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The influence of religion on the assessment of advertisements: the case of the Lebanese 

consumer 
 
 

Lamis El Samad 

 

 

ABSTRACT 

 

Religion plays a significant role in the way consumers perceive the advertising of 
controversial products. Religiosity, or the intensity of one’s religious beliefs, also plays a 
major part in establishing how consumers perceive product advertisements. A survey 
was completed by a representative sample of the Lebanese population consisting of 527 
consumers from the two main religions in the country. The results indicated significant 
differences in perceptions between Muslims and Christians, Sunnis and Shiites, and 
highly religious versus less religious respondents with regards to the offensiveness of the 
advertising of controversial products. These results have significant implications on both 
advertisers and marketing managers aiming to expand their field of business in the 
Middle East as well as in other international regions where religion plays an integral role 
in the society. 
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CHAPTER ONE 

 INTRODUCTION 
 

 

“Our consumption patterns offer a complex, yet telling picture of the kind of society we 

have become and of our relationship to material goods.”  
 

Tim Jackson (Renowned Economist) 

 

 

 

Marketing to a country with a varied number of religious groups can pose a serious 

challenge for marketers. It has been previously observed that consumers who consider 

themselves highly religious are more prone to report feeling offended when faced with 

advertisements of controversial products than those who consider themselves to be less 

religious (Advertising Standards Authority, 2002). Specific products and services may 

trigger offensive responses in people pertaining to different value systems and religious 

backgrounds. Religion affects the lives of its followers on many levels, and can, in some 

cases, influence the slightest of details including consumer consumption patterns and 

their perception of brands and products (Fam, Waller, and Erdogan, 2004). While 

religion is a system of shared beliefs and values specific to each religion, religiosity is 

the degree of commitment with which a person adheres to his/her religious teachings and 

beliefs (Esso and Dibb, 2004). For example, the followers of Islam are completely 

forbidden from eating pork or any of its derivatives, while conservative members of the 

Catholic Church deem contraceptive products objectionable and unacceptable (Ruiz, 

2004).  
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1.1 Research Background and Aim 

 The Middle East today is becoming an increasingly attractive spot for international 

marketers and is thus garnering the attention of international researchers. The growth of 

this region and its importance is based on the growing number of the middle and upper 

classes in Middle Eastern countries creating a large number of well-off potential buyers 

(Damirchi and Shafai, 2011). Nonetheless, this market has many complexities based on 

its intricate cultural, social and religious values.  

 

Currently little research has been done on the effects of religion on the Middle 

Eastern consumer views of advertising controversial products and its effects on purchase 

intentions. However, due to the growing interest of international corporations in 

expanding into the Middle Eastern markets, this line of research becomes extremely 

important since religion is one of the main frameworks of culture in the region 

(Damirchi and Shafai, 2011). Understanding how religion affects consumers thus has 

great implications for international managers and agencies, and can help them 

successfully reach out to their target market without risking generating offense within 

potential consumers’ mindsets in a region where religion is an integral part of day-to-day 

life. The research focuses on the case of the Lebanese consumer due to the richness and 

diversity of the cultural and religious backgrounds of the citizens in this nation. This 

study aims to measure the levels of perceived offensiveness of Lebanese consumers 

from different religious sects and religiosity levels towards the advertisement of 

controversial products.  

 

1.2 Project Structure 

Alongside this section, this research paper is composed of four more sections, each 

briefly outlined below. 

 

Section II consists of a review of literature that explains the concepts of controversial 

products and controversial advertising. It goes on to report the findings of previous 
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studies related to religious affiliation and the effects of religiosity on consumer 

perceived offensiveness towards controversial product advertisements. This chapter also 

presents background information on the Lebanese advertising sector as well as the main 

religious groups in the country: Islam, Christianity and their respective sects, and non-

believers. This background information establishes the context of the study, and explains 

the rationale behind the hypotheses tested. 

 

Based on the second section, the possible research methods to address the research 

objectives are introduced, as well as their advantages and disadvantages. In fact, the 

third section introduces and explains the mixed-method research approach that was 

adopted in this study. It also addresses the exploratory qualitative stage that assisted in 

the design of the survey instrument. Moreover, the section describes all items included 

in the questionnaire alongside a justification of their importance to this study. The 

validity and reliability of the constructs measured in the questionnaire are meticulously 

reported and discussed to ensure the quality of the research. The data collection 

procedures are then methodically described. Furthermore, this section explains the 

reasoning behind the use of the stratification by conglomerate sampling procedure.  

 

The fourth section presents the different statistical tests conducted to test the 

hypotheses proposed. The reason behind using each test is provided, alongside with the 

results obtained from the respondents. Tests by age, gender, religion, religious 

sect/confession, and product were conducted on the results. 

 

The fifth section provides a detailed discussion of all the study results. The findings 

are analyzed based on in-depth research and reasoning. The hypotheses presented earlier 

are all individually approved or rejected based on the findings and their respective 

justifications. Any links existing between the variables tested are interpreted based on 

theoretical and practical considerations. The importance of one’s religious affiliation and 

religiosity level is critical in the explanation of the results found. This section also 

discusses the managerial implications of the findings, provides the limitations of the 

current study, and presents recommendations for future research 
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CHAPTER TWO 

 LITERATURE REVIEW 
 

1.3 Religion  

Religion is defined as: “an organized system of beliefs, practices, rituals and 

symbols designed (a) to facilitate closeness to the sacred or transcendent (God, higher 

power or ultimate truth/reality), and (b) to foster an understanding of one’s relation and 

responsibility to others in living together in a community” (Koenig, King, and Carson, 

2000). It is important for marketers and social researchers to study the effects of religion 

on consumers since religious institutions are one of the most, if not the most, significant 

social institutions that not only affect consumption, but also shape individual and society 

values, attitudes, and behaviors either directly by defining taboos and practices, or 

indirectly by influencing cultural and societal values (Hamza, 2010). Religion influences 

society by shaping people’s views on certain social issues, such as premarital relations 

and organ donation, identifying moral values of what is right and what is wrong, 

influencing consumption choices based on certain dietary preferences or prohibitions, as 

well as impacting life experiences such as marriage ceremonies and funeral rites and 

services (Hamza, 2010).   

 

Fam et al. (2004) measure the impact of one’s religion on his/her perception of 

controversial product advertisements. The products are grouped into four different 

categories: 1) gender and sex-related products, 2) social/political products, 3) addictive 

products, as well as 4) health and care-related products. The survey was conducted on 

followers of the subsequent belief systems: Islam, Christianity, Buddhism, and non-

religious believers in each of the following six countries: Malaysia, Turkey, Taiwan, 

China, Britain, and New Zealand. The results show that significant differences in the 

perception of offensiveness exist between the followers of each of these belief systems 

with regards to the advertising of each of the four product groups. 



 

 5 

1.4 Religiosity 

Religiosity is defined as the degree of an individual’s commitment and adherence to 

their religion’s values and beliefs, their effect on a person’s day-to-day activities (Patel, 

2012), and the extent to which an individual upholds the latter values and ideals 

(Delener, 1990). Religiosity is divided by Cornwall, Albrecht, Cunningham, and Pitcher 

(1986) into three basic components:  

- Cognitive religiosity: the level of religious belief or orthodoxy;  

- Affective religiosity: the level of religious commitment and one’s feelings towards 

religious persons, objects, and/or institutions; 

- Behavioral religiosity: the element of religion that is related to an individual’s 

behaviors and actions such as frequency of prayer, place of worship attendance, study of 

religious texts, and donations to religious organizations to name a few. 

  

Two modes of religious involvement are also defined: (1) the personal involvement 

mode, and (2) the institutional involvement mode. The first encompasses one’s own 

religious beliefs, feelings and behaviors, such as personal prayer that involves no formal 

religious institution, and is related to one’s own individual sense of religion. The latter is 

related to religious beliefs, feelings, and behaviors that stem from a formal religious 

institution. This includes one’s acceptance of religious beliefs and traditions that are 

specific to a certain sect, personal allegiances with that specific religious denomination, 

as well as participation in religious rituals and services (Cornwall et al., 1986). 

1.4.1 Measuring Religiosity 

Religiosity is considered difficult to measure due to the multidimensionality and 

complexity of the concept. De Jong, Faulkner, and Warland (1976) identify six 

dimensions for measuring religiosity: (a) religious belief, (b) religious experience, (c) 

religious practice, (d) religious knowledge, (e) individual moral consequence, and (f) 

social consequence.  

 

More specifically, Hamza (2010) identifies three effective dimensions in measuring 

Islamic religiosity: (a) level of seeking religious education, (b) importance of Islamic 
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current issues, and (c) level of doubt when consuming sensitive products that may 

contain prohibited ingredients. However, Hamza (2010) recognizes the difficulty in 

measuring the intensity of religious belief due to a number of factors including the fact 

that Muslims are all supposed to share the same basic beliefs in order to be considered 

Muslim; thus measuring such basic elements may present zero variation in response. 

Furthermore, one may measure religious practice and mosque attendance yet a person 

may attend prayers for reasons not related to religious intensity such as one’s aim to 

avoid social isolation, or to please one’s entourage. This issue is also addressed in a 

number of different studies that state that religious practice and church attendance do not 

provide an accurate level of religiosity since a person may be driven by a number of 

non-religious reasons such as: (1) one’s aim to avoid social alienation, (2) to appease 

one’s family, (3) to feel dominant over others, and last but not least (4) to become a 

member of what may be considered a superior group in one’s society (Pressey and 

Kuhlen, 1957; Wilkes, Burnett, and Howell, 1986). 

 

 In line with this rationale Wilkes et al. (1986) reveal that religiosity has a significant 

relationship with one’s lifestyle and consumption choices regardless of age, gender, or 

income levels. The researchers note that measuring religiosity based on a respondent’s 

church attendance level is not sufficient. They propose that more accurate data is 

obtained using a multi-item religiosity measure composed of a number of constructs 

(church attendance, importance of religious values, confidence in religious values, and 

self-perceived religiosity) to determine religiosity. They believe that questions related to 

self-perceived level of religiosity are important since one’s personal assessment of 

religiosity can be based on one’s careful analysis of their own beliefs, deep personal 

experiences, as well as a number of other individual factors that can not be otherwise 

quantitatively measured. This question aims to provide an approximate level of one’s 

perceived religious commitment levels based on their own personal viewpoint regarding 

this matter.  

 

Based on the extant literature, an accurate measure of religiosity seems difficult to 

determine since each religion requires different measures based on their various beliefs 
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and values. Nevertheless, asking respondents to provide their personal perceived level of 

religiosity when intending to measure such a complex factor seems to generate some 

degree of accuracy. 

 

1.4.2 Religiosity and Consumption 

Religiosity has a great effect on individual consumption patterns with differences 

being noted between people of different religiosity levels. Alam, Mohd, and Hisham 

(2011) indicate that religiosity is a determinant variable in a Muslim consumer’s 

purchasing behavior specifying that those ranking higher on the religiosity scale show 

less impulsive buying behavior patterns than their less religious counterparts. They are 

also found to be more likely to use religion as a source of reference when deciding 

which brands to purchase. 

 

Mokhlis (2009) measures the effect of religiosity on consumer behavior in Kuala 

Lumpur  by the Malaysian followers of each of the following religions: Islam, 

Christianity, Hinduism, and Buddhism. The results show that despite there being no 

significant differences in shopping orientation between consumers of different belief 

systems, significant differences exist within each religion between people on different 

ends of the religiosity spectrum. Results show that those ranking higher on the 

religiosity scale exhibit higher quality and price consciousness, as well as lower 

impulsive shopping habits regardless of age, gender, and income.  

 

Essoo and Dibb (2004) conducted a survey in in which a questionnaire was mailed to 

a random sample followers of Islam, Christianinty, and Hinduism in the Mauritius 

Islands. The survey aimed to measure shopping behavior, such as the factors that 

infleunce consumption, enjoyment derived from shopping, and the importance of certain 

product attributes, such as price, advertising, and country of manufacture to name a few, 

based on consumer religion and religiosity. The research results prove that both 

religiosity and religious affiliation have a significant influence on an individual’s 

shopping behavior. Moreover, individuals with higher religiosity levels within each 

religion show significant differences in shopping patterns and consumption behaviors. 
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Highly religious consumers of all religions show a higher reluctance to try new products 

and a greater sense of discipline in their shopping habits with less focus on credit 

availability. Furthermore, consumers ranking higher on the religiosity scale are 

considered less demanding in relation to certain product attributes, such as service of 

quality, than their less religious counterparts (Esso & Dibb, 2004). 

 

The study conducted by Fam et al. (2004) shows that one’s level of religiosity also 

affects his/her assesment of controversial product advertisements. The study results 

report that respondents showing higher levels of religiosity were more likely to show 

higher levels of offense regarding the advertising of controversial products than their 

less devout counterparts. Based on this, the researcher proposes: 
 

H1: Consumers who score higher on the religiosity scale show significantly higher 

levels of offense in response to controversial product advertisements. 

 

1.5 Religious Belief Systems 

1.5.1 Islam 

Islam is the religion of around 60% of the Lebanese population (Central Intelligence 

Agency, 2013), with the three main Muslim sects in the country being: Sunni, Shiite, 

and Druze. Islam is currently considered to be the world’s fastest growing religion 

(Mellahi and Budhwar, 2010). Accordingly, it is essential for marketers and advertisers 

to understand Islam and its teachings when addressing this portion of the population 

since Islam transcends the spiritual realm into the day-to-day activities of its followers. 

In fact, Islam provides a complete way of life for its adherents without differentiating 

between the religious and secular aspects of life such as eating, drinking, dressing up, 

and conducting business to name a few examples (Fam, et al., 2004). The rapid growth 

in Islam has generated a new form of branding called Islamic branding which is used by 

brands that: a) comply with the laws of Shari’ah, b) originate from a Muslim country or 

origin, and c) primarily target Muslim consumers. This form of branding is used most by 

products in the food, lifestyle, and services industries (Alserhan, 2010). 
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Muslim teachings are governed by Islamic law, Shari’ah, and are based primarily on 

the Quran, the Muslim Holy Book, and the Sunnah, the teachings of the Prophet 

Muhammad. The Quran categorizes actions and products into those that are permissible, 

halal, and those that are prohibited, haram (Rice and Al-Mossawai, 2002). In Sunnism, 

for example, when the Quran and the Sunnah do not provide specific rules regarding an 

issue, such as in the case of modern issues like advertising or smoking cigarettes, Qiyas 

and Ijmaa are used to make a final decision on the given topic. Qiyas is the use of 

analogies to compare the present-day issue to previous issues and make a decision based 

on existing similarities and differences between them. When Qiyas cannot be applied 

due to lack of similar issues in the past, Ijmaa, the agreement of qualified Muslim law 

scholars (ulama) regarding an issue, is used (Al-Olayan and Karande, 2000). Another 

source of Muslim law that is used, especially by the Sunni sect, is fatwa rulings, which 

are rulings by ulamas regarding present-day issues based on their individual 

interpretations of the Quran and the Sunnah. Nevertheless, problems recurrently arise 

with fatwas, since interpretations greatly differ between ulamas resulting in conflicting 

fatwas (Hashim and Mizerski, 2010). In Shiism, the principle of Ijtihad is utilized when 

the Quran and the Sunnah do not address a certain matter. Ijtihad is the use of careful 

reasoning, exertion and effort based on technical knowledge in order to reach a decision 

regarding a certain matter (Mutahhari). 

 

Islam as a religion is greatly concerned with the well-being of society as a whole. 

Prophet Mohammed has stated, “None of you will have faith till he wishes for his 

(Muslim) brother what he likes for himself" (Bukhari, 2009). Even though it does not 

forbid the gaining of profit via business, it does prohibit doing so in an unjust manner. In 

fact, although Islam values advertising as a tool for educating and informing customers 

about a firm’s product offerings (Abdullah and Ahmad, 2010); advertising in Islam is 

not allowed to conceal information from prospective buyers, or deceive them in any way 

as this is viewed as an exploitation of the consumer (Damirchi and Shafai, 2011). Based 

on the Quran and Shariah law, if an advertisement does not deliver any of its stated 

promises, then it is misleading consumers (Al-Olayan and Karande, 2000). It is also 
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recommended that advertisements catering to Muslim societies contain and show respect 

to people of all races and ethnicities in order to show the unity of Muslims and the 

emphasis of Islam on equality and diversity (Behravan, Jamalzadeh, and Masoudi, 2012) 

 

Islam also governs the role of women in advertisements. Most Arabic advertisements 

tend to show women solely when their presence is related to the product advertised. 

Women are typically to be presented in advertisements in decent clothes and not be used 

as a sexual object (Rice and Al-Mossawai, 2002). For instance, in a study conducted by 

Tunclap (2001) in Saudi Arabia, a very conservative Muslim country whose value 

system is predominantly based on Islam, ads from local Saudi newspapers were shown 

to a panel of Saudi judges who were asked to identify those that contained appeals that 

were against Saudi values and that could generate offense or negative emotions. One of 

the advertisements found offensive was an ad for a calculator brand in which half of the 

advertisement contained a woman’s face. The judges deemed this as an artificial and 

unnecessary inclusion of the female model and saw this as offensive since it clashes with 

Saudi values.  

 

In the study by Fam et al. (2004), Muslim respondents were the least likely to 

undermine their religious beliefs by acting against their religious values. Moreover, 

Muslim respondents showed the highest levels of offense with regards to the advertising 

of gender and sex-related product, social/related products, and health and care-related 

products when compared to respondents of other religions. However, the results also 

indicated that the health and care product group had the lowest offensiveness results of 

all the other product groups. The researchers rationalized that this is due to the fact that 

respodents of all religions are accustomed to seeing these advertisements and thus no 

longer find them offensive. Accordingly, the researcher hypothesizes: 
  

H2a: Muslim consumers show high levels of offense when faced with advertisements 

of sex-related products.  

H2b: Muslim consumers show high levels of offense when faced with advertisements 

of social/political products.  
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H2c: Muslim consumers show low levels of offense when faced with health and care 

product advertisments. 

 

1.5.2 Christianity 

Christianity is the world’s largest religion nowadays. Christianity as a religion has 

evolved from Jewish foundations and the Old Testament. It is based on the teachings of 

Jesus Christ and his disciples that are found in the New Testament (Robert, 2009). 

