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ABSTRACT 

A religion is a particular set of beliefs in a god, or gods and the activities 

connected with these beliefs, e.g. the Christian or Moslem/Islamic religion. A 

religion is belief in a god or gods. A religious person has a strong belief in a 

god or gods. Every country has its own different political, economics, socio-

cultural, technological, religious, and legal characteristics, and these 

variables determine the way marketing is studied and practiced.  These 

external variables especially the socio-cultural (religious beliefs) determine 

the way marketing is practiced, and how goods and services are bought and 

sold.  Nigeria, the country of study has two major religions (Christianity and 

Islam), and others like the African Traditionally Religion (ATR) which has its 

deities, priest and shrines of worship. ATR is still popular among certain tribe 

and ethnic nationalities in Nigeria.  Every marketing practice introduced by 

people of these religious divides, tend to favour their adherents.  This study 

examines the negative influence of religion on marketing practice, and 

discovers that religion and religious beliefs have a negative influence on 

marketing practice in Nigeria, especially in the alcoholic beverage, food and 

drinks industry. The adverse effects are also seen in the consumption of pork 

meat, the services and the cigarette producing industries.  Religion determines 

what people sell, buy or eat in Nigeria. In fact, it greatly determines how 

products are advertised and sold.  Thus in carrying out marketing practice the 

religious beliefs must be considered, although it should not discourage the 
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marketer from performing their functions. Religions beliefs, norms and value 

have negative impact on marketing practice in Nigeria. 
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INTRODUCTION 

Marketing and, some of its ingredients, like advertising, sales, publicityand 

public relations is as old as man, and has biblical origin.  In all societies and at 

different stages of history the marketing system has been used as a medium of 

exchange, a determination of value and in solving the problems of want, Right 

from the early stages of man when he traded by Barter era, to the concept eras 

of marketing,i.e. the product era which emphasises more on product 

efficiency, and the production stage where the marketing activities were 

devoted to the physical distribution of goods, to the sales stage where the 

emphasis was on effective selling techniques and advertising, on to the 

marketing era with its emphasis on customer needs identification and 

satisfaction. The societal marketing concept with the ideology of blending the 

needs of the company with that of the society, and finally the relationship 

marketing concept with itsemphasise on establishing and sustaining a long 

term relationship with the customers and other stakeholders.  Marketing 

activities has served as a good medium  of exchange of goods and services 

from the time of Adam and Eve, (Adam and Hauwa) Cain and Abel, to the 

Pharisees and Saducees who converted the holy temple to a market place of 

buying and selling, onto the early man who specialised in trade by Barter, and 

finally to the Pharaohs of Ancient Egypt. Marketing was seen as a means of 

exchange in the world. 

Religion grows both spiritually, numerically, financially.Tarurhor (2009) 

opined that there is a chain of growth from spiritual to numerical, and to 

financial, but marketing activities are used to get religious adherents into the 

churches, mosques, and shrines.  The implication is that spiritual growth gives 

birth to numerical growth and this has a direct link with financial growth.  

This can only happen if relevant marketing activities like advertising, personal 

selling, public relations, sales, promotion are all used to increase the numerical 

strength of the religion.  The source of finance and membership strength of 

any religion are derived from the members.  To achieve financial and 
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membership growth, aggressive membership drive is done through the use of 

mainly Public Relations, Advertising, Personal Selling and Publicity to 

enlarge the membership and financial base of such religion, as this is a 

measure of their success and strength. Most churches tag as the fastest 

growing, or richest or most populous churches  

Adherents of a particular religion may sometimes avoid products of a 

manufacturer in protest of violation of their religions rights. Al-Hyari et al., 

(2012), boycott refers to a situation where consumers stop purchasing 

products of a particular manufacturer as a way of expressing their disapproval. 

This form of resistance involves many people and occurs when a producer 

goes against the expectations of people. In religion, there are guidelines and 

principles that believes expect from the manufacturers. The products 

purchased by consumers must be in line with their beliefs and uphold their 

values. 

Presently, a greater effort where been made by various religious sects to 

increase their membership via e-religion, especially from the internet facilities 

such as ipads, iphones, blackberries, palmtops, laptops, social media sites like 

facebooks, twitter, badoos, 9jacommunity, etc.  The essence of e-religion is to 

enlarge both the membership and financial base using the fastest possible 

electronic/internet means.  Getting a universally acceptable marketing practice 

involves the consideration of the political, economics, socio-cultural, 

technological, legal and scientific environment in which the marketing activity 

is carried out and this varies from country, continent and culture to another. 

