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Abstract

Boycotting products/brands negatively influence them and it can lead some of them to lose market share or even shut down for good in extreme cases. Additionally, market competition and small differences between products reduced consumer loyalty towards products/brands generally speaking.
The number of Arabs who live in London is growing and therefore, they hold a purchasing power that can influence products/brands in a negative/positive manner. Therefore, it is critical to study this spectrum of sub-society and sub-culture. 
This study seeks to study this spectrum of London society and identify the reasons that lead them to boycott products/brands. To achieve the aim of this study, a qualitative approach was applied to identify reasons for boycotting products/brands and the influence of boycotting on the loyalty level of Arab consumers. Forty-six Arab consumers participated in this study who belong to different genders, religions, age categories, and countries of origin.
The outcomes of this study show that Arab consumers who live in London do not have strong attachments to certain brands and therefore, loyalty level is not strong. However, the availability of products plays a large role in consumer behaviour. This suggests that products/brands who want to compete in markets/areas that are dominated by Arab consumers must keep a strong supply of their products. In addition, the quality and taste of products must match Arab consumers’ expectations as they are also considered strong factors that drive the behaviour of Arab consumers.
Most of the participants in this study have boycotted products/brands before, and all of them are willing to boycott brands if necessary. The lack of strong loyalty sense for products/brands along with any reasons that Arab consumers consider reasonable for boycotting provides insight on Arab consumer behaviour in London. 









Chapter One: Introduction
0. Background of this Research
The definition of the term ''Consumer Behaviour'' is ''the activities people undertake when obtaining, consuming, and disposing of products and services.'' (Andaleeb and Latiff, 2016, P. 162). Studies have shown that purchase intention and consumer behaviour are affected by various factors, which can be divided into different factors, such as religious, social, cultural or any other demographic factors (e.g., Klein et al., 2004; Cant and Van Heerden, 2005; Ma et al., 2012; Gbadamosi, 2017). Bukhari et al. (2020, p. 5) presented factors that influence consumer behaviour as follows:

[there are] several factors, which may influence consumers’ buying behaviour and their brand preferences for goods and services. Among these are cultural factors, social class, values and beliefs, interests, lifestyle, and personality. These factors are jointly referred to as psychographic variables, which play a considerable role in consumers’ preferences for products

For instance, cultural factors have been tested, and research has found that cultural differences affect consumers’ perceptions of products/brands (Sung and Tinkham, 2005). Culture has a direct effect on how consumers evaluate the quality of a company's brand or service (Malai and Speece, 2005). Customer values are the result of ethnicity and the culture of society. Their significance to any consumer varies with economic and cultural conditions (Klein et al., 2004). Therefore, their influence on consumer behaviour varies from one country/region to another. Andaleeb and Latiff (2016, p. 168) presented the definition of culture and its influence on consumers as follows:

Culture is defined as a set of behaviours, norms, customs, beliefs, and values evident and followed by a set of a social group. It is part of the external influences that impact a consumer. The cultural expectations of a social group influence the behavioural and decision-making process of a consumer. Culture is a problematic issue for many marketers since it is inherently nebulous and often difficult to understand.

Values also influence the demands of consumers; it also influences the choices of services or products (Klein et al., 2004). For companies operating on an international scale, comprehending the impact of these values on purchasing behaviour is very important for developing effective and more culturally informative marketing strategies (Rose, 2009). 
In society, consumers' purchase intentions are affected by their social relationships (i.e. social capital) which can be family members, neighbours, friends, or colleagues. People also create their identities through consumption (Richins, 1994). We are what we own and possess, as was pointed out by Yuksel (2013). Therefore, the property does serve social purposes. For instance, belonging to a certain group, or community, or family (White and Dahl, 2007). Furthermore, different social classes will also lead to changes in consumer decisions and purchases (Williams, 2002). There is a correlation between brand use and group membership (Williams, 2002). 
For instance, the research investigated the influence of the hostility between Jewish and Arab consumers towards foreign products (Rose et al., 2009). The research found that the kinship or internal group between Arab-Israelis and other Arabs can influence how they feel and the level of hostility towards the UK. If emotions within the group may trigger hostility towards a country, it can also trigger hostility towards the country's products.
Religion is one of the factors that influenced consumer behaviour for a long time (Delener, 1990; Al-Hyari et al., 2012). Demographic factors (e.g., education level, gender, age) can also influence consumer behaviour. For instance, gender. Women tend to participate in consumer politics. However, it is not clear whether this is the case for female consumers from the Middle East or not. UN Women’s Executive Director Michel Bachelet’s speech for the UN Agency for the Promotion of Gender Equality and the Empowerment of Women on the issue of women’s empowerment in the Middle East in the year 2011 pointed out that the political participation of women in the Middle East is rising in the East (UN Women, 2011). 
There are two extremes of consumer behaviour, namely: consumer loyalty and boycott. The term "animosity" is defined "as the remains of antipathy toward a particular country associated with previous or current military, political or economic actions that the consumer finds hard to forget and forgive" (Klein et al., 1998 cited in Matic and Pub, 2011, p. 461), which led to adopting extreme behaviour. 
The definition of "animosity" reveals that there are three influences that lead consumers to remember a certain country negatively. These influences are current or previous economic, political, or military actions. 
Although boycotts can influence consumer behaviour in a significant manner, most studies related to understanding the phenomenon of boycotting certain product/brand was done in the field of politics and organisational behaviour rather than consumer behaviour. Al-Hyari et al. (2012, p. 156) highlighted this issue as follow:

Most studies of boycotts and consumer behaviour towards foreign products have been conducted in industrialised countries, according to a study by Roseetal. (2009) and Klein et al. (2004). Ettenson and Klein (2005) suggest that relevant research on consumer boycotts has surprisingly been paid much more attention by political science and organisational behaviour rather than the field of consumer behaviour. Therefore, religious and cultural issues have been ignored as major drivers to participate in foreign products boycotts.

The term ''consumer animosity'' is defined as "strong negative emotions toward purchasing products from a disliked nation or group". There are four different types of consumer animosity; these are stability (e.g. Israeli and Arab), context (Danish products and Muslim consumers), and individuals and countries (Ang et al., 2004). Governments and companies must understand the size of their targeted audiences; take into account the animosity of consumers when formulating marketing plans.
Middle Eastern consumers, in the early years of this century, have boycotted specific countries and brands due to political, religious, and cultural events. As mentioned before, religious beliefs affect behaviour (Essoo and Dibb, 2004). Therefore, religious hatred is likely to affect consumer behaviour towards target brands (Hoffmann et al., 2011), which explains the boycott of Danish products by Muslim consumers in the year 2006 (Maamoun and Agarwal, 2008). 
This type of extreme consumer behaviour is loyalty. Therefore, marketers and academics have shown great interest in consumer loyalty. This is not only because companies with more loyal consumers have a higher share of the market, which can be associated with a higher return on investment, as Jensen and Hansen (2006) argued. Moreover, loyal customers are cheaper to keep as studies suggest (e.g., Hu, 2011) and because the level of consumer loyalty can trigger positive ''word-of-mouth'', loyal customers are unlikely to consider turning to compete/other brands. 
When buying a brand becomes a common process, brand loyalty is based on the taste or unique preference of the brand. However, it is not yet clear how much consumer resistance of all types can damage brand loyalty, and whether it will affect this habitual buying cycle or loyalty behaviour (Datta, 2003; Lien-Ti and Yu-Chungh, 2006). 
Successful brands generate profit and wealth by attracting and also retaining consumers (Doyle, 1994). There is no doubt that customer loyalty is always the asset of any enterprise. However, marketers are right to focus on rising rebranding trends due to product dissatisfaction, price, or the existence of new goods or alternative product(s) (Datta, 2003). 
In addition, the decline in brand loyalty is not only because consumers tend to try new brands, but also because quality has become the standard for all brands and no longer is it a differentiating factor (Martinez-Lopez et al., 2015). So changing a brand involves low risk, because the younger generations have different views on brands, not just based on risk aversion and quality only. Moreover, globalisation influenced the world, to the point that national borders continue to recede. For this reason, the number of organisations exploring expansion prospects abroad increases (Makarem and Jae, 2016). However, more and more people (consumers) are seeking to live far from their homeland (Sirkeci, 2013). This study aims to examine the behaviour of Middle Eastern consumers who are located in London and originally from the Middle East/Arab countries.