Christianity is also centered around the Ten Commandments, the laws that provide the 

basic rules for Christian ethics and values. Unlike Muslim rules which tend to be 

specific and revolve around every aspect of one’s life, the latter commandments are of a 

general nature tackling concepts related to basic human values (Ali and Gibbs, 1998). 

Christianity also promotes tolerance, harmony with others, fairness, and morality (Ali 

and Gibbs, 1998).     

  

The main Christian denominations predominant nowadays include: Catholicism, 

Protestantism, and Orthodoxy. In Lebanon, Christians are largely divided into Maronites 

and Catholics, following the Western Church, and the Greek Orthodox, following the 

Eastern Church (Central Intelligence Agency, 2013; George, 2009). 

  

Even though the teachings of Christ have no direct reference to business and other 

forms of economic activity; they do provide a framework that can be applied to the 

business and marketing environments (Calkins, 2000). Christianity ensures that selling is 

an act of charity in which the product or service advertised provide genuine value to the 

buyer (Elegido, 2003). The Bible also advocates self-control, and calls against the 

unrestrained satisfaction of one’s desires, a concept strongly upheld by devout followers 

of the Greek Orthodox faith (Gibbs, Ilkan, and Pouloukas, 2007). Likewise 

Protestantism emphasizes morality, discpline, and hard work; yet it calls for restraint in 

economic activities with some Protestant leaders even calling for the rejection of such 

activities in order to show strength and servitue to God (Calkins, 2000). These notions 

would in turn call against any overt spending or the purchase of products solely to fulfill 
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one’s worldly desires, something that advertising in general plays strongly upon to target 

a prospective consumer.  

 

Moreover, the Bible also warns against the evils of money in many instances, as can 

be seen in the following biblical verse: ‘‘Ye cannot serve God and mammon” (Luke 

16:13, King James Version). The latter calls upon corporations to be ethical in their 

pursuit of profit (Wong, 2008). Furthermore, Wong (2008) finds that Christian 

businesspeople who rank themselves higher on the religiosity scale show more ethical 

attitudes when asked to respond to a number of business scenarios and rate them 

according to ethicality. This typically urges advertisers to be honest and ethical in their 

communications with prospective Christian consumers.   

 

Furthermore, Christian values and sermons often condemn the rich man, not because 

of his wealth, but rather because wealth can lead to idleness and temptation, both 

distracting human beings from their spiritual life (Marsh, 2006). Some Orthodox 

thinkers go further and denounce that today’s society values consumption and the strive 

to luxury which “no longer (leaves) a space for self-development, contemplation, and 

spiritual growth” (Plested, 2004). This stance against consumption and temptation once 

again clashes with what advertising is based upon, and that is to generate more 

purchases and increase consumption. 

 

Advertises must keep in mind that the Bible calls for humility and modesty in all 

transactions, including advertisements. Women are advised to “adorn themselves in 

modest apparel, with shamfacedness and sobriety” (Timothy 2:9, King James Version). 

They are also advised to control their passions and not to draw attention to themselves 

through their clothing or demeanor. Furthermore sexual advertisements are criticized 

since sexual acts are deemed sinful and the biblical expressions for male and female 

genitilia are usually used in relation to shame and sin (Pollard, 2000). This leads the 

researcher to hypothesize the following:   
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H3: Devout Chritian consumers show higher levels of offense when faced with 

advertisements of gender and sex-related products, when compared to their less 

religious counterparts.  

 

1.5.3 Non-Believers  

Non-religious individuals are those who do not practice a specific religion, and are 

governed by their own set of ethics and values. Greek philosophers were the first to 

associate the fear of divine punishment or reward with morality and a person’s 

willingness to follow the laws of morality, and the absence of such beliefs would lead 

one away from such laws. However the main argument against this in today’s modern 

society is that the growing secularization of nations and the increase in the number of 

people identified as non-believers has only shifted the core of morality from one’s 

avoidance of committing an individual sin to one’s concern about society’s collective 

inequality and the rights of each person within society (Zuckerman, 2010).  

 

Atheism in itself is considered a belief system, with many people nowadays 

identifying their religion as such (Lose, 2011). Atheists have their own moral and ethical 

codes, which they govern their lives according to; the major difference between atheism 

and other religions being that atheists reject of the presence of a creator (Winston, 2004). 

Atheism is not a new concept in the Arab world, as non-believers have long existed in 

the region. Popular pan-Arab media channels tend however to completely overlook, and 

even suppress, news about the atheist movement in the Arab region, which undermines 

the influence of the movement in the region. Nevertheless this is becoming less effective 

due to the growth of social media websites as well as the Internet, as both of which have 

become a major medium for Arab atheist group growth and communication (AbuKhalil, 

2013).  

 

In Lebanon, it is generally socially difficult for one to recognize being an atheist or 

non-believer, and many people are still labeled as followers of a certain religion even if 

they do not personally adhere to the faith or see religion as an important part of their 

personal identity (Deeb, 2006). Many non-religious people are influenced to some extent 
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by the religious teachings of the religious denomination that they have inherited from 

their parents even if they do not practice that religion or adhere to its teachings (Fam et 

al., 2004). This is evident in other nations where social culture and religion are heavily 

intertwined, as can generally be seen in the Arab world where Islam governs most 

aspects of societal conduct. Furthermore, Lebanon is a country in which most forms of 

national identification, such as one’s civil record, require the citizen to state their 

religious sect, once again forcing Lebanese citizens to describe themselves as followers 

of a specific religious group. Additionally, Lebanese law is governed by religion, and 

crucial life matters such as inheritance, marriage, and divorce are all subject to the laws 

of the sect that one is officially registered under. Accordingly, the following is 

hypothesized: 

  

1.6 The Advertisements of Religiously Controversial Products 

Customs, religious and social morals, as well as personal inhibitions, create 

controversial products (Wilson and West, 1981). Controversial or taboo products that 

generate shame, revulsion, or offense have been previously considered ‘unmentionables’ 

or ‘socially-sensitive’ products in the literature. They are not limited to tangible 

products, but also include services, such as abortion, and concepts, such as terrorism 

(Wilson and West, 1981; Waller, Fam, and Erdogan, 2005). Wilson and West (1981) 

define unmentionable products as “products, services, or concepts that for reasons of 

delicacy, decency, morality, or even fear tend to elicit reactions of distaste, disgust, 

offense, or outrage when mentioned or when openly presented” (p.1). 

 

Unmentionable products are divided into four distinct categories (Fam et al., 2004; 

De Run, Butt, Fam, and Jong, 2010):  

1) Addictive products (ex. gambling, alcohol, and cigarettes); 

2) Social/political groups (ex. political parties, racially extremist groups, religious 

denominations, funeral services, and guns and armaments); 

3) Gender/sex-related products (male and female underwear, female hygiene 

products, and male and female contraceptives); 
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4) Health and care products (sexual diseases, weight-loss programs, charities).  

 

Fam et al. (2004) initiated research using these four different categories of 

unmentionables by administering a survey to university students of different religions 

(Islam, Christianity, Buddhism, and non-believers) in each of Malaysia, Turkey, Taiwan, 

China, Britain, and New Zealand to measure offensiveness towards the above products 

and the effect of religiosity on any perceived offense. The results show significant 

differences between each religion and generated offense levels, nevertheless all religions 

found the advertising of social/political groups as being offensive. Muslim consumers 

also found the advertising of social/political groups, health and care products, and 

gender/sex related products to be more offensive than the other three religious groups 

surveyed.  

 

Moreover, people ranking high on the religiosity scale tend to find the advertising of 

gender/sex-related products, health and care products, as well as addictive products 

specifically to be more offensive than those ranking lower on the scale (Fam, et al., 

2004).  

 

Previous research also indicates that product offensiveness varies greatly among 

people of different religious backgrounds, ages, and ethnicities. Indeed, Waller (2004) 

conducted a survey sampling a group of university students in a large urban university in 

Sydney (Australia) with an average age of 21.87 years, and found that the respondents 

deem none of the products listed above as offensive. The researcher explains that this 

may largely be due to the fact that those sampled represent a young group in a largely 

liberal western city (Waller, 2004). 

 

Similarly, Gibbs et al. (2007) surveyed around 500 Muslim and Christian university 

students to measure the level of offense they perceive in relation to the aforementioned 

products. The study found that a significant difference in offense generated between 

Muslim and Christian students exists with regards to alcohol, cigarettes, male underwear 

as well as pharmaceuticals. 
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Successively, De Run et al. (2010) carried out a similar study to measure the offense 

levels of Malaysian Malay consumers to the above product groups. Malaysian Malays 

are Muslim followers by law, and thus the study focuses on the effect of religiosity in a 

specific religious group on controversial product perception. The results of the study 

show that, in general, people with high religiosity consider all the products listed more 

controversial than their less religious counterparts. The findings also reflect that the most 

significant differences for offense between high and low religiosity individuals are found 

for the following products: female contraceptives, charities, condoms, gambling, racially 

extremist groups, and religious denominations.  

 

Based on the extant literature, the researcher proposes: 
 

H5: Muslim consumers show greater levels of offense towards all controversial 

product groups than their Christian and non-believer counterparts, regardless of their 

religiosity levels. 

 

1.7 Advertisements’ Medium and Message: Another Cause for 

Controversy  

Offensiveness and controversy are not only limited to the product or service 

advertised, but also to the advertisement design and execution and the feelings that they 

may provoke. Products that are not generally perceived as controversial can produce 

negative feelings when the method of advertising itself clashes with the observers’ own 

cultural and social values and convictions. Phau and Prendergast (2001) administered a 

survey to measure local Singaporean attitudes towards offensive advertising based on a 

list of 15 controversial products and 7 potential reasons for perceived offensiveness. The 

study revealed that the top four reasons for offensive advertisements include: (a) the use 

of sexual connotations, (b) the exploitation of subjects deemed to be too personal, (c) 

evocation of unnecessary fear of social rejection or health issues, as well as (d) the 

presence of cultural insensitivities or images that do not fit with local cultures and 
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values. The results show that female respondents are typically more offended by 

advertisements that are considered too personal, evoke fear, or touch upon cultural 

sensitivities than are males.    

 

Some advertisements may also touch upon certain taboo subjects and images, which 

in turn, may create sensitivities. Such taboo subjects are generally related to topics 

associated with death, sexual relations, or morality usually drawing their taboo status 

from one’s religious belief systems. Taboo topics may generate conflicting feelings of 

excitement and fear in viewers (Sabri, 2012).  

 

Christy and Haley (2008) propose that the product alone is not the sole reason why 

offense can be generated, but that the advertisement medium and execution methods also 

play a vital role in causing perceived insult. Mass media channels with the broadest 

audience groups such as the Internet and billboards are considered as the most offensive 

mediums for advertising controversial products; while more audience-targeted mediums, 

such as women’s magazines, are considered to be less so. The use of religious references 

and nudity in executing the latter ads result in the highest observations of offense 

relative to each channel, with the condom being the most offensive product in all 

mediums. This altogether is explained by the fact that condoms and sex are considered 

directly related in the viewers’ mindsets. Christy and Haley (2008) also discuss the 

existence of a correlation between the degree of offense found and the combination of 

product type, advertisement medium, and execution. 

 

In sum, marketers must be aware not only of the products that are perceived to be 

offensive by different consumer groups, but also of how to advertise these latter 

products tactfully to avoid alienating prospective customers. It is also vital for them to 

understand the reasons behind any offense generated, since the use of taboo topics and 

products in advertisements can stimulate a negative image of the brand which in turn can 

generate a decrease in consumer purchase intention (Sabri and Obermiller, 2012). In 

fact, exploratory research conducted by Bayraktar in 2012 concluded that Muslim 

consumers may have negative attitudes towards brands that employ sexuality in their 
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ads, which may push them to avoid purchasing an otherwise attractive product. 

Bayraktar (2012) report that the use of sexually arousing female figures produce insult 

emotions, and hence brand rejection that typically jeopardize the brand image of the 

marketed products. 

 

1.8 Lebanon and the Lebanese Advertising Sector 

Lebanon is a Middle-Eastern country with a population of approximately 4 million 

people (Central Intelligence Agency, 2013). Despite its small size, the country is 

possibly one of the most complex in the region in terms of culture and society. 

Interestingly, in relation to this particular study and differently from most countries in 

the Middle East, Lebanon has eighteen officially acknowledged religious sects and 

denominations most of which belong to the country’s two main religions, namely: Islam 

and Christianity (Faour, 2007). In fact, Lebanon is considered to be one of the most 

liberal Arab countries, probably due to its large Christian population and political 

representation, which includes having a Christian president (Kalliny, Saran, Ghanem, 

and Fisher, 2011; Haley and Christy, 2008). 

 

The multi-faceted, liberal nature of the Lebanese market is reflected within the 

country’s advertising sector. The Lebanese advertising scene does not always comply 

with the cultural values and requirements seen in other Arab nations, as it is greatly 

influenced by the West, and specifically by France due to past colonization (Kalliny, 

Beydoun, Saran, and Gentry, 2009). Lebanese media is considered one of the most 

controversial and influential in the region. For instance, the Lebanese adaptation of the 

international program, Star Academy, has acquired a lot of popularity in the Arab world. 

However, this program was widely debated for its notoriousness in Saudi Arabia with 

many Muslim clerics deeming it “Satan’s academy” and releasing a Muslim fatwa, in 

2004 prohibiting individuals from participating, voting, or even watching music 

programs with female participants like Star Academy (Lynch, 2005; Kraidy, 2007). 
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Moreover, Lebanon is the only Arab country that publicly advertises alcohol through 

all available mediums (Kalliny and Gentry, 2007). Alcohol advertisements are seen on 

billboards throughout the nation’s streets with some alcohol brands, such as Chivas' 

Regal, employing large advertising billboards that run as wide as an entire building. It is 

also one of the few Arab countries that had, until recently, no advertising, promotion, or 

sponsorship restrictions on tobacco. In fact Lebanon ranked as the highest country on 

cigarette advertising and marketing in the Global Youth Tobacco Survey for the year 

2005 (Nakkash and Lee, 2009; Page, 2012 ).  

 

Furthermore, Lebanese television channels are known for being more liberal than 

their Arab counterparts. The Lebanese channel MTV, for example, airs for five nights a 

week a poker program entitled ‘Poker after Dark’, in which players compete in high-

stake poker tournaments. Another popular Lebanese channel, LBC, started airing the 

controversial TV show, Splash, in May 2013. The latter reality show presents a number 

of Lebanese celebrities, both males and females, competing against one another in 

diving challenges. The show is an example of the liberal Lebanese broadcasting, since 

the ad for the show shows all the male contestants in swimming trunks, while the female 

celebrities wear revealing swimwear. This obviously has sparked controversy with the 

more conservative members of the Lebanese society since it is seen as a highly 

sexualized program. Notably, Islam, as a religion, requires women to be modestly 

dressed and veiled (Rice and Al-Mossawai, 2002) while only the face and hands are 

allowed to be exposed. As such, portraying women in swimwear goes against the 

teachings of the latter religion. Lebanese firms in general tend to be more liberal in their 

portrayal of women in advertisements and use of sexual appeals in advertisements. For 

example, the advertisement Lebanese lingerie firm ELIANA shows a group of young 

women in their underwear with two of the women advertised holding on opposite straps 

of the bra. This advertisement is prominently displayed on highway billboards 

throughout the country.   
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In addition, early in 2012, a number of Lebanese roads have witnessed the spread of 

gun and armament advertisements, which though done by hunting stores, were perceived 

by various consumer groups as not only dangerous but also socially unacceptable. 

 

However, due to the highly diverse social composition of the Lebanese society, 

advertisers in Lebanon tend to use different strategies when advertising their products. 

Some focus on geographic regions where their products will sell best and channel their 

advertisements towards this target market. Nasr (2010) exposes in a qualitative research 

endeavor the opinions of various advertisement managers working in the related 

Lebanese industry. Interestingly, one of the interviewees working for a transnational 

advertising agency explains how the market is segmented when promoting Laziza, a 

Lebanese non-alcoholic beer variation clarifying that the main focus is on the 0% 

alcohol message in order to appeal to observant Muslims, and the regions in which the 

product can sell best such as Beirut’s suburbs and the city of Tripoli in which high 

numbers of conservative Muslims reside. Another interviewee, a creative director at a 

conglomerate agency’s Lebanese branch, argues that the importance of staying away 

from targeting Lebanese consumers based on demographic criteria such as religion, and 

distancing products from any religious or political affiliations to alleviate any social 

anxieties in this highly sectarian society (Nasr A. , 2010).  



 

 21 

 

CHAPTER THREE 

 METHODOLOGY 
 

1.9 Research Methods 

Two of the most common approaches to conduct academic research include the 

positivist and the interpretivist philosophies (Mackenzie and Knipe, 2006). Positivist 

research is viewed as a logical research approach that treats social research in a manner 

similar to natural science, and views such research from a purely scientific standpoint 

(Lee, 1991; O'Leary, 2004). Positivist research is typically conducted by trained experts 

with no prior personal biases. Researchers of this paradigm use deductive reasoning and 

observations to test a given hypothesis, which they attempt to prove or disprove, and the 

aim is to establish reliability through a number of repeated experiments and trials 

(O’Leary, 2004), Research techniques used by positivists include observations, surveys, 

field experiments, statistical analysis, case studies, as well as simulations (Choudrie and 

Dwivedi, 2005).  

 

The interpretivist approach, on the other hand, believes that natural science methods 

and positivist research are not appropriate to study social realities (Lee, 1991). 

According to interprevist researchers, reality is multiple, compelx, and relative to 

personal interpratation. Each person has his/her own view of reality bound by motives, 

meanings, and other subjective experiences  (Hudson and Ozanne, 1988). Thus there is 

no one set way in which one can access and interpret such realities (Lincoln and Guba, 

1985), and therefore researchers are encouraged to use personal and flexible research 

structures in order to be more receptive to the connotations of human interaction and 

behaviors. Furthermore, an interprevist researcher and his/her study participants are seen 

as interdependent and mutually interactive. An interprevist researcher must remain open 

to new ideas and understand that the objectives of research is to interpret human behvior 

rather than generalize and focus on cause and effect relationships. The aim of such 
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research is not to analyze hypotheses, and statistical information, but rather to 

understand social processes through getting inside the world of those studied 

(Orlikowski and Baroudi, 1991). Interpretivist research and data collection methods 

include qualitative analysis, document reviews, visual data analysis, interviews, 

ethnography, as well as participant observation (Choudrie and Dwivedi, 2005; 

Mackenzie and Knipe, 2006).  

