Marketing Ethics Through the Lens of Temporality:  

An Islamic and Christian Comparison in Cyprus

Paul Gibbs

Intercollege, Cyprus


This is a map of Cyprus, which is located at the end of the Mediterranean, close to Israel.  It was invaded in 1974 by the Turkish army in support of the Turkish Cypriots.  I do not want to talk about a political issue, but some would argue that it was a justified invasion, if such a thing can exist.  The red dotted line you can see on the map (see Exhibit 1), divides the Turkish Islamic North from the Greek Orthodox
EXHIBIT 1
[image: image1.png]Chrysochou
Cape . Bay
Arnoot)

Tmassol

Akroriri
Bay

Cape Goto,

&~ MAPQUESTCOM -

Cape Apostolos
P Mndreas

Hiles

Rizokarpaso

TE Kilame ers Bipkar,

o Famagusta
Bay

+ Sergios (Yenibagazisi)
famagusta (Gazimagusa)

Farmaca U.K, Sovereign
Tay * Base Area

Mediterranean
Sea

4 E





Christian South.    Recently, in the last 18 months, that line has become permeable, allowing easy access between the two communities.  This offered me a great opportunity, looking under a secular umbrella, to explore how the two religious groups had each developed their notions towards marketing products and services, and their reactions to certain images used in advertising.  In particular, I chose to look at students, generally young individuals in higher education institutions who were living in secular political yet different religious traditions, who were exposed to common global advertising.
So first of all, let me dispel the issue of the threat of Islam overrunning European culture.  
· Europe’s Muslims are, to a large extent, differentiated by their cultural and ethno-national background and not the assumed Unity of Islam based on its singularity (10% being Shiites).  

· European Muslims come from Middle East and former colonial territories in Africa, Asia and the Caribbean region, plus indigenous Muslims in Europe (Bosnia-Herzegovina, Albania and Bulgaria)

· The estimated number is 15 million or 3% of the population.
 I know that we are at war in an Islamic nation and again and I don’t want to talk about that.  However, the impact in Europe of the Muslim community is generally very small.  No one here is from France, I believe; they might disagree since France has tended to argue in European debates that the Islamic community is a major threat to their traditions and security.  Yet the reality is that the Islamic community in Europe is relatively small.  That isn’t to say that they do not have a major impact in some regions.  Wherever there is a concentrated Muslim population, there is a much larger impact of Islamic community on that area.  For instance, in the UK, there are certain towns - Bradford for instance - where the Muslim community is highly concentrated and has a significant impact on socio-political decisions.  Furthermore, Islam is not an import into Europe since within the European community there are a number of nations where the majority of the populace is Islamic.
Firstly, I want to debunk the idea that Islam is something for us non-Muslims to be necessarily overly concerned about.  What I want to talk about is the comprehensive issue of ethics in marketing, ethics in religiousness, and ethics with regard to the Islamic community.  In fact, there are only relatively few papers - only three or four that I can find and mainly by Rice
 - that look at the notion of Islam in marketing.  What they have tended to look at is the notion of Islam in Islamic states as a ring-fenced cultural, political and social wholeness.  What this paper tries to do is initially talk about how Islam ontology can be integrated into marketing communication, in a wider context such as Europe, instead of looking at marketing tactics to alter the surface of marketing communications rather than the deep meaning of being Islamic.  Rather than trying to look at what divides the community, I wanted to look at what sustains those communities to live safely together.  One of those issues seems to be notions of temporality.  I use here temporality as being primary meaning of being.  Indeed it forms a horizon in which beings are understood by themselves and others.  So I’m taking a philosophical position and its genesis comes from the work of Heidegger.  In essence we are our own temporality and our otherness is a relationship to others through our temporality.  Taking a huge leap, this seems to indicate that if we have two highly religious communities, the nature of that community, regardless of the religious state they are, should lead us to look at some commonalities, for both have a notion of transcendence at the core of their belief system.
Returning to the topic of today, it seems to me that ethics is about how we ought to use our time.  For instance, how we ought to relate in that time to others and to objects in time and how we are to preserve or forget things in time.  From that I think that for the value of being, the value of any being, time is intimately connected with the human capacity to hold past, present and future together and indeed philosophize.  Heidegger
 would say “temporality presents itself as the meaning of authentic care” (1962:374).   Indeed, from some of the things that Pat was talking about yesterday, when we were looking at the models of moral behavior, I would argue that Heidegger is closer to the feminist perspective of the ways in which we deal with being. 