0. Rationale of the Study
Brand boycott is considered one of the serious threats that businesses could face (Diermeier, 2012; Commetric, 2019). This is the case as boycotts can hinder businesses from growing at the local and/or international level (Klein et al., 2004). Therefore, it is important to understand all aspects related to consumers to ensure that companies can predict the behaviour of their consumers or prospective consumers (Shankhdhar and Gupta, 2018). Many international companies face the threat of consumer boycott (John and Klein, 2003). In her article, Carlile (2021) listed some of the successful brand boycotts that happened in the past.
Although boycotts are significant for high management decisions, the research on the topic is not vast, Klein et al. (2004). But since the publishing of Klein et al.’s (2004) article, the literature related to boycotts has increased (e.g., Knudsen et al., 2008; Al- Hyari et al., 2012). This study adds further knowledge and contributes to the body of knowledge of consumer behaviour through investigating the behaviour of Middle Eastern consumers living in London to identify the religious and social factors that lead them to boycott certain brands/shops. The study provides companies operating in London an insight into the reasons that may lead Arabs/Middle Easterners to boycott certain brands. Therefore, avoid them in case they want to win this spectrum of consumers in the long term.

0. Research Aims, Objectives, and Questions
2. Research Aim
This study seeks to identify the factors that lead Middle Eastern customers living in London to boycott certain products/brands.

2. Research Objectives
Objective 1: Identify the factors that lead to the behaviour of Middle Eastern customers living in London to build loyalty to certain brands.
Objective 2: Analyse the factors that lead Middle Eastern customers living in London to build animosity towards certain brands.
Objective 3: Investigate the factors that influence the buying behaviour of Middle Eastern consumers.

2. Research Questions
Question 1: What are the factors that lead Middle Eastern customers living in London to build loyalty to certain brands?
Question 2: What are the factors that lead Middle Eastern customers living in London to build animosity towards certain brands?
Question 3: What are the factors that influence the buying behaviour of Middle Eastern consumers?





Chapter Two: Literature Review

0. Definition of Boycott
The term ''boycott'' is defined differently by various authors. For instance, the ''Encyclopedia of American Business'' defined ''boycotts'' as follows (Folsom and Vandyne, 2011, P. 56):

Boycotts are organised attempts to influence a company, organisation, or government through refusal to patronise a business or other group. Boycotts are frequently used to affect business practises. Sometimes boycotts are organised to challenge labour or environmental issues; other times they are used to sway social practises or policies.

0. Categories of Boycott 
There are different categorizations for the term ''boycott'', each scholar provides categories that may differ from other scholars and the motivations behind it. Some consumers may feel at peace when they behave in a certain manner, one of which is to boycott certain brands. This behaviour is normally referred to as a ''clean hands boycott'' (Klein et al., 2002).
The term ''boycott'' could be categorised into two types based on their aims, namely: the direct boycott and the indirect boycott (Friedman, 1999). The direct boycott is the reaction to an act committed by a certain brand (Friedman, 1999; Baron, 2003), and the indirect boycott is linked to a reaction to an act committed by a brand. However, rather than boycotting the brand, the consumer boycotts an intermediate brand to add pressure on the brand which committed the act (Garrett, 1986). Öztürk et al. (2019, P. 7) presented the two categories as follows:

Consumer boycotts are discussed in two different approaches in the literature. The first approach classifies the boycotts directly, indirectly, and secondarily in terms of motivation to achieve the object. Indirect boycotts show consumers their reactions without buying any brand of a company or the entirety of their products. Indirect (surrogate) boycotts are the result of consumers deciding to boycott any organisation for not approving their activities.

0. Triggers for Boycott
Boycotting a certain brand/company is an act that relies on various factors; some factors are personal (e.g., evaluating the boycott organisation and operation). For instance, evaluation of whether the campaign will gain publicity or not or whether the boycott will succeed or not (Al-Serhan and Boukrami, 2015). Additionally, consumers who boycott may think that the act will attract more attention among other consumers who are willing to boycott the brand as well (Balabanis, 2013).
Individual judgement can also influence consumer judgement and behaviour as consumers tend to make such decisions when they become aware of an awful act from the company’s side.  Thus, the consumer decides to boycott a brand/company. Cissé-Depardon and N'Goala (2009, P. 45-46):

The decision to take part in a boycott also depends on how the consumer judges the act committed by the brand (…) the consumer’s decision is not limited to a comparison of the potential costs and benefits resulting from his personal involvement in the boycott.  It is based, above all, on the way the consumer judges the act committed by the company. The individual can indeed consider the act committed by the company intolerable, monstrous, shocking, outrageous, highly reprehensible and/or harmful to various parties (…) that outweigh the potential benefits he might receive in return.

Boycotting is related to the reduced trust in a brand/company (Ropaul, 2016); consumers view the act of boycotting as a way to express their frustration regarding a company, which may lead them to change their practices. This change in appeal may have purely economic value, such as lowering prices (Braunsberger and Buckler, 2011) or ethical, political, environmental, and social values (Caruana and Crane, 2008). If serious allegations were cast upon a company, consumers are more likely to join the act of boycott (John and Klein, 2003). 
It is important to note that the motivations that lead to civic expressions are not simple (Al-Serhan and Boukrami, 2015). The act of boycotting is an expression of anger towards a company or an act of boosting self-esteem (Klein et al., 2004), or to boost someone’s sense of belonging (Farah and Newman, 2010).

2. Religion as Trigger for Boycott 
There are approximately 1.9 billion Muslims in the world (World Population Review-A, 2021). Muslim Arabs represent around 423 million (World Population Review-B, 2021). This group of people represents a large number of consumer groups characterised by religion. The influence of religious beliefs on consumer behaviour is identified by many articles in literature (e.g., Al-Hyari et al., 2012; Koku and Jusoh, 2014; Abu-Alhaija et al., 2018).
According to Al-Hyari et al. (2012), Islam reflects the attitudes and values of societies that believe in it. The term ''religious animosity'' is defined as ''an individual’s intolerance and hostility toward another individual or nation because of religious differences'' (Al-Serhan and Boukrami, 2015, P. 143). It is important to know that religion plays a large role in the lives of believers (Dekhil et al., 2017). Therefore, there is an association between consumer beliefs and behaviour.
Various scholars (e.g., Khraim, 2010; Fianto et al., 2014; Abu-Alhaija et al., 2018) stated that most of the research associated with studying the influence of religion on consumer behaviour tends to address the Christian consumer rather than any other religion. Additionally, there is little (if any) research regarding the consumer behaviour associated with Islam as argued by Farah and El-Samad (2014). Thus, the significance of any future research regarding consumer behaviour of customers who believe in Islam. 

2. Economy as Trigger for Boycott 
Economical events may influence consumers’ views towards certain countries. For instance, consumers may possess animosity towards countries in the mindset of economic events (Matic and Pub, 2011), which is the outcome of political and commercial deals among two (or more) countries (Al-Serhan and Boukrami, 2015). The outcome will be in the form of an economic crisis; this leads consumers from one country to build animosity towards branded/companies of the other country/countries. Additionally, economic sanctions may lead to economic animosity as well (Yu et al., 2020). 

2. War as Trigger for Boycott
Military conflicts and wars can trigger animosity (Nes et al., 2012). For instance, there is a building animosity by Israeli consumers towards Palestinian products as the outcome of the ongoing conflicts between both parties (Dobers et al., 2018). The ongoing conflicts trigger many Arab countries to build animosity towards Israeli products and brands (Morrison, 2015).

2. Culture as Trigger for Boycott
Culture is one of the triggers that can influence consumers’ behaviour. For instance, the animosity that drives from culture may lead to a boycott of a brand/company. The term ''cultural animosity'' is defined as “one's intolerance of and antipathy toward another person or country because of cultural differences” (Al-Serhan and Boukrami, 2015, P. 145). Cultural animosity is one of the various types of animosities, and like other animosities, cultural animosity can influence the behaviour of the consumers, namely: boycott a brand/company. International brands/companies can be affected by consumer behaviour who decided to boycott the brand (Nijssen and Douglas, 2004; Aljarboa, 2014).
Cultural differences can end with a military conflict between the two cultures if they collide (Kalliny et al., 2017). Therefore, cultural animosity could influence international brands/companies in different ways, one of which is the threat of boycotting from consumers who belong to the opposite culture (Kalliny et al., 2017).

0. Middle Eastern People in the UK
In the city of London alone, more than four percent of its population is originally from the Middle East. Akram (2021) highlighted this fact as follows: 

The centre is based in Kensington, the London borough with one of the highest proportions of people with Arab origins at 4.1 recent of its population – the highest proportion (7.2 percent) live in Westminster – according to analysis on the last 2011 census.

The percentage of Middle Eastern people represents more than 360,000 people. Akram (2021) mentioned this fact as follows: 

Through the census, it identified 240,545 people who ticked the 'Arab' box plus another 126,224 who self-identified as 'Arab African', 'White & Arab', 'Moroccan', 'North African', 'Somali', 'Somalilander' or 'White and North African' through written responses.