 

1.10  A Mixed-Method Approach to the Study of the Impact of 

Religious Beliefs on Advertising Assessment 

The researcher mostly adopted a positivist approach for the current research based 

on the intent of this study, namely that of assessing the effects of religious beliefs on the 

Lebanese consumers’ perception of controversial product advertising. Unlike the 

interpretivist approach which often reflects the researcher’s opinion, the positivist 

approach allows for an objective analysis of survey data. Nonetheless an interpretivist 

approach was used at the initial stage of this research analyze qualitative data collected 

via a series of open-ended interviews. Two instruments were used to collect data for the 

purpose of this study: an interview schedule including a set of semi-structured questions 

that was utilised to conduct for a number of preliminary interviews, as well as a 

questionnaire. Research indicates that investigators using the positivist approach in their 

study may benefit from using interprevist approach procedures alongside (Lee, 1991). In 

fact, Lee (1991) states that using an interpretivist approach in the first stage of a 

positivist study can aid in building subject meanings into the positivist methods used for 

collecting data, and can further aid in emprical testing conducted in the later stages. 

 

Qualitative data collected through interviews are generally analysed using 

interpretivist techniques, but in order to ensure no biases, the questions of the interviews 

are typically carefully structured and set beforehand. The results obtained from the 

interviews conducted were hence content analyzed using theme frequencies, and the 

interviewer strived to strictly maintain an independent observer stance. As prescribed by 

Creswell (1994), the interviews allowed the researcher to settle on the context and 
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format of the questionnaire to be used for the main data collection, and to discover 

variables that may have been missed in the literature review. 

  

The decision to use a somewhat mixed-method of research was based on the fact that 

the latter approach typically allows one to draw from the strengths of both methods 

while trying to minimize the disadvantages of each to provide more well-rounded, 

accurate results founded upon both descriptive and analytical data (Johnson and 

Onwuegbuzie, 2004). Using such a hybrid form of research also allowed the researcher 

to transcend the limits of traditional divisions of the positivist versus the interpretivist 

paradigms, and to combine the knowledge obtained from both approaches. 

 

1.11 The First Data Collection Stage: A Qualitative Study 

To analyze the research problem at hand, a number of qualitative and quantitative 

methods were set up. Some preliminary interviews were conducted in the first stage of 

the research. The use of interviews generally helps construct conceptual frameworks, 

identify the necessary variables, and refine the hypotheses to be tested (Hoepfl, 1997; 

Sofaer, 1999). Accordingly, a semi-structured interview technique was used to gather 

data through interviews so as to fill information gaps in the literature review, and to 

allow the adoption of the previously developed and validated conceptual model. Indeed 

the interviews helped refine the instrument so as to be fit with the Lebanese people’s 

cultural values.  

 

A group of 17 Lebanese consumers from different conglomorates, age groups, and 

religious backgrounds were interviewed on a one-to-one basis. The interviewees were all 

acquaintances of the researcher, and were chosen based on their diverse religious 

backgrounds in order to provide a mini-representation of the Lebanee population, albeit 

based on a convenience sampling method. The respondents were from the main four 

religious sects in the country. The researcher first contacted the potential interviewees, 

and provided them with a brief intoduction on the research topic. The researcher then 

explained the need and importance of the interview, and asked if the person was willing 
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to take part in the study. Potential participants were guaranteed full anynonimity due to 

the sensitivity of the issue discussed, and were ensured that all the data collected would 

be used solely for academic purposes. Once a prospective candidate agreed to take part 

in the interview process, a formal interview was scheduled at the convenience of the 

interviewee. 

  

The interviewees included: 1) two housewives (one Sunni, one Maronite) 2) three 

university students (two undergraduates (Sunni and Shiite), one graduate (Orthodox), 3) 

a Maronite retail branch manager at a shopping mall (Byblos, Lebanon) , 4) a Shiite 

marketing professor, 5) a Shiite PhD candidate in Sociology, 6) a Druze high school 

teacher, 7) an Orthodox journalist, 8) a retired Maronite businessman, 9) a Sunni 

saleswoman in a local clothes shop (Saida, Lebanon), 10) a Sunni Red Cross activist, 11) 

two high school students (respectively a Maronite 17 year old and a Shiite 18 year old), 

12) an Orthodox  business manager, and 13) a Maronite graphic designer.  

 

Formal face-to-face interviews were conducted since they were preferred in the 

Lebanese context due to the fact that online/direct mail interviews are not very popular 

in the country, with response rates  for such mediums often being low. Response 

accuracy from mail and Internet interviews may also be questionable. Face-to-face 

interviews have the advantage of allowing for synchronious communication between the 

two parties involved, permitting one to take advantage of the social cues such as voice, 

tone, and body language, and providing no significant time delay between question and 

answer (Opdenakker, 2006).  

 

The interviews were conducted over a period of ten days during August 2013 with 

each interview lasting approximatley an hour. The researcher averaged a number of two 

interviews per day. The interviewees chose the location and timing of their interviews to 

ensure personal convenience. The researcher tape-recorded all the interviews, with the 

permission of the interviewees so as to ensure the accuracy of the reported responses. In 

addition, the interviewer also took notes during the interviews to avert the risk of any 

malfunctioning of the recording device used (Opdenakker, 2006). Taking notes also 
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allowed the interviewer to record visual cues she noticed throughout the meeting that 

would otherwise have gone unnoticed through tape records. The interviews were 

conducted in the spoken Lebanese dialect of Arabic, which is the native language of all 

the interviewees. The recordings and notes gathered through the interviews were all 

content analyzed at the end of the qualitative stage.  

 

When the interviewee decided on an interview meeting up location such as a coffe-

house or restaurant, the researcher insisted on paying the bill as a thank you gesture for 

the interviewee agreeing to participate in the study. Whenever the location chosen was 

an interviewee’s office or house, the researcher made sure to bring along a box of 

chocolates as a thank you gesture. Studies have shown that incentives in face-to-face 

interviews are a good inducement for participation; such incentives yield a higher 

response rate than studies that offer no participation incentive (Singer, 2002).  

 

 

1.12 The Semi-Structured Questions of the Interview Schedule 

The interviewees were asked the following: 

Q1: Given each of the following products: 

a. Racially Extremist Groups 

b. Gambling 

c. Cigarettes 

d. Guns and Armamnets 

e.  Religious denominations 

f. Alcohol 

g. Political Parties 

h. Condoms 

i. Female Underwear 

j.  Female Contraceptives 

k.  Male Underwear 

l.  Female Hygiene Products 
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m.  Funeral Services 

n.  Weight Loss Programs 

o.  Sexual Disease Awareness (STD, AIDS) 

p.  Pharmaceuticals 

q.  Charities 

 

which related advertisement do you consider as offensive? 

 

Q2: Please indicate the reason of offensiveness of the advertisement each of the selected 

products: religious or non-religious. If non-religious, please explain the reaason of the 

advertisement offensiveness? 

  

Q3: Can you recall any other offensive advertisement? Explain/ Describe. 

 

Q4: How did this affect your purchase decision of the advertised product? 

Minimizing the Shortcomings of Interviews 

One of the main issues when conducting interviews is the risk related to changes in 

question wording, which may involve inconsistent word additions or exclusions. Studies 

have shown that different wording of open-ended interview questions may result in 

different interpretations as to what the question is about (Sutton, et al., 2003). This in 

turn may lead to question misinterpretation, and hence to jeopardize the quality of 

answers collected, hence reducing the validity of these replies. In order to minimize any 

question wording change and ensure response validity, the researcher conducted all the 

interviews herself so as to ensure consistency. Face-to-face interviews were used since 

they are considered ideal when standardisation of the questions and situation is needed 

(Opdenakker, 2006); and the same questions were exactly asked to all the interviewees. 

 

Another major disadvantage of face-to-face interviews is when an interviewer guides 

the interviewee with the style of questioning (Opdenakker, 2006). The researcher was 

careful to counteract he risk of leading questions by carefully using designed interview 
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protocols. The researcher made sure to remain as objective as needed and avoided 

loaded questions. 

 

 Furthemore, when questions regarding controversial issues are being asked in 

interviews, there is a risk that interviewees would avoid giving honest answers since 

they feel the pressure to give a “socially desirable” and “proper” answer (Krysan, 

Schuman, Scott, and Beatty, 1994). Personal interviews also decrease the sense of 

security that an interviewee may feel due to the lessened sense of anonymity and 

confidentiality linked to such encounters, especially when the interview is being 

recorded. The latter typically sets the interviewee’s guards up and results in less honest 

responses, provided to fit the socially accepted views and opinons. The study at hand is 

of a controversial nature, as it discusses religion and religiosity, a highly sensitive topic 

in lebanon. To put the interviewees at ease, the interviewer greatly empasized the 

anonymous nature of the interviews, and explained in depth that there were no right or 

wrong answers. The interviewer also used fatigue interviewing techniques in which the 

question was repeated to interviewees when they showed signs of fatigue or 

disorientation (Farah and Newman, 2010).  

 

1.13 Questionnaire 

In order to attain a more precise understanding of how the offensiveness linked to 

the advertising of controversial products is related to a consumer’s religious beliefs, a 

cross-sectional quantitative questionnaire was designed partly based on the study 

developed by Fam, et al. (2004). The survey measured the correlation between one’s 

religiosity and his/her reaction to the advertisement of controversial product groups. 

Based on the exploratory qualitative stage adaptations were made to the questionnaire in 

order to reflect the Lebanese consumer’s culture and value system. The questionnaire 

necessitated around ten minutes to complete, and was administered to a list of contacts 

provided by a local research company. A stratified random sample was used (see section 

“Stratification by Conglomerate” on page 43). 
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1.13.1 Questionnaire Items 

The first part of the questionnaire included six demographic questions related to: 

age, gender, governorate, education level, as well as religion and confession (see table 

1). Despite the fact that the question on religious sect was of a highly controversial 

nature, especially in Lebanon where sectarianism is highly prevalent, the responses for 

this particular question were of utmost importance to the research findings. A clause was 

included in the survey instructions apologizing for the inclusion of this question, 

professing its sensitive nature, yet explaining its importance due to its implications on 

the overall research results. The final question in this section questioned one’s intensity 

of religious belief with a five-point Likert scale with 1 representing “not a devout 

follower at all”, and 5 representing “a very devout follower”. The phrase “not a devout 

follower at all” was chosen instead of “non-believer” in order to differentiate between 

non-believers who choose to adhere to no religious belief system at all, and those who 

profess a religious affiliation yet rate themselves on the very low end of the religiosity 

scale. 

Table 1: Demographic Questions of the Questionnaire 

1- Age 

1. 16-25 

2. 26-35 

3. 36-45 

4. 46-55 

5. 56-65 

6. 66 and above 

2- Gender 
1. Female 

2. Male 

3- Religion 

(The six sects provided are the main religious 

denominations in Lebanon.) 

1. Sunni Muslim 

2. Shiite Muslim 

3. Druze Muslim 

4. Maronite Christian 

5. Orthodox Christian 

6. Non-Believer 

7.  
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4- Governorate 

1. Beirut 

2. Mount Lebanon 

3. Bekaa 

4. Northern Lebanon 

5. Southern Lebanon 

 

5- Education Level 

 

1. Primary 

2. Secondary  

3. High School 

4. A Vocational/Technical Degree 

5. Undergraduate/Bachelor’s 

degree 

6. Master’s degree 

7. Doctoral degree  

6- Intensity of Religious Belief 

(This questions aims to measure one’s personal perceived 

level of religiosity) 

1. Not a Very Devout Follower 

2. Somewhat Not a Devout 

Follower 

3. Neutral 

4. Somewhat Not a Devout 

Follower 

5. A Very Devout Follower 

 

The second part of the survey instrument includes a matrix of questions that contains 

a list of 17 products/services considered controversial by the extant literature (Wilson 

and West, 1981; Waller and Fam, 1999; Waller, Fam, and Erdogan, 2005), namely:  

  

1. Racially Extremist Groups; 

2. Gambling; 

3. Cigarettes; 

4. Guns and Armaments; 

5. Religious denominations; 

6. Alcohol; 

7. Political Parties; 

8. Condoms; 
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9. Female Underwear; 

10. Female Contraceptives; 

11. Male Underwear; 

12. Female Hygiene Products; 

13. Funeral Services; 

14. Weight Loss Programs; 

15. Sexual Disease Awareness (STD, AIDS); 

16. Pharmaceuticals; 

17. Charities. 

A five-point Likert scale to rate the level of offensiveness is presented alongside 

each product with 1 being “not offensive at all” and 5 being “extremely offensive”. If a 

level of offensiveness is indicated, an additional question requires the respondent to 

indicate the reason for it being offensive with two broad choices: (1) a religious reason 

and (2) a non-religious reason. 

 

A list of potential reasons is proposed to respondents who admit a non-religious 

reason for the advertisement offensiveness, including:  

1. Racist images; 

2. Sexist images; 

3. Nudity; 

4. Subject is too personal; 

5. Anti-social behavior; 

6. Indecent language; 

7. Western images; 

8. Encourages unhealthy consumption; 

9. Encourages violence; 

10. Revival of war memories. 
 

The final three reasons for offense were added to those of the original study by Fam 

et al. (2004) based on the exploratory qualitative stage that was initially conducted.  

  



 

 31 

Reason number 8 “encourages unhealthy consumption” was added based on the 

response of many of those interviewed who expressed their concern that some products, 

such as cigarettes and alcohol, often have negative health consequences, and hence 

should not be advertised. Reason number 9 “encourages violence” was added based on 

the response of some of the interviewees who were offended by the advertising of guns 

and armaments, and believed this promoted unnecessary violence, something that the 

country suffers from due to tension and conflicts between various sectarian groups in a 

number of regions. The last reason, namely “revival of war memories” was added due to 

the comments of some of the older interviewees who had strong recollections of the 

Lebanese civil war (1975-1990), and associated the advertising of guns and armaments 

with memories of war days. The related generated pain, fear, and/or disgust that they felt 

or sensed caused their sentiment of offense.  

 

The original study by Fam et al. (2004) did not explore the offense, hence did not 

include a question regarding the reason behind offense generated. In a similar study 

conducted by the same authors in 2005, the question regarding reason for offense was 

included as only one item. The latter asked respondents to reflect their opinion on the list 

of products as a whole. The researcher found it insightful to ask the respondents to 

indicate on a one-to-one basis the reason for offensiveness for each product 

advertisement considered as offensive due to the diversity of the product categories. This 

alteration in the questionnaire revealed to be a valuable contribution to the research 

instrument, and provided interesting insights. 

 

In conclusion, the researcher assumes that the opinions of the respondents are 

reflective of their beliefs and behavior. This means that the more highly a respondent 

ranks the offensiveness of a certain product advertisement, the more likely this will 

affect his/her consumption choices. 

 

1.13.2 Questionnaire Validity 

Validity is the “extent to which a study measures what it sets out to measure” (Farah 

and Newman, 2010). The validity of the responses in this study is very critical since the 
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topic discussed is of a controversial and sensitive nature. The researcher’s main aim was 

to advance the design of the research instrument in order to reach a higher degree of 

honesty and reliability in the responses collected.   

 

In order to ensure validity, the study was first initiated by reading academic and non-

academic material related to the topic of controversial product advertising and consumer 

perception of such ads, as well as the effects of religion and religiosity on consumer 

purchasing behavior. Related surveys reported in the literature were meticulously 

analyzed and considered. Following the literature review stage, exploratory interviews 

were conducted to further shape the adopted scales for the survey. This helped in 

developing a culturally-fit research instrument reflecting the Lebanese market and its 

inherent religious and cultural values, which increased construct validity. 

 

At the pilot stage, twelve Lebanese consumers, all acquaintances of the researcher, 

filled out the first survey iteration in the presence of the researcher. These participants 

were asked to voice any problem found filling the questionnaire. The aim of the pilot 

stage was also to monitor how long the survey would take to be completed, how the 

respondents perceived the questions, and if they found any of the questions difficult to 

understand. This stage helped identifying errors in the format and wording of the 

questions. Accordingly, some of the questions were rephrased to increase 

comprehensibility, and the scales format was restructured to make the survey easier to 

complete. 

  

All the items of the questionnaire used were tested for validity. Indeed, the seventeen 

offensive products listed in the study were initially subjected to principal component 

analysis. Principal component analysis is a statistical method used to extract factors and 

identify the combination of variables that show the greatest amount of common variance 

by examining each variable and its individual variance (Walker and Maddan, 2009).  

 

In principal component analysis, the communalities values represent how much the 

item/variable has in common with the entire set of existing variables. Thus the 
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communality represents the common variance a variable shares with the other variables 

(Field, 2009). The initial variance of all the variables is 1 since all the variance is 

assumed to be common variance to transport the original data into linear components; 

after extraction the new communalities found represent the common variance for all the 

variables. An acceptable communality value is generally one that is higher than 0.4; 

variables presenting communality values lower than 0.4 are typically not retained in a 

study (Field, 2009). Based on table 2, the extracted communalities of all the variables in 

the study were larger than 0.4, hence, all the variables were kept in the study. 

Table 2: Communalities (Extraction Method: Principal Component Analysis) 

 Initial Extraction 

Racially Extremist Groups 1.000 .635 

Gamble Gambling 1.000 .651 

Cigarettes 1.000 .498 

Guns and armaments 1.000 .632 

Religious denominations 1.000 .713 

Alcohol 1.000 .599 

Political Parties 1.000 .653 

Condoms 1.000 .680 

Female Underwear 1.000 .795 

Females Contraceptives 1.000 .679 

Male underwear 1.000 .741 

Female Hygiene Products 1.000 .454 

Funeral Services 1.000 .529 

Weight-loss programs 1.000 .539 

Sexual Disease Awareness Campaigns 1.000 .427 

Pharmaceuticals 1.000 .775 

Charities 1.000 .657 
 

The eigenvalues denote a correlation coefficient that represents the relationship 

between the variable and the grouped variables, thus allowing us to determine the 
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strength of the relationship between the variables (Wetcher-Hendricks, 2011). This 

allows the researcher to decide how many factors are retained for rotation (Costello and 

Osborne, 2005). The components to be retained are those with an eigenvalue greater 

than one.  

 

Only the first four components in Table 3 showed an eigenvalue greater than 1. The 

first four principal components explain 59.574% of the total variance in the original 

variables. Consequently, only these four components are retained for rotation. 