This diversity makes the marketing activity a dynamic process. Religion 

which is the focus of this paper is one of the cultural differences that 

transcends continental and national boundaries.  Religion which is a particular 

set of beliefs in god or gods and the activities connected with these beliefs, is a 

very important aspect of socio-cultural variables, and this has a very 

significant and noticeable influence on the way marketing activities is 

conducted especially in Nigeria. In Nigeria, individuals and business people 

use God’s name for their marketing activities either in shopping, buying and 

selling goods and services. 

Contemporary religion and or religious beliefs in Nigeria affects all faces of 

life in Nigeria socially, economically, politically and in the sales and 

marketing of goods and services. it greatly affects what we buy, market and 
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sales and the moderns ways in which these goods and services are promoted in 

Nigeria. Religious groups from the predominant Christian and Muslim and 

less Animist and African traditional religion has established primary, 

secondary and tertiary institutions to carte for the interests of their adherents. 

Religion and religious beliefs practically affects the life style and well being 

of Nigeria of all strata and demographic variables.  

products are branded, packaged and sold according to religious classifications. 

Certain products are made for Christians, Muslims, animists and traditional 

worshiper at certain periods of the day, months, year, chime tic seasons and 

festive periods, products are produced and labeled and good for certain 

religious adherents. Even among these religious groups that are divisions on 

what one sect will consume as against another.  

The Sabath Day Christian religious group do not consume beef and the 

Jehovah’s witness and the cattolic Church do not condemn the consumption of 

alcohol, or the use of certain wine and spirit in the conduct of its religious 

activities in the church, temple or Halls of worship. 

Customers generally are becoming more demanding as their expectations of 

quality, reliability and durability grow constantly (McDonald and Denison, 

1995).  It stems partly from a better knowledge base, largely brought about 

through the developments in communication and IT, and partly from the 

concentration of buying from fewer hands. 

In reality marketing practice cannot be isolated from religious manipulations, 

influence and contact especially in a traditional African setting likeNigeria.  

Marketing, just like the Accounting practices is a product of its specific 

environment. Peroru (1989), McDonald (2012).  The various aspects of 

marketing, selling and advertising practice has a direct link to the different 

socio-cultural values, norms, values, religion, political and legal systems, and 

the specific historical values which has shaped the society in which marketing 

is practiced. Efforts has been made and the influence of the Islamic/Moslem 

religious values (Sharia law) by notable researches (Hamides et al, 1993, 

Baydon and Willelt, 1994 and in Tarurhor, 2009). 

The focal point of this paper therefore then is to contribute to the scarce 

literature in thearea of influences of religion or religious values (Christian, 

Islam, African Traditional Religion – ATR) on marketing practice in Nigeria. 
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LITERATURE REVIEW AND THEORETICAL FRAMEWORK 

The theoretical framework of this paper is based on systems concept/theory.  

The system approach to religion and marketing pre-supposes that the 

marketing practice and concepts are influenced by socio-cultural factors like 

religion, beliefs, norms values variables in each environment.  Marketing 

cannot be practiced in isolation of the environment. Ayozie (2013), McDonald 

(2012).  the recent report in the Guardien Newspaper of 7th June, 2021, 

reported of the blockage of Agricultural products like Onions, Tomatoes, 

Potatoes to Sourthen part of Nigeria, due to ethnic religious differences in 

Nigeria Is an indication of the Nigeria influence of religious on the sales of 

marketing of products. This is a very dangerous signal on marketing practice 

in Nigeria (guardian, punch, 2021) In essence, marketing practice is done, and 

is mutually dependent on both the internal and external environment (Ayozie, 

2013, Kotler 2008), which is part of a larger system, such the Economic 

System, the Global System and the National system.  With the production of 

goods and services for sales and consumption by the public/consumers, 

marketing receives data from the external environment which consists of 

present and potential consumers, transform these data into products and 

services, which are later sold to the external environment for a reward called 

money and profit.  But, the producer and consumer receives a value which 

must be beneficial to both. For the producer it is called profit and for the 

consumer it is the satisfaction of want. Some writers sees religion as moral 

principles that govern a person’s behaviour or his conducts of an activity. This 

isthe branch of knowledge deals with moral principles and this controls the 

life of a person or group of persons. 