Middle Easterners who arrive in the UK have created a new ethnic group that lives in concentrated areas in London, one of which is the area of Edgware Road, in the centre of London. In this area, one can notice that the shop signs are all bilingual (English language and Arabic language).  In his book, Oswald (1999, p. 312) defined ‘ethnicity’ as follows:

language, customs, representations of the past, religious beliefs, a sense of common origin, rules of comportment, behaviours that contrast with those of outsiders – all symbolise boundaries of inclusion and exclusion between social groups, levels and modes of belonging, leadership modalities and social identity.

It is important to note that people who share the same Ethnocentrism background tend to share similar consumer behaviour, namely: they tend to buy products that are similar to the products that are common in their culture (Cutura, 2013). Therefore, it is rational to expect Middle Eastern consumers who live in London to buy products that are similar to the products that are common in their cultures. Islam is the dominant religion of the Middle Eastern population (Statista Research Department, 2014). Therefore, it is rational to assume that the majority of the Middle Eastern people who live in London are Muslims (National Archives, 2015). This work aims to understand the consumer behaviour of the Middle Eastern community in London. Therefore, the religion and consideration of the community can help the study to identify the best questions and locations to address to collect capture an accurate image of what determines the behaviour of Middle Eastern consumers.  

0. Brand Loyalty
In the viewpoint of Shin et al. (2019) brand loyalty can be defined as the biased behavioural response expressed by individuals with some decision-making unit over a period related to a certain brand or bunch of available brands. The presence of a strong brand among the consumers results in achieving preference towards it by the consumers, thereby increasing brand loyalty. The loyal consumers for a brand are those who are unwilling to switch their preference over to other brands and feel comfortable and satisfied with the brand they prefer. Similarly, Susanti (2020) referred to brand loyalty as the result achieved through a brand trust which builds high-value relationships towards a specific brand. It is the result of customers’ trust towards a product that guides them to purchase the same product again in the future. By having high brand loyalty, a company benefits through having more brand awareness in the market as compared to its competitors.
Fazal and Kanwal (2017) emphasised in their study that brand loyalty comprises two core elements, attitudinal loyalty and behavioural loyalty. Attitudinal loyalty refers to the buyer’s attitudes towards the brand and factors such as brand commitment, re-purchasing of the brand’s products and providing positive feedback influence attitudinal loyalty. While behavioural loyalty is mainly concerned with the repetitive purchasing behaviour of the consumers, the proportion of purchases made and the rate at which repetitive purchases of a brand’s products occurred. Furthermore, Akhtar et al. (2016) examined the impact of price, brand awareness and packaging on brand loyalty of consumers and reflected that brand loyalty is significantly influenced by each of these factors relatively. The study reflected that with an effective packaging of the products and high brand awareness, high brand loyalty is achieved, however, the price of the products has been found to have a weak relationship with brand loyalty and does not influence the preference of the consumers.
In addition to this, TeTu, Lin and Hsu (2013) investigated in their study the impact of customer commitment and brand image on brand loyalty and identified an evident relationship between them. It was emphasised in the study that the effective corporate brand image in the market influences brand loyalty positively and thus, it is necessary to maintain a high reputation within the competitive environment. Similarly, the commitment of the consumers towards a specific product results in repetitive purchasing behaviour from them, thereby inducing high brand loyalty from them. Moreover, Subaebasni, Risnawaty and Wicaksono (2019) examined how the customer satisfaction and service quality offered by a brand’s products significantly impacts the brand loyalty of the consumers. Effective service quality and brand image influence customer satisfaction positively, which in turn enhances brand loyalty. When the customers are satisfied with the consumption of a brand’s product, their trust in the brand increases in terms of the quality and service offered. This impacts consumers’ minds and guides them for repetitive purchasing of the same brand’s products, thus strengthening relationships with the brand and improving brand loyalty.
Ha et al. (2011) indicated in their study that advertising and marketing of products indirectly improve brand loyalty. The expenditures performed by a firm on the marketing improve the brand image and awareness of its products in the market. In the above discussions, it has been verified that these two factors positively influence brand loyalty for a firm, thus with high brand awareness in the market due to extensive advertising, the brand loyalty toward the firm’s products is influenced positively.

0. Keller’ Brand Equity Model 
Keller’s Brand Equity Model also known as the CBBE Model (Consumer-Based Brand Equity) proposed by Kevin Lane Keller proposed that for developing a strong brand, it is essential to assess the consumers’ perceptions towards the brand’s products (Chunling, Ping and Haizhong, 2008). The firm has the right to establish suitable and preferable experiences around the brand to persuade the consumers to have positive approach feelings, thoughts, perceptions and opinions towards the brand. When a firm has strong brand equity, the rate of repetitive purchases is likely to increase for the particular brand by the consumers, moreover, they would recommend the brand to more people, thereby making them loyal towards the brand and improving brand awareness as well. 
This model comprises four stages namely, brand identity, brand meaning, brand response and brand relationships as shown in the figure below.

Figure 2.1: Keller’s Brand Equity Model 
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Source: (Farjam and Hongyi, 2015)

The report from Iftahym et al. (2019) highlighted major shifts between the Middle Eastern consumer behaviour of KSA (Kingdom of Saudi Arabia) and UAE (United Arab Emirates). It has been indicated that the price sensitivity among the consumers belonging to Middle Eastern countries has risen evidently. In a survey conducted among 2000 consumers, more than 40% of the respondents emphasised on prices of the products more as compared to any other feature. Further, brand loyalty among Middle Eastern consumers is eroding due to price sensitivity among them, thus switching brands over to those which offer less prices is rising among consumers.
The initial step for enhancing brand loyalty is improving brand identity by raising awareness about the brand and its products through strategies such as marketing, promotions and advertising. In this regard, Busnaina (2014) highlighted that brand identity plays a crucial role in improving brand loyalty among Middle Eastern consumers related to fashion products. For instance, in the Arab countries, fashion brands such a Burberry, H&M and Levi’s and GUESS had shown keen interest in raising their respective market gains through enhancing brand loyalty, however, Burberry was found to be a more preferable choice of the Arab consumers as the firm focussed on correct perceptions of the consumers along with raising proper brand awareness. The second step of the brand equity model focuses on brand meaning, which further guides to improve the performance and characteristics of the products. This includes the reliability, service quality, durability and efficiency of the brand. This can be supported by Alnasera, Ghani and Rahi (2018) who indicated that the service quality offered by banks in Palestine influence consumer loyalty relatively, the higher the quality is provided by the firms, the more brand loyalty is likely to be enhanced.
Furthermore, the third step of the model highlights that the consumers review the products and respond towards them in two ways, by feelings and judgements. The feelings can be described as fun, warmth, security, self-respect, excitement and social approval. The judgements are made by the consumers based on four categories for the brand namely; quality, consideration, credibility and superiority. Thus, it becomes for the firms to examine the four categories and then adopt strategies for improving them to achieve higher brand loyalty. For instance, in the Egyptian food sector, Mo’Men Group, a restaurant chain has significantly improved their brand loyalty among the customers by identifying the correct experiences the consumers look out for and improve their quality service and performance for serving the consumers. This resulted in the firm gaining nearly 9.5 million customers a year in 2015 (Ammar, 2018).
The final step of the Keller Brand Equity Model is brand resonance, which is located at the top of the pyramid and is difficult to achieve. It can be divided into four categories namely, behavioural loyalty, attitudinal attachment, sense of community and active engagement. The primary aim for the firms should be to focus on each of the categories and strengthen them to achieve high brand loyalty and equity. For instance, Alamarai, an international dairy company in Saudi Arabia has been consistently working upon its brand resonance which resulted in achieving the most loyal customers in Saudi by YouGov Customer Loyalty Rankings 2020 (YouGov, 2021).
The difference between Aaker’s brand equity model as compared to that of Keller’s model lies in the accuracy of details provided by them. While Keller guides for building strong brand equity through a four-stage pyramidical process, Aaker describes each dimension of the brand equity in a general manner (Steenkamp, 2019). Furthermore, Keller’s brand equity model focuses on emotion, whereas Aaker’s model emphasises recognition and reflects drive recognition as the crucial part for influencing buying behaviour of consumers and their loyalty. The primary similarity between the models is that they suggest establishing brand equity. In addition to this, both models highlight brand awareness, brand loyalty, perceived quality and brand response in terms of brand associations as the elements/stages for achieving brand equity.

5. Tricomponent Attitude Model
In the viewpoint of Makanyeza (2014), the tricomponent attitude model is an effective framework for understanding the consumers’ different attitudes and their relationship with their buying behaviour. This model suggests that attitudes comprise of three components namely, conation, affect and cognition.  The conation element describes the behavioural intention of the consumers and their tendency for enacting a brand. Affect relates to the consumer’s feelings towards a brand/product and is recognised as the central element for determining the consumer’s predisposition. Cognition refers to the consumers’ perceptions and knowledge of a brand, acquired through different sources and direct experience with the product.