 

Table 3: Total Variance Explained 

Initial Eigenvalues Extraction Sums of Squared 
Loadings Component 

Total % of 
Variance 

Cumulative 
% Total % of 

Variance Cumulative % 

1 4.099 24.114 24.114 4.099 24.114 24.114 

2 2.767 16.276 40.391 2.767 16.276 40.391 

3 2.015 11.856 52.246 2.015 11.856 52.246 

4 1.246 7.327 59.574 1.246 7.327 59.574 

5 .986 5.800 65.374    

6 .856 5.036 70.410    

7 .732 4.304 74.714    

8 .707 4.160 78.874    

9 .640 3.766 82.640    

10 .598 3.518 86.159    

11 .478 2.813 88.972    

12 .428 2.517 91.489    

13 .393 2.312 93.801    

14 .342 2.013 95.813    

15 .286 1.681 97.494    

16 .241 1.420 98.914    

17 .185 1.086 100.000    

 

The information was then subjected to varimax rotation (see table 4). Rotation it 

allows the researcher to simplify and refine the existing data structure (Costello and 
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Osborne, 2005). Varimax rotation was chosen to maximize the dispersion of loadings 

within each of the factors. This method allows the seventeen original variables to be 

associated with one of the four factors (Abdi, 2010). Variables that show a high loading 

(>0.40) for a given factor are grouped together; these variables all share particular 

characteristics in common (O'Rourke and Hatcher, 2013). The questionnaire items and 

their corresponding factor loadings are presented in Table 4. Using the 0.4 cutoff value, 

five items loaded onto the first and the second factor respectively; four items loaded 

onto the third factor, and three items loaded onto the fourth factor. 

Table 4: Rotated Component Matrix  
(Extraction Method: Principal Component Analysis) 

Component 
Labeled Factors Controversial Products 

1 2 3 4 

Female Underwear .873    

Condoms .841    

Male underwear .823    

Females Contraceptives .652    

Factor 1: 
Sex-related 

products 

Female Hygiene Products .468    

Political Parties  .861   

Religious denominations  .802   

Racially Extremist Groups  .667   

Charities  .565   

Factor 2: 
Social & political 

products 

Funeral Services  .522   

Gambling   .779  

Cigarettes   .723  

Alcohol   .573  

Factor 3: 
Addictive products 

Guns and armaments   .507  

Weight-loss programs    .825 

Pharmaceuticals    .813 
Factor 4: 

Health & care related 
products 

Sexual Disease Awareness Campaigns    .543 
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The first factor regrouping sex-related products consists of the following variables: 

female underwear, condoms, male underwear, female contraceptives, and female 

hygiene products. The second factor regroups the following social and political products 

items: political parties, religious denominations, racially extremist groups, charities, 

and funeral services. This group is different from that in the original study as it includes 

charities, which were originally considered as part of the health-related products. The 

new grouping tends to make more sense since the Lebanese society regards charities as 

social institutions rather than a health-related product. The third factor includes: 

gambling, cigarettes, alcohol, and guns and armaments, and thus makes up the addictive 

products group. This factor also differs from that in the original study as it includes guns 

and armaments, which were initially included in the social and political products group 

by the Fam et al. (2004). The new grouping reflects more accurately the local culture 

than the grouping in the original paper. Guns and armaments in Lebanon are remnants of 

the civil war and many people still have a somewhat addictive attachment to these 

products. The fourth and final factor is made up of: weight-loss programs, 

pharmaceuticals, and sexual disease awareness campaigns; hence encompasses strictly 

health and care related products.  In sum, all items were maintained since no cross 

loadings were identified, and all items loaded onto a single factor. All constructs were 

therefore deemed valid and reliable. 

 

1.13.3 Questionnaire Misinterpretation 

One of the main issues faced when conducting a survey is the possibility that 

respondents may misinterpret the questions asked. Different interpretations by different 

respondents may in turn jeopardize both the reliability and validity of the results 

obtained. In order to minimize this risk, the researcher carefully worded each section of 

the questionnaire. Any question reported to be complex or confusing in the pilot stage 

was rephrased using simpler terms and easier format to further enhance clarity. In fact, 

the question of the offensiveness of each product was associated in the same table with 

the reason for offense, which made it easier on the respondent to complete.  
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1.14 Factor Reliability 

In order to test the reliability of the four factors, a Cronbach’s alpha test was 

performed on each of the factors. The Cronbach’s alpha test is the most common method 

to measure a questionnaire’s reliability; the test acts as an index of reliability for each 

variable being measured (Santos, 1999). The test measures the validity of each 

individual variable in the research and how it individually plays a role in the reliability 

of the entire questionnaire (Hof, 2012). 

 

Table 5: Reliability Statistics 

 Cronbach's Alpha N of Items 

  Factor 1: Sex-related products .777 5 

  Factor 2: Social & political products .658 5 

  Factor 3: Addictive products .689 4 

  Factor 4: Health & care related products .685 3 

 

The first factor, related to sex-related products, generated a Cronbach’s alpha value 

of 0.777 (table 5). This scale is considered reliable since the general rule of thumb is that 

a Cronbach’s alpha value above 0.7 is considered as a good and reliable value (Field, 

2009; Hof, 2012). As also seen in table 5, the Cronbach’s alpha value of the second 

factor, social/political products, is 0.658. The Cronbach’s alpha value for the third 

factor, addictive products, is 0.689; the value for the fourth and final factor, health and 

care related products, is 0.685. Even though the Cronbach’s alpha values for these three 

factors are slightly lower than 0.7 the scales are still considered reliable. These values 

are acceptable since questionnaires that have diverse constructs and deal with 

psychological issues are generally expected to have values lower than 0.7 (Field, 2009). 

1.15 Sampling Design: Stratification by Conglomerates 

Previous studies conducted on this subject, (e.g. Fam et al. (2004)), have all used 

convenience samples composed of graduate and undergraduate university students. 

However, the present study was distributed to a randomized stratified sample selected 
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from the five local conglomerates of the country. The sample respects to a large extent 

the proportion of the major religious sects in each of the governorates. The reasoning 

behind using such a sampling deign is to provide an accurate depiction of all the 

Lebanese society’s views. Stratified sampling was used as this method of data collection 

addresses the difficulties of obtaining a simple random sampling while providing an 

accurate representation of all the subcultures present in the Lebanese population 

(Breakwell, Hammond, and Fife-Schaw, 2000). In fact, the researcher used 

conglomerates as a stratification basis. Lebanon is divided into five major conglomerates 

(muhafazat): Beirut, Nahi batieh, Beqaa, North Lebanon, South Lebanon, and Mount 

Lebanon (Ekmekji, 2012). The use of conglomerates was based on the fact that in 

Lebanon people from the same religious sects tend to group within the same geographic 

regions.  

 

1.16 Questionnaire Administration 

A local research company was contacted in order to help with the data collection 

process. The sample size was chosen as an estimated ratio of the total Lebanese 

population to provide a representative sample. Furthermore, the number of people to be 

sampled from each of the governorates was calculated proportionately to the 

corresponding number of residents within each governorate. Those to be sampled from 

each region were chosen based on religious sect distribution in each of the 

conglomerates, with a fair representation of gender and age groups. 

 

The survey was conducted through landline phone calls. Telephone surveying was 

chosen since it allows the interviewer a wider geographic reach making it more 

convenient to access people from all regions, ages, and religious background 

(Opdenakker, 2006). Telephone surveys are also more convenient to administer then 

face-to-face interviews. Furthermore, response rates for telephone surveys tend to be 

much higher than those for mail surveys (Bourque and Fielder, 2003). These surveys 

also provide relatively greater cost efficiency when compared to personal interviews and 

allow for a faster data collection process when compared to other survey methods 
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(Holbrook, Green, and Krosnick, 2003). Additionally, telephone interviewing can 

comfort interviewees since it provides them with the chance to feel anonymous through 

the lack of face-to-face contact. This in turn can generate more honest responses 

specifically when the questions asked are of a controversial nature as is the case in this 

particular study. 

 

A team of five interviewers from the research company conducted the phone 

interviews. All interviewers were qualified and trained to administer interviews in both 

Arabic and English. The questionnaire administration time required around 10 minutes 

at most. The researcher was also present at random instances for some of the phone 

interviews to ensure the surveys were conducted correctly. The interviewers filled out 

the questionnaires according to the responses obtained, and forwarded the responses 

daily to the researcher who took care personally of the data entry stage on SPSS. The 

data collection period lasted around three weeks, of which the final three days were 

allocated to the back checking and validation of the results obtained. 

 

Telephone interviews tend to be more costly than mail and Internet surveys. 

However, the researcher felt that this shortcoming is counterbalanced by the fact that 

this method provides a more adequate representation of the population. This method is 

also better at addressing survey factor errors that are harder to control through mail and 

web questionnaires. Mardsen and Vright (2010) discuss the fact that the longer the 

questionnaire, the more tiresome interviewees may feel especially if the questionnaire 

completion time exceeds 15 minutes. Moreover, interviewees may have a hard time 

answering complicated questions without the presence of visual aids. In order to address 

these shortcomings, the researchers ensured that the questionnaire administration time 

was limited to 5 to 10 minutes only. The questions were simplified as much as possible 

to minimize the errors caused by complex questions. Another disadvantage faced is that 

a number of Lebanese households, especially outside the capital of Beirut, do not own 

landline telephones with only 900,000 main telephone lines in use in the country as of 

2011 (Central Intelligence Agency, 2013).  
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1.17 Sample Results 

The findings are based on the responses of a total number of 527 questionnaires that 

were collected and deemed valid for data analysis. The total number of female to male 

respondents was balanced with 268 female respondents, and 259 of male respondents. 

 

The number of Muslim individuals sampled accounted for 54.3% of the total sample, 

while Christian respondents accounted for 45.3% of those sampled. The remaining 0.4% 

of the respondents identified themselves as non-believers (Table 6). Based on the 

stratification criteria chosen, the sample was geographically dispersed throughout the 

five governorates. The education levels of those sampled also varied from people with 

primary education to those with a Doctoral degree, with the largest number (38.3%) 

holding an undergraduate Bachelor’s degree. The sample also had a fair representation 

of the various age groups ranging between 16 and 66, with the greatest percentage 

(26.8%) falling within the 26-35 age group. 

 

The largest portion of the sample identified itself as ‘somewhat’ to ‘very’ devout 

followers of their given religions, with 50.1% of those sampled considering themselves 

to be somewhat devout, and 15.4% as very devout religious followers. Based on Table 6, 

the sample reflected that most respondents are likely to profess a religion, even if they 

are not practicing followers of that religion. Indeed, out of a total of 527 respondents 

only 2 identified themselves as non-believers.  

      

    The study utilized a multi-stage sampling methodology. The country was stratified 

into five conglomerates: (1) Beirut, (2) Mount Lebanon, (3) Beqaa, (4) North Lebanon, 

and (5) South Lebanon. Each conglomerate was also stratified by religion whereby the 

percentage of each religious sect per conglomerate was deduced based on the Lebanese 

electoral lists as of 2012 provided by the Lebanese Ministry of Interior and 

Municipalities (http://213.42.28.186/goelect/index.php). The sample of people from 

each religious sect to survey within each conglomerate was then roughly computed in 

proportion to the corresponding percentage of residents. This procedure enables the 
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generation of a sample that provides an accurate representation of the Lebanese 

population. Respondents in general placed themselves as high on the religiosity scale; 

Muslim respondents specifically tend to be more religious than their Christian 

counterparts (table 7). The exact statistics of consumers per conglomerate sampled from 

each sect is available in Table 8. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 6: Sample Demographic Profile 
 Frequency Percent 
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Table 7: Sample Description: A cross-tabulation by conglomerate, religion and 
religious intensity 

AGE 
16-25 168 31.9 
26-35 141 26.8 
36-45 88 16.7 
46-55 71 13.5 
56-65 41 7.8 
66 and above 17 3.2 

GENDER 
Female 268 50.9 
Male 259 49.0 

RELIGION 
Muslim Sunni 134 25.4 
Muslim Shiite 133 25.2 
Muslim Druze 19 3.6 
Christian Maronite 192 36.4 
Christian Orthodox 47 8.9 
Unbeliever 2 0.4 

GOVERNORATE 
Beirut 62 11.8 
Mount Lebanon 169 32.1 
Bekaa 48 9.1 
Northern Lebanon 122 23.1 
Southern Lebanon 126 23.9 

EDUCATION LEVEL 
Primary 13 2.5 
Secondary 47 8.9 
High School 94 17.8 
Vocational/Technical Degree 73 13.9 
Undergraduate/Bachelor's Degree 202 38.3 
Master’s Degree 83 15.7 
Doctoral Degree 15 2.8 

INTENSITY OF RELIGIOUS BELIEF 
Not a Very Devout Follower 89 16.9 
Somewhat Not a Devout Follower 73 13.9 
Neutral 20 3.8 
Somewhat a Devout Follower 254 50.1 
A Very Devout Follower 81 15.4 



 

 43 

Religion  
Muslim Christian  Governorate Religious 

intensity 
Count % by Gov. Count % by Gov. Total 

Count 
Low 14 31.10% 1 37.50% 21 Beirut 

(n=62) High 31 68.90% 10 62.50% 41 
Low 11 39.30% 56 39.70% 67 Mount Leb. 

(n=169) High 17 60.70% 85 60.30% 102 
Low 9 27.30% 6 40.00% 15 Bekaa 

(n=48) High 24 72.70% 9 60.00% 33 
Low 21 27.60% 22 47.80% 43 Northern Leb. 

(n=122) High 55 72.40% 24 52.20% 79 
Low 27 26.00% 8 38.10% 35 Southern Leb. 

(n=126) High 77 74.00% 12 61.90% 91 
TOTAL 286  239  527 
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Table 8: Sample Demographic Profile by Governorate 
Gov 1: Beirut 

 (n=62) 
Gov. 2: Mount Leb.  

(n=169) 
Gov. 3: Bekaa  

(n=48) 
Gov 4: Northern Leb.  

(n=122) 
Gov 5: Southern Leb. 

 (n=126)   
% by  
Gov. Mean % by  

Gov. Mean % by 
Gov. Mean % by 

Gov. Mean % by  
Gov. Mean 

1 Female 54.80%   44.40%   43.80%   57.90%   54.00%   
Gender 

2 Male 45.20%   55.60%   56.30%   42.10%   46.00%   

Age     30.98   37.35   35.08   34.57   35.84 

1 Muslim Sunni 50.00%   1.80%   22.90%   59.80%   12.70%   

2 Muslim Shiite 16.10%   7.10%   43.80%   2.50%   69.00%   

3 Muslim Druze 6.50%   7.70%   2.10%   0.00%   0.80%   

4 Christian Maronite 12.90%   73.40%   25.00%   26.20%   12.70%   

5 Christian Orthodox 12.90%   10.10%   6.30%   11.50%   4.00%   

Religion 

6 Unbeliever 1.60%   0.00%   0.00%   0.00%   0.80%   

Intensity 
of 

Religious 
Belief 

    3   3   3   3   4 
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CHAPTER FOUR 

 ANALYSIS AND RESULTS 
 

1.18 Recoding Variables 

In order to obtain the results some of the values from the questionnaires are recoded 

to provide greater ease in analyzing the results. Respondents who selected their 

intensity of religiosity level as “not a very devout follower”, “somewhat not a very 

devout follower”, or “neutral” are all considered as low on the religiosity scale. 

Respondents who stated their religiosity level as “somewhat a devout follower” or “a 

very devout follower” are considered as high on the religiosity scale. The age variables 

are also recoded generating three new age groups: 1) 16-35, 2) 36-45, and 3) 45 years 

and above. 

 

1.19 T-tests 

A t-test is one of the most prominent tests used in statistical analysis in order to 

compare two means. The null hypothesis (H0) on which this test is based states that 

there is no difference between the means of each sampled group, and thus the two 

groups portray similar behaviors or views (Field, 2009; Lowry, 2013). In SPSS, a 

Levene’s test is routinely conducted alongside a t-test. If the Levene’s test value was 

not significant (p≥0.05), than there is no sufficient evidence present to reject the null 

hypothesis, ad equal variances are assumed. The SPSS output provides two results for 

the t-test: 1) equal variances assumed, and 2) equal variances not assumed. The results 

to be analyzed are chosen based on the results of the Levene’s test. The value we are 

most interested in for this analysis is the significance value of t. If this value is greater 

than 0.05 the conclusion drawn is that means are equal and no significant differences 

exist between the means of the two sample groups tested (Field, 2009). 
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1.19.1 T-test by Gender 

After the above variables were recoded, an independent samples t-test was 

conducted to compare the means for the group statistics based on gender. The Levene’s 

test for the equality of variances indicates equal variance for the first three factors: 

gender and sex-related products (F = 0.454, p = 0.501), social and political products (F 

= 0.725, p = 0.395), and addictive products (F = 0.159, p = 0.690) (Table 9). 

 

Table 9: Levene's Test and Independent Samples Test by Gender 

 

 

An independent samples t-test (Table 10) shows that advertisement offense levels 

are significantly higher for female respondents (M = 0.10, SD = 0.98) with regards to 

sex and gender-related products than did their male counterparts (M = -0.10, SD = 1.01), 

t (524) = 2.36, p = 0.019. Moreover, female respondents found the advertising of social 

and political products (M = 0.15, SD = 1.00) significantly more offensive than males (M 

= -0.15, SD = 0.97), t (524) = 3.60, p = 0.000. Females (M = 0.27, SD = 0.96) are also 

Levene's Test for  
Equality of Variances t-Test for Equality of Means 

 
F Sig. t df Sig. 

(2-tailed) 

Equal variances 
assumed .454 .501 2.360 524 .019 Factor 1:  

Sex-related 
products Equal variances not 

assumed   2.358 521.529 .019 

Equal variances 
assumed .725 .395 3.597 524 .000 Factor 2:  

Social & 
political 
products 

Equal variances not 
assumed   3.599 523.954 .000 

Equal variances 
assumed .159 .690 6.659 524 .000 Factor 3:   

Addictive 
products Equal variances not 

assumed   6.659 523.311 .000 

Equal variances 
assumed 6.421 .012 1.022 524 .307 Factor 4:   

Health & care 
related 

products 
Equal variances not 
assumed   1.028 484.419 .304 
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more offended by addictive product advertisement than are male respondents (M = -

0.29, SD = 0.96), t (524) = 6.66, p = 0.000 (table 10). The significance values entail the 

rejection of the null hypothesis for means equality among all the three discussed factors. 