I think that we can look at Islamic, Christian and secular societies in three different ways:   (1) the different ontologies, (2) different religious ideologies, and 
(3) different notions of market.  The purpose of our discussion is that an Islamic notion of being is transactional, within the unity of the divine, if not within the unity of the Unity.  Its epistemology is grounded and it is founded on the interpretation of hermeneutic process, which establishes the correct revelation of truth.  We heard a very good presentation on the first night of this conference together, which frequently referred to truth.  Under the Islamic process, truth is defined in the way in which can be justified in the Koran.  The final criterion would be that it complies with divinity - the divine truth of Islam.  This puts a different focus on the way in which we look at our understanding of truth.  The Christian notion regards individuals as distinctive, self-interested and is based on the rational revelation of facts within a pluralist notion of being.  From the Islamic view, the notion for being outside of Islam doesn’t exist, embodied in ourselves is our spirituality.  So any notion of Cartesianism finds no place in the Islamic notion of self.

If we examine the different notions of the market, we can compare secular positivism, rationalism, and the Cartesian separation of transcendental immanence.  The Islamic notion of the market is most appealing to me for it seeks more societal and collaborative goals than other self-orientated and competitive ones.  Many speakers in this conference have been speaking about how, in essence, in Islam; we find an ideology which supports this notion that the individual goal is not the primary purpose.  So within that context, the market is defined differently.  Indeed it’s an interesting phenomenon to look at when you look at Islamic societies.  We might argue that this is progressive, but the Koran would not see progression in such material terms.  The notion of a marketplace, and progression in the market, determining how we are going to progress under self-interest, doesn’t apply in Islam.  So if you bring those two issues together, it’s not surprising that in some instances we have an incommensurable notion of what is right and what is wrong, and what societies ought to do and what societies ought not to do.  The best example of this is one’s responsibility to declare the faults as well as the advantages of a project.  With Islam, you don’t have to worry about how truthful you might want to be on your website, you have to tell the truth.  You have to say, “This product is not good enough.  Don’t buy it.”  The idea in western society with ‘Buyer Beware’ does not exist in Islamic society.  Now a word of caution, I’m talking about what ought to be.  Those of you may have traded within an Islamic state, might realize that this may not necessarily be the truth.
Marketing within Islam is again a different notion and has a different authority than in Christian states.  Marketing is an ethical process that mobilizes resources for the benefit of society.  So perhaps this issue ought to prevent the potential to exploit people and resources through marketing.  Claims are made for the benefit of the consumer, not the seller, and promotions are intended to increase choice, not unfairly gain competitive advantage.  So the market can exist, but the market has to exist for the benefit of everybody.  For instance, the notion of Isfar is an important notion in relationship to marketing.  Waste is deeply related to the whole economic system so that images of waste removed from advertising do not change the implicit notion of the careless and excessive consumption of certain products or of the planned obsolescence of many goods.  Now most of the work that I see produced on looking at Islamic marketing and Islamic marketing ethics says: make sure you do not show any woman with her knees or shoulders showing, or make sure you don’t have a picture with students in a bath if you are advertising education.  But in effect, if the actions that they are doing or what you are proposing leads to waste – waste can be defined in an enormous number of ways – that will be offensive.
The premise of my presentation here is that playing with pictures of marketing to the faithful will not achieve the goals of being able to integrate them into your marketing message.  What is important is that you must fundamentally understand Islamic ontologies.  As a concept in the Islamic political economy, the notion of ethics gets induced into consumption.  Ethics is not a separate notion.  Today we were talking about the market and how we market ethically within it, but there is no divide in Islam.  I would argue that yesterday, some of us said that if the market had a different nature than it currently has, some of the ethical issues we have been talking about wouldn’t be problematic either.  In this sense, Islam offers an alternative.  The production and distribution side of the market work to increase the social levels of market interaction and finally creates a notion of the market which is compatible with social justice.  That places social welfare at the center.  Now this is not an apology for Islam.  All it is saying is that in these notions of the market there are some very beneficial issues we should look at and this means that people who have an Islamic heritage will view some of the things that we do in the west significantly differently.  Importantly they may not embrace the market, as the West defines it, favorably.
The results of my research actually show that what tends to drive the way in which people perceive the world is their religious intensity, regardless of their religious affinity.  So it is intensity that is the main issue.  The research is on a small sample of two tertiary institutions.  The findings are based on a small scale survey of 530 students (211 Christians, 302 Muslims and 17 undeclared) who responded to a questionnaire distributed at two privately owned, English speaking institutions, one in the North and one in the South of Cyprus.   A non-probability sampling method was used.  What emerged is that both groups score below the midpoint on an assessment scale for a selected group of products chosen as controversial based on the literature
.  In other words, both of these societies are pretty liberal.  Therefore there is no major reaction for young Muslims towards a notion of controversial products.  What the results showed was a commonality.  The commonality is that both Islamic students and Christian students find racially extreme groups or racial images, the most offensive use of image creation used in advertising.  This I hope is jolly good news.
The reaction to other images are fairly well common too.  Summarizing the finding, the marketing of controversial products finds Muslims and Christians offended by the same things.  That seems to me very positive.  The groups do differ slightly.  There is alcohol, where you would expect the Muslim community to be slightly more negative; charities, which is clearly important for Muslims since charities are built into your obligation for being; and it’s not surprising to see promotions of cigarettes and gambling being negatively evaluated.  However, gambling is a little strange.  In the south of Cyprus (the Christian part) there are no casinos and in the north of Cyprus (the Islamic part) there are many casinos and other things that you shouldn’t be buying in the north of Cyprus (or any where else!).  Funerals and pharmaceutical issues are problematic for both groups.  Another common issue was male underwear yet female underwear surprisingly didn’t offend anybody.  Exhibit 2a and b summarize the findings.
EXHIBIT 2