0.  Conceptual Framework of this Research
This research seeks to identify the reasons that lead Arab consumers in London to boycott certain products/brands. The work identified four reasons to possess animosity, which leads consumers to boycott products/brands; the study identified these reasons in the previous subsections (see subsections 2.3.1 to 2.3.4).  The study of Kalliny and Lemaster (2005) presented a framework that includes these types of animosity triggers/reasons. From the literature review and the framework of Kalliny and Lemaster (2005). The study adopts the following conceptual framework: 

Figure 2.2: Conceptual Framework of this Thesis
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Source: Kalliny and Lemaster (2005) and the Author
Chapter Three: Research Methodology

0. Philosophy of this Research
There are two key philosophies in business investigations: the philosophy is either interpretivism or positivism (Collis and Hussey, 2014; Bryman and Bell, 2015). Saunders et al. (2019, p. 144) defined positivism as: ''Positivism relates to the philosophical stance of the natural scientist and entails working with an observable social reality to produce law-like generalisations.'' Positivism seeks to apply the methods of natural science in investigations about social realities (Bryman and Bell, 2015). The epistemological view of positives sees the phenomena and investigations as different entities from one another (Nawaz et al., 2017).
Interpretivism was developed to critique the view that suggests scientific models can also be applied to social reality (Saunders et al., 2019). In other words, interpretivism is a philosophy that was developed to critique the application of positivism in social studies. This is the case, as there is a difference between natural science studies and social science studies (Bryman and Bell, 2015). Therefore, researchers should approach the social world with a philosophical view. Interpretivism suggests that cultural and social factors can influence individuals. Therefore, the researcher plays an active role in the study, as the researcher plays role in creating a holistic view regarding the views and ideas of participants.
To achieve the aim of this research, the researcher adopted the positivist view, namely: positivism is suitable to analyse observable, measurable and independent facts.

0. Approach to Theory Development
There are two key approaches from which the investigation develops the theory of the study; these approaches are the inductive approach and the deductive approach (Bryman and Bell, 2015). Saunders et al. (2019, p. 160) presented the distinction between the two approaches as follows:

With the deduction, a theory and hypothesis are developed and a research strategy is designed to test the hypothesis. With induction, the data is collected and a theory is developed as a result of the data analysis.

This research adopted a positivist philosophy. Therefore, the approach adopted in this investigation is the deductive approach as the literature suggests that positivism philosophy leads to the detective approach (Saunders et al., 2019).


0. Methodological Choice
Selecting the right research method helps the researcher to reach the right conclusions/findings from the investigation. There are three types of approaches for any research; these approaches are the qualitative method, quantitative method, and mixed methods (Bell et al., 2018). The investigation applies the quantitative method if the research collects primary data presented in the form of numbers, or the data collection method produces quantitative data (e.g. questionnaires), or the data analysis produces quantitative data, for instance, statistics (Saunders et al., 2019).
Investigations tend to adopt qualitative methods if the primary data is in the form of text, or the data collection process (e.g. interviews) provides qualitative data (text) or the analysis of the primary data produces qualitative data in the form of categories/themes (Collis and Hussey, 2013). In other words, qualitative data produces non-numerical primary data (Collis and Hussey, 2013).
Investigations tend to adopt quantitative methods if investigations are viewed as independent of what is being studied. Additionally, quantitative data tend to be associated with the deductive approaches (Bell et al., 2018). The aim of collecting quantitative data tends to be to test an existing theory (Patten and Newhart, 2017). However, the data can also lead to developing a theory as well (Lancaster, 2007). The qualitative method is concerned with the relationship between pre-identified variables through utilising the quantitative collection method (e.g. questionnaire). Such variables use statistical techniques to measure numerical data (Esteban-Bravo and ‎Vidal-Sanz, 2021).
This qualitative approach assumes that societies change in a constant manner (Lancaster, 2007). Therefore, researchers adopting such think the world is constantly changing and they also believe they are part of this change (Saunders et al., 2019). For this reason, researchers who adopted a qualitative approach tend to go out into the field and investigate what others are thinking and doing. The qualitative method is inductive (Bell et al., 2018). In other words, it aims to develop a new theoretical framework utilising the primary data collected using the qualitative data collection method (in-depth interviews).
The last approach is the mixed-methods approach. Investigations adopt this approach if the investigation uses both qualitative and quantitative methods. The mixed-methods approach is defined as a type of research in which the researcher combines qualitative and quantitative research techniques into one study (Bryman and ‎Bell, 2011). This type of research is a growing choice in various researches that belong to different disciplines.
Many scholars agreed that mixed-methods investigation provides researchers with a broader view of the phenomena investigated (Hesse-Biber, 2010). Applying the mixed-methods approach allows the study to overcome the potential bias that may appear if one uses a single method (Hesse-Biber, 2010). 
To achieve the aim of this investigation, the work applies a quantitative approach in which a questionnaire was utilised as a data collection method to collect the primary data, the primary data allows the researcher to identify the behaviour of Arab consumers who live in London and the reasons that lead this spectrum of consumers to boycott brands/products. 
The questionnaire includes twenty questions, all of which are multiple choices except two. However, the answers to the two questions were transferred to numerical outcomes. Therefore, this research is considered quantitative.

0. Research strategy
Research strategy is the bridge between the philosophical view of research and the analysis and data collection methods (Denzin and Lincoln, 2018). Therefore, the selection of the research strategy guides the aim and objectives of the research (Saunders et al., 2019).
There are two strategies associated with quantitative research, namely: survey and experiment. The experiment is a strategy that is associated with natural science (Saunders et al., 2019). However, surveys are a strategy that aims to collect information from a targeted sample to construct descriptors of certain attributes common in the population from which the sample was selected (Groves et al., 2009). 
This study adopts a questionnaire as the strategy of this work, as it collects information from a sample (46 participants of Arab consumers) located in London to identify the reasons for boycotting certain products/brands that can be represented on the population, namely: Arab consumers in London. 

0. Population and Sample of this Research
It is critical to select, for any research/investigation, the properly targeted population, sample and the size of this sample. In other words, the research needs to identify who will be included in the study, why it should be included, where the sample is located and how the study will reach them (Bell et al., 2018). Thus, the size of the sample, the location of the sample, and the nature of the sample will differ from one research to another, as each research possesses an aim that differs from all other studies in the field. The following subsections () provide a presentation of the rationale for the selection of the study population and its sample. 

0. Population of this Research
This study seeks to identify the reasons that lead Arab consumers` who live in London to boycott certain brands/companies. Therefore, the population of this investigation will include the Arab consumers who live in the London area, as they are the spectrum of consumers targeted in this study.

0. Sample of this Research
The population of this study is the Arab consumers who live in the London area. Therefore, the sample will include part of this population. The sample of the study included 46 participants who belonged to different categories of age, sex, and country of origin. In the initial stages of the investigation, the work sought to include fifty participants. However, the study included 46 as the researcher concluded that further data collection will add no contribution to the work, as the researcher reached a point of data saturation, namely: there is no added value from collecting further primary data as the research did not notice any new outcomes that he did not recognise. 

0. Rationale for the Selection of Research Sampling Approaches
The study utilised two sampling approaches for the selection of the sample of this study. The first approach is the convenience sample approach and the second approach is the snowball approach. Hair et al., (2019, p. 192) defined the convenience sample approach with an example as follows:

A convenience sample involves selecting sample elements that are most readily available to participate in the study and that can provide the information required. For example, exit interviews used with restaurant customers who have just finished a meal at the restaurant represent a convenience sample. 

Additionally, Hair et al. (2019, p. 193) presented a definition for snowball sampling approach as the follows:

A snowball sample, also called a referral sample, is one where the initial respondents are typically chosen using probability methods. The researcher then uses the initial respondents to help identify the other respondents in the target population. This process will continued until the required sample size is reached.

Part of the sample was selected using the convenience sample approach as this part was selected from the regions where Arab consumers are either live or tend to visit. In addition to the convenience sample approach, the research utilised the snowball approach to select the other part of the sample. The researcher selected this approach as he is in direct communication with participants who provided access to other participants. 
There are advantages and disadvantages to using the snowball sampling approach. Bell et al. (2018, 396) address the disadvantage of using snowball is that the sample selected is unlikely to represent the population. Bell et al. (2018, 396) stated:

The problem with snowball sampling is that it is very unlikely that the sample will be representative of the population, though, as we have just suggested, the very notion of a population may be problematic in some circumstances. However, by and large, snowball sampling is used not within a quantitative research strategy, but within the qualitative one: both.

