the effect of the dimensions of brand equity on consumption patterns
of consumers. The findings suggest that both dimensions of brand equity have
a positive impact on consumption patterns of consumers as found by regression
analysis. The moderating effect of IWE was tested by multiple regression for the
two dimensions of brand equity and it was found that IWE of the branding entity
increases the strength of the relationship between the dimensions of brand equity
and the consumption of the consumers. There are implications for marketers and
policy makers. They should keep in mind that Muslims prefer h. alāl products and
thus stress upon the importance of including h. alāl branded products in their list of
promoted brands. The main contribution of this paper is that it examines how the
IWE of the chosen firm ultimately affect the consumption of h. alāl/h. arām products.
The paper also provides managerial implications.
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INTRODUCTION

H. alāl products are the result of Islamic branding mainly produced by Muslim countries and
the major target market for these h. alāl products are Muslims (Alserhan, 2010). However,
h.alāl brands are also being offered to Muslim customers by many Multinational Corporations
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(MNCs) to cater the consumption needs of Muslims in various parts of the world. These
companies include Nestle, L’Oreal, KFC, Unilever and McDonalds (Mohammad & Quoquab,
2016). This has happened because Islam, with the number of its followers being up to 1.8
billion, is the 2nd largest religion in the world (Illsley, 2018). H. alāl products and brands in-
clude categories such as edibles, cosmetics and pharmaceutical products. H. alāl products are
being expanded to different services including utilities, professional services, transportation,
communication, which ultimately create a h.alāl value system for customers (Wilson, 2013).
It is observed that h.alāl branding influences purchasing of h.alāl brands (Ali, Xiaoling, Sher-
wani, & Ali, 2018). A few Islamic countries including Malaysia, Singapore and Indonesia
have their own legal institutions that regulate the h. alāl food brands (Chaudry & Riaz, 2004).
Malaysia, Singapore, France, Indonesia and UK have also developed h.alāl certification and
regulations to help consumers in identification of brands that are in accordance with the
Islamic principles (Ismaeel & Blaim, 2012).

Contrary to the availability of h. alāl products, h.arām products are also available at the
marketplace, but it is forbidden to Muslims to consume the h.arām products. Some of the
h.arām products include addictive drugs, wine and alcohol, pork and adult toys. H. arām
services may include dancing and prostitution (Mohammad & Quoquab, 2016). Muslim
countries such as Malaysia, Turkey, Indonesia and the Arab Gulf countries have prohibited
advertisement of h.arām or controversial products like alcohol, drugs, cigarettes and condoms
(Waller, Fam, & Erdogan, 2005). Islamic teachings put great emphasis on doing good deeds
and engaging in h. alāl and lawful activities in order to attain goodness in this world and in the
world hereafter and for the betterment of humanity (Ali & Al-Kazemi, 2007). Mohammad
and Quoquab (2016) state that Muslims’ consumption must be according to the divine
teachings of Islam. The study by Asnawi, Sukoco, and Fanani (2018) found that perceived
behavioral control and religiosity play vital role in deciding upon the consumption of h. alāl
products in international chain restaurants. Likewise, Ahmed, Najmi, Faizan, and Ahmed
(2019) found that h. alāl food products influence consumer’s willingness to pay more for that
product. Shahid, Ahmed, and Hasan (2018) did research on h. alāl cosmetic products and
found that awareness about h.alāl products and h.alāl certifications increases the consumer’s
h.alāl consumption of that product.

The studies regarding h. alāl branded products consumption have been carried out in
countries such as Malaysia, Turkey, Indonesia. But, the researchers have generally ignored to
investigate the consumption of h. alāl branded products in correspondence with the IWE of
the firms or entity from which consumers are buying the product. This warrants a study on
the aforementioned issue to ascertain how dimensions of brand equity affect consumption
patterns of h. alāl/h.arām products among Muslim consumers when they are aware of the
IWE of the firm from which they are buying the product. Moreover, according to best of
our knowledge, work on the concepts of h.alāl/h.arām brands consumption among Muslim
consumers has not been investigated in detail in the prior researches. Therefore, this study
takes the respondent’s sample from Pakistan and investigates impact of two dimensions
of brand equity i.e., brand image and brand awareness on the consumption patterns of
h.alāl/h.arām products when consumers are aware of the IWE of the firm from which they are
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buying the product. The main reason for selecting this topic was that most of the research on
brand equity was carried out in western countries context. A little research is available on
dimensions of brand equity and brand awareness on the consumption patterns of h.alāl/h. arām
products when the consumers are aware of the IWE of entity/firm from which they are buying
the product.

