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Abstract

The research aimed to study the Arab women’s behavior of consumption 
on the shopping of Eid al-Fitr ritual by phenomenological methodology. 
The statistical population consisted of all the Arab women living in 
Khouzestan province. The sample included 13 Arab women, which were 
saturated by the interviews. The research design was qualitative with 
the Van Mannen method on the interpretive paradigm basis. The data 
were analyzed using the phenomenological strategy via semi-structured 
interviews. The analysis was carried out after the sample saturation and 
exploration of main and secondary themes. The results ended to four 
main themes including: “meaning and concept of the phenomenon of 
Eid al-Fitr and the shopping of Eid al-Fitr in the family, role, and process 
of shopping for Eid al-Fitr in families, necessities and challenges of 

Eid al-Fitr in families. "The most important conclusion of the study 
was semantic and identities overlap for the Eid al-Fitr phenomenon and 
shopping before Eid al-Fitr among the studied population. The indicative 
essence of the overlap included in the religious approach, to complying 
the religious duty and also ritual concept and being a tradition along 
with the ethnic ceremony. 
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Consumption Behavior of Arab Women in Eid Al-Fitr Shopping Ritual

Extended abstract

Introduction: The importance and role of consumption is a missing link in many 
perspectives of social and cultural theorists. The majority of experts consider consumer 