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Abstract
Consumer Behavior means behavior of consumers about buying goods and
services in the market. Consumer behavior entails all activities associated with the
purchase, use and disposal of goods and services, including the consumer
emotional, mental and behavioral responses that precede or follow these activities.
The following article discusses consumer behavior in the light of Islamic ethics,
and explains different aspects of consumer behavior according to Islamic moral
values and also given suggestions to consumers and marketers to adopt Islamic
buying and selling behavior, which is beneficial not only for individual but also
to human as a whole. The consumer behavior in the modern capitalist economy
plays very important role, not only in consumption but also in the production and
services.
Key Words .Consumer Behavior. Production and Services. Islamic moral values.
Marketers. Modern capitalist economy
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The term, consumer can refer to individual consumers, consumer
behavior is concerned with:

1. Purchase activities: the purchase of goods or services; how
consumers acquire products and services ,and all the activities
leading up to purchase decision including information search
,evaluating goods and services and payment methods including the
purchase experiences.

2. Use or consumption activities: concerns the, who where, when and
how of consumption and the usage experience, including the
symbolic associations and the way that goods and services are

distributed within families or consumption units.
3. Disposal activities: concerns the way that consumers dispose of
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products and packaging; may also include reselling activities such as
eBay and second hand markets.'
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Consumer behavior can be defined as the decision making process and
physical Activity involved in acquiring, evaluating, using and
disposing of Goods and services.”
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Culture represents the mix of norms, financial and moral values,
convictions, attitudes and habits developed in time by mankind, which
the members of the society share and which highly determine their
behavior, including the purchase and Consumption behavior.’
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Social factors also impact the buying behavior of consumers. The
important social factor are: reference group, family role and status.”
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The decisions of a buyer\consumer are also influenced by personal
characteristics, especially by age and the stage of the life cycle that
the consume crosses, sex, occupation, financialstatus, lifestyle,
personality, and opinion of self."?
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When analyzing the process by which consumers make purchase
decisions, marketers should understand such psychological factors as
motivation, perception, learning, personality, and attitudes because
they help explain the why of consumer behavior."
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Individual ‘perception, motivation ,learning, beliefs, and attitudes are
the main Psychological factors that affect the consumer buying
behavior. The value of a product or service for any individual depends

on how he perceive it, what attitude he/she has toward it, what he
believes about it and what motivates his purchase.'*
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Advertisement play an essential role in creating an image of a product
in the minds of consumers.'®

(u,?L//iub/'/ﬂlJLQIUVQLLIYL;Q’J!uﬁuﬁ;’éué/uablf?i)
u”;uumw»t;uJ.:,g/,/@iué/uéﬁéu?w,g/}g.,{l c«l/l/‘?ﬁlu/
c«bl{»‘i’l-u,?L/Jlla d‘glﬂczg(Goods and services)c«l.,én“w J(Brand),"cl/,,«?{.

:u,?L/bl/l;/’/ﬂluf&;/'ﬁ,gi'd/(Goodsand services)c«l.ﬁ».l:’:l

An advertisement is one of the topical strategies of many brands for
the promotion of their product .the purpose of mass advertisements is
to gain attention for the product ,ensuring prolonged association with
consuglers ,or for the purpose of recall of their product in customers
mind.
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