The next section of the paper encompasses literature review; it is followed by methodology.
Subsequently, we provide study findings and discussion, and conclusions of the study.

LITERATURE REVIEW

Theory of Planned Behaviour (TPB) has effectively been cited by many scholars to determine
the consumer behavior (Wibowoa, 2005). TPB is the elaboration of the Theory of Reasoned
Action (TRA) as it doesn’t integrate the volition of control (the extent to which a behav-
ior can be executed straightforwardly) in determining a behavior (Tarkiainen & Sundqvist,
2005). In 1991, Ajzen said that by adding behavior control assessment the behaviour could
be more accurately forecasted. Moreover, the resources and opportunities available to a
customer also present very important points in formulating the customer’s behavior (Ajzen,
1991). Behavioral control is a consumers’ response towards the opportunities they possess
(Tarkiainen & Sundqvist, 2005). TPB aims to incorporate the attitude that is not totally under
our will. Perceived Behavioural Control is thus included in TPB, with the two deciding
factors of intention mentioned in the TRA (Klobas, 2000). Intention can be stated to be a
combination of attitude, norms and perceived behavioural control (Ajzen, 1991). Attitude
towards a behaviour shows a person’s positive/adverse judgments’ of accomplishing a partic-
ular behaviour. The more positive the attitude towards the behaviour, the stronger should be
a person’s intention of performing certain action (Armitage, 2001).

Brand Awareness
Brand awareness is a main constituent of the models which explain brand equity (Aaker,
1991) and is an important but often times disregarded facet of consumer based brand equity
(Jenni & Faulkner, 2017). It is the requisite first step in the development of brand equity of
newly established brands (Keller, 1993). It helps in the selection of alternatives (Keller, 1993)
and influences brand equity among consumers (Sasmita & Suki, 2015) by facilitating choice
(Keller, 1993), reducing risk while purchasing the product (Aaker, 1996; Keller & Lehmann,
2003) and building association in memory between the brand name and product category
(Heckler, Keller, Houston, & Avery, 2014; Keller, 1993). Brand awareness constitutes brand
recognition and brand recall performance. Brand recognition requires that the consumer has
heard or seen the brand and as a result recognizes the brand immediately when provided with
a stimulus such as a prompt reminder and brand recall requires remembering a particular
brand when specified with a product category (Keller, 1993; Keller, 2008). It has been stated
that brand recall is seen to be the most commonly used measure of brand awareness (Esch,
Langner, Schmitt, & Geus, 2006).

Brand awareness helps in creating a brand attitude, which ultimately leads to an intention
to buy (Rossiter & Percy, 1987). This is because brand awareness has a direct impact on
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brand equity (Pouromid & Iranzadeh, 2012) as it is one of the dimensions of brand equity
with the strongest correlation (Sasmita & Suki, 2015). Keller (1993) and Kapferer (2004)
emphasize that brand awareness has a significant correlation with and helps in the formation
of brand image. Aaker (1991) explained that brand awareness helps in the development
of brand equity. It has also been seen that brand awareness indirectly affects the current
purchases of consumers (Esch et al., 2006).

Brand Image
Brand image as explained by Dobni and Zinkhan (1990) refers to the meanings which
consumers associate with a brand name. According to Nandan (2005), consumers create
an image regarding a brand in accordance with their knowledge, beliefs and perceptions
that they might have related to the brand. Aaker (1991) describes brand image as a set of
associations that the customer significantly relates with a brand. This image remains in
consumers mind (Sherry, 2005) and helps them in making purchase decisions (Aaker, 1991).
Based on Keller’s study (1993), marketing campaigns are helpful in creating a positive brand
image by linking brand association and consumers’ perceptions about the brand. Magid and
Dena (2006) observed that the brand image includes consumer responses to a brand name
and sign which also entitles the quality of product. Aaker (1991) and Rory (2000) found
that with the creation of positive brand image, customers’ satisfaction is increased and they
increase the brand usage and also recommend it to others.