(a) Findings 
· For both groups the average levels on all attributes relating to products and services were at or below the mid-point of the scales used, and the Islamic students tended to be more offended on the majority of the ethical attributes 

· Islamic Students: Racist images (3.44), Stereotypes (3.25), Sexist images (3.24), Immorality (3.18), Indecent languages (3.18), Violence (3.18), Anti-social behaviour (3.15), Hard sell (3.09), To personal subject (3.08)
· Christian Students: Racially Extreme Groups (3.17), Racist images (3.56), Violence  (3.37), Sexist images (3.28), Immorality (3.20), Stereotypes (3.10)
(b) Relative Offensiveness

	Products/Services
	Religious affiliation (Significance level)

	Alcoholic products
	More offensive for Muslims (0.01)

	Charities/fund raising
	More offensive for Muslims (0.01)

	Cigarettes/tobacco
	More offensive for Muslims (0.01)

	Gambling
	More offensive for Muslims (0.05)

	Funerals
	More offensive for Muslims (0.05)

	Male underwear
	More offensive for Muslims (0.01)

	Pharmaceuticals
	More offensive for Muslims (0.02)


Next I asked the students to identify their level of religious faith and I found that the intensity, not the form of religion, was most related to polychronicity, which is related to the level of high context.  I expected I would find high levels of polychronicity in small families that used to work together, in both Islam and Christianity communities; however, I didn’t find that.  Furthermore, time use is generally monochronic and there is a strong association between temporal orientation, ethical inclination and intensity.  The arguments I have made here is that if you have high religious intensity, you would have a past orientation and you would be looking for the holy texts to take you forward in the way in which you live your life.  I found that most of the young people were forward-orientated.  Those who had the highest intensity were more inclined to be past-orientated than future-oriented.
What I have tried to illustrate is what Islam or what it ought to be.  To develop a picture of the reality I asked a number of advertising executives in the UK ‘Do you consider marketing to Muslims different than you consider marketing to Christians or secular community?’  This is typical of reaction I obtained:  
 Issues to do with particular ethics of buying and selling would normally only be considered when communications are clearly targeted at Moslems. In that case they would be expected to be very closely matched to consumer expectations.  It is often found that Moslems are happy to apply double standards and recognise when non-Moslems are principally being addressed. They will take offence when Moslems are shown acting ‘improperly’, but not when others are.  Mike Longhurst, Senior VP, McCann-Erickson Europe and Board member the European Association of Communications Agencies. 
It was often found that Muslims are applying double standards and recognize when Muslims are not being principally addressed.  The context is that the person who wrote this was not a Muslim but a senior executive in a multinational advertising agency, and has a very important position in the European marketing and advertising community.
My final issue concerns research implications.  I think that it is the intensity of faith that drives ethical decisions in marketing by consumers.  This seems to me to be both positive and negative.  It is positive in that we can cluster people together and we don’t have to discriminate them by their actual religious faith.  Images are based on traditional values as a trajectory into the future.  Most important for me, is that the young Christians and Muslims don’t want violence, they don’t want sex images, and they don’t want racist images presented to them to promote product; certainly not in the island of Cyprus.  From an ethical standpoint this seems to me to be very positive for it offers support for the use of positive images of worthiness.  Moreover, the relationship between temporality and marketing ethics is an interesting research direction.
Finally, the difference between Muslim and Christian subcultures is more subtle than religiously bipolar.  From the work that I have read in the Journal of Business Ethics
 there is a tendency to imply that there is a notion of Islam which marketers have to deal with.  That seems to me to be not the case.  There are grades of Islam and there are certain issues that we need to look at.  We ought to be as concerned about fundamental Christian views as we are about any other religion’s views.  A common culture of literacy of advertising persists within the two religious groups and we could talk about the positive effect of advertising in creating a more liberal view in the world.  Young people, regardless of their faith, seem to prefer positive images - so let’s give them that.
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