Interestingly, female respondents found the advertisements of gun and armaments (from 

Factor 3 related to addictive products) to be highly offensive (M = 4.05 SD =1.17), 

while their male counterparts showed low levels of offense (M = 2.90, SD = 1.40) (table 

10). 

 

Table 10: T-test by Gender: Group Statistics 

 

Equal variances are not assumed for the fourth factor (Table 9), encompassing the 

health and care-related products (F = 6.42, p = 0.012). The t-test did not reach statistical 

significance t (484.4) = 1.03, p = 0.304); this provides no significant evidence to reject 

H0. As seen in table 10, no significant difference in perception of advertising 

offensiveness exists between male (M = -0.04, SD = 0.82) and female respondents (M = 

0.04, SD = 1.14) with regards to health and care-related products. Both males and 

females find health and care-related product advertisements to be not offensive. 

 Gender N Mean SD 

1 Female 268 .10133 .98132 Factor 1:  
Sex-related products 2 Male 258 -.10376 1.01199 

1 Female 268 .15403 1.00267 Factor 2:  
Social & political products 2 Male 258 -.15616 .97425 

1 Female 268 .27289 .96257 Factor 3:  
Addictive products 2 Male 258 -.28569 .96083 

1 Female 268 .04478 1.14699 Factor 4:  
Health & care related products 2 Male 258 -.04440 .82139 
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1.19.2 T-test by Religion 

T-tests are also conducted to compare the means for the group statistics based on the 

two religious groups, and their respective religiosity-based groupings: 1) Muslims and 

2) Christians. 

 

1.19.2.1 Low Religiosity  

In order to measure the perceived offense levels of people that rank themselves as 

low on the religiosity scale (between “not a very devout follower” and “neutral” as 

previously explained), a t-test by religiosity level is conducted for each of Muslims and 

Christians on the low religiosity scale. Based on the non-significance of the test results, 

equal variances are assumed for sex and gender-related products (F = 0.287, p = 0.593), 

social and political products (F = 1.44, p = 0.233), and addictive products (F = 1.017, p 

= 0.315) based on the results of the Levene’s test (Table11).   

 

Table 11: Levene's Test and Independent Samples Test (Low Religiosity) 
Levene's Test for Equality 

of Variances 
t-test for Equality 

of Means 
 

F Sig. t df Sig. 
(2-tailed) 

Equal variances 
assumed .287 .593 -1.386 178 .167 Factor 1: 

Sex-related 
products Equal variances not 

assumed   -1.387 172.926 .167 

Equal variances 
assumed 1.435 .233 11.498 178 .000 Factor 2: 

Social & political 
products Equal variances not 

assumed   11.627 177.487 .000 

Equal variances 
assumed 1.017 .315 .827 178 .409 

Factor 3: 
Addictive products Equal variances not 

assumed   .832 175.512 .407 

Equal variances 
assumed 9.311 .003 .185 178 .853 Factor 4: 

Health & care-  
related products Equal variances not 

assumed   .176 120.979 .860 

 

For people ranking themselves low on the religiosity scale (Table 12), both Muslim 

(M = -0.84, SD = 0.78) and Christian (M = -0.68, SD = 0.79) respondents consider the 
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advertisement of sex and gender-related products as not offensive based on the results 

of the t-test analysis t (178) = -1.39, p = 0.167. However, people ranking low on the 

religiosity scale show a significant difference with regards to the advertising of social 

and political products. Muslim respondents (M = 0.51, SD = 0.75) show significantly 

higher levels of offense towards the advertising of social and political products when 

compared to Christian respondents (M = -0.87, SD = 0.85), t(178) = 11.498, p = 0.000 

(table 12). No significant differences in offensiveness perception exist between Muslim 

(M = -0.11, SD = 0.95) and Christian respondents (M = -0.24, SD = 1.01) with regards 

to the advertising of addictive products. Both religious groups perceive advertisements 

of addictive products as not offensive t(178) = 0.827, p = 0.409 (table 12).  

 

Table 12: T-test Group by Religiosity: Group Statistics 

  Low religiosity High Religiosity 

 Religion 
Groups N Mean SD N Mean SD 

1 Muslim 82 -.83824 .78045 204 .69530 .86396 Factor 1: 
Sex-related 

products 2 Christian 98 -.67559 .78690 141 -.02930 .65481 

1 Muslim 82 .51259 .74636 204 .54547 .85035 Factor 2: 
Social & political 

products 2 Christian 98 -.86802 .84613 141 -.50619 .69340 

1 Muslim 82 -.11377 .95040 204 .53379 .83674 Factor 3: 
Addictive products 2 Christian 98 -.23550 1.00959 141 .04889 .76448 

1 Muslim 82 -.05933 1.10065 204 .19986 1.25228 Factor 4: 
Health & care 

related products 2 Christian 98 -.08336 .60738 141 -.19874 .644629 
 

Equal variances are not to be assumed for the fourth product group related to health 

and care-related products (F = 9.311, p = 0.003) (Table 11) based on the Levene’s test 

for equality of variances. The t-test results indicate that no significant difference in 

perception of health and care product advertisements exist between Muslim (M= -0.06, 

SD = 1.10) and Christian (M = -0.08, SD = 0.61) respondents. Both respondent groups 

consider these product advertisements not offensive, t (120.98) = 0.176, p = 0.86 (table 

11).  
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1.19.2.2  High Religiosity  

A similar set of tests is conducted for people high on the religiosity scale. For 

people high on the religiosity scale, equal variances are not assumed (Table 13) for 

gender and sex-related products (F = 15.80, p = 0.000), social/political products (F = 

8.43, p = 0.004), and health and care-related products (F = 16.64, p = 0.000). As seen in 

table 12, Muslim respondents (M = 0.70, SD = 0.86) are significantly more offended by 

sex and gender-related advertisements than are Christian respondents (M = -0.03, SD = 

0.65), t (340.06) = 8.85, p = 0.000. Additionally, Muslim respondents (M = 0.55, SD = 

0.85) also find social and political products more offensive than Christians (M = -0.51, 

SD = 0.69), t (333.68) = 12.61, p = 0.000; likewise Muslim respondents (M = 0.20, SD 

=1.25) show greater levels of offense when faced with advertisements of health and care 

product advertisement than do their Christian counterparts (M = -0.20, SD = 0.64), 

t(320.24) = 3.87, p = 0.000 (table 12).   

 

As seen in table 13, equal variances are assumed for the third product group, 

addictive products (F = 3.529, p = 0.061). As seen in table 12, significant difference 

exists between highly religious Muslims and Christians with regards to the perceptions 

of offensiveness in the advertising of addictive products with Muslim (M = 0.53, SD = 

0.84) respondents reporting higher levels of offense with regards to such product 

advertisements than did the Christian respondents (M = 0.05, SD = 0.76), t(343) = 5.48, 

p = 0.000 (table 13). 
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Table 13: Levene's Test and Independent Samples Test (High Religiosity) 

 

In sum, based on the results of both sets of respondents with varying religiosities, 

significant differences appear between those who identify themselves as highly 

religious and those who identify themselves as less religious. Generally, respondents 

ranking high on the religiosity scale are more offended by the advertising of the 

products listed than are their less religious counterparts, supporting the study’s first 

hypothesis H1 (Consumers who score higher on the religiosity scale show significantly 

higher levels of offense in response to controversial product advertisements). 

  

Based on the results discussed above, both H2a (Muslim consumers show high levels 

of offense when faced with advertisements of sex-related products). and H2b (Muslim 

consumers show high levels of offense when faced with advertisements of 

social/political products) are accepted. However H2c, (Muslim consumers show low 

levels of offense when faced with health and care product advertisments) is rejected 

based on the above findings since Muslim respondents report high levels of offense 

with regards to health and care-related prdocuts 

  

Levene's Test for 
Equality of Variances 

t-Test for 
Equality of Means 

 
F Sig. t df Sig.  

(2-tailed) 
Equal variances 
assumed 15.799 .000 8.425 343 .000 Factor 1: 

Sex-related 
products Equal variances not 

assumed   8.853 340.057 .000 

Equal variances 
assumed 8.426 .004 12.154 343 .000 Factor 2: 

Social & political 
products Equal variances not 

assumed   12.611 333.676 .000 

Equal variances 
assumed 3.529 .061 5.479 343 .000 

Factor 3: 
Addictive products Equal variances not 

assumed   5.571 317.638 .000 

Equal variances 
assumed 16.635 .000 3.474 343 .001 Factor 4: 

Health & care 
related products Equal variances not 

assumed   3.865 320.238 .000 
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  The results on the religiosity related assessment also provide enough evidence to 

accept the third hypothesis H3 stating the fact that devout Chritian consumers show 

higher levels of offense when faced with advertisements of gender and sex-related 

products, when compared to their less religious counterparts.  

  

1.19.3 T-test by Confession (Muslim Respondents)  

T-tests are performed to compare statistics for Shiite versus Sunni Muslims. The 

results for Druze Muslims are not included due to the insignificant representation of the 

Druze community (19 respondents). Based on the Levene’s equality tests for variance 

(table 14), equal variances are not assumed for: gender and sex-related products (F = 

6.37, p = 0.012), addictive products (F = 6.92, p = 0.009), and health and care-related 

products (F = 19.08, p = 0.000). 

 

Based on the Levene’s test (Table 14), equal variances are to be assumed for the 

social and political product group (F = 0.181, p = 0.671). The t-test significance value 

for this group is 0.000, and thus enough evidence is present to reject the null hypothesis. 

Based on the results seen in table 15, this leads to the conclusion that Sunni Muslims (M 

= 0.95, SD = 0.72) are significantly more offended by the advertising of social and 

political products than are Shiite Muslim respondents (M = 0.13, SD = 0.72), t(265) =  

9.19, p = 0.000 (table 14).  
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Table 14: Levene's Test and Independent Samples Test by  
Muslim Religious Confessions 

Levene's Test for 
Equality of Variances 

t-Test for 
Equality of Means 

 
F Sig. t df Sig.  

(2-tailed) 
Equal variances 
assumed 6.372 .012 -5.203 265 .000 Factor 1: 

Sex-related 
products Equal variances 

not assumed   -5.200 258.300 .000 

Equal variances 
assumed .181 .671 9.185 265 .000 Factor 2: 

Social & political 
products Equal variances 

not assumed   9.185 264.952 .000 

Equal variances 
assumed 6.923 .009 -1.689 265 .092 

Factor 3: 
Addictive products Equal variances 

not assumed   -1.688 255.878 .093 

Equal variances 
assumed 19.081 .000 2.676 265 .008 Factor 4: 

Health & care related 
products Equal variances 

not assumed   2.681 211.013 .008 

  

No significant difference exists between Shiite (M= -0.17, SD= 1.02) and Sunni 

Muslims (M = 0.36, SD = 0.85) (table 15) with regards to the perception of advertising 

addictive products since insufficient evidence is present to reject the null hypothesis, t 

(255.87) = -1.69, p = 0.093 (table 14). In fact, both Sunni and Shiite Muslims found the 

advertising of addictive products to be not offensive. 

 

However, as can be seen in table 15 Shiite Muslims (M = 0.62, SD = 1.11) are 

significantly more offended by the advertising of gender and sex-related products than 

their Sunni counterparts (M = -0.04, SD = 0.95), t(258.3) = -5.20, p = 0.000 (table 14). 

On the other hand, Sunni Muslims (M = 0.31, SD = 1.46), show greater levels of offense 

regarding advertisements related to health and care-related products than their Shiite 

counterparts (M = -0.08, SD = 0.83), t (211.01) = 2.68, p = 0.008 (table 14). 
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Table 15: T-test by Muslim Confession: Group Statistics 

 

1.19.4 T-test by Confession (Christian Respondents) 

T-tests results for the two main Christian sects in Lebanon, namely the Maronite and 

the Orthodox sects, show no significant differences in opinions and thus no further 

analysis is conducted within the two different Christian confessions. 

 

1.19.5 T-test by Product  

Further sets of t-tests were conducted on each individual product and the results 

(Table 17). Equal variances are assumed for the following products based on their 

Levene’s significance values seen in table 16: Cigarettes (F = 0.216, p = 0.642), 

religious denominations (F= 0.08, p = 0.779), political parties (F = 0.02, p = 0.889), 

condoms (F = 1.462, p = 0.227), funeral services (F = 1.47, p = 0.226), and weight loss 

programs (F = 1.61, p = 0.205). 

 

On the other hand, equal variances are not assumed for these products based on their 

Levene’s significance values: racially extremist groups (F = 17.13, p = 0.000), 

gambling (F = 7.10, p = 0.008), guns and armaments (F = 7.93, p = 0.005), alcohol (F = 

 Religion N Mean SD Std. Error 
Mean 

1 Muslim Sunni 134 -.04045 .94765 .08186 Factor 1: 
Sex-related products 2 Muslim Shiite 133 .61538 1.10637 .09593 

1 Muslim Sunni 134 .94572 .71987 .06218 Factor 2: 
Social & political 

products 2 Muslim Shiite 133 .13403 .72415 .06279 

1 Muslim Sunni 134 -.36452 .84887 .07333 Factor 3: 
Addictive products 2 Muslim Shiite 133 -.17064 1.0197 .08842 

1 Muslim Sunni 134 .30645 1.46444 .12650 Factor 4: 
Health & care related 

products 2 Muslim Shiite 133 -.08398 .83157 .07210 
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260.96, p = 0.000), female underwear (F = 85.81, p = 0.000), female contraceptives (F 

= 4.03, p = 0.045), male underwear (F = 170.39, p = 0.000), female hygiene products (F 

= 98.94, p = 0.000), sexual disease awareness campaigns (F = 9.66, p = 0.002), 

pharmaceuticals (F = 74.92, p = 0.000), and charities (F = 32.39, p = 0.000) (table 16). 
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Table 16: Levene's Test and Independent Samples Test by Product Type 
Levene's Test for  

Equality of Variances 
t-Test for Equality  

of Means  
F Sig. t df Sig.  

(2-tailed) 
Equal variances 
assumed 17.128 .000 -4.335 523 .000 Racially Extremist 

Groups Equal variances 
not assumed   -4.378 520.559 .000 

Equal variances 
assumed 7.099 .008 2.620 523 .009 

Gambling 
Equal variances 
not assumed   2.592 480.140 .010 

Equal variances 
assumed .216 .642 .450 523 .653 

Cigarettes 
Equal variances 
not assumed   .449 504.660 .653 

Equal variances 
assumed 7.934 .005 -6.071 523 .000 Guns and 

armaments Equal variances 
not assumed   -6.114 517.840 .000 

Equal variances 
assumed .079 .779 12.082 523 .000 Religious 

denominations Equal variances 
not assumed   12.028 496.756 .000 

Equal variances 
assumed 260.962 .000 19.722 523 .000 

Alcohol 
Equal variances 
not assumed   20.836 429.936 .000 

Equal variances 
assumed .019 .889 11.400 523 .000 

Political Parties 
Equal variances 
not assumed   11.461 515.586 .000 

Equal variances 
assumed 1.462 .227 3.912 523 .000 

Condoms 
Equal variances 
not assumed   3.897 498.058 .000 

Equal variances 
assumed 85.810 .000 12.556 523 .000 Female 

Underwear Equal variances 
not assumed   12.989 501.149 .000 

Equal variances 
assumed 4.025 .045 -3.249 523 .001 Females 

Contraceptives Equal variances 
not assumed   -3.275 518.702 .001 

Equal variances 
assumed 170.394 .000 13.035 522 .000 

Male underwear 
Equal variances 
not assumed   13.744 432.019 .000 
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Levene's Test for 
Equality of 
Variances 

t-Test for Equality 
of Means 

 

F Sig. t df Sig. 
(2-tailed) 

Equal variances 
assumed 1.472 .226 .742 523 .458 

Funeral Services 
Equal variances 
not assumed   .744 511.160 .457 

Equal variances 
assumed 1.609 .205 -2.806 523 .005 Weight-loss 

programs Equal variances 
not assumed   -2.778 482.133 .006 

Equal variances 
assumed 9.657 .002 .871 523 .384 Sexual Disease 

Awareness 
Campaigns Equal variances 

not assumed   .880 520.035 .380 

Equal variances 
assumed 74.923 .000 4.182 523 .000 

Pharmaceuticals 
Equal variances 
not assumed   4.423 426.428 .000 

Equal variances 
assumed 32.393 .000 2.817 523 .005 

Charities 
Equal variances 
not assumed   2.978 428.470 .003 

 

Moreover, no significant differences exist between Muslims and Christians with 

regards to their perceptions of advertising cigarettes. Both Muslim (M = 2.26, SD 

=1.27) and Christian (M = 2.21, SD = 1.28) respondents found the advertising of 

cigarettes not to be offensive, t(523) = 0.45, p = 0.653. Similarly, both Muslim (M = 

3.80, SD = 1.26) and Christian (M = 3.72, SD = 1.23) respondents report high levels of 

offensiveness with regards to the advertisement of funeral services, t(523) = 0.74, p = 

0.458 (table 17). 

 

As can be seen in table 17, Muslim respondents report greater levels of offense 

regarding the advertising of religious denominations (M = 3.47, SD = 1.09) than do 

Christian respondents (M = 2.29, SD = 1.14), t(523) = 12.08, p = 0.000. Likewise, 

Muslim respondents indicate greater levels of offense regarding the advertisement of 

political parties when compared to Christian respondents (M = 1.96, SD = 1.01), t(523) 

= 11.40, p = 0.000 (table 16). In addition, Muslim respondents show higher offense 

levels with regards to condoms (M = 3.44, SD = 1.29) than their Christian counterparts 
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(M = 2.99, SD = 1.34), t(523) = 3.91, p = 0.000. In contrast Christian respondents show 

greater levels of offense with regards to weight-loss program advertisements (M = 1.84, 

SD = 1.03) than do their Muslim respondents (M = 1.60, SD = 0.92), t(523) = -2.81, p = 

0.005 (table 16).  

 

As seen in table 17, no significant differences exist between Muslim (M = 2.24, SD 

= 1.14) and Christian respondents (M = 2.15, SD = 1.02) with regards to their 

perception of offensiveness for the advertising of sexual disease awareness campaigns 

with both Muslims and Christians reporting low levels of offense with regards to sexual 

disease awareness campaign advertisements, t(520.04) = 0.88, p = 0.380 (table 16).  

