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Abstract 
Advertisement entices users through the promotions offered. Nevertheless, the 
advertisements typically confuse consumers whether they purchase their needs or wants. 
Therefore, this research examined Muslim consumers’ views on Muslim consumers’ 
purchasing decisions based on persuasion in advertisements. This study employed 
phenomenological design through Focus Group Interviews as a method of data collection. A 
homogeneous group consisted of eight people engaged as study participants. The study 
analysed data using thematic analysis through Atlas. ti 8.0 software. In essence, the study 
outcomes obtained three themes on Muslim consumers’ views: differentiate between needs 
and wants, think first before buying, and follow trends.  
Keywords: Consumer, Muslim, Purchase Decision, Persuasion, Advertisement 
 
Introduction 
Every user has a diverse interest in purchasing a product or service. Purchase decisions 
regularly depend on several factors, including prices and promotions extended to consumers. 
Osman et al (2011) asserted that purchase behaviour correlates with determinants that 
impact consumer purchases, such as promotions, gifts with purchases, free samples, and buy 
one free one strategy. Nonetheless, some users are deceived by a product through the 
promotion of advertisements that they see. According to Yoo & Lee (2009), there is a 
connection between buying artificial luxury branded products with buying genuine luxury 
branded products. Consumers will spend without thinking about the amount of money they 
have to pay as long as they obtain the goods. Consumer buying behaviour also correlates with 
the sellers’ discounted prices (Blackwell et al., 2001).   
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Nevertheless, Muslim consumers should make the best choice in the decision-making 
process, whether to continue the purchase or not. It intends to avoid waste when they buy 
unnecessary products. Besides, consumers also like to overspend without reasoning the 
consequences. Such a lifestyle symbolises that they live in luxury that implies deception 
against consumers when purchasing goods or services. Thus, Osman & Amimah (2010) 
maintained that consumers should be smart in making decisions when buying branded goods 
because the existence of such goods is presently increasing. Furthermore, Mohd Salleh et al. 
(2008) claimed that a user’s behaviour illustrates ways in which individuals decide to manage 
existing resources such as money, time and knowledge to obtain the desired product or 
service, such as purchasing activities that eventually determine the type of product, purpose, 
time and frequency of purchase and its application (Ajzen et al., 2014)  
 
Excessive selection of goods or services prompts consumers to highlight wants over needs. 
Rai (2013) asserted that consumers believe in various advertising types that promote well-
known products and brands. Consumers will be more likely to buy products or goods by 
evaluating price rates, with the ones offering risks-free assurance, preferring specific product 
brands, and looking for diversity in products against existing advertisements and promotions 
(Mohd Ilham & Mohamad Salleh, 2015). Furthermore, consumers in Malaysia continuously 
concentrate on their beauty. Hence, it drives competition for product sales, such as beauty 
cosmetics in the market. Some consumers take the easy way out by not comparing prices as 
it involves time, cost and energy to go from one place to another to make price comparisons 
(Talib, 2017). Rai (2013) said that consumers fancy the quality and price of products 
advertised and often deceived because of no outlined sales policy (Talib, 2017). Hence, this 
research examined the views of Muslim consumers on purchasing decisions based on 
persuasion in advertisements. 
 
Literature Review 
Advertising is employed for marketing purposes, promoting goods and service offerings 
(Green, 2012). Advertising has played a compelling, persuasive influence on consumers in 
deciding to buy a product or service (Abbas & Zamin, 2011). It is possible when information 
related to a product or service successfully disseminates through pictures or texts. Products 
or services produced in advertising require promoting, introducing, and providing 
information, impacting consumers’ minds because it endeavours to persuade emotions and 
impact consumers (Islam & Alam, 2013; Halim & Shah, 2010). Further, it intends to help 
consumers decide to purchase or select a specific product or service (Singh & Pandey, 2015). 
Adeel & Rana (2011) affirmed that advertising acts as a medium that triggers a product and 
service’s needs to inspire consumers to feel an urge to own products and services. Advertising 
also plays a part in determining consumer buying decisions. Rai (2013) suggested that 
advertising could influence consumer behaviour based on six advertising principles: to attract 
attention, promote interest, develop and maintain interest, create desire, encourage action 
and create good intentions. Advertisements represent lifestyles, tastes, preferences that 
influence consumers through their behaviour (Thomas, 2007).  
 