The advantage of using the snowball approach is that the researcher can access a sample that is hard to access as it allows the researcher to access some of the samples based on the recommendations of the first participants in the study (Hair et al., 2019).   
0. Rationale for Using Questionnaire
The study aims to identify the reasons that lead Arab consumers to boycott brands/companies. For this reason, the researcher created a questionnaire to capture the views of Arab consumers who live in London about the reasons for boycotting products/brands. The research use questionnaires to capture the views of Arab consumers in the London area as it is a relatively cheap and quick method of collecting data when the targeted sample of participants is large. Dagar (2019, p. 110) highlighted the benefits of using questionnaires during the data collection phase as follows:

Questionnaires provide a relatively cheap, quick and efficient way of obtaining large amounts of information from a large sample of people. Data can be collected relatively quickly because the researcher would not need to be present when the questionnaires were completed. This is useful for large populations when interviews would be impractical.

For the reasons mentioned above by Dagar, the study adopted questionnaires as the method used to collect the primary data that will be used for identifying the reasons Arab consumers in London will boycott companies/brands. The questionnaire designed for this work includes twenty questions (see Appendix 1), all of which are multiple-choice questions except two. However, the outcomes of the two questions were reduced to numerical outcomes. 

0. The Data Collection Stage
The study seeks to identify the reasons that can lead Arab consumers to boycott brands/companies. Therefore, the sample of this study includes Arab consumers who live in London. The data collection process, therefore, took place in London. The sample included 46 participants, 26 of whom were targeted in areas in which Arabs tend to live, namely: Oxford Street, Shepherd Bush, Ealing Broadway, and Knightsbridge. In addition, eight participants were selected from the researcher’s direct contact as the researcher knows them and the eight recommended other participants (12 participants) to take part in this study. 

0. Process of Distributing the Questionnaires of this Research
The researcher investigated the reasons that lead Arab consumers to boycott certain brands/companies. To achieve this aim, the researcher designed a questionnaire that the researcher distributed to 46 participants who took part in this study in September of 2021. There are two groups of people who participated in this study. The first group includes the participants the researcher approached in the areas in which Arabs either visit or live (see subsection 3.6.1); the other group of participants are the people that have a direct relationship with the researcher or those who know them and also participated in this study (see subsection 3.6.2).

8. Process followed in Distributing the Questionnaires to Participants in London Streets 
First step:  the researcher reached prospective participants in the areas in which Arab consumers are more likely to live or visit. The researcher approaches the prospect participants and starts the conversation by introducing himself to individuals he approaches and provides a brief introduction about his study and its aim. This step is necessary as the participants need to understand the nature of the work and how the data collected will be used.
Second step: the researcher waits for the individuals' responses, if they agreed to take part in the study, the researcher proceeds with the data collection process. Otherwise, he apologizes and tries to identify other individuals who he may be interested in taking part in this study.
Third step: if the prospective participant agreed to take part in the study, he provides the participant with a copy of the questionnaire (see Appendix 1) and explains to the person the structure of the questionnaire and the aim of each section, to make sure that each participant understands the questions and the responses to each question (it takes five to seven minutes on average to explain the questions). This step is important as the researcher wanted to ensure that the quality of responses is high and also ensure that the participants will fill the questionnaires without any challenges.
Fourth step: when the participant answers the questions presented in the questionnaire, he/she returns it to the researcher. At this point, the researcher will check the questionnaire to make sure all the questions were answered. The researcher will let the participant know if he/she left any questions unanswered. This step is important as it ensures that all the questions included in the questionnaire are fully answered.

8. Process followed in Distributing the Questionnaires to Participants Who Know the Researcher
The researcher followed the same steps he executed while distributing the questionnaires to the participants who he identified in the areas where Arabs are more likely to live or visit (see subsection 3.6.1). However, the researcher has easier access to these participants as he has a direct relationship (i.e. friends) with them.


0. Limitations
Limitation 1: this study focused on the Arab consumers of London. Therefore, it did not take into consideration Arab consumers who live in other cities of the UK. For this reason, further studies are needed to investigate the consumer behaviour of Arabs in other cities and whether they are willing to boycott certain brands/companies or not? And if they are willing to do so, what sort of reasons may lead them to do so?
Limitation 2: this study uses surveys to collect the primary data. Therefore, the investigation did not include interviews (semi-structured or structured). Therefore, further research can use qualitative methods to investigate phenomena in depth so further details could be shared by the participants that can add a layer of understanding for the boycott phenomena that may occur in the Arab society of London.






Chapter Four: Data Analysis

0. Introduction
This chapter includes three key sections. The sections represent the key sections of the survey distributed to the participants; these sections are Personal Information of Participants (see section 4.2), consumer behaviour (see section 4.4), and views of participants regarding key political and religious events (see section 4.6). The first section is included as it shows the key personal information of each participant; this is important as the research can see and identify any pattern of personal information associated with boycott behaviour. The second section is of the analysis as it shows the broad habits of the participants; the section is significant as it provides an overall understanding of what may lead the participants to buy any certain product as this helps the researcher in making a stronger case on what may lead (or not lead) the participant to buy certain products. The last section is included as it possesses the key questions and answers regarding participants’ behaviour about what leads them to build loyalty/boycott certain products/brands/companies.

0. First Section: Personal Information of Participants
1. Age
The people who participated in this study fall under four age categories. The dominant age category among the four is the category of young individuals (between the ages of 18-30). The following table (see table 4.1) provides more details regarding the number of participants under each age category. Additionally, the percentage of participants that belong to a certain age category is presented (in a pie chart) in compression with the other three age categories. And the young participants represent the largest share of the pie, namely: 44%.

Table 4.1: Frequency of Participants Categories by Age
	Percentage
	Age Category
	Number of Participants

	30%
	(30-40)
	14 participants

	22%
	(40-50)
	10 participants

	4%
	60+
	2 participants

	44%
	(Below 30)
	20 participants










Figure 4.1: Percentage of Participants Based on the number of Based on Age Categories
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1. Gender
The number of individuals who participated in this study and identified as males are more than the participants who identified as females. However, the difference between the two categories is not huge. The following table (see table 4.2) shows the exact number of participants who participated in the study. The percentage of the participants who participated in this study is also presented in a pie chart (see figure 4.2) presented below; the percentage of male individuals is 59%. The difference between the percentage of males and females who participated in this study is not large and therefore, the study represents a close percentage, which makes the outcomes of the study representative to the Arabs who live in the UK in a fair manner.

Table 4.2: Frequency of Participants Categorized by Gender
	Percentage
	Gender
	Number of Participants

	41%
	Female
	19 participants

	59%
	Male
	27 participants



Figure 4.2: Percentage of Participants Categorized by Gender
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1. Religion
The participants in this study are either Muslims or Christians. However, the dominant religion of the participants is Islam. The majority of the Arab population adopted Islam as a belief system. The following table (see table 4.3) provides the number of Muslims and Christians who participated in this study. The pie chart below (see figure 4.3) represents the percentage of participants based on the religious beliefs they hold. As the figure shows, the dominant percentage of participants identify as Muslims (87%).

Table 4.3: Frequency of Participants Categories by Religion
	Percentage
	Religion
	Number of Participants

	87%
	Islam
	40 participants

	13%
	Christianity
	6 participants



Figure 4.3: Percentage of Participants Categorized by Religion
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1. Country of Origin
The participants were asked to identify their country of origin, and the outcomes show that the majority of the participants are originally from Arab states of the Persian Gulf (Bahrain, Kuwait, Iraq, Oman, Qatar, Saudi Arabia and the United Arab Emirates). The following table (see table 4.4) provides a detailed representation of the participants’ country of origin.








Table 4.4: Frequency of Participants Categories by Country of Origin
	Percentage
	Country of Origin
	Number of Participants

	6%
	Algeria
	3 participants

	22%
	Iraq
	10 participants

	9%
	Kuwait
	4 participants

	11%
	Lebanon
	5 participants

	9%
	Libya
	4 participants

	6%
	Morocco
	3 participants

	9%
	Qatar
	4 participants

	9%
	Saudi Arabia
	4 participants

	4%
	Sudan
	2 participants

	6%
	Syria
	3 participants

	9%
	Yemen
	4 participants



Figure 4.4: Percentage of Participants Categories by Country of Origin
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1. Country of Birth
The participants were asked to identify whether they were born in the UK or outside the UK. The outcomes of the survey show that 31 of the participants (more than 65%) are born outside the UK (see table 4.5 and figure 4.5). 

Table 4.5: Frequency of Participants Categories by Country of Birth
	Percentage
	Country of Birth
	Number of Participants

	33%
	Outside the UK
	31 participants

	67%
	Inside the UK
	15 participants









Figure 4.5: Percentage of Participants Categories by Country of Birth
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1. Number of Years for Staying in the UK
The participants were asked to identify the number of years they stayed in the UK. The outcomes of the survey show that the majority of the participants have lived in the UK for at least five years. 