A religion is a particular set of beliefs in a god, or gods and the activities 

connected with these beliefs, e.g. the Christian or Moslem/Islamic religion. A 

religion is belief in a god or gods. A religious person has a strong belief in a 

god or gods. 

Some religious beliefs and doctrines may motivate consumers creating an 

increase in particular consumption activities (Essoo & Dibb, 2004). These 

activities influence the actions of believers which dictates what goods and 

services to buy (Foster, 2007). The most important events in Christianity are 

Easter and Christimas while Islam has Ramadan and Eid al Fitr. During these 
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periods, the consumer choices shift to conform to the religious teaching and 

practices (Bailey & Sood, 1993) 

Culture is the most fundamental determinant of a person’s wants and 

behaviour. The growing child acquires a set of values, perceptions, 

preferences, and behaviour through his or her family and other key institutions 

(Kotler, 2010).  Each culture consists of smaller subcultures that provide more 

specific identification and socialisation for their members.  Subcultures 

include religions, nationalities, racial groups and geographic regions. (Tribes). 

The members of a specific subculture possesses beliefs, values and customs 

that set them apart from other members of the same society. They achere to 

most of the dominant cultural beliefs, values and behavioral patterns of the 

larger society, Schiffman and Kanuk (2009).Subculture is the distinct cultural 

group that exits as an identifiable segment within a larger more complex 

society. So the cultural value of the Nigerian society is a composite of two 

distinct elements, which includes the unique beliefs, values and customs 

subscribed to by members of specific subcultures and the central or core 

cultural themes the are chares by most of the population. Regardless of 

specific subculture membership. These sub cultural analysis enables the 

company to focus on sizable natural market segments. When carrying such 

analysis the marketer determines whether the beliefs, values and customs 

shared by members of a specific subgroup makes them desirable candidates 

for specific marketing attention.Subcultures are distinture groups of people in 

a society that share common cultural means for affective and cognitive 

responses (emotional). Reactions beliefs, values and goals behaviors 

(Customer, Scripts and ritual behavioral norms ) environment factors ( Living 

conditions geographic location important objects) Although most subcultures 

share some cultural mean with  the overall society and or other subcultures, 

some of a subcultural means must be unique and distinctive (Peter and Olsim 

2009) 

Nigeria has well over 100 different organized religious subcultures. Of this 

number, the most prominent denominate the protestants  spiritual churches , 

new generation churches, Roman catolisim fudasim, moslems, Pentecostal and 

the African traditionalists, commonly known as African traditional religion. 

These are the principal organized faiths. The members of all these religions 
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groups make purchase decisions that religions identity. Religious faith is a 

determent in what consumers buy arose over a period of time. 

Commonly the consumer purchase, buying or even the selling behavior are 

influenced by their religious identity in terms of product that are symbolically 

and ritualistically associated  with the celebration of various religions beliefs 

and holidays. Christmas and sallah holidays in Nigeria have become the major 

gift purchasing and gift selling seasons of the December and April of every 

year  

Religious requirements or practice sometimes takes on an expanded meaning 

beyond their organized purpose. For example dietary laws for a Jewish family 

represents an obligation. So there are tooth pastes and artificial sweetnes that 

are kosher for Passover. 

The U and K marks an food packaging are symbols that the food meets Jewish 

dietary laws. For non-observant Jews these marks often signify that the food is 

pure ad wholesome.The Pentecostal church adherents have chosen brand 

names of products that symbolizes their respective religious beliefs. Targeting 

specific religious groups with specially designed marketing program can be 

really profitable many Nigerian companies recruit sales people from a Variety 

of different religious subgroups to sell their products to members of their 

communities. The moslems employ its adherents in the sales of Ram during 

the sallah holidays. It is likely that such shared religious identity aid 

membership and the company and its salesperson in their effort to 

communicate well and to persuade potential and present customer. 

Marketing exists through exchanges. Exchange is the act of process of 

receiving something from someone by giving something in return.  The 

something could be physical goods, service, idea, or money.  Money 

facilitates exchange so that people can concentrate on working at things they 

are good at, earn money (itself an exchange) and spend it on products and 

services which someone else has supplied (Jobber 2004).  The objectives are 

for all parties in the exchange to feel satisfied (McDonald 2012). So each 

party exchanges something of less value than that which is received.  The idea 

of satisfaction is important to suppliers of products, because satisfied 

customers are more likely to return to buy more products than the dissatisfied 

ones.  Hence the notion of customer satisfaction as the central pillar of 

marketing is fundamental to the creation of a stream of exchanges upon which 
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commercial success depends.  Building customer relationships based on 

customer value and satisfaction is at the very heart of modern marketing 

(Kotler and Armstrong 2004).  Sound marketing practice is very critical to the 

success of every organisation, large or small, profit or non-profit, religious or 

commercial, domestic or global. 