Thus, advertisement persuasion influences consumer behaviour, as stated by Rai (2013), in 
which he believed consumers believe in multiple kinds of advertising that boost the valuation 
of popular products and brands. Consumers will be more likely to buy products or goods by 
evaluating price rates, the ones offering risks-free assurance, preferring specific product 
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brands, and looking for diversity in products against existing advertisements and promotions 
(Ilham & Salleh, 2015). Additionally, Panatik (2004) maintained that consumers exhibit 
behaviours and dispositions that are loyal to the brand, use intuition, hold an awareness of 
the latest fashion, prioritise perfection of quality, and uphold the brand’s awareness. Burke 
(1973) demonstrated that a brand works as an exact name for categorising an item. Panatik 
(2004) continued that awareness of a brand of goods or products could influence a product’s 
consumer choice because consumers obsessed with a brand would consider the brand’s value 
in the selection process before purchase. 

 
Consumers who shop according to a brand have promoted the imitation of products in which 
Ahmad et al. (2013) declared that the supply of counterfeit products increases and becomes 
more severe with the rise in its trading value every year. Nevertheless, consumers need to be 
sensible in deciding when buying essential and branded goods because they increase and 
harm a corresponding brand with high quality, prestige, and brand (Osman & Amimah, 2010; 
Ahmad et al., 2013 ). Therefore, smart consumers need to follow reliable behaviour before 
making a purchase decision, as described by Harold and John (1978), where purchasing 
behaviour includes evaluating the price and position of products and quality of goods and the 
level of satisfaction after purchase. Petty & Cacioppo (1986) presented the theory of The 
Elaboration Likelihood Model, in which the advertisement influences users that it decides 
whether the advertising is effective or not depending on an individual’s involvement 
concerning the ads displayed. 
 

FIGURE 1.  Central Route Construct of the Elaboration Likelihood Model (ELM)  

 
 
 
 

Source: Petty and Cacioppo (1986) 
 
Figure 1 shows the Central Route construct formed and modified from Petty & Cacioppo 
(1986). Ghazali et al (2014) affirmed that the Central process occurs when individuals are at 
a high level of cognitive involvement with high thoughts and knowledge of an issue and are 
useful in persuading audiences to shift attitudes and behaviours. It also happens when users 
act cautiously in evaluating information obtained after the issues presented are regarded as 
essential to the message’s recipient (Bryant & Oliver, 2009). Users also take cares and 
repeatedly think about the persuasive message they get (Ghazali et al., 2014; Bryant & Oliver, 
2009). The Central Route construct encourages consumers to be more careful before deciding 
to buy. Furthermore, Adnan (2012) discussed the consumption and demand in Islam, whereby 
consumers need to be mindful about the type of goods, how to use and their quantity. 
Besides, al-Qaradawi (2009) affirmed that Muslim consumers should plan purchase by 
thinking about its halal and haram status before deciding. Thus, Azizan (2011) believed that 
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Muslim consumers would practice life according to Islam’s appreciation, and it is visible in 
their shopping taste.  
 
Method 
This study employed a phenomenological design. This research collected the data through a 
focus group discussion (FGD). A homogeneous group of Muslim consumers involved through 
objective sampling. A sum of eight study participants engaged based on the set criteria. These 
criteria were Muslim consumers, working and also watching advertisements for products and 
services. The study developed a focus group interview protocol containing semi-structured 
questions to collect qualitative data from study participants. The process of data analysis 
applied thematic analysis using Atlas t.i 8.0 software to manage the study data. 
 
Results and Discussion 
This research discovered three themes from the views of study participants on their purchase 
results based on the advertisements they have seen. These themes were to differentiate 
between needs or wants, think before buying and follow trends. Generally, study participants 
agreed that their purchasing decisions depended highly on the ads they watched. They were 
interested in promotions and what the seller offered through advertising. From Muslim 
consumers’ perspective, the persuasion they found through advertisements could attract 
them to buy a product or service. Through advertising, they learnt more about an item better 
before deciding to buy it. 
 
Differentiate Between Needs or Wants 
The study’s completion found a need to differentiate between needs or wants among Muslim 
consumers. Persuasion by advertisers often influences consumers to buy a product or service 
even if it is not a necessity for them. Users strive to meet their needs through the display of 
the ads they watch. This aspect of decision making is imperative for users to not make the 
wrong decision due to being influenced by the ad.  
 
Participant 5’s View; 

... I do not deny that when I buy the goods, (I consider) either the needs or wants, I 
think there are many wants and needs goods … 

 
Participant 8’s View; 
 … I will first distinguish needs and wants. The needs are required daily. We need it. On 
the other hand, needs are not critical. When we see it, (we) want it, but there is no urgent 
demand for it. For example, (when I see) beautiful clothes. (I will feel the urge to buy it) Even 
though I have enough of it…  
 

Osman and Amimah (2010) maintained that consumers should be wise in deciding 
goods to buy. The decision to buy whether the product is necessary and the branded needs 
to be understood entirely by every consumer. Adnan (2012) claimed that consumers, groups 
or organisations should make the best use of all available resources such as time, money and 
effort to optimise satisfaction that includes needs and wants. Therefore, consumers should 
make wise decisions by distinguishing between needs and wants. According to Jamaludin & 
Ramli (2012), manufacturers or distributors use sales gimmicks to draw more consumers to 
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buy their goods even though the products produced are low quality and detrimental to 
consumers. Distributors also offer special offer price packages to entice consumers. 
 