Table 4.6: Frequency of Participants Categories by Number of Years for Staying in the UK
	Percentage
	Number of Years for Staying in the UK
	Number of Participants

	46%
	10 + Years
	21 participants

	13%
	2 - 3 years
	6 participants

	11%
	3 - 5 Years
	5 participants

	26%
	5 - 10 Years
	12 participants

	4%
	Less than Year
	2 participants



Figure 4.6: Percentage of Participants Categories by Number of Years for Staying in the UK
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1. Visiting Country of Origin
The participants were asked to identify the number of times they visit their country of origin. And the outcomes of the survey shown that most of the participants visit their country of origin once every three years or more. However, many participants also visit their country of origin at least once every year.
Table 4.7: Frequency of Participants Categories by Visiting Country of Origin
	Percentage
	Visiting Country of Origin
	Number of Participants

	13%
	Never
	6 participants

	9%
	Once every 2 - 3 years
	4 participants

	17%
	Once every 3 - 5 years
	8 participants

	26%
	Once every 5 - 10 years
	12 participants

	35%
	One/More in Year
	16 participants



Figure 4.7: Percentage of Participants Categories by Visiting Country of Origin
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0. Discussion of the First Section
This research aims to understand a specific type of consumer behaviour, namely: the reasons that lead consumers to boycott specific brands/companies. For this reason, the researcher designed a survey that leads to achieving this aim. The first section of the survey is devoted to the demographic/personal details of participants (e.g. age, gender, country of origin). The researcher included this section as the literature review shows that consumer behaviour differs between consumers who belong to different age categories, gender, etc. Cruz et al. (2017, p. 46) stated:  

boycott theory shows types of boycotts and dimensions for aggregating them. We understand that boycott decision is influenced by demographic variables such as gender [13– 15], income, education, and age [12]. Despite this, we highlight the difference between women and men in boycott studies. However, in the next section, we present studies that show women as more intended to boycott companies/brand/services than men.

In terms of gender, more than one study found that more women participate in consumer politics than males (Norris, Lovenduski, and Campbell, 2004; Cruz et al., 2017). However, it is unclear if this is true for female customers of the Middle East or not. In this study, the female participants represent 41% (19 out of 46 participants) of the sample selected to participate in this study (see table 4.2 and figure 4.2).  
In terms of age, a survey of more than 3000 individuals between the year 1980 and the year 1995 revealed that they were extremely loyal customers, with 70% of participants stating that if they find a brand they are content with, they will not change it (Edelman Digital, 2010). In this study, the participants belonged to different age categories. However, the category that holds the largest number of participants in the category of young participants (see table 4.1 and figure 4.1).
In terms of country of origin, Europe has millions of migrants who migrated to the continent for different reasons. For instance, Syrian migrants represent the largest number of migrants to Europe according to the report of Pew Research Centre (2017). In Europe alone, there are more than 610 thousand Syrian Migrants, most of which are refugees who travelled to Europe after the civil war that was triggered in the year 2011. 
It is important to distinguish participants’ country of origin and participants’ country of birth, as some migrants arrived in Europe and then have children there. Therefore, children who were born and raised in Europe can be more attached to European cultures and countries than culture/country of origin. It is also important to know the number of years that the migrants have stayed in Europe and the number of times they visit their country of origin. These facts can be important as the analysis can reveal a correlation between the levels of attachment that migrants or their children possess to their country of origin. 
 In terms of religion, research shows that it can influence consumers’ daily life. It also can influence consumers’ opinions towards countries and companies that are originally from these countries. One famous and clear example of such a case is the Danish cartoons incident that happened in the year 2006 (Maamoun and Agarwal, 2008). Many Muslims boycott Danish products and companies to put pressure on the country. In this study, there are 46 participants, forty of whom are Muslims and six are Christians. The following section (section 4.3) provides further information regarding the consumer behaviour of participants.

0. Consumer Behaviour
3. Influence of Religious/Political Views on the Daily Life of Participants
The participants were asked to identify whether their political and/or religious views can influence their daily life or not; the majority of the participants think that the political and/or religious views they hold are either significant or very significant to them and influence their daily life (see table 4.8 and figure 4.8). In other words, the consumer behaviour of the participants is shaped by the political and/or religious views they hold.



Table 4.8: Frequency of Participants Categorised by their Views on Whether Religious and Politics Views Have Influence on their Daily Life
	Percentage
	Influence of Religious/ Political Views on Daily Life
	Number of Participants

	1.2%
	Not Significant
	1 participant

	14%
	Significant
	14 participants

	13%
	Somewhat Significant
	13 participants

	18%
	Very Significant
	18 participants



Figure 4.8: Percentage of Participants Categorised by their Views on Whether Religious and Politics Views Have Influence on their Daily Life
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3. Buying Certain Products Frequently by Participants
The participants were asked to identify whether they buy certain products regularly, and the majority of the participants stated they buy certain products either frequently (14%) or sometimes (23%) as table 4.9 and figure 4.9 show. 

Table 4.9: Frequency of Participants Categorized by the Frequency of Buying Certain Products
	Percentage
	Buying Certain Products Frequently
	Number of Participants

	4.9%
	Always
	4 participants

	14%
	Frequently
	14 participants

	5.11%
	Occasionally
	5 participants

	23.5%
	Sometimes
	23 participants



Figure 4.9: Percentage of Participants Categorized by the Frequency of Buying Certain Products
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3. Reason for Buying Certain Products by Participants
The participants were asked to identify the key reason for buying certain products frequently and the majority of them buy products because they are available in the market (see table 4.10 and figure 4.10).

Table 4.10: Frequency of Participants Categorised by Reasons for Buying Certain Products
	Percentage
	Reason for Buying Certain Products
	Number of Participants

	30%
	Availability
	30 participants

	15%
	Loyalty
	15 participants



Figure 4.10: Percentage of Participants Categorized by Reasons for Buying Certain Products
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3. Factors for Brand Loyalty
The participants were asked to identify key factors that play a role in their loyalty. And the key factors that play a role are: the product must be Halal, possess good quality, and taste good (see table 4.11 and figure 4.11).

Table 4.11: Frequency of Participants Categorized by Factors for Brand Loyalty
	Factors for Brand Loyalty
	Number of Participants

	Availability
	4 participants

	Halal
	37 participants

	Quality
	30 participants

	Taste
	25 participants

	Brand name
	2 participants

	Promotion
	1 participant

	Country of Origin
	2 participants










Figure 4.11: Frequency of Participants Categorized by Factors for Brand Loyalty
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3. Buying Brands from Country of Origin
The participants were asked to identify whether they are buying certain products regularly from their country of origin or not; the majority of the participants stated that they buy products from their country of origin either occasionally (13%) or sometimes (24%) as table 4.12 and figure 4.12 show. 

Table 4.12: Frequency of Participants Categorized by How Often they Buy Products from Country of Origin
	Percentage
	Buying Brands from Country of Origin
	Number of Participants

	1.2%
	Almost Never
	1 participant

	6%
	Always
	6 participants

	2.5%
	Frequently
	2 participants

	13.28%
	Occasionally
	13 participants

	24.5%
	Sometimes
	24 participants



Figure 4.12: Percentage of Participants Categorized by How Often they Buy Products from Country of Origin
[image: Chart, pie chart
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3. Buying Brands from Country of Origin
The majority of the participants think that switching between products is easy or they have no strong opinion regarding this matter, namely: they do not hold any strong opinions regarding whether they should switch between brands or not (see table 4.13 and figure 4.13). 

Table 4.13: Frequency of Participants Categorized by How Easy They Switch Between Brands
	Percentage
	Switching Between Brands
	Number of Participants

	26%
	Easy
	26 participants

	2.4%
	Extremely Easy
	2 participants

	8.1%
	Hard
	8 participants

	10.22%
	Not Hard or Easy
	10 participants



Figure 4.13: Percentage of Participants Categorized by How Easy they Switch Between Brands
[image: Chart, pie chart
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3. Reasons for Switching Between Brands by Participants
The participants in the study identify the reasons for switching between brands. The majority of the participants can switch between products for two reasons, namely: comfort (18%) and confidence (19%) as table 4.14 and figure 4.14 show.

Table 4.14: Frequency of Participants Categorized by Reasons for Switching Between Brands
	Percentage
	Reasons for Switching Between Brands
	Number of Participants

	18%
	Comfort
	18 participants

	19%
	Confidence
	19 participants

	1.2%
	Halal Food
	1 participant

	1.2%
	Quality
	1 participant

	5.12%
	Reassurance
	5 participants











Figure 4.14: Percentage of Participants Categorized by Reasons for Switching Between Brands
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3. Influence of Family/Friends on Buying Behaviour of Participants 
The majority of the participants stated they are influenced by the opinion of their family and friends (27%) as table 4.15 and figure 4.15 show.