According to Keller (1993), if the benefits that are provided by the product satisfy the needs
and desires of customers, then it would create a positive brand image and help in maintaining
the valuable relationship between the brand and consumers (Chaudhuri & Holbrook, 2001).
Thus, brand image affects the purchasing behavior and consumption patterns of consumers.
It has been seen that brand image has a direct impact on the current purchases (Esch et al.,
2006). Moreover, according to Severi and Ling (2013) a much stronger brand image has the
power to overwrite the marketing messages of competing brands.

Brand Equity
Brand equity can be described as the extent of awareness that the consumers have about a cer-
tain brand of the product or service (Keller, 2008). This concept first time was acknowledged
by Farquhar (1989) who asserts that brand equity was a mean of adding additional value to
a product. Aaker (1991) highlighted the importance of brands by stating that majority of
the companies might just purchase existing brands rather than spending cost on developing
a new brand from scratch. Brand equity results from consumers’ expectations of what the
brand would deliver in comparison with its competitors (Lassar, Mittal, & Sharma, 1995).
Companies having strong brand equity can compete against their competitors (Severi & Ling,
2013) and influence consumers to pay premium for their brand (Lassar et al., 1995). Keller
(1993) has explained that brand equity is a concept that is specifically derived from the point
of view of an individual consumer. In accordance with Keller’s (1993) concept, the two
motivations for studying brand equity include evaluating (I) financial value of the brand and
(II) the results of its marketing efforts. These two motivations are referred to as financial
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and customer perspective respectively (Lassar et al., 1995; Severi & Ling, 2013). According
to Kotler (2010) brand name plays an important role in creating brand equity through the
effective use of marketing efforts of advertising and promotion. It has been observed that
consumers who are committed to certain brands view changes in the brand as a potential
threat to their relationship with the brands and this high commitment is only possible through
brand equity, as Jeon (2017) had indicated.

Brand awareness and brand image can be used in the measurement of brand equity (Keller,
1993). However, Aaker (1991) has provided other factors related to evaluating brand equity,
which include brand association, brand awareness, brand loyalty and perceived quality. It
is suggested that although all of these factors can be considered as dimensions of brand
equity and they still hold great importance as being independent concepts (Keller, 1993).
Keller (1993) found that Customer Based Brand Equity (CBBE) occurs when the consumer
is acquainted and informed about the brand and holds a good opinion of the brand in his/her
mind. One of the most influential models that affects customers and their purchase decisions
is Keller’s CBBE model (1993) as the customer’s distinct response to the marketing efforts
directed towards that brand in comparison with the competing brands. According to Sallam
(2016), brand equity influence customers as it has a positive effect on consumer choice.

IWE
IWE refer to the virtues during workbased on the Injunctions of the Holy Qur’ān and Sunnah
(Alhyasat, 2010) and emphasize the concepts of h.alāl, h. arām and niyyah (Mohammad &
Quoquab, 2016). IWE are the principles that illustrate what Muslims are allowed to do in
the light of Holy Qur’ān and Sunnah of Prophet (P.B.U.H) (Hashi, 2011). IWE involve all
expectations related to one’s attitude at workplace and it comprises of all the struggles, com-
mitments, devotions and responsibilities one contributes in an organization. Organizations
that apply principles of Islam at workplace ultimately contribute to welfare and prosperity as
a whole (Jalil, Azam, & Rahman, 2010).

Islam has given equal importance to both physical and non-physical work and has valued
those who support others at work field as long as it is virtuous (Possumah, 2013). Islam
offers big rewards to those who show transparency and morality in their business dealings
(Owahian & Ali, 2008). In Islam, decision must be based on the principles of consultations
(shūrá), transparency (al-s.idq), trustworthiness (al-amānah), impartiality (al-‘adl), collabo-
ration (al-ta‘āwun) and quality (al-ikhlās) (Khan, 2013). According to Mutahhari (1985),
Islam supports two types of justice. One is divine and the other is human. Level of good
deed requires an individual to escape evils when accomplishing the assigned task. It is also
mandatory to build harmonious environment in which responsibilities can be carried-out
effectively and disparity determined (Al-Maududi, 1967). Kamal (1985) claimed that firm
belief boosts production and performance. If any business wants to grow and establish its
unique and permanent position in the world, it would only be possible, if both employers and
employees have strong and friendly relationships (Bhattacharya, 2012). By adopting IWE,
organizations can shape their employees into a better persons (Zul Kernain & Norhasniah,
2019). The first and foremost obligation of the employer is to preserve the wellbeing and
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welfare of its employees such as paying good salary and flexible timing (Ali, Noorin, &
Achour, 2018). The second responsibility is accepting the privileges which Islam has granted
to employees and no one can snatch from employees. No employer can treat its employees on
the basis of race, skin color, caste and ethnicity (Ali et al., 2018). Wilson (2006) has claimed
that IWE have its inimitable contribution in the business management and work-settings.
Islam has provided knowledge related to every aspects business including how one should
behave in a work-setting (Ali, 1992).