Nevertheless, Muslim consumers believe that persuasive advertisements through 
attractive advertising displays are not necessarily well perceived. At the same time, it is 
undeniable that advertising can contribute to shifts in consumer decisions. Some expenses 
exceed the need when triggered by persuasion in advertisements presented to consumers. 
 
Participant 6 said:  

... The ads influence the wants. I have an option, and it is not a must for me to buy it. 
However, the ads influence me to buy something … 

 
The participant 6’s view of this study proved that Muslim consumers are conscious to spend 
on wants and needs. Thus, consumers who can distinguish between needs and wants are in 
line with religious demands. Allah SWT mentioned in surah al-Israa’ verse 27, in which it 
explained that one should not be wasteful in expenses:  
 
Meaning: 

“...Indeed, the wasteful are brothers of the devils, and ever has Satan been to his Lord 
ungrateful. 

 
Whereas, according to Petty and Cacioppo (1986), there is a change of attitude through the 
process of persuasion. From the central route aspect, decision-making motivates users to 
make their decisions based on the persuasive factors they get. Therefore, users who get some 
information can make decisions about what they believe. Based on these considerations, 
consumers can differentiate what they need in their lives. The central route element is 
substantial to consumers when they experience a change in attitude due to their judgment 
and belief in a product or service that they watch through advertisements. 

 
Deciding to purchase a product or service often depends on consumer behaviour 
circumstances such as lifestyle. Havas (2010) explained this situation. He believed that some 
consumers are more concerned with wants than values in their life needs. Besides, advertisers 
aim to make their ads appealing to consumers to purchase their products and submit with 
the product or service advertised (Tan & Munira, 2017).  
 
Think First Before Buying  
The results of the study found that there was a theme of ‘think first before buying’. The 
participants stated that before they make a purchase, they need to research first based on 
price factors, product prospects, and the goods’ needs. Study participant 8 mentioned that: 

… For example, this week, I intended to buy a rice cooker. I tried to find it in LAZADA. 
The first (factor that I considered that it must be) cheap, then looked at the brand and 
saw the quality. For example, when I visited (online shops) and found a cheaper 
bargain, I bought the cheaper one because I wanted to save some money. That is what 
I do when I want to buy something…  

 
A wise consumer will always think first before buying and saving in managing expenses. 
FOMCA (2015) reported that consumers have the right to determine the goods they want to 
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buy and compare the price of goods with other stores. Thus, the initial action of researching 
a product or service offered benefits consumers to buy wisely. The ads displayed are an 
inherent determinant for a consumer to compare each item they want to buy. Participant 4 
said; 

… but I will not immediately buy it because I will review the comments first whether 
the item is right or not, then I will decide whether it is suitable or not… 

 
Participant 7’s View: 

… advertising certainly plays a role. It changes unnecessary items into the wants that 
we feel we need, but we do not need it actually… 

 
Waste is one of the attitudes that Islam forbids. In surah al-Israa verse 27, it is stated that 
wasting is the practice of the devil: 
 
 Meaning: 

“Indeed, the wasteful are brothers of the devils, and ever has Satan been to his Lord 
ungrateful.”. 

 
Moreover, most consumers now like to buy online because it is easy and fast, but they need 
to think before buying it. According to Arisah et al (2015), in line with the ever-changing 
lifestyle changes, online shopping methods are now becoming more prominent among 
consumers and function as one of the elementary measures to spend to get necessities 
without having to queue at the counter. It gives consumers the freedom to choose, has 
information about the goods and services they will buy and obtain prices in line with their 
level of demand in the market (Jaafar, 2004). A study of how an individual decides to utilise 
all available resources such as time, money, and effort to acquire consumer-related items 
(Schiffman & Kanuk, 2004). Consumers can switch to generic products that are 20% to 30% 
cheaper than FOMCA (2015) branded products. Accordingly, smart consumers need to think 
first because they can save money and compare prices first before deciding to buy.  