This study adopts the systems theory of cultural influences on the 

environment.  The socio-cultural influence such as religion, norms and value 

has a dynamic relationship with marketing. This is because religion has an 

influence on the moral aspect of the marketer/salesperson who sells the 

product to the consumers. Gray et al (1996) states that ‘choice must always 

have some moral elements and religion is a vital aspect of moral choice by 

consumers. That modern marketing practice having attempted to strip the 

explicitly moral from marketing decisions and practice should not blind us to 

the fact that marketers and consumers still have moral choices’.  Also, Capra 

(1992) in Tarurhor (2009) assorts that there is a division in the mind and the 

body and this allowed scientists to treat matters as dead and completely 

separate from them. 

Also Rapport (2003) in Tarurhor (2009) gave an interesting framework based 

on information that expose the role of accounting in providing information 

that function together for managerial purposes and links the firm to its 

environment. The external environmental factors favour or vitiate the way, 

marketing is practiced. It includes the existence of mass marketing, mass 

influnce, the existence of exploitable opportunity of a large market and high 

consumer purchasing power. Others include the massive growth of mass 

communication media, such as the internet, radio, television, newspapers, 

magazines, outdoor and stadia-media for easy and quick dissemination of 

information. The role of mobile telephony system e.g. the ipads, blackberries, 

phones, windows, lap and palm tops and the social media sites of facebook 

and badoos, the dissemination of information about the firm, products and 

services to the target market and  the feedback and other necessary 

information from the market place to the producers.  These mass media and 

other modern information communication technology (ICT) make it 

possibleand easy for fast acquisition by the firm of information and data about 

issues that influence buyer and sellers’ attitudes and marketing practice.  

Societal factors of culture, religion, sex, education, population are all 



 

 

            International Journal of Management Science and Entrepreneurship  

                             Published by Cambridge Research and Publications 

 

                                                    IJMSE ISSN-1994-0386 (Print) 

 

9 

Vol. 21 No.7 

June, 2021. 

important factors in marketing practice in Nigeria (Iyasere, 2002).  In a model 

by Iyasere (2002) these external factors force the firms to adopt any marketing 

practice of their choice. The enabling conditions in the market are the 

instruments that influence the marketer’s action and customer satisfaction 

which in turn impacts on corporate success and performance. 

 

THE RELIGIOUS MARKETING INJUNCTIONS 

In the system theory developed by Rapport (2003) and Kotler (2008) the 

internal structure of a company is composed of five informational stages of 

planning, decision making, implementation, data storing and performance 

evaluation.  All these stages are interlinked to the external environment where 

the companies operate and are influenced by the socio-cultural beliefs, 

religion, norms and value (Iyasere 2002, Tarurhor 2009, Ayozie 2013).  These 

studies emphasized that the company or firm is functioning as a system within 

the parameter determined by its environment, especially religion and other 

socio-cultural variables. 

Religion advice members to avoid certain products on numerous occasions. 

For instance, during the Iraq war of the year 2003, Islamic nations in Asia 

boycotted products from the United States and United Kingdom. These two 

countries were involved in attacking Iraq, and the Muslim leaders found this 

against the Islam teaching (Saeed and Azmi, 2016). Muslims in these 

countries stopped purchasing products from USA and UK manufacturers. As a 

result, US companies reported a drop of 40 percent in sales (Saeed and Azmi, 

2016). 

In the Holy Book of Mark 1115-18, it was reported that on reaching Jerusalem, 

Jesus entered the temple area and began driving out those who were buying 

and selling there.  He overturned the tables of the money changers and the 

benches of those selling doves, and would not allow anyone to carry 

merchandise through the temple courts. And as he taught them, he said is it 

not written, “my house will be called a house of prayer for all nation”, but you 

have made it a den of robbers”. Marketers respect religion when performing 

their function. 