Table 4.15: Frequency of Participants Categorized by Reasons for Switching Between Brands
	Percentage
	Influence of Family/Friends on Buying Behaviour of Participants
	Number of Participants

	27%
	Agree
	27 participants

	14%
	Disagree
	14 participants

	4.9%
	Strongly Agree
	4 participants

	1.2%
	Strongly Disagree
	1 participant



Figure 4.15: Percentage of Participants Categorized by Reasons for Switching Between Brands
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3. Influence of Living Abroad on Participants’ Buying Habits
The majority of the participants (76%) think that living abroad did not change their buying habits (see table 4.16 and figure 4.16).


Table 4.16: Frequency of Participants Categorized by Whether Living Abroad Influenced Participants’ Buying Habits
	Percentage
	Influence of Living Abroad Changed Participants’ Buying Habits
	Number of Participants

	24%
	Yes
	11 participants

	76%
	No
	34 participants



Figure 4.16: Percentage of Participants Categorized by Whether Living Abroad Influenced Participants’ Buying Habits
[image: Chart, pie chart
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0. Discussion of the Third Section
It is important to note that consumers are not isolated from the world they live in. Rather, they are part of the world and are affecting the world as it affects them as well. Therefore, it is important to know what sort of issues influence consumer behaviour. The literature shows that political and religious views tend to influence people’s daily lives and choices (Farah and El Samad, 2015). It all depends on the extent to which these views are taken seriously by the beholders. Any international company that enters a new market tends to study this market to identify the issues that may or may not hinder its success in this market. 
Most of the participants in this study are influenced by the political/religious views they hold (see table 4.8 and figure 4.8). Therefore, their political views will influence how they behave as consumers. This knowledge is important for brands/companies that are entering London/new area in London, as this knowledge determines whether it is the right decision to enter this new territory or not? And if they enter this market, is it beneficial to highlight the brand’s country of origin or not? - more than one study shows that it is not preferable to identify the brands country of origin if the brand originated in a country that is boycotted by the consumers who exist in the new targeted market (e.g. Xuehua and Zhilin, 2008; Koschate-Fischer, 2012). 
In terms of whether the participants are buying certain products frequently or not, the majority of them are buying certain products sometimes (not in a frequent manner). However, 18 participants tend to buy products either frequently or always (see table 4.9 and figure 4.9). The study of Edelman Digital (2010) showed that consumers are more likely to be loyal to the brands they deal with. But the analysis of this study’s primary data shows that most consumers that are 30 years of age or below are buying certain products sometimes without any strong attachments to these products. 
When the participants were asked regarding the reasons that lead them to buy certain products, the majority of them stated that the availability of products is the key reason for buying products (see table 4.10 and figure 4.10). This study seeks to identify the reasons that lead Arab consumers to boycott certain brands/companies. Therefore, the spectrum of consumers we are dealing with is Arabs who are allocated in the UK. Therefore, the supply of products that fits the demands of these consumers may not be matched as the supply of these products can be limited to certain cities or even areas within these cities that are within the reach of consumers. Therefore, the availability of certain products allows Arab consumers to explore them and also maintain and frequently buy them.
The participants listed the reasons for developing loyalty for certain products; the key reasons that lead the participants to be loyal to certain products are: products must be Halal (follows the food criteria identified by Muslim scholars), the quality is high, and the taste is acceptable (see table 4.11 and figure 4.11). The majority of the participants are Muslims. Therefore, they tend to buy food/drinks that are considered Halal, as they need to eat food that is considered acceptable from the standpoint of Muslims. The study of Razali et al. (2015) and increased demand for Halal food as the Muslim population exists in most countries. This segment of consumers demands different standards of food that match with standards of that match with Islamic food standards.
When the participants were asked whether they buy products from their country of origin, the majority of them stated they were not attached to products from their country of origin. Only 8 of them highlighted that they will buy products from their country of origin in a frequent manner (see table 4.12 and figure 4.12). Some factors can lead the participants to buy products from the country of origin sometimes or not buying them at all. For instance, the availability of products or the quality of products that are available in the UK market. 
When the participants were asked whether it is hard for them to switch between products/brands, eight of them stated that it is hard to switch between products/brands (see table 4.13 and figure 4.13). The participants who stated it is hard for them to switch between brands are all born outside the UK, except for one. All of them identify as Muslims, and six of them are 30 years or older. The participants did not have one specific reason that makes them maintain a loyal relationship for the products they consume (see table 4.14 and figure 4.14). However, the reasons they give shows a certain level of contentment and satisfaction for the products they buy that make them not willing to switch and risk bad experiences that they may have from other products. 
The participants who stated it is hard for them to switch between products stated that they are influenced by their family members/friends. In other words, it is hard for them to switch between products of friends/family members who are happy with the products that are frequently purchased. Additionally, 31 (out of 46) of the participants mentioned that they are influenced by their friends/family members. In other words, consumer behaviour is influenced by friends/family members (see table 4.15 and figure 4.15). 
11 out of 46 of the participants mentioned that those living abroad have changed their buying habits (see table 4.16 and figure 4.16). 10 of these participants have been living in the UK for more than three years. This suggests that living abroad makes the transition between products either necessary or easier at least.

0. Views of Participants Regarding Key Political and Religious Events
5. Boycotting Brands Before
The majority of participants (83%) have boycott brands before (see table 4.17 and figure 4.17).
	
Table 4.17: Frequency of Participants Categorized by Boycotting Participation		
	Percentage
	Have Participants’ Boycott any Brand Before
	Number of Participants

	83%
	Yes
	38 participants

	17%
	No
	8 participants



Figure 4.17: Percentage of Participants Categorized by Boycotting Participation		
[image: Chart, pie chart
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5. Reasons for Boycotting Certain Brands
The participants identify the reasons that lead them to boycott certain brands. The two key reasons that may lead participants to boycott are war and politics (see table 4.18 and figure 4.18).
Table 4.18: Frequency of Participants Categorized by Reasons for Boycotting a Brand
	Percentage
	Reasons for Boycotting a Brand
	Number of Participants

	2%
	Environmental
	1 participant

	17%
	Ethical
	7 participants

	26%
	War
	11 participants

	38%
	Political
	16 participants

	17%
	Religious
	7 participants



Figure 4.18: Percentage of Participants Categorized by Reasons for Boycotting a Brand
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5. Influence of Political/Religious Conflicts on Consumer Behaviour
All participants think that political and/or religious conflicts influence their consumer behaviour in general. However, the level of agreement differs between the participants, namely: they agree or strongly disagree (see table 4.19 and figure 4.19).
	
Table 4.19: Frequency of Participants Categorized by the Influence of Political/Religious views on Participants' Consumer Behaviour
	Percentage
	Can Political/Religious Conflicts Influence the Participant Consumer Behaviour
	Number of Participants

	26%
	Strongly Agree
	12 participants

	74%
	Agree
	34 participants



Figure 4.19: Percentage of Participants Categorized by the Influence of Political/Religious views on Participants' Consumer Behaviour
[image: Chart, pie chart
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5. Influence of Political/Religious Conflicts on Consumer Behaviour on Participant’s Boycott/Loyal to a Brand/Company
The majority of the participants think that political and/or religious conflicts will lead them to be loyal/boycott certain brands or companies (see table 4.20 and figure 4.20).

Table 4.20: Frequency of Participants Categorized by Influence of Political/Religious Views on Consumer Behaviour
	Percentage
	Can Political/Religious Conflicts Lead the Participant to Boycott/Loyal to a Brand/Company
	Number of Participants

	89%
	Yes
	41 participants

	11%
	Depends on the Conflict
	5 participants



Figure 4.20: Percentage of Participants Categorized by Influence of Political/Religious Views on Consumer Behaviour
[image: Chart, pie chart
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0. Discussion of the Fifth Section
38 participants out of 46 said that they boycotted brands before (see table 4.17 and figure 4.17). In other words, the behaviour of Arab consumers who live in the UK can be influenced by the feelings they possess (e.g. animosity) towards certain brands/companies/products. For this reason, companies who are expanding in areas dominated by Arabs in London/UK must identify whether the brand/company can fall under a boycott campaign. Companies that originated in areas that conflict with countries in the Middle East or Arab countries should focus on aspects of the brands they want to sell other than the country of origin, as the consumers will less likely to boycott brands as such. Additionally, brands that are targeting Arab/Middle Eastern customers should consider this information when they want to build alliances with other companies, as consumers can boycott a brand for reasons against the brand/company or one of its partners.
Most of the participants think that war or political conflicts can lead them to boycott brands/companies, and religion or ethical behaviour of companies come second (see table 4.18 and figure 4.18). Therefore, companies who are operating in areas where the majority of consumers are Arabs, avoid participating or supporting political conflicts or war against Arab countries. Otherwise, Arab consumers may build negative feelings towards this brand and therefore, these consumers may boycott this brand. 
 All participants stated that political/religious conflicts can influence consumer behaviour (see table 4.19 and figure 4.19) and also lead them to boycott brands/companies if necessary (see table 4.20 and figure 4.20). Therefore, companies that promote peace and could influence the peace process throughout the world are more likely to gain the support of Arab consumers who live in the UK.