 
Follow Trends 
 
The theme of ‘Follow Trends’ is also essential for Muslim users. Based on the study 
participants’ viewpoints, advertisements motivate persuasion to keep them updated with 
current trends. The ads presented to make the consumers feel the urge to keep up with the 
trends of life needs. Recent changes in attitudes and lifestyles make users frequently refer to 
advertisements to keep abreast of current developments. Hence, the ads will stay relevant 
with time. The persuasive nature of advertising leads them to make better purchasing 
decisions. Participant 7 stated;  

… For me, everyone has the urge to follow the “trend”. It is undeniable. For instance, 
men (may want to keep updated) with gadgets, or maybe clothes, cosmetics or others. 
So, they may feel that they must have it. So, in my opinion, following the trend is not 
wrong… 

 
Following the latest fashion trends becomes adults’ fixation regardless of student status or 
careered adults and influencing their lifestyle as consumers or customers (Jampar, 2015). 
Consumers are sensitive to changes that involve the importance of choosing and buying 
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(Panatik, 2004). Jampar (2015) argued that fashion consumers are willing to sacrifice 
something to meet the lifestyle needs of their choice and be prone to the influence of 
purchasing behaviour. Consumers today are increasingly aware of the importance of product 
design, and consumers who buy luxury brands are described as ‘self-conscious and try to 
impress others with them (Penz & Stottinger, 2005). Therefore, there are imitation luxury 
branded goods from well-known brands to meet consumers’ demands according to 
affordability but perceived from good quality.  
 
However, some Muslim consumers do not regard this trend as something too significant that 
it ignores the original purpose of the purchase. Advertising is, of course, an attempt to 
persuade users to be influenced to make a purchase. Nonetheless, Muslim consumers can 
also give good judgment on whether the goods are essential or not. They understand the 
concept of simplicity in purchasing decisions. They think sensibly and not just follow current 
trends until they get too fixated. Participant 3 said; 

 
… I am not obsessed (following the trend), but I am not “very old fashion”. When I go 
out to do some shopping, I will buy one when I see something that I like. However, I 
do not purchase something every time I see something new. I do not have the urge to 
do so. Sometimes, when I see something that I like, I know it is a want, so I can still 
control myself from buying it…  

 
Islam emphasises awareness of Muslims to adopt the concept of moderation. The concept of 
moderation needs is to obtain justice and avoid excessive and improper attitudes that 
become burdensome and inconvenient for oneself and others (Hassan, 2011). Allah SWT 
mentioned in surah al-Furqan, verse 67 that emphasises that one should be modest in a 
matter: 
 
Meaning:  

“And [they are] those who, when they spend, do so not excessively or sparingly but 
are ever, between that, [justly] moderate”. 

 
Conclusion 
The results of the study show that advertisement plays an important role in persuading 
consumers to purchase a product or service. Promotions and offers seen in advertisements 
help users decide whether to buy the product or service or otherwise. The themes in the 
results, to differentiate needs or wants, to think before buying and to follow the trend, show 
that consumers' views on their product or service purchasing decisions are influenced by the 
adverts. In deciding to make a purchase, consumers need consideration of whether it is of a 
lifestyle or a necessity nature for their lives. Similarly, the theme of thinking before buying 
shows that consumers are taking a prudent stance and turning promotions and advertising 
offers as a source of price comparison before making their decision. Consumers also think 
that ‘following the trend’ is an important aspect of their lives. However, for Muslim 
consumers, 'following the trend' is also balanced with the moderation factor in shopping. 
Muslim consumers still make good judgments when deciding to buy. Muslim consumers 
adhere to the Islamic teaching of not being wasteful, always being modest and not being 
extravagant in spending. 
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In conclusion, persuasion in advertising can bring about a change in consumer attitudes in 
making purchasing decisions. This study contributes to the strengthening of the role of 
persuasion which is seen as important in giving due consideration to Muslim consumers. The 
analysis shows that every purchase decision of Muslim consumers depends a lot on the 
advertisements that they watch. Therefore, the production of advertisements should 
consider the need for a proper advertising message to bring about a change in the buying 
attitude among Muslim consumers. Through the advertisements, Muslim consumers should 
be able to distinguish between needs and wants. They should also compare the items they 
are considering through advertisements. Consumers should make wise decisions by making 
purchases based on several factors such as the price and prospects of the goods offered. 
Ergo, the outcomes confirmed that persuasion in advertising could change consumer 
attitudes in making purchasing decisions. The role of persuasion is quintessential in giving due 
consideration to Muslim consumers. Through the advertisements, Muslim consumers should 
be able to distinguish between needs and wants. They also make comparisons about 
something they get from ads. Consumers make wise decisions by making purchases based on 
diverse factors, such as the price and prospects of the goods offered. This analysis determined 
that every purchase decision of Muslim consumers refers to the display of advertisements 
they watch. Thus, persuasion in advertising transforms the attitude of buying among Muslim 
consumers. Nonetheless, Muslim consumers still make sound judgments when they decide 
to buy something. Muslim consumers adhere to Islamic beliefs so that there is no waste, 
always practice modesty and be smart in spending. 
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