In Exodus 2312, “six days do your work, but on the seventh day do not work, 

so that your ox and donkey may rest and the slave born in your household and 

the alien as well may be refreshed.  In Exodus 208 the Bible stated, 



 

 

            International Journal of Management Science and Entrepreneurship  

                             Published by Cambridge Research and Publications 

 

                                                    IJMSE ISSN-1994-0386 (Print) 

 

10 

Vol. 21 No.7 

June, 2021. 

“Remember the Sabbath day by keeping it holy, six days you shall labour and 

do all your work but the seventh day is a Sabbath to the Lord your God. On it 

you shall not do any work, neither you, nor your son or daughter nor your 

menservant or maidservant, nor your animals, nor the alien within your 

gate...therefore the Lord bless the Sabbath day and made it holy”. 

The marketing activities are suspended on the Sabbath day Predominantly on 

Sundaysor Saturdays for the Christians, as buying and selling is suspended, 

and most importantly not done in Holy temples or churches.  Advertisements 

of any kind, especially for alcoholic beverages and cigarettes are not permitted 

in or near the churches, because of the sacredness of the place.  Specifically 

the APCON Guidelines in outdoor advert stated that “no displays of alcoholic 

beverages are allowed near places of worship” (churches or mosques). 

Believers are mindful of what they buy to suit their religious beliefs: a devoted 

Muslim or Christian will never buy any product considered prohibited in the 

teaching of the Bible and the Qu’ran.  

The creation story of the Bible shows that the first advertisement on earth 

happened when the serpent advertised the qualities of the forbidden fruit 

(apple) to Eve, and thereby aroused her want for it.  Even in a very captivating 

manner, Eve re-advertised the fruit to Adam her husband. Adam yielded to her 

enticement.  So Adam and Eve were said to be the first victims of the 

overwhelming power of advertising. (Ayozie 2013). 

In Hebrew 136 the first recorded definition of public relations was found, ‘to 

do good and communicate, forget not’ which is interpreted to mean, the 

winning of public acceptance by acceptable performance or doing good and 

getting credit for doing it. 

In Exodus 238, Christians were admonished, ‘Do not accept a bribe, for a bribe 

blinds those who see and twists the words of the righteous.  In Exodus 231, 

Christian adherents were admonished, “Do not spread false reports, do not 

help a wicked man by being a malicious witness”. 

Marketers by training are not expected to badmouth competitors’ product not 

minding how bad the products and services are, but are expected to expressly 

explain the benefits of their products and services over that of the competitors. 

Most scholars have argued that the various Ethics and values guiding the 

relationship between the marketer/advertiser and the customers, all have 

biblical origin.  Adam and Eve, Cain and Abel can be likened to the first 
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producers /advertisers and consumers of the world, because they engaged in 

exchange, and advertising of the products and services at that time. 

So, norms, values, attitudes, laws, education, religion, dressing, culture 

languages and religion are subsets of the socio-cultural environment.  Religion 

is the most predominant socio-cultural factor that impacts on all social and 

management institutions of which marketing is one of them. (Tarurhur 2009, 

Briston and Ek-Ashker 1986, Gambling 1987, Thomas 1989, Sanni 1990, 

Hamid et al 1993). 

Psalm 11-3 states that its God words we use to stir up God’s gift in us.  So 

Christians are instructed to sit down, with God’s words in the Bible, as it 

directs them on how to conduct their affair. 

The Chartered Institute of Marketing of the United Kingdom (in Ayozie 2013) 

in their definition of marketing states that “it is the management process 

responsible for identifying anticipating and satisfying the needs and wants of 

consumers profitably.” 

Kotler and Armstrong (2004) defined marketing as a social and managerial 

process by which individuals and groups obtain what they need and want 

through creating and exchanging products and value with others.  Kotler 

(2010) opined that marketing is a social and managerial process by which 

individuals and groups obtain what they need and want through creating, 

offering and exchanging products of value with others.  Marketing activities 

which involves needs, wants, goods, services, exchange and profitability are 

normally shaped by culture and religion. (Kotler 2010).  Marketing activities 

have social consequences and influence social relationships.  It produces 

knowledge that is useful, meaningful and relevant to human beings engaged in 

activities which has social implications.  It is primarily mental in nature 

(Tarurhur 2009). From the analysis above, marketing deals with social 

relationships between producers and consumers, and that social relations 

involve religion which is an important aspect of the socio-cultural 

environment. 