Consumption of H. alāl Products
H. alāl means permissible and acceptable while h.arām is considered as illegal and prohibited
in Islam (Rosly, 2010). Islamic teachings clearly indicated what is h. alāl and h.arām for
Muslims (Ambali & Bakar, 2014). Now, most of the Islamic countries have established h. alāl
logistic suppliers and have developed a h.alāl supply-chain to fulfill the increasing demand
from the producer of h. alāl product as to maintain the sustainability of h.alāl product, it must
be moved by the right person with the right procedure (Ngah, Zainuddin, & Thurasamy,
2013). Such procedures include h. alāl logo which is used to indicate that particular product
is h.alāl (Pettinger, Holdsworth, & Gerber, 2004). Introducing h.alāl logo has enhanced the
awareness among Muslims that this particular product is permissible for eating and consum-
ing according to the teachings of Islam (Shafie & Othman, 2006). Sungkar (2010) indicated
the factors that impact consumers purchasing of h. alāl product. These include consumers’
firm belief, trust upon h.alāl logos, knowledge and awareness about h.alāl consumption and
increasing concern about health related issues. Muslims have intense desire of associating
themselves with the consumption of h. alāl products, and they strictly follow the pattern
of consuming h.alāl and at the same time they try to avoid h.arām (Suki & Salleh, 2017).
Many researchers maintain that many h.alāl-conscious Muslim customers are more resistant
towards risk and they are more loyal towards h.alāl brands and thus their switching to other
conventional brands is low (Siala, 2013).

Theoretical Framework
The theory of planned behaviour can be applied to current study. With brand awareness
and brand image being the dimensions of brand equity and IWE, all acting as variables that
impact the intention of the consumer by influencing the attitude, norms and behavioural
control of the consumer, thus eventually shaping up the behaviour of the consumer towards
consumption of a particular product. Figure 1 represents the theoretical framework for this
study. In this study, two dimensions of Brand Equity i.e., Brand Awareness and Brand Im-
age have been used as Independent Variables (IVs); consumption is the Dependent Variable
(DV) and IWE is taken as a moderator that will moderate the relationship between IV and DV.

Hypothesis
H1: Brand Awareness has a positive impact on Consumption.
H2: Brand Image has a positive impact on Consumption.
H3: IWE of the branding entity increase the strength of the relationship between brand
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awareness and consumption of the branded products.
H4: IWE of the branding entity increase the strength of the relationship between brand

image and consumption of the branded products.

METHODOLOGY

The purpose of this study was to ascertain impact of the dimensions of brand equity on the
consumption of h.alāl or h.arām products. The data were collected from 307 respondents
through five-point Likert scale questionnaire. The data were mainly collected through an
online survey, but 37 responses were gathered from self-administered questionnaires because
those respondents were not conformable to complete an online survey. We ensured anonymity
to our respondents by including a written statement in the questionnaire clarifying to them
that their personal information would not be shared with anyone and the data was being
collected solely for completing the current research.
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FIGURE 1. Theoretical framework

The respondents included 117 males (38.1%), 173 females (56.4%) and 17 people who
preferred not to state their gender (5.5%). The respondents were involved in the consumption
of branded products (h. alāl/h. arām). They belonged to different occupations such as, students,
self-employed, government employees and unemployed. Respondents’ qualifications varied
from PhD to matriculate levels, who were residing in both rural (17.95) and urban areas
(82.1%). The religion of the 303 respondents was Islam (98.7%) with the exception of 4
respondents i.e., 2 belonged to Sikhism (0.7%) and 2 belonged to Hinduism (0.7%). Family
income of the respondents ranged from being <10,000 (14, 4.6%), 10,000 – 30,000 (31,
10.1%) to 30,000-60,000 (98, 31.9%) and >60,000 (164, 53.4%). Random sampling has been
used in the study. The respondents belonged to different age groups like being 19 years or
less (23, 7.5%), 20-24 years (140, 45.6%), 25-34 years (69, 22.5%), 35-44 years (40, 13%),
45-55 years (20, 6.5%) and 55 years and above (15, 4.9%). A detailed description of the
respondents’ characteristics is provided in Table 1.