 

 As can be seen in table 17, Muslim respondents (M = 3.89, SD = 1.1.9) show 

greater levels of offense regarding the advertising of gambling than do Christian 

respondents (M = 3.60, SD = 1.340), t(480.14) = 2.59, p = 0.010 (table 16). Moreover, 

results in tables 16 and 17 show that Muslims find greater levels of offensiveness 

compared to their Christian counterparts with regards to the advertising of: alcohol 

(Muslim: M = 3.46, SD = 1.54; Christian: M = 1.31, SD = 0.75) t(429.94) = 20.84, p = 

0.000; female underwear (Muslim: M = 3.15, SD = 1.40; Christian: M = 1.82, SD = 

0.94), t(501.15) = 12.99, p = 0.000; male underwear (Muslim: M = 2.62, SD = 1.30; 

Christian: M = 1.42, SD = 0.65), t(432.02) = 13.74, p = 0.000; female hygiene products 

(Muslim: M = 2.06, SD = 1.07; Christian: M = 1.21, SD = 0.60), t(462.71) = 11.47, p = 

0.000; pharmaceuticals (Muslim: M = 1.21, SD = 0.52; Christian: M = 1.06, SD = 0.25), 

t(462.43) = 4.42, p = 0.000; and charities (Muslim: M = 1.15, SD = 0.54; Christian: M = 

1.05, SD = 0.26), t(428.47) = 2.98, p = 0.003. As can be seen in table 17, Christian 

show greater offense levels than their Muslim counterparts with regards to the 

advertising of: racially extremist groups (Muslim: M = 4.39, SD = 0.77; Christian: M = 

4.67, SD = 0.70), t(520.56) = -4.38, p = 0.000; guns and armaments (Muslim: M = 3.15, 

SD = 1.41; Christian: M = 3.88, SD = 1.30), t(517.84) = -6.11, p = 0.000; and female 

contraceptives (Muslim: M = 3.21, SD = 1.33; Christian: M = 3.57, SD = 1.21), 

t(518.70) = -3.28, p =0.001 (table 16). 
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Table 17: T-test by Product Type: Group Statistics  
 Religious Groups N Mean SD 

Muslim 286 4.39 .777 
Racially Extremist Groups 

Christian 239 4.67 .695 

Muslim 286 3.89 1.187 
Gambling 

Christian 239 3.60 1.340 

Muslim 286 2.26 1.268 
Cigarettes 

Christian 239 2.21 1.282 

Muslim 286 3.15 1.411 
Guns and armaments 

Christian 239 3.88 1.302 

Muslim 286 3.47 1.085 
Religious denominations 

Christian 239 2.29 1.140 

Muslim 286 3.46 1.537 
Alcohol 

Christian 239 1.31 .753 

Muslim 286 3.00 1.074 
Political Parties 

Christian 239 1.96 1.012 

Muslim 286 3.44 1.285 
Condoms 

Christian 239 2.99 1.343 

Muslim 286 3.15 1.403 
Female Underwear 

Christian 239 1.82 .944 

Muslim 286 3.21 1.326 
Females Contraceptives 

Christian 239 3.57 1.213 

Muslim 285 2.62 1.301 
Male underwear 

Christian 239 1.42 .649 

Muslim 286 2.06 1.073 
Female Hygiene Products 

Christian 239 1.21 .604 

Muslim 286 3.80 1.262 
Funeral Services 

Christian 239 3.72 1.227 

Muslim 286 1.60 .923 
Weight-loss programs 

Christian 239 1.84 1.033 

Muslim 286 2.24 1.136 
Sexual Disease Awareness Campaigns 

Christian 239 2.15 1.023 

Muslim 286 1.21 .523 
Pharmaceuticals 

Christian 239 1.06 .253 

Muslim 286 1.15 .540 
Charities 

Christian 239 1.05 .263 
 

1.20 ANOVA by Age  

The analysis by variance tests (ANOVA) are typically conducted to compare means 

for more than two independent variables (Hill and Lewicki, 2006). Like t-test 
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significance values, if the significance value in an ANOVA test is less than 0.05, 

enough evidence is present to reject the null hypothesis and means are deemed unequal. 

A one-way ANOVA test (table 18) between subjects was conducted to study the effects 

of age on the perception of controversial products advertising offensiveness. At the 

analysis stage, the age variable was recoded as follows so as to generate the next three 

new age groups: 1) 16-35, 2) 36-45, and 3) 45 years and above. 

 

There was a significant effect of age on the perception of advertisement 

offensiveness for the following products groups: sex and gender-related products 

[F(2,524) = 24.28, p = 0.000], social and political products [F(2,524) = 4.12, p = 0.017], 

and health and care related products [F(2,524) = 6.62, p = 0.001] (table 18). 

Table 18: ANOVA by Age 

 Sum of 
Squares df Mean 

Square F Sig. 

Between Groups 44.615 2 22.307 24.282 .000 

Within Groups 481.385 524 .919   Factor 1: 
Sex-related products 

Total 526.000 526    

Between Groups 8.137 2 4.069 4.117 .017 

Within Groups 517.863 524 .988   Factor 2: 
Social & political products 

Total 526.000 526    

Between Groups 5.188 2 2.594 2.610 .075 

Within Groups 520.812 524 .994   Factor 3: 
Addictive products 

Total 526.000 526    

Between Groups 12.971 2 6.486 6.624 .001 

Within Groups 513.029 524 .979   
Factor 4: 

Health & care related 
products 

Total 526.000 526    

 

Table 19 presents the groups statistics by age, including the numbers, the means and 

the standard deviations. With regards to sex and gender-related products, the age group 

regrouping the 45 years and above (M = 0.41, SD = 0.87) showed the greatest level of 

offense, followed by the 36-45 age group (M = 0.233, SD = 0.92) and then the 16-35 

age group (M = -0.24, SD = 1.00). 
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The results were different for the second factor regrouping social and political 

products. The 16-Comparison of Muslim and Christian Results  

 

The final hypothesis tested by this research was of a more general nature, comparing 

the perception of offensiveness between different religious groups across product 

categories. In fact, H5 hypothesised that Muslim consumers show greater levels of 

offense towards all controversial product groups than their Christian and non-believer 

counterparts, regardless of their religiosity levels. Based on the various analyses, this 

hypothesis is accepted since Muslims show greater offense levels to a greater number of 

products in each of the product groups than do Christian respondents, except for the 

final product group: health and care-related products where both Muslims and 

Christians sampled showed similar levels of offense. 
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         CHAPTER FIVE 

 DISCUSSION AND FUTURE RESEARCH 
 

 

5.1 Discussion and Conclusions 

5.1.1 Analysis of T-test by Gender 

 Based on the results obtained, Lebanese female consumers found (a) sex and 

gender-related products, (b) social/political products, and (c) addictive products more 

offensive than their male counterparts; while both male and female respondents 

consider health and care-related products to be not offensive. 

  

 Lebanese female respondents found all sex and gender-related products, namely: 

condoms, female underwear, female contraceptives, male underwear, and female 

hygiene products to be more offensive than their male counterparts. These findings 

related to the evaluation of the advertisement of sex and gender-related products are in 

line with the vast majority of the literature. In fact, in their study, Phau and Prendergast 

(2001) classify the products that are offensive to Singaporean consumers and the 

reasons behind any perceived offense. Based on the latter study, females found the sex 

and gender-related product group more offensive than males, specifically considering 

condoms, female contraceptives, male underwear, and female hygiene products more 

offensive than did the males surveyed (Phau and Prendergast, 2001). Fam, Waller, and 

Yang (2008) also measure the perceived offensiveness of 630 Chinese respondents 

regarding controversial product advertising. The results show that the number of female 

respondents who found condom advertisements “extremely offensive” were 30% more 

than the number of male respondents who did so.  

  

 All these results consistently show that female respondents are more offended by the 

advertising of sex and gender-related products. This is in large due to the fact that these 

product groups typically employ sexual appeal to advertise their products. Females tend 
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to respond negatively to sexual appeals, and have less favorable attitudes towards 

advertisements that utilize them (Liu, Cheng, and Li, 2009). While the use of partially 

nude females may appeal to male viewers, such appeals generally offend female 

viewers (Tafinger, 1996). Furthermore, studies consistently show that condoms are 

deemed offensive since they are considered analogous to sex, and are thus perceived 

sexually offensive (Christy and Haley, 2008). 

  

 Furthermore, female hygiene products generate feelings of offensiveness with 

female viewers since they discuss menstruation, a highly personal matter to women. In 

an interview conducted at the exploratory stage, a 20-year old undergraduate student 

affirmed: 

 “The subject matter is too personal and shouldn’t be discussed publicly. 

Besides, I feel highly uncomfortable viewing such ads when members of the opposite 

sex are around. Products like this do not need to be advertised through mass media 

channels”. 

  

 Female local consumers also regard the social/political product group to be more 

offensive than do their male counterparts. A study conducted by Sotelo (1999) measures 

how gender differences affect political tolerance in adolescents. The survey was 

distributed among 273 adolescent students in Spain and aimed to measure political 

tolerance based on a list of statements. The results show that girls surveyed present a 

greater total tolerance on all the statements than did the boys. Furthermore, girls show a 

greater preference and acceptance towards the following controversial social groups: (1) 

feminists, (2) gypsies, (3) homosexuals, (4) nationalists, (5) immigrants, and (6) Jews 

than did the boys (Sotelo, 1999). In addition, females have been shown to have a higher 

tolerance of atheists and other ethnic groups, and other political parties (Soule and 

Nairne, 2006). These results help explain why women, who universally were found by 

previous studies to be more tolerant, are more offended by advertisements of religious 

denominations and political parties than their male counterparts. These advertisements 

generally tend to set people apart and create a feeling of group alienation based on the 

belonging to specific groups rather than others. 
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 The results also indicate that female respondents find the third factor, namely 

addictive products, to be more offensive than male respondents. The biggest difference 

in perception of product offensiveness was with regards to gun and armaments 

advertisements: females present much higher offense levels regarding such products 

than their male counterparts. Studies reveal that women generally tend to be less violent 

than males. Consistently, studies have shown that 9 out of every 10 arrests for violent 

crime are of male suspects (Monahan, 1981; Hastings and Hamberger, 1997). 

Furthermore, while males generally prefer to use forceful options in government issues, 

females tend to favor the antiforce, peaceful option (Smith, 1984). Moreover, studies 

imply that men tend to support military options and the death penalty, while women 

show greater preference and support for equal rights movements and social programmes 

(Pratto and Stallworth, 1997). This product group also contains alcohol, a product for 

which advertising is generally masculine and targeted to male viewers; this is due to the 

fact that a woman may purchase a brand with masculine values but men tend to avoid 

any assosciation with a brand that projects feminine ideals (Tungate, 2008). Moreover, 

many alcohol advertisements commonly portray women in an overtly sexual manner 

thus offending female viewers (Jones and Reid, 2011).  

 

 The fourth and final factor, related to health and care-related products, was seen as 

not offensive by both male and female respondents. Studies have shown that gender 

does not play a determinant role in one’s attitude towards charities (Schlegelmilch, 

Diamantopoulos and Love, 1997). Likewise, pharmaceuticals and sexual disease 

awareness campaigns were seen as equally not offensive by both males and females. A 

consumer psychology professor interviewd during the preliminary stage stated: 

 “I think that sexual awareness campaigns are becoming more acceptable to the 
general public since such campaigns in the Arab region usually focus solely on 
personal health. They remove the sexual element from these advertisements so as 
not to alienate people. This makes the viewer more receptive to the message and 
less offended by the content of such advertisements.” 
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5.1.2 Analysis of T-test by Religiosity 

More religious individuals are known to be generally more offended by the 

advertising of controversial products than are less religious individuals (Fam et al., 

2004). Studies show that differing degrees in religiosity lead to different attitudes 

regarding the use of alcohol and nudity as advertising appeals, as those who are more 

religious consider the use of such appeals as offensive (Dubihlela and Dubihlela, 2011; 

Putrevu and Swimberghek, 2012).  

 

The findings of this study indicate that both Christian and Muslim Lebanese 

respondents low on the religiosity scale consider: (a) gender and sex-related products, 

(b) addictive products, and (c) health and care-related products as not offensive. 

However, Muslim and Christian participants who scored low on the religiosity scale 

show a significant difference in offensiveness perception with regards to the advertising 

of social/political products, with Muslim respondents viewing such products as more 

offensive. Generally, Muslim respondents high on the religiosity scale report higher 

levels of offense with regards to the advertising of all product groups when compared to 

religious Christian respondents. 

 

 These findings are in line with the findings of the study conducted by Fam et al. 

(2004) in which those high on the religiosity scale found gender and sex-related 

products, addictive products, and health and care-related products to be more offensive 

then their less religious counterparts did. However, both those low and high on the 

religiosity scale were similarly offended by the advertising of social/political products. 

Indeed, similarly to the Lebanese respondents’ answers, Muslim respondents surveyed 

in six different countries were more offended by the advertising of social/political 

products (Fam et al., 2004). 

 

  Highly religious Lebanese Muslim consumers found the advertisements of gender 

and sex-related products as the most offensive type of advertisement. This could be 

attributed to the fact that such product advertisements tend to employ nudity and sexual 

images, which are contradictory to Islamic teachings (Fam et al., 2004).  
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 Addictive products are also prohibited in Islamic beliefs and teachings; this 

therefore explains why highly religious Lebanese Muslim consumers show greater 

offense levels with respect to the advertising of such products.  

  

Social/political products are considered offensive by Muslims on both ends of the 

religiosity spectrum partly due to the fact that the advertising of such products is seen as 

racist and anti-social regardless of one’s strength of religious belief (Fam et al., 2004).  

 

 Highly religious Muslim respondents also deem the advertisements of health and 

care-products as controversial. This is in part due to the fact that Muslims remain 

skeptical of charity organizations that may have hidden agendas (De Run et al., 2010). 

A more in-depth analysis of offensiveness levels with regards to each separate product 

within the product groups will be discussed in further details in the following sections. 

5.1.3.  Analysis of T-test by Confession (Muslim) 

 

 The t-test results show that Shiite Lebanese Muslim consumers show higher offense 

levels towards the advertising of sex and gender-related products than do their Sunni 

counterparts. The researcher found no plausible rationale to explain this specific 

finding, as the religious teachings on these products are similar between the two sects. 

This could be attributed to the fact that the majority of Sunni Muslims reside in urban 

areas, while their Shiite counterparts, in large part, reside in suburban and rural areas 

(Collelo, 2003). Studies have shown that urban residents have greater exposure to what 

is seen as modern ideas and advertisements as well as easier access to sexually explicit 

forms of  mass media; they are thus deemed more open to viewing advertisements with 

sexual content (Chaves, 2008).  The Iranian Revolution of 1979 also aided creating a 

rise in Shiite “politicized religiosity” and identity (Gilbert, 2013; Hunter, 2013), thus 

making Shiite Muslims more likely to find offense with advertisements containing 

sexual appeals due to religious reasons. Nevertheless, it is interesting to note that Shiite 

Muslims strictly prohibit divorce while the wife is menstruating. This prohibition is also 

present in most Sunni schools, except for the Hanafi school. Lebanon has a mixed sunni 
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community including both followers of the Shafi and Hanafi schools. The rationale 

behind this prevention is that a man may temporarily dislike his wife due to sexual 

frustration while a woman is menstruating (Al-Qaradawi, 1997; Bariklou, 2011). 

Furthermore, Shiite scholars view such a divorce as not only unlawful, but also void. 

On the other hand, even though Sunni scholars view divorce while one’s wife is 

menstruating as unlawful, the divorce itself is still seen as valid by most (Bariklou, 

2011).  

  

 Sunni Muslim respondents deemed social and political products more offensive than 

their Shiite counterparts. Religious denomations and political parties are largely 

intertwined in the Lebanese community. The current events in the Middle East, most 

notably the 2003 war in Iraq, has led to the rise of the Shiite influence and power in the 

region extending from Lebanon to Pakistan. This has caused an increased sense of 

apprehension within the Sunni population in the region, and both a direct and an 

indirect power struggle has resulted (Nasr, 2006). King Abdullah, the current Jordanian 

king, warned against the rise of a “Shiite crescent” extending from Lebanon to Iran 

(Nasr, 2006; Norton, 2007).  

 

 Lebanon specifically faces intense sectarianism in part due to the country’s volatile 

civil war history, which has been intensified by recent political events including the 

assasination of the Sunni Prime Minister Rafic El Hariri in February 2005. The 2006 

war with Israel also increased sectarian tension since Sunni leaders blamed the war, 

including the massive destruction it has caused to the country’s infrastructure and  the 

great loss of civillian lives, on the Shiite party Hezbollah (Norton, 2007). Extremist 

Sunni groups that hold great hostility towards Shiites are also on the rise, specifically in 

North Lebanon, leading to even greater tensions between Sunni and Shiite Muslims. 

The depth of the gap between the sects has grown to such an extent that scholars are 

considering this as a modern form of prejudice (Norton, 2007). A 35-year old journalist 

interviewed in the exploratory research stage stated: 

 “The level of animosity between the Sunni and Shiite communities in Lebanon is 
reaching extreme levels. In Tripoli (a predominantly Sunni Muslim city), a Shiite or 
Alawite is in constant danger of being shot by a Sunni extremist militia or having 
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his/her house or work burned down or damaged, and vice versa. Some Sunnis also 
fear going to some of the Shiite-dominated areas of the South.”  

 

 However, Sunni Muslims remain the sect most offended by these advertisements in 

part out of fear of their diminishing political and social power in the region, and in 

Lebanon specifically.  