Chapter Five: Conclusions, Recommendations, and Further Research

0. Conclusions
This study aims to identify the reasons/factors that lead the Arabs who live in London to boycott certain brands/companies. For this reason, a survey was created to provide data that allows the researcher to achieve the aim of this study. The survey is categorised into three key parts. The first part is devoted to the personal information of participants. Previous studies found related to boycotting found a link between personal knowledge and consumer behaviour. The sample of individuals selected are from both genders and belong to the different genres of age and countries. Additionally, some of these participants lived in the UK for a long time, while others are new. After analysing the primary data, the researcher collected to achieve the aim of this study, several conclusions were identified: 
Conclusion 1: the participants are more likely to be influenced by external factors, such as: political, religious, and friends and family. The influence of these external factors can lead to changes in their behaviour to the extent of boycotting products/brands. This consumer behaviour was manifested clearly in the Danish cartoon incident in the year 2006 when the Muslims, among which a large spectrum of Arabs, have boycotted Danish products. More than 80 percent of the Arabs who participated in this study mentioned that they boycotted brands before. And the two key reasons for boycotting brands/companies are politics and war. Therefore, companies who are approaching new consumers should identify the views they possess, as it can lead them to be loyal or boycott this new product/company. However, 13 participants stated that religion or politics does not strongly influence their daily life. The majority of these participants lived in the UK for more than three years. 
Conclusion 2: The Arabs who participated in this study are more likely to buy products out of availability rather than loyalty. Therefore, the consumer behaviour of Arabs in the UK can be shaped by the availability of certain products. The awareness of this information is vital, as Arabs in the UK could buy available products even though they will not buy them in different circumstances and vice versa. In other words, Arab consumers in the UK are more likely to buy products that are available in a constant manner rather than buying products that are not available in a constant manner. Most of the Arab participants are not buying products from their country of origin. There can be a correlation between the availability of these products and the constant purchase of these products by Arab consumers. The majority of Arabs stated that they can switch between brands for two key reasons, namely: comfort and confidence. This supports the view that Arab consumers are rather relying more on available products than products that do not always exist in the market. In other words, Arab consumers will buy products that are reliable and will easy to access.
Conclusion 3: certain reasons influence the consumer behaviour of Arabs in the UK, namely: products must be halal, taste good, and possess good quality. They can also be influenced by other external factors as stated earlier. Therefore, Arab consumers are not open to trying some of the products in the market, unless they are the only available products of their genre.

0. Recommendations
This investigation recommends companies who want to approach new counties/cities/areas to study them carefully and from the investigation, identify the reasons that lead consumers who live in them to buy/boycott new products. The investigation also recommends companies who supply products that target Arab consumers in London (and the UK) to ensure that these products are available and that access to them is easy. Otherwise, these products may be at risk of losing market share. This is the case because the participants in this study buy products because they are available and they can switch between products when comfort and reliability are not available any longer. 
The study also recommends companies who approach markets in areas of Arab consumers to highlight aspects related to the quality and taste of the products they sell rather than the country of origin or affiliate companies they operate in areas that have religious or political conflicts with Arab countries. 

0. Further Research
The research focussed on the population of London. Therefore, a further researcher could include other cities of the city of the UK to provide a more comprehensive view on the factors that lead Arab consumers to boycott brands/products. In addition, further research can target a larger sample - the sample of this study includes 46 participants, and further research can include a larger sample that provides stronger evidence for outcomes of future research regarding the reasons that lead Arab consumers to boycott products/brands.
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Appendices
Appendix 1
Questionnaire

	Personal Information of Participants

	Q
	Age of the participant?

	A
	Below 30
	30 - 40
	40 - 50
	50 - 60
	60+

	Q
	Gender of the participant?

	A
	Male
	Female

	Q
	Religion of the participant? (if any)

	A
	Christianity 
	Islam 
	Judaism 
	Hinduism 
	Atheism

	Q
	How significant is participant’s views (political and religious) in his/her life?

	A
	Not significant
	Somewhat significant
	significant
	Very significant
	Neither significant  nor insignificant

	Q
	Participant’s country of origin?

	A
	

	Q
	Birth country of the participant?

	A
	Born in the UK
	Born Outside the UK

	Q
	For how long are the participant is living in the UK?

	A
	Less than 1 Year
	2 - 3 Years
	3 - 5 Years
	5 - 10 Years
	10+ Years

	Q
	Does the participant visit his/her country of origin?

	A
	Never
	Once or more every Year
	Once in 2 - 3 Years
	Once in 3 - 5 Years
	Once in 5 - 10 Years

	Consumer Behaviour

	Q
	Does the participant buy certain products in a frequent manner?

	A
	Always
	Frequently
	Sometimes
	Occasionally
	Almost Never

	Q
	If the answer to the question above is yes then is the main reason that these products are available to the participant or that they are loyal to the brand.?

	A
	Availability
	Loyalty

	Q
	What are the factors that lead the participant to be loyal to certain brands/companies?

	A
	Taste
	Halal
	Quality
	Promotion
	Brand names
	country of origin
	Availability
	Word of mouth

	Q
	Do the participants buy products that are from their country of origin?

	A
	Always
	Frequently
	Sometimes
	Occasionally
	Almost Never

	Q
	Is it easy to switch between brands/companies?

	A
	Extremely hard
	Hard
	Easy
	Extremely Easy
	Neither Hard nor Easy

	Q
	If the answer to the question above is yes - what is the reason for doing so?

	A
	

	Q
	Do family and friends have influence on your buying behaviour?

	A
	Strongly agree
	Agree
	Disagree
	Strongly disagree
	Neither agree nor disagree

	Q
	Does living abroad changed the participant’s buying habits?

	A
	Yes
	No

	Views of Participants Regarding Key Political and Religious Events

	Q
	Have you ever boycotted a brand/company before? 

	A
	No
	Yes

	Q
	If the answer if yes, what is the reason for doing so?

	A
	Environmental
	Ethical
	War
	Political
	Religious

	Q
	Does the participant think that political/religious conflicts could influence his/her consumer behaviour?

	A
	Strongly agree
	Agree
	Disagree
	Strongly disagree
	Neither agree nor disagree

	Q
	Does the participant think that political/religious conflicts could lead him/her to be boycott/loyal to a certain brand/company?

	A
	Yes
	No
	Depends on the conflict





image3.png
sonanc

Judgments| Feelings

Performance Tmagery

4. Relationships
What about you and me?

i

3. Response
What about you?

2. Meaning
What are you?

Salience

[

1. Identity
Who are you?





image4.png
Consumer
Purchase

Behaviour




image5.png
= (3040)
= (@050)
=60

= (Below 30)





image6.png




image7.png
7%

vistiany





image8.png
(‘ :

= Algeria
rag
Kuviait
Lebanon
=libya
= Morocco
= Qatar
SaudiArabia
= suden
syia
uYemen





image9.png
= Ousidethe UK
= Inside the UK





image10.png
=10+ Years
=2-3yeas
=3-5Years
=5-10vears
= Less than Year





image11.png
= Never
= Onceevery2-3 years
= Onceevery3-5 years
= Onceevery5- 10years
= One/More i Year





image12.png
18,39%

1,2%
| 14,31%

m Not Significant
m Significant
Somewhat Significant

= Very Significant





image13.png
- Aays

 Frequent)
23,50 .
Occasonally

Sometimes





image14.png
® Availabity
- Loyaity.





image15.png




image16.png
= Almost Never

= Always
Frequently

= Occasionally

= Sometimes





image17.png
=Easy
= Extermiey Easy
= Harg

= Not Hard or Easy





image18.png
= Comfort
= Confidance
= Halal Food
= Quality

u Reassurance





image19.png
= hgree
= Dissgree

= swrongly Agree

= Swrongly Dissgree





image20.png
5%

=ves
No





image21.png
3%

Yes
=t





image22.png
Ez, 23

588353





image23.png
= Strongly Agree
= agree





image24.png
9%

Yes
= Depends on the Confiict





image1.png




image2.png
PRIFYSGOL CYMRY ————
Y Drindod Dewi Sant

UNIVERSITY OF WALES

Trinity Saint David