The relationship between marketing and religion (Christianity, Islam and 

African Traditional Religion – (ATR) is a “green area, which requires further 

analysis by Academicians and Scholars. Jaggi (1975) in exploring the 

relationship between religion and Accounting, observed that religion is among 

the cultural variables possibly influencing accounting values. He ascertained 
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that the cultural environment (including the family, religion and education 

system) are independent variables that can influence financial disclosure 

practices in response to value orientation.  By extension religion also 

influences marketing practice, as the religious doctrines guide what people 

buy or sell in the market place.  For example, the advertisement, sales and 

promotion of alcohol is forbidden in certain areas and by certain religious 

adherents.  A Christian or Islamic fundamentalist will not sell or take 

advertisement of cigarettes, alcoholic beverages or pork meat.  The 

conventional end of marketing year in December has a religious undertone.  

The usage of certain images, (the cross, crescent or traditional images) on the 

package, branding or container of certain products have religious undertones. 

The granting of holidays and ending of marketing activities in December for 

the Christmas, and on Sallah days for the moslems in Nigeria is to make sure 

that no official work affects their preparations for the celebrations of the birth 

of Jesus Christ or Mohammed. 

Chewing (1990) identifies the bias that many Christians bring to the 

discussion of faith and Marketing/Accounting by noting 

“I cannot help wondering how many of those who read it 

will have error thoughts that biblical principles could be 

applied to accounting and to marketing....He opined how 

God’s revealed moral principles are as encompassing as to 

the surface at least, to be so removed from the theology”. 

Osaze (2000) has found out that religious beliefs has effect on prices of shares, 

buying and selling the product. Religious beliefs also has effect on what 

consumers buy and what most marketing professionals will sell and advertise 

or promote.  A lot of qualified marketers that would have been employed in 

certain organisations like the alcoholic beverages (Beer and Alcoholic Spirit 

Drinks), pork meat, tobacco industries, hotels, restaurants, hospitality industry 

or certain companies owned by core Christians, Muslims or Traditionalist, 

have all rejected the offers, because of their belief that it is against their 

religious ethos. Certain private universities have out-rightly rejected certain 

students in Nigeria because of their respective religious backgrounds, and for 

security reasons. 
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The Bible outrightly discourages alcoholic drinks and sales. Proverbs 201 

opined that “Wine is a mocker. Strong drink is raging and whosoever is 

deceived thereby is not wise”. 

This is not minding the fact that the first miracle performed by Jesus Christ at 

a wedding reception was to turn water into wine. (John 26-11).  This is the first 

of his miraculous signs Jesus performed at Cana in Galilee.  He thus revealed 

his glory and his disciples put their faith in him. (John 28-9). Then he told them 

now draw some out and take it to the master of the banquet.  They did so and 

the master of the banquet tasted the water that had been turned into wine. 

The Bible admonished the Christians against worldly vices like drinking, 

cheating, deceit, lying and stated in Matthew “If your right eye causes you to 

sin gouge it out and throw it away, it is better for you to lose one part of your 

body than for your whole body to be thrown into hell...” 

Leviticus 109say, “Do not drink wine nor strong drink, thou nor thy sons with 

thee lest ye die, it shall be a statute forever through. 

The ethics of the Marketing profession even forbids the practitioners from 

drinking alcohol while on duty, even if they are the sellers of such beverages. 

Similarly the Quran discourages Muslims from drinking alcohol or from 

Gambling (Sales Promotion. Quran 2219 says that “they are thee concerning 

wine and gambling say; in them is great sin and some profit for me, but the sin 

is greater than profit”. 

Sales promotion which some individuals perceive as a modern gambling is 

forbidden in the above verse. 

The Quran also condemns dealing with alcohol of any kind, which also entails 

working in any alcoholic beverage company and gambling (sales promotional) 

ventures. 

Quran 590-91 says, “Satan seeketh only to cast among you enmity and hatred by 

means of strong drink and games of chance and turn you from the 

remembrance of Allah and from (His) worship. 

In the mode of dressing and even in the acceptance of performance of certain 

marketing activities, the Muslim lady is restricted to certain types of dressing 

codes which might not be ideal for certain companies and products are 

prescribed by the Holy Quran. Females wear the Hijab which covers all their 

both. 
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Specifically in Quran 2413, it stated, “And tell the believing woman to lower 

their gaze (from looking at forbidden things) and protect their parts (form 

illegal sexual acts) and not to show off their adornment except that which is 

apparent (like palms of hand) or one eye or both eyes for necessity to see the 

way and to draw their veils all over their bodies and not to reveal their 

adornment except to their husbands, father, husbands, husbands father, sons, 

husband’s son, their brothers, brother’s sons, sister’s sons, Muslim women etc. 