Respondent’s choice of the branded product was influenced due to the reasons such as price
(41, 13.4%), brand name (72, 23.5%), variety (81, 26.4%), service (78, 25.4%), convenience
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(22, 7.2%) and home delivery (13, 4.2%). The consumption patterns of the respondents
ranged from 1-2 times (99, 32.2%), 2-4 times (59, 19.2%), 4-6 times (57, 18.6%) and more
than 6 times (92, 30%). The most sought after brand in the food category was KFC (44,
14.3%), followed by McDonalds (24, 7.8%), K&Ns (14, 4.6%), Pizzahut (9, 2.9%), Hardees
(6, 2%) and Nestle (12, 3.9%). In the cosmetics and fragrances category, the most sought
after brands were Maybelline (3, 1%), Chanel (10, 3.3%), J. (17, 5.5%), Medora (6, 2%),
Bonanza (5, 1.6%), L’Oreal (7, 2.3%), Hugo Boss (5, 1.6%), Khaadi (3, 1%), MAC (6, 2%),
Revlon (4, 1.3%), Huda beauty (6, 2%). Other respondents listed their preferences among
the brands in the others category (126, 41%). This category included brand names such as
New Yorker Pizza, Nancy Perfumes, ZQ365, Tasty foods, Tehzeeb, Burger King and many
more. These results have been shown in the Table below:

TABLE 1
Respondents Demographical Details

Demographics Categories Frequency Percentage
Gender Male 117 38.1

Female 173 56.4
Prefer not to say 17 5.5

Family Income <10,000 14 4.6
10,000-30,000 31 10.1
30,000-60,000 98 31.9
>60,000 164 53.4

Age 19 years or less 23 7.5
20-24 years 140 45.6
25-34 years 69 22.5
35-44 years 40 13
45-54 years 20 6.5
55 years and above 15 4.9

Qualification PhD. 21 6.8
Post-Graduate 91 29.6
Graduate 86 28
Undergraduate 92 30
Matriculate 17 5.5

Residence Rural 55 17.9
Urban 252 82.1

Religion Islam 303 98.7
Sikhism 2 0.7
Hinduism 2 0.7

Occupation Student 126 41
Self-Employed 54 17.6
Company Employee 90 29.3
Government Employee 11 3.6
Not Employed 26 8.5
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TABLE 1 Continue

Demographics Categories Frequency Percentage
Reason for Spending on Brand X Price 41 13.4

Brand Name 72 23.5
Variety 81 26.4
Service 78 25.4
Convenience 22 7.2
Home Delivery 13 4.2

Frequency of Consumption 1-2 times 99 32.2
2-4 times 59 19.2
4-6 times 57 18.6
More than 6 times 92 30

Brand X KFC 44 14.3
McDonalds 24 7.8
K&Ns 14 4.6
Pizzahut 9 2.9
Hardees 6 2
Nestle 12 3.9
Maybelline 3 1
Chanel 10 3.3
J. 17 5.5
Medora 6 2
Bonanza 5 1.6
L’Oreal 7 2.3
Hugo Boss 5 1.6
Khaadi 3 1
MAC 6 2
Revlon 4 1.3
Huda 6 2
Others 126 41

A questionnaire was utilized to collect data from respondents. A brief introduction about
the study aims was provided in the survey form to familiarize the respondents regarding the
concepts used in the survey. The online survey was designed on a 5-point Likert scale which
included options from 1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, and 5 =

strongly agree, while the various items for the Likert scale were adapted from the previous
researches with little modifications like names of the products were replaced by the term
Brand X and all of the data was gathered on the basis of this scale. Section 1 and 2 constituted
an introduction of the study and the demographics, while section 3 till 7 were based on the
variables under study ranging from brand awareness, brand image, IWE of the company
providing the branded product, consumption of the consumers regarding the h.alāl and h. arām
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products and some general information about the brand chosen by the respondents. The
online survey and self-administered questionnaire comprised 33 items in total, also including
demographic questions.