   

 The third factor, addictive products, is seen as not offensive by both Sunni and 

Shiite Muslim respondents. This product group contains alcohol, gambling, and 

cigarettes; all these products are forbidden in both Sunnism and Shiism. However, this 

group also consists of guns and armamnents whose results have overshadowed the 

results of the other products. The tensions between the Sunni and Shiite sects in 

Lebanon has led to the rise of Sunni and Shiite self-defense militias throughout the 

country. On the ground, Hezbollah is the chief Shiite party in Lebanon largely backed 

by the Iranian Regime as well as the Shiite Lebanese diaspora worldwide. The second 

major Shiite party in Lebanon is the Amal party which lately has developed close ties to 

the Hezbollah party, despite historical conflicts. These ties have further strengthened the 

Shiite presence and influence in Lebanon. Both parties are reputed to own armed groups 

with arguably wider state of the art resources than the Lebanese Army and defense 

forces (Fuller, 2007). Smaller Shiite armed groups are also on the rise such as those 

affiliated with the Alawite Lebanese Arab Democratic Party in Tripoli, a party that has 

strong ties with the current Syrian government. The military and political power of 

these various shiite parties has not only reinforced the Shiite presence in the country, 

but has also fueled the rise of smaller, less organized Sunni armed groups allegedly 

backed by Qatar and Saudi Arabia. These groups, consider anti-Shiite violence as an 

integral part of their agenda (Nasr V., 2010). These have been on the rise since the 

1990s in South Asia and Afghanistan, and have officially reached Iraq and the Middle 

East in 2004. The rise of Sunni radicalism in Lebanon has also led to the presence of 

Al-Qaeda units in certain areas within Northern Lebanon (Schenker, 2006).  

 

 The recurrent and long-lasting tensions between the two sects has led the armed 

groups to clash heavily. Most notable are the clashes between the Alawite Lebanese 
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Arab Democratic Party and their Sunni Future movement neighbors in what has come 

to be known as the ‘Jabal Mohsen-Bab El Tibbene’ clashes. These clashes have reached 

extreme levels, with the death tolls rising on a daily basis. Both sides are heavily armed 

and depend on the concept of ‘self-defense’ against one another. Likewise, similar 

conflicts are seen in areas with both Sunni and Shiite populations such as the city of 

Saida, which has witnessed vicious clashes between Shiite and Sunni street armed 

groups. Due to the rapidly escalating tensions between Sunnis and Shiites, many 

Lebanese civillians are taking the matter of self-defense into their own hands and 

purchasing guns and armamnents for ‘self-protection’ purposes. A 40-year old 

housewife from Tripoli interviewed during the exploratory research stage states: 

 “The Lebanese Army can’t defend me or my family from the Alawite attacks, so 
we have to take matters into our own hands. My husband has purchased handguns 
after the recent clashes, and if need be he will not hesitate to use them. We are not 
the only ones ready to defend ourselves in person. There is a shared feeling in town 
that this is the only way to protect ourselves against the trangressions and violence 
used by armed groups.” 
 

Lastly, Sunni consumers show greater levels of offense with regards to the fourth 

factor, health and care-related products, than do Shiite consumers. In fact, Shiite 

Muslims tend to be more liberal in cases of sexual relationships than their Sunni 

counterparts. Shiism permits Muta’a or temporary marriage for the sake of sexual 

pleasure and satisfaction between a married or unmarried man and an unmarried, 

divorced, or widowed woman; this form of marriage is by and  large prohibited by 

Sunni clerics. This form of marriage defers from a regular marriage in that: (1) it 

requires a verbal contract (written is preferred but not mendatory), (2) it is provisional 

and limited by a definite time, (3) can be terminated without divorce, (4) an agreed 

amount of money (mahr or dowry) or material good is to be given to the woman, (5) the 

husband has no financial obligation towards the wife unless otherwise stated in the 

contract, (6) the woman is not allowed to remarry if the mutah marriage is consumated 

unless the iddat period (two menstrual periods) is over to certify and ensure paternity in 

case of pregnancy (english.bayynat.org.lb; Nagar, 2000). The Muta’a  marriage is 

permissible for girls above the age of 18, and can be concluded without the need for 
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parental approval. Witnesses for such a marriage  are not required, as the couple can 

voice the marriage sentence themselves (Kelson, 1999).  

 

 In contrast, Sunni Muslims firmly prohibit premarital sex and temporary marriages. 

Typically, a marriage requires all of the following: (1) the women’s consent to the 

marriage, (2) her guardian’s permission, (3) the presence of two witnesses (two men, or 

a man and two women), and (4) a mahr (dowry) agreed upon by the two parties. 

Nevertheless, some Sunni Salafi sheikhs in various Sunni majority countries, 

specifically in Saudi Arabia, Egypt and Syria, allow Zawaj al Misyar or traveller’s 

marriage. Although this type of marriage must meet all the rules of the typical Islamic 

marriage contract listed above, both the husband and the wife retain their homes, merely 

arranging for visits for a certain number of nights. In this a controversial form of 

marriage, the husband gives up his right to unlimited sexual access; the wife 

relinquishes her right to maintenance money, housing, and equal attention by the 

husband in case of polygamy (AlKharashi). Like a regular marriage, a misyar marriage 

must be formally registered, and can only be terminated through an official divorce. A 

more controversial form of marriage, similar in nature to the Muta’a marriage, is the 

Zawaj Urfi, or customary marriage. This marriage is contracted without being 

registered with the state authorities, by the couples only repeating the words, "We got 

married" and pledging commitment before God (Hasso, 2011). Usually a paper, stating 

that the two are married is written and two witnesses sign it. Neither partner can get a 

'legal' divorce since the government does recognize the legality of the marriage in the 

first place. This type of marriage while common in Egypt is not recognized in most 

Islamic countries.  

 
 Based on the latter discussion, Sunni consumers may find greater offense in sexual 

disease awarness campaigns since they may be seen as promoting adultery and sexual 

relationships before marriage. Shiite Muslims, on the other hand, may be more tolerant 

vis-à-vis such advertisements since in Muta’a marriages a man can have multiple wives 

at the same time, and no registration or formal contract is necessary to validate this 

union. Sexual health becomes more of an issue in this case, and this may be a plausible 
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explanation for why Shiite Muslisms show greater tolerance towards the advertising of 

health and care-related products.  

 

5.1.4 Analysis of T-test by Product 

5.1.4.1 Factor 1: Sex and Gender-Related Products 

 The first factor, including sex and gender-related products, is composed of five 

products: female underwear, condoms, male underwear, female contraceptives, and 

female hygiene products. As discussed previously, Christian respondents perceive the 

advertisements of female contraceptives to be more offensive than their Muslim 

counterparts. Muslim respondents, on the other hand, found the advertisements of 

condoms, male underwear, female underwear, and female hygiene products to be more 

offensive.  

 

 The Catholic Church forbids the use of modern contraceptive methods, specifically 

female contraceptive pills. A study conducted in 40 villages of the Nabatieh district in 

Lebanon sampled 1000 Lebanese women between the ages of 15 and 45. The results of 

this study showed that a majority of Maronite Christians respondents reported avoiding 

the use of contraceptive pills due to the Church’s objection of contraceptive use 

(Zurayk, 1979). Similarly, a survey was distributed in 2007 among 764 residential hall 

students in Loyola University (Chicago, USA) to understand how students responded to 

twenty issues related to the Catholic Church and society. The results showed that 

Catholic males were more likely than non-Christian males to perceive the usage of 

artificial forms of birth control, including the female contraceptive pill, as wrong 

(Maher, Sever, & Pichler, 2007). Islam, on the other hand, allows the use of all forms of 

modern contraceptives with the exclusion of sterilization and abortion (Sueyoshi & 

Ohtsuka, 2010). In fact, Muslim authorities and leaders have played an active role in 

communicating the acceptance of birth control to the public, with some nations, such as 

Egypt, including this in educational and religious curriculums (Shaikh & Azmat, 2013).  
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 The reason why Muslims found the advertising of both male and female underwear 

highly offensive could be directly related to the fact that such advertisements commonly 

reveal images of uncovered male and female body parts. Physical modesty is a highly 

important part of the Muslim faith. Muslim men are required to cover their bodies from 

the navel to the knees, while Muslim women and required to cover their bodies and hair 

fully, with the exception of their faces and hands (Boulanouar, 2006). A woman may 

only uncover her hair, arms, neck, and upper chest in front of certain relatives such as 

her father, brothers, grandfathers, uncles, and nephews. The rest of the female body 

must never be exposed except to a woman’s husband (Al-Qaradawi, 1997). Therefore, 

advertisements of female and male underwear are deemed highly inappropriate.  

 

 Likewise, Christianity does condemn the uncovering of one’s private reproductive 

organs, and modesty in dress is called for, specifically by Protestantism and Orthodoxy, 

yet no specific teachings call for the covering of the entire body. Modern clothes, such 

as swimwear, are not considered “necessarily sinful” but are associated with the 

concepts of shame and ostentatiousness. Despite this, some people today view one’s 

choice of clothing as a personal liberty as long as private parts are fully covered 

(Pollard, 2000). It is also important to note that Protestant Christians specifically call for 

modesty in dress, and clothes are usually of somber colors such as black, grey, and navy 

blue and simplicity in style and hair are called for (Gaines, 1985). The differences in 

dress styles between the different Christian sectarian groups also help explain the more 

accepting nature of some Christian respondents towards the advertising of these 

products 

 

 Moreover, female hygiene products are considered offensive by some Muslim 

respondents since they deal with a highly personal issue regarding the female body. 

Many Muslim countries advertise sanitary pads; yet show no advertisements of tampons 

since these products are seen as suggestive and as threats to female virginity 

(Handajani, 2006). The virginity of both men and women prior to marriage is greatly 

emphasized in Islam with a number of Muslim men requiring proof of virginity from 

their future wives prior to matrimony (Muslim Women's League, 1995). One of the 
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Sunni Muslim female respondents, aged 25, stated during the exploratory interview 

stage: 

“Tampons are a social taboo here; most girls have never used them. Pads are 
more socially accepted and more widely available. I wouldn’t risk the use of a 
tampon; I worry that it might break my hymen or cause infections, they do not seem 
like a hygienic or healthy option to me.”  

  

 Muslim respondents also reported condoms to be more offensive than did Christian 

respondents. Despite the fact that condom and contraceptive use are acceptable in Islam 

and forbidden in Christianity, Muslim respondents showed higher levels of 

offensiveness partly due to the fear of it promoting sexual promiscuity (Hasnain, 2005). 

A study conducted by Maulana, Krumeich, and Van Den Borne (2009) interviewed 

thirty Kenyan religious leaders to understand the teachings regarding the use of 

condoms, and the ability of Muslim leaders in addressing the issue of sexual health 

promotion. The interview results showed that local Muslim leaders believe that condom 

use within marriage is in itself acceptable. However, they stated that most 

advertisements related to condom use tend to arouse sexual urges by portraying scantily 

clad women, and insinuating a promiscuous lifestyle based on premarital sex, and are 

thus against Islamic teachings (Maulana et al., 2009).  

 

5.1.4.2 Factor 2: Social/Political Products 

 The social/political product group is composed of: political parties, religious 

denominations, racially extremist groups, charities, and funeral services. Christian 

respondents perceived the advertisements of racially extremist groups to be more 

offensive than did their Muslim counterparts; whereas, Muslim respondents regarded 

the advertising of political parties, religious denominations, and charities to be more 

offensive. No significant differences in perception of funeral services advertisements 

were seen between the two groups with the two groups finding them equally offensive.  

  

 Furthermore, both Muslim and Christian respondents found racially extremist 

groups highly offensive reporting means of 4.39 and 4.67 respectively. It is important to 
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note that racially extremist group advertisements were the most offensive product of all 

the products listed. In fact, the Bible condemns racism and states that all people are 

equal as can be seen in the following verse:  

 “There is neither Jew nor Greek, there is neither bond nor free, there is neither 
male nor female: for ye are all one in Christ Jesus” (Galatians 3:28, King James 
Version). 
 

The Bible also directly condemns racist Christians: 

 “He that saith he is in the light, and hateth his brother, is in darkness even until 
now” (John 2:9, King James Version).  
  

 Likewise, the Quran denounces racism stating that God judges people solely based 

on their morality: 

 "O Mankind, we created you from a single pair of a male and a female, and 
made you into tribes and nations so that you may know each other (not that you 
despise each other). Verily, the most honored of you in the sight of Allah is he who 
is most righteous of you." (Al Quran, Chapter 49, Verse 13) 

 

The Quran also condemns the discrimination between human beings: 

 “It is not your wealth, nor your sons, that will bring you nearer unto us in 
degree, but only those who believe and do good – these are the ones for whom there 
is a two-fold reward for their deeds, and they will dwell secure in lofty places.” (Al-
Quran, Chapter 34, Verse 37) 

 

The above Quranic verses show that Muslims are not allowed to discriminate 

against others regardless of race, gender, wealth, or ancestry and that God alone can 

deem who are the most virtuous people based on their belief in God and their good 

deeds. 

  

Political parties and religious denominations in Lebanon are so intertwined that one 

cannot discuss one without discussing the other. Religious sectarianism is a major issue 

in the Lebanese society, as sect-based welfare has existed in Lebanon well before the 

country’s independence in 1943 (Cammett and Issar, 2010). In Lebanon, a person’s sect 

and its religious laws determine one’s legal and civil rights, and largely surpass the 
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power of the governmental rules. Some Lebanese citizens identify themselves primarily 

as members of their sect, and their Lebanese nationality comes as a secondary form of 

identification (Ghossein, 1982). Religious communities in Lebanon have a deep-rooted 

fear of being marginalized and losing control based on their long sectarian history and 

the previous civil war. Haddad (2010) surveyed 1,073 respondents from six of the major 

religious sects in Lebanon, namely the Maronite, Greek orthodox, Greek Catholic, 

Sunni, Shiite, and Druze sects. The study aimed to measure each the respective group 

consciousness and intergroup interaction of each sect, as well as the impact of sectarian 

diversity on each of the latter groups. The results show that Sunni and Shiite Muslims 

believe their own sects can serve Lebanon better than other sects, while also considering 

that members of their respective sects should be given special consideration. Sunnis and 

Shiites also professed a less positive attitude regarding their level of comfort for 

interacting with members of other religious sects than their Christian counterparts 

(Haddad, 2010).  

 

On the ground, Sunni Muslims are worried since they feel that the increase in Shiite 

political power and mobilization is a source of alarm; they are concerned that this 

increase in Shiite power is at the expense of the Sunni Muslims’ own power and 

political representation. The Shiites are also concerned since they are aware of the 

growing hostility against them from other political parties and religious sects due to 

their current rise in power (Haddad, 2010). The tensed situation between these two 

religious sects is intensified by the fact that the two largest and most well-financed 

political groups in Lebanon are the Sunni Future Movement and the Shiite Hezbollah 

party (Cammett and Issar, 2010). The main struggle on the position of the largest 

political party and the power this position holds plays a great importance to the 

members of each of these sects. This in turn explains why Muslim respondents showed 

higher levels of offense related to the advertisement of political parties and religious 

denominations. 

 

The reason why Muslim respondents reported greater offense levels with regards to 

charities as compared to Christian respondents can be directly related to the increase in 
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the number of corrupt charities posing under the name of Islamic charities. Such 

charities have been growing in Arab and Muslim nations, playing directly on the five 

main pillars of Islam for Muslims to give charity, ‘zakat’, at a rate of 2.5% of their 

annual income While Zakat is obligatory on every Muslim man and woman, regardless 

of sect, an extra form of charity, Khums, is meant for and paid solely by the Shi'ite 

Muslims. Khums is equal to an annual 20% paid on: (1) surplus of income, (2) any 

legitimate wealth mixed with illegitimate wealth, (3) mines and minerals, (4) precious 

stones obtained from the sea, (5) treasures, (6) land bought from a non-Muslim citizen, 

and (7) the spoils of war acquired throughout the year (Rizvi, 1992). These 

organizations claim that the money they receive from donors is strictly used to fund 

humanitarian causes and institutions; however, in some of these charities the funds 

received are utilized to finance political organizations and causes of both Islamic sects 

namely: Sunnis and Shiites (Gurule, 2008). This has left many Muslim citizens 

suspicious of numerous charity organizations. Furthermore, in Islam zakat (‘alms 

giving’) and acts of charity are considered more commendable if given in secret without 

the identity of the donor being known (ten Veen, 2009). This is stated in the Quran: 

“If you disclose (acts of) charity, even so it is well, but if you conceal them, and 
make them reach those (really) in need, that is best for you: It will remove from you 
some of your (stains of) evil. And God is well acquainted with what you do.”  (Al- 
Quran, Chapter 2, Verse 271) 

 

Both Muslim and Christian respondents equally viewed funeral services as 

offensive. The reason for offensiveness could directly be related to the fact that 

Lebanon is an Arab society in which planning funerals ahead of death is seen as 

distasteful. This offense recognized could also be explained by the significant level of 

superstitions observed in the Lebanese society (Za'Rour, 1972). This explicates why 

such advertisements are not broadcasted on Lebanese channels, except for classified 

advertising newspapers such as Alwaseet, which briefly offers contact addresses for 

funeral service providers.  By all means, such services are deemed unacceptable among 

citizens from all religious sects. For instance, a retired Maronite businessman aged 66, 

interviewed during the qualitative stage stated:  
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 “If my own child was checking funeral service advertisements, I would be 
offended. You don’t plan a person’s funeral before they die.”  

 

Another interviewee, a Shiite doctoral Sociology candidate aged 28, explained: 

“In our culture we don’t need to advertise funeral services. Each family and 
each village have certain people who deal with funeral rites and services, people 
who have inherited this job from their predecessors and who have generations’ 
worth of knowledge about such rites and services ingrained within them. Those are 
the people who handle the death of all deceased members in a village or family, and 
they are the ones people go to in such instances, and not to the firms that advertise 
burials and funerals as you would advertise any mass-customized item.” 

 

5.1.4.3 Factor 3: Addictive Products 

 The third factor is composed of the following products: alcohol, gambling, 

cigarettes, and guns and armaments. Muslim respondents reported greater offense levels 

with regards to alcohol and gambling than did Christians, while Christian respondents 

perceived gun and armament advertisements as more invasive. Respondents from both 

religious groups showed no significant differences in their opinion regarding the 

advertising of cigarettes, with both groups finding cigarette advertising not offensive. 

  

 Alcohol in Islam is strictly prohibited (Michalak and Trocki, 2006). Prophet 

Muhammad himself stated: 

 “Truly Allah has cursed khamr (wine) and has cursed the one who produces it, 
the one for whom it is produced, the one who drinks it, the one who serves it, the 
one who carries it, the one for whom it is carried, the one who sells it, the one who 
earns from the sale of it, the one who buys it, and the one for whom it is bought” 
(Tirmidhi, Ibn Majah)  

 

The Quran explains the reason for this strict prohibition of alcohol in the following 

ayah: 

 “O you who believe, truly intoxicants and gambling and divination by arrows 
are an abomination of Satan’s doing; avoid them in order that you may be 
successful. Assuredly Satan desires to sow enmity and hatred among you by means 
of intoxicants and gambling, and to hinder you from the remembrance of Allah and 
from prayer. Will you not desist?” (Al Quran, Chapter 5, Verses 90-91)  
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The above quotes all explain the reason why Muslims reported high levels of offense 

with regards to the advertising of alcohol.  