And all of you beg Allah to forgive you all; O believers that you may be 

successful. 

The essence of the injunction is that there is a restricted mode of dressings for 

Moslem women.  For products that will require their demonstrating the use, 

such as both creams, fashion wears, the Quran has restricted a public 

demonstration of such products to consumers. 

The Quran forbids lieing or anything which might entail exaggerating the 

benefits of a product or service. Quran 612-3 stated “O ye who believe, why do 

you say that which you do not know......most hateful it is with Allah that you 

say that which you do not do”. 

Moslems were admonished in the Quran on the types of information which 

they can disseminate and this might likely affect the information that they 

might give out to consumers of products and services. 

Quran 5332 stated, “Because of what we ordained for children of Israel that if 

any one killed a person not in retaliation of murder or and spreads mischief in 

the land it would be as if he killed all mankind and if any one saved a life, it 

would be as if he saved the lives of all mankind. 

Tarurhor (2009) opined that researchers also find out that religion is against 

companies/firms whose mode of operation is trading with money to yield 

interest.  This concerns the service industries like banks and insurance firms.  

Hence, there is a clamour for the Islamic Banking System in Nigeria.  

Aristotle asserted that the act of buying and selling money is artificial making 

profit and this is illegitimate (Olayemi 1983). 

Specifically the Bible, Quran and African Traditional Religion does not 

support usury, the Bible says in Exodus 2225 “if thou lend money to any of my 

people that is poor by this, thou shall not be to him as a usurer, neither shall 

thou lay upon him usury like weeds in a garden, debt that is ignored will 
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simply grow and grow. This is a restriction on services marketing and the 

marketing of financial services. 

Deuteronomy 2319 added further that “thou shall not lend upon usury to thy 

brother, usury of money, usury of victuals, usury of anything that is lent is 

upon usury”. 

Proverbs 277 “the borrower is a slave to the lender”. 

The Quran on its own stated in Quran Surah 11275-276 “God will deprive usury 

of all blessing but will give increase for deeds of charity for heloveth not 

creature ungrateful and wicked”. 

Quran 2278-281 “O ye who believe, observe your duty to Allah and give up what 

remaineth from usury if ye are (in truth) believers. And if you do not, then be 

warned of war from Allah (God) and his messenger, and if ye repent, then ye 

have my principal (without interest). 

Gambling and Abdel Karim 1986, and Gambling (1987) found out how the 

belief of Islam influenced marketing and accounting practice in Islamic 

countries and noted “Marketing and Accounting theory is part of the 

personality and hence part of the culture.  If individuals are Moslems, their 

personalities are Islamic and their culture is Islamic. Therefore there 

marketing and accounting theory is Islamic and encompasses the Sharia along 

with much else. 

In specific northern Nigeria states, like Zamfara, Kano, Borno and Sokoto 

where the Sharia law is practiced as a penal and criminal code, the sales and 

advertisement of alcoholic beverages are forbidden and carries severe 

penalties. They are instances in Sabon-Gari Kano state, where Hotels and 

Restaurants were raided by the Sharia law officers and all alcoholic beverages 

were destroyed and the hotels closed. 

Hamid et all (1993) in Tarurhor (2009) examined how Islamic cultures have 

failed to embrace western accounting practices, and by implication marketing 

and other management practices.  This is because of the strict adherence to the 

Sharia penal system. They made the following observations (Al-Hamid 1993). 

(a) Compliance with Islamic and Sharia beliefs, can affect the structure of 

business, marketing and finance. 

(b) The relevance of international marketing, advertising and accounting 

practices, to such culture e.g. (Sharia) 
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(c) Many western marketing, business and accounting practices are 

incompatible with the Islamic principles (Sharia code) 

 Chewing (1990) opined that many Christians bring the discussion of 

faith to marketing and accounting by noting, “I cannot help wondering how 

many of those who read it will have error thought that Biblical principles can 

be applied to marketing” 

The customer is the king and sovereign marketing thought emphasises on all 

activities starting and ending with customer need satisfaction. 

Ephesians 432 say, “Be kind to one another, tenderly, compassionate, freely 

forgiving one another”. 