First, the demographics such as age, gender, family income, educational level, occupation,
religion and region were collected from the respondents. Second, brand awareness was
measured through five items (i) I am familiar with brand X, (ii) I can recognize brand X
quickly among other competing brands, (iii) The characteristics of brand X come to my
mind quickly. These three items were adapted from Ahmad and Butt (2012); while (iv) I can
quickly recall brand X when someone mentions food/cosmetics/fragrances, and (v) I know
what brand X looks like were adapted from Yoo and Donthu (2001). Third, brand image was
measured through six items (i) brand X has a unique image as compared to other competing
brands was adapted from Ahmad and Butt (2012), (ii) Brand X has sophisticated image and
(iii) Brand X is well established were adapted from Severi and Ling (2013). While (iv) Brand
X awakens good memories for me and (v) Brand X shows me what I were adapted from
Cho, Fiore, and Russell (2015) and (vi) Brand X fits my personality was adapted from Lassar
et al. (1995). Fourth, IWE was measured through five items (i) Laziness is vice, (ii) Good
work benefits both one’s self and others, (iii) Dedication to work is a virtue, (iv) One should
carryout work to the best of one’s ability, and (v) One should constantly work hard to meet
responsibilities have been adapted from Ali (1992).

Finally, consumption was measured through seven items (i) I will always find the h. alāl’s
Logo on the brand X before consumption, (ii) The ingredients of Brand X are very important
have been adapted from Rahman, Asrahaghighi and Rahman (2015) (iii) Islamic consumers
have the right to report on any fraud h.alāl logo presented by manufacturers, (iv) Pak-H. alāl
Food Authority must take action on all manufacturers who do not follow the h. alāl standard,
(v) My selection of Brand X is influenced by others even though the products do not have
the h. alāl logo, (vi) All consumer brands must get the h.alāl’s verification and (vii) I do not
purchase Brands that I do not believe to be h.alāl; all adapted from Aziz and Chok (2012).

Statistical Package for Social Sciences (SPSS) version 20 was used for all of the calcula-
tions of reliability, normality, correlation and regression. Among the lists of analysis that
has been conducted include reliability analysis, normality tests (to see if the data is normally
distributed or not) and correlation and regression analyses conducted for determining the
relationship among the variables as well as to study the impact of brand equity on consump-
tion through two dimensions of brand equity i.e., brand awareness and brand image, while
keeping in view the role of IWE as a moderator.

FINDINGS AND RESULTS

Reliability
The reliability analysis was carried out to check the reliability and validity of the items of
the questionnaires that were adapted from the various researchers. Cronbach alpha of brand
awareness was = 0.914, brand image = 0.884, IWE = 0.765, consumption = 0.6 and finally
the cronbach alpha for 23 items of the whole questionnaire was 0.901. This depicted that the
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alpha values were equal to or greater than 0.6, ultimately representing a reliable questionnaire
(Table 2).

TABLE 2
Reliability

Variable Cronbach Alpha No. of Items
Brand Awareness 0.914 5
Brand Image 0.884 6
IWE 0.765 5
Consumption 0.6 7

Normality
The normality of the data was determined through skewness and kurtosis in SPSS. For
the skewness the values were calculated to be -1.667, -1.343, -1.325 and -1.651 for brand
awareness, brand image, IWE and consumption, respectively. The kurtosis was determined to
be 3.127, 2.827, 2.628 and 5.839 for brand awareness, brand image, IWE and consumption,
respectively. As the values for skewness were negative this shows that the data was negatively
skewed, and as the values of skewness are less than -1 therefore, the data is skewed. The
interpretation for kurtosis is that the values have to lie in between ± 3 and as the statistics
show that brand awareness, brand image and IWE are within the range for kurtosis, but the
value for consumption is greater than 3 which shows that the data has a positive kurtosis and
thus has a peaked representation.