 

 Christianity, on the other hand, does not forbid the drinking of alcohol. The bible 

itself contains many neutral and positive references regarding the drinking of wine: 

“Go thy way, eat thy bread with joy, and drink thy wine with a merry heart; for 
God now accepteth thy works.” (Ecclesiastes 9:7, King James Version) 

 

The bible does not condemn the drinking of alcoholic beverages, yet does condemn the 

act of drinking till the point of drunkenness (Wallace, 1998). This is evident in the 

following verse: 

 “Be not drunk with wine, wherein is excess; but be filled with the Spirit.”  
(Ephesians 5:18, King James Version) 

  

 Islam strongly forbids gambling of all kinds and the Quran directly prohibits 

Muslims from betting. Any game played with money is also prohibited (haram) since it 

contains an element of gambling in it. This ban also includes raffles and lotteries since 

they make a person reliant on luck. Furthermore, gambling can become highly 

compulsive, and players persist in gambling driven by greed, an attempt to regain 

former losses, or in a hope to win (Al-Qaradawi, 1997). The same ayahs that prohibit 

alcohol consumption (Al Quran, Chapter 5, Verses 90-91) as seen above, also clearly 

forbid gambling and games of chance. The above explanation gives an insight on the 

reason why Muslim respondents reported high levels of offense with regards to the 

gambling.  

 

 Christian respondents also showed high levels of offensiveness with regards to 

gambling advertisements; this could be explained by the following Bible verse: 

 "He that hasteth to be rich [hath] an evil eye, and considereth not that poverty 
shall come upon him.” (Proverbs 28:22, King James Version) 

 

Furthermore, most people gamble in order to win money, and this comes in direct 

contrast with the Bible’s teachings: 
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“For the love of money is the root of all evil: which while some coveted after, 
they have erred from the faith, and pierced themselves through with many sorrows.” 
(Timothy 6:10, King James Version) 

 

 There is no direct mention of cigarette smoking in either the Bible or the Quran. 

However, both Islam and Christianity call their followers to maintain their personal 

well-being and not harm their bodies. Despite that, smoking in Christianity is not 

conclusively considered a sin due to the presence of no categorical references to such an 

act in the Bible (Miller, 2013). Likewise, smoking in Islam is not necessarily forbidden, 

yet it is makrooh, in other words, greatly discouraged (Ghouri, Atcha and Sheikh, 

2006). Furthermore, some of the more conservative Muslim scholars directly forbid 

smoking and consider it haram based on the fact that it harms the body and is in direct 

contrast to the prophet Muhammad’s teaching that “Do not harm yourselves or others” 

(Hameed, Jalil, Noreen, Mughal and Rauf, 2002). 

 

 The possible reason for the low offense levels reported by both Muslims and 

Christians could be due to the fact that even though both religions discourage smoking, 

no direct prohibition of the matter exits. Furthermore, smoking in Lebanon is 

intertwined within the culture, and smoking arguileh, the local equivalent of a water 

pipe, is an extremely popular local pastime. A Global Youth Survey conducted in 2001 

found that Lebanon has the highest rate of school children smoking in the Middle East 

with around 65% of all Lebanese boys (aged 13-15) smoking arguileh or cigarettes on a 

regular basis (Elwazer, 2009). Studies have shown that, as of 2008, cigarette smoking 

was prevalent among 42.9% of adult males, and 27.5% of adult females. Moreover, 

Lebanese females have the largest female smoking rate in the region (Chaaban, 

Naamani and Salti, 2010).  

 

 A graduate university student, aged 23, interviewed in the preliminary research 

stage stated: 

  “Cigarettes and shisha are staples in any Lebanese gathering. Children learn to 
smoke at a young age here; it’s a very popular social habit and we grow up in 
households where most of our family members smoke.” 
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Likewise, a 43-year old Red Cross activist interviewed stated: 

  “Awareness about the hazards of smoking is growing, and some people are 
abstaining from smoking, yet it is going to take a lot more to let the majority of the 
Lebanese public view advertisements for smoking as offensive”. 

  

 Christian respondents perceived gun and armament advertisements as more 

offensive than did Muslim respondents. This is most likely related to the fact that the 

Bible greatly condemns violence and calls for peace in all situations: 

 “You have heard that it was said, An eye for an eye, and a tooth for a tooth. But 
I tell you, don’t resist him who is evil; but whoever strikes you on your right cheek, 
turn to him the other also” (Matthew 5:38 – 5:39, King James Version). 

 

This verse shows that not only does the Bible denounce violence of all kinds, but it also 

teaches followers to remain pacific and not reciprocate any acts of violence done unto 

them. This call for pacifism can also be found in the Bible verse:  

 “Then said Jesus unto him, Put up again thy sword into his place: for all they 

that take the sword shall perish with the sword” (Matthew 26:52, King James 

Version). 

  

 The Quran also condemns violence and the unnecessary killing of fellow beings is 

considered one of the major sins in Islam as can be seen in the following ayah:  

 “Take not life, which Allah hath made sacred, except by way of justice and law: 

thus does He command you, that ye may learn wisdom.” (Al Quran, Chapter 6, 

Verse 151).  

 

However, Islam does permit Muslims to resort to violence and fight those who fight 

them:  

 “Fight in the cause of Allah those who fight you, but do not transgress limits; 

for Allah loves not transgressors.” (Al Quran, Chapter 2, Verse 190).  

 

Yet, even when permission is granted for Muslims to resort to violence, the Quran 

presents specific rules: 
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“But if they cease, Allah is Oft-Forgiving, Most Merciful. And fight them on 
until there is no more tumult or oppression, and there prevail justice and faith in 
Allah; but if they cease, let there be no hostility except to those who practice 
oppression.” (Al Quran, Chapter 2, Verse 192-193) 

 

As can be understood from the above verses, Islam does not prohibit the presence of 

guns and armaments within a household for one purpose only, and that is for cases of 

self-defense against transgressors. This helps explain why Muslims showed lower levels 

of offense than their Christian counterparts, who are encouraged to avoid violence even 

when attacked. 

 

5.1.4.4 Factor 4: Health and Care-Related Products 

The final factor contains the final three products: weight-loss programs, 

pharmaceuticals, and sexual disease awareness campaigns. Christian respondents report 

greater offensiveness with regards to advertisements of weight-loss programs, yet both 

groups show low offense levels when it comes to these products. Muslims deemed 

pharmaceuticals more offensive than their Christian counterparts. Both Muslim and 

Christian respondents similarly found sexual disease awareness campaigns relatively 

inoffensive.  

  

Despite all advertisements of diet pills broadcasted on the various Lebanese 

channels, both Muslim and Christian respondents showed low offense levels when it 

comes to weight-loss program advertisements. This is directly related to the fact that 

both Islam and Christianity treat the human body as sacred, and thus maintaining a 

healthy body weight is an imperative to followers of both religions. The bible states that 

the body is a temple: 

“Do you not know that your bodies are temples of the Holy Spirit, who is in you, 
whom you have received from God? You are not your own; you were bought at a 
price. Therefore honor God with your bodies.” (Corinthians 6:19-20, King James 
Version).  
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Furthermore, gluttony in Christianity is considered to be one of the seven deadly sins, 

hence devout Christians are required to avoid gluttonous consumption and eating. 

However, a 35-year old Greek Orthodox journalist interviewed clarified: 

 “Weight-loss programs today are not focused on maintaining a healthy body 
anymore, they advertise getting thin as a method of getting attention and looking 
sexy, and thus they are focused primarily on personal vanity, rather than personal 
health”. 

 

Also, the Bible greatly condemns vanity:   

“Do not let your adorning be external, the braiding of hair and the putting on of 
gold jewelry, or the clothing you wear, but let your adorning be the hidden person 
of the heart with the imperishable beauty of a gentle and quiet spirit, which in God’s 
sight is very precious” (1 Corinthians 6:19-20, King James Version). 

 

Therefore, some Christian respondents may find weight-loss programs as more 

offensive than their Muslims counterparts as these advertisements focus greatly on 

one’s external image and outward appearance for the sake of attracting attention and 

fitting into the pre-defined image of what a beautiful woman should look like, rather 

than on maintaining a healthy body.  

 

 On the other hand, Muslims deemed the advertisement of pharmaceutical products 

as more offensive than their Christian counterparts. Indeed, Islam calls its followers to 

preserve their health and personal well-being. The Prophet Muhammad said: “Allah has 

sent down both the disease and the cure, and He has appointed a cure for every disease, 

so treat yourselves medically, but use nothing unlawful”. Consequently, Muslims find 

no offense in using modern pharmaceuticals, yet their fear is linked to the various 

constituents of these modern medications. The latter may contain suspicious ingredients 

derived from haram (prohibited) substances such as pork gelatin, or components from 

animals killed in a non-Shariah compliant manner (Hussain-Gambles, 2010).  

 

 Both Muslim and Christian respondents deemed the final product on the list, sexual 

disease awareness campaigns, to be inoffensive. The Quran and hadiths directly discuss 

sexual behavior and rights, yet Islamic teachings greatly emphasize the fact that sex is 
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only permitted within the institution of marriage and pre-marital relationships are 

forbidden. A study conducted in Kenya showed that Muslim Imams (leaders) have no 

problem discussing sexual health and awareness to their congregation members 

focusing greatly on the importance of abstinence in preventing sexually transmitted 

diseases. These leaders hoped that by increasing sexual disease awareness they may 

actually help reduce temptation and increase abstinence levels before marriage 

(Maulana et al., 2009). Likewise, Christian scholars believe that sexually transmitted 

disease numbers can be lowered by spreading awareness, specifically focusing on the 

religious ideals of premarital abstinence (Levine and Ross, 2002). Thus, both religions 

accept and encourage sexual disease awareness campaigns, by promoting pre-marital 

abstinence. 

 

5.1.5 Analysis of ANOVA by Age Results 

 The advertisement of sex and gender-related products were considered the most 

offensive by the 45 and above age group, closely followed by the 36-45 age group. The 

final age group, 16-35, was not offended by advertisements related to these product 

groups. The older generation is more offended by the advertisement of these products 

since they tend to be more traditional and conservative than their younger counterparts 

(Fam, Waller, Ong and Yang, 2008). The younger generation, however, is more open to 

such advertisement of. This is partly due to the fact that this generation is highly tech-

savvy, and thus more connected to the outside world and open to new ideas (National 

Chamber Foundation, 2012). This age group is also more open to Western media 

channels and influence with around 50% of the Lebanese youth watching 

predominantly Western media or a mix of Western and Arab media channels (Harb, 

2010). A 59 year-old housewife elaborated during the interview stage: 

“This generation is more comfortable with sexual products and images. In my 
times, you would not dream of seeing an advertisement for contraceptives or 
underwear in a newspaper or on the highways. Today, it is normal and you are 
considered backward-thinking if you find such advertisements unacceptable”. 
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Conversely, the youngest age group (16-35) found social/political product 

advertisements more offensive, followed by the 45+, and the 36-45 age groups 

respectively. A study conducted by Fam et al. in 2008 aimed to measure offense levels 

of different age cohorts in China with regards to the same factor groupings. The study 

had similar results in which the youngest age group was the most offended by 

social/political products. The researchers reasoned that this is in large due to the fact 

that the youngest age group tends to be more exposed to the worldwide media, and thus 

more conscious of human rights (Fam et al., 2008). This rationale also applies to the 

Lebanese youth who tends to be the group, which is the most frustrated from the 

Lebanese political tensions due to sectarianism. As an illustration to this rationale, a 25-

year old graphic designer interviewed in the qualitative stage explained: 

 “Our parents and grandparents fought and led this country into civil war due to 
their sectarian views. Now, our generation suffers. We can barely find a job, the 
salaries are ridiculously low, and all we are we are left with in this country are 
politicians fighting over which sect is greatest. Seeing people advertise political 
parties and religious denominations makes my blood boil. Enough is enough”. 

 

The older generations, however, seem to find such advertisements not offensive. 

People aged 35 and above were witnesses of the Civil War, and some of the hostilities 

that existed then remain to this very same day within the mindsets of members of these 

generations who are old enough to remember it.  

 

 As for the third factor, addictive products, none of the age groups found these 

product advertisements to be offensive. Cigarettes are a regular presence for a large 

percentage of the Lebanese population, as is alcohol. The difference in offense levels is 

not based on age in this case, but rather on religious backgrounds as previously 

discussed. This explains why all age groups showed similar results for this specific 

product group. Furthermore, guns and armament advertisements were not seen as 

offensive by all age groups, mainly because the country has not yet overcome the war 

spirit whereby arms seem to be present in a significant number of households, but also 

because hunting is a popular pastime in Lebanon. A 17-year old high school student 

interviewed stated: 
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“When I see a gun advertisement I don’t think of violence, or sectarian clashes. 
I think of hunting. It’s a very popular hobby and my friends and I enjoy it in the 
weekends when the weather is good”. 

 

 The final product group related to health and care-related products, was most 

offensive to the 16-35 age group, followed by the 36-45 age group; however, the 45 and 

above age group did not find this product group to be offensive. The most likely 

explanation of these figures seem to be that the youngest generation whereby the youth 

is at the peak of their sexual urges and relational development with members of 

opposite sex (in most of the cases) still naively refuse to accept the risk associated with 

sexual relationships. 

 

5.2 Limitations and Managerial Implications  

 This study, as any other, has its limitations. Although this does not prevent the 

disclosure of significant results, findings herein should still be deliberated and 

interpreted taking these limitations into account. Attempts at resolving these limitations 

could serve as future research avenues on the implications of religion on consumer 

advertisement perceptions and assessment. 

 

 First of all, the sample is based upon a stratification per conglomerate design, in line 

with the Lebanese population geographical distribution. This design may lead to a 

certain limitation related to sample size per religious sect, especially for minorities 

which though have specific predominant beliefs, were not investigated in this study. 

Three of the religious denominations sampled (i.e. non-believer, Druze and Christian 

Orthodox) had sample sizes between 2 and 47 participants. Accordingly only the 

Christian Orthodox participants were kept in the analysis, despite a relatively small 

sample size; whereas the Druze and non-believer religious confessions from the 

statistical analysis in order to maintain analytic accuracy. Nevertheless, no significant 

differences were reported among the two local major Christian sects. On the other hand, 

the sample size of the three major religious sects (i.e. Muslim Sunnis, Muslim Shiites 

and Maronites) varied between 133 and 192. The groups with larger sample sizes show 
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a higher statistical power relative to the smaller groups (Kim, Sobal, & Wethington, 

2003).  

  

 Furthermore, the self-report measure of religiosity may have encompassed some 

misreporting bias. Some respondents may have over-inflated or deflated their levels of 

religiosity. Research has shown that self-report answers can only be used, yet with 

caution, as a substitute to more traditional measures since there is no one-to-one 

association between self-reported measures and more objective forms of measurement 

(Pike, 1996). Methodological limitations are commonly associated with the validity of 

self-report measures of pro-social behavior, such as religiosity, since responses may 

lack accuracy due to the fact that they may be based on personal self-deception 

(Norenzayan & Shariff, 2008). Therefore, a more complex measure of religiosity could 

have provided more accurate results. 

 

 Another limitation of this study is that respondents were asked to rank offensiveness 

levels of such product advertisements using no examples of advertisements for each 

product. The results could significantly have been different if the respondents were able 

to view a number of advertisements for each product, and then asked to rank their 

personal level of perceived offense. 

 

 In sum, the results of this study have strong implications for managers and 

marketers not only locally but also internationally as they indicate that religious 

affiliation, and more specifically religiosity, should be considered as primary indicators 

of consumer behavior. A consumer’s degree of religiosity plays a critical role in how a 

consumer perceives product advertisements. Accordingly, marketers must devote 

significant attention understanding the implications of religion and religiosity on 

consumer reaction to products advertisement, as they could otherwise unintentionally 

alienate prospective and current customers. Indeed, religion and religiosity are not 

temporary trends in one’s life; they are, to a large extent, permanent aspects in a 

consumer’s life, influencing one’s choices and overall perception of product 

advertisements. 
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 This study also provides vital insights for marketers planning to operate in Lebanon 

and other Middle Eastern countries as little research has been conducted on the impact 

of religiosity on consumer perception of advertising in the region. Research in this part 

of the world typically focuses on Muslim consumers in countries that are typically 

largely denominated by one Muslim sect (for instance, Saudi Arabia whose population 

is largely Muslim Sunni, or Iran whose population is largely Muslim Shiites). This 

paper provides an interesting comparison between the perceptions of consumers from 

these two major Muslim denominations, in addition to comparing Muslim consumers’ 

perceptions to those of Christian Arab consumers. Based on the results, marketing 

managers aiming to compete in countries with a large number of Muslim consumers 

must be aware of the explicit teachings of Islam with regards to advertising and the 

types of appeals that are considered as acceptable.  

 

5.3 Recommendations for Future Research 

 Lebanon is believed to be one of the more liberal Arab nations and thus the results 

obtained may show more liberal values than other Muslim nations. More conservative 

cultures may respond differently to controversial product advertisements. Accordingly, 

it would be judicious to develop a cross-cultural research across a number of Arab and 

Muslim nations to verify whether any differences exist based on cultural backgrounds 

and values, and if culture impacts religiosity levels. Also, an experimental research 

design could be used in a twofold study in order: (a) to minimize self-report errors 

related to one’s account of religiosity level and (b) to measure offensiveness levels 

based on the direct and timely observation and assessment of the advertisements of 

different product categories’.   

 

 The effect of one’s political affiliation in relation to religious intensity can also be 

an interesting variable in explaining perception of offensiveness to controversial 

product advertisements. The latter is due to the fact that politics in Lebanon is closely 

tied to religion. Political affiliation, in this case, can have a determining effect on one’s 
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extended value system, especially in relation to the advertising of social and political 

products. 

 

 Future research can also look into finding creative methods that can help reduce 

consumer perceived levels of offensiveness. Such research can help determine which 

advertising execution techniques may help decrease perceived offensiveness levels. 

This information is crucial for marketers who wish to successfully target and retain 

consumers in more religious culture systems.  
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