Luke 631, 38, opined “just as you want men to do to you, do the same way to 

them”. Practice giving and serving customers satisfactorily and customers will 

give back profitability to the marketer. 

Luke 638 “Give and it shall be given to you. A good measure, pressed down, 

shaken together and running over will be poured into your tap”. 

Excellent marketing practice involves listening to customers attentively and to 

their complaints if need be.  The bible admonished Christians in James 119 

“Everyone must be quick to listen, slow to speak, slow to anger”.  No where is 

this instruction very relevant than in the marketing.  Good customers always 

appreciates a listening ear.  Monopolising the conversation however conveys 

the message that she/he feels that the marketers opinion are more important 

than the customers.  So marketers should be attentive when a customer wishes 

to share his/her innermost thoughts and concerns (customer complaints). 

Proverbs 276 stated that “the wounds inflicted by a friend are faithful”.  

In the above, the customer is always right, sovereign and faithful. Love your 

customer and do good to them. Establish a long standing relationship. 

Colossians 313-14 says “But besides all these things, clothe yourselves with 

love, for it is a perfect bound of union”. 

Customers are interested in need/wants satisfaction and the words of 1st 

Timothy 68 opined that “happiness does not depend on having the latest 

things. Afterall Jesus said “Even when a person has an abundance, his life 

does not result from the things he possesses. (Luke 1215.  Often our spending 

habits indicate that we believe the words of the Bible, the consumers most 

times go for the essentials (1st Timothy 68). 
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Ecclesiastes 910 is of the opinion that investment of time, energy and resources 

is the raw materials for success in any given venture.  So Christian marketers 

in Nigeria, invest time and energy to make a success of marketing activities, 

as making the most of time is making the most of life. Ephesians 516-17. 

The philosophical view points, characteristics, principles and practice of 

marketing emphasizes on the unity of God, love for the customer, customer 

sovereignty, investment in time and resources, religious communal life, a 

friendly environment, public and private accountability to God, Jesus Christ, 

Allah and to the various African Deities. African Deities are perceived to be 

more effective and quick in resolution of wrong doings which might emanate 

as a result of cheating or deceit on the part of the producer or consumer.  

Religious beliefs lays emphasises on strong ethical laws which might originate 

from the Bible, Quran or Shrine. All religions beliefs lay emphasize on public 

accountability to God, Allah or the Deity. 

In all it is God’s words that stir up God’s gift in the marketers.  No one makes 

any mark without the wisdom of various religions and cultural beliefs. 

(Proverbs 47). 

Proverbs 237 “the quality of your thoughts determine the quality of your  life” 

Therefore, marketers should be watchful of their actions: in a Nigerian setting 

anything that is religious is not taken lightly; marketers should exploit 

opportunities available in these multi-religious societies by aligning their 

activities to the target consumers’ religious susceptibilities.   

 

SUMMARY 

In summary, this study suggests that in carrying out the marketing profession 

and practice, the religious beliefs should not deter the marketers.  Religion is 

the opium of the masses and in a developing economy like Nigeria, seems to 

be embedded in the marketing practice. So for marketing to utilise the full 

potentials in the Nigerian environment it must take cognisance of the religious 

doctrines, ethos and values which successfully guides what people produce, 

buy or sell. 

 

RECOMMENDATIONS 

1. Religion is the opium of the masses, especially in a developing economy 

like Nigeria, hence public functions are started and ended with prayers, so 
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the marketing professional should positively exploit it and use God’s 

name to market. 

2. Marketing Professionals must take cognisance of religious values in 

Nigeria in the way products and services are sold.  Religion guides what 

people buy and use. 

3. Religious values form the core ethical standards of the marketing 

profession.  What is to be done and how it should be done is already 

embedded in various religious books. 

4. Religion should be positively exploited to sell products and services.  It 

should not deter the marketer, but acts as a road map of marketing success 

in Nigeria. 

5. Marketers should not offend the religious sensibilities of Nigerians, in 

order not to encounter a product or service, boycott, which will injure 

company sales. 

6. Marketing professioners in Nigeria should be sensitive to the fecheset the 

consumers in Nigeria, who are very sensitive to religious doctrines in 

what they buy and use.  

7. Products to be used by all the consumers in respective of religious 

doctrine should be devoted of religious brand names, packaging and 

promotion/advertisements as it would scare away many consumers from 

the products  
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