TABLE 3
Normality

Variable Skewness Kurtosis
Brand Awareness -1.667 3.127
Brand Image -1.343 2.827
IWE -1.324 2.628
Consumption -1.651 5.839

Correlation and Regression
The values show that R = 0.312, p = 0.000 for brand awareness. While regression shows β =

0.312, t = 5.742, F = 32.969, p = 0.000 and adjusted R2 = 0.095 as shown in Tables below.
Beta has a value which is -1 ≤ × ≤ 1, t > 2, and p < 0.01. R2 shows that brand

awareness has caused 9.5% variation in consumption without IWE. The values of correlation
and regression show that there is a moderate linear relation between brand awareness and
consumption. All of this information provide support for H1. So, H1 is accepted i.e., H1:
Brand Awareness has a positive impact on Consumption.
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TABLE 4
Brand Awareness Correlation

Brand Awareness Consumption
Brand Awareness Pearson Correlation 1 0.312**

Sig (2-tailed) 0.000
N 307 307

Consumption Pearson Correlation 0.312** 1
Sig (2-tailed) 0.000
N 307 307

TABLE 5
Brand Awareness Regression Values

Variable Adjusted R2 Beta t Value F Value p Value
Brand Awareness 0.095 0.312 5.742 32.969 0.000

The values show that R = 0.341, p = 0.000 for brand image. While regression shows β =

0.341, t = 6.331, F = 40.081, = 0.000 and adjusted R2 = 0.113 as shown in Table.
Beta has a value which is −1 ≤ × ≤ 1, t > 2, and p <0.01. R2 shows that brand awareness

has caused 11.3% variation in consumption without IWE. The values of correlation and
regression show that there is a moderate linear relation between brand image and consumption.
All of this information provide support for H2 so it is accepted which states that brand Image
has a positive impact on consumption.

TABLE 6
Brand Image Correlation

Brand Image Consumption
Brand Image Pearson Correlation 1 0.341**

Sig (2-tailed) 0.000
N 307 307

Consumption Pearson Correlation 0.341** 1
Sig (2-tailed) 0.000
N 307 307

TABLE 7
Brand Image Regression Values

Variable Adjusted R2 Beta t value F value p value
Brand Image 0.113 0.341 6.331 40.081 0.000

The correlation values for IWE were R = 0.463, p = 0.000 for brand awareness. While
multiple regression was done through moderation testing and has been shown in the Tables
below.
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TABLE 8
IWE Correlation

IWE Consumption
IWE Pearson Correlation 1 0.463**

Sig (2-tailed) 0.000
N 307 307

Consumption Pearson Correlation 0.463** 1
Sig (2-tailed) 0.000
N 307 307

Table 9 represents the values of the effect that brand awareness has on consumption of
branded products with IWE as the moderating variable. The model fit is represented by the
value of F (3, 303) = 39.1595, p < .001, R2 = .2812. It has been seen from the obtained values
that brand awareness, consumption and IWE combined together show 28% of variation in
consumption patterns. The effect of IWE on consumption shows that one unit change in IWE
brings 100 units change in consumption (b = 1.001, t (303) = 7.1494, p =.000). The effect of
brand awareness on consumption brought 77 units change in consumption (b =.7689, t (303)
= 5.2666, p = .000). The interaction term (the product of brand awareness and IWE) shows a
significant level while the beta being negative shows a negative and significant moderation
effect of consumption (b = -0.1719, t (303) = .0349, p =.000). As the p value is less than
0.05 so it comes out to be significant and thus the hypothesis H3 is accepted. This means
that in the presence of high level of IWE, the impact of brand awareness on the consumption
would increase. Thus we can say that H3 is accepted i.e., IWE of the branding organization
increases the strength of the relationship between brand awareness and consumption of the
branded products.”

TABLE 9
Moderation Analysis with Brand Awareness

R R2 F df1 df2 p
.5303 .2812 39.5195 3.0000 303.0000 .0000

β SE t p
1 Brand Awareness (X) .7689 .1460 5.2666 .000
2 IWE (W) 1.001 .1400 7.1494 .000
3 Interaction term (X*W) -0.1719 .0349 -4.9274 .000

R2 change = .2812, F(3,303)=39.5195, p = .0000
Interaction term = Brand Awareness*IWE (Independent Variable*Moderator)
Dependent Variable: Consumption

Table 10 represents the values of the effect that brand image has on consumption of
branded products with IWE as the moderating variable. The model fit is represented by the
value of F (3, 303) = 47.1096, p < .001, R2 = .3181. It has been seen from the obtained
values that brand image, consumption and IWE combined together, show 32% of variation in
consumption patterns. The effect of IWE on consumption shows that one unit change in IWE
brings 118 units change in consumption (b = 1.1820, t (303) = 8.3566, p =.000). The effect
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of brand image on consumption brought 112 units change in consumption (b =1.1212, t (303)
= 6.7328, p =.000). The interaction term (the product of brand image and IWE) shows a
significant level while the beta being negative shows a negative and significant moderation
effect of consumption (b = -0.2416, t (303) = -6.3344, p =.000). As in this case the p value
is less than 0.05 so it comes out to be significant and thus the hypothesis H4 is accepted.
This means that in the presence of high level of IWE, the impact of brand image on the
consumption would increase. Thus we can say that H4 is accepted i.e., IWE of the branding
organization increases the strength of the relationship between brand image and consumption
of the branded products.

TABLE 10
Moderation Analysis with Brand Image

R R2 F df1 df2 p
.5640 .3181 47.1096 3.0000 303.0000 .0000

1 Brand Image (X) 1.1212 .1665 6.7328 .000
2 IWE (W) 1.1820 .1414 8.3566 .000
3 Interaction term (X*W) -0.2416 .0381 -6.3344 .000

R2 change = .3181, F(3,303) = 47.1096, p = .0000
Interaction term = Brand Image*IWE (Independent Variable*Moderator)
Dependent Variable: Consumption

DISCUSSION AND CONCLUSION

This research examined the impact of two dimensions of brand equity i.e., brand image
and brand awareness on the consumption patterns of h.alāl and h.arām products when the
consumers are aware of the IWE of selling firm from which they are buying the product
in Pakistani context. The findings suggest that both dimensions of brand equity have a
positive impact on consumption patterns of consumers as found by regression analysis.
The moderating effect of IWE was tested by multiple regression for the two dimensions of
brand equity and it was found that IWE of the branding firm increases the strength of the
relationship between the dimensions of brand equity and the consumption of the consumers.
A brief summary of the accepted hypotheses is given in the form of the Table 11.

TABLE 11
Summary of Research Findings

Hypothesis Result
H1: Brand Awareness has a positive impact on Consumption. Accepted
H2: Brand Image has a positive impact on Consumption. Accepted
H3: IWE of the branding firm increases the strength of the relationship between
brand awareness and consumption of the branded products.

Accepted

H4: IWE of the branding firm increase the strength of the relationship between
brand image and consumption of the branded products.

Accepted

The findings of the current research are somewhat similar to the research done by Ambali
and Bakar (2014). They also found out that h.alāl brand’s awareness was an important
determinant in the choices that Muslims make regarding consumption and thus affected their
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consumption patterns. Whereas, in the study of Rios, Riquelme, and Abdelaziz (2014) it
was found out that brand awareness in the form of familiarity and its link with the brand
preference was not that strong and this was because the research was being affected by those
people that were not that familiar with the product and resorted to answering according to the
nature of the questions. Muslims essentially are very much conscious about the products that
they consume and whether the same is are h.alāl or not. This is due to their religious belief
that ultimately makes the Muslim consumers to buy and consume only those products that
are considered to be h. alāl in Islam. Therefore, it can be stated that awareness of h. alāl brand
and brand image, along with IWE, play an important role in the selection and consumption
of h. alāl products.

The results from this study show that the consumption of the people is affected by knowl-
edge of the branded products as well as the image of those brands in the minds of the
consumers. The consumption of the brands is also affected by the IWE of the firm or entity
from which the consumers are buying the products. Therefore, it is crucial for the marketers
and policy makers to realize that they should focus on creating brand awareness and brand
image of the products in a way that they are not being portrayed as H. arām otherwise the
Muslim customers would shun buying and consumption of those brands.

The present study mainly focused on the consumption patterns of Muslims by applying the
concept of h. alāl and h.arām and IWE of the selling firm. Although a number of individuals
of other religions (Sikhs and Hindus) also participated in the survey, but their numbers were
very few (4 out of a total sample of 307) and most of the respondents were Muslims. Thus,
future research may also be conducted to explore the reactions of Non-Muslims towards the
concepts of IWE and h. alāl/h.arām products, not only in Pakistan but world-wide as well.
Moreover, the present study mainly included respondents from urban areas and respondents
from rural areas were not approached due to resources and time constraints. Therefore, the
same topic could be investigated on the rural customers in Pakistan and elsewhere. Besides,
the present study employed only the three categories of products i.e., food, cosmetics and
fragrances; whereas, future studies may be carried out with a much more broader product
ranges to ascertain the consumption patterns of people in terms of other product categories
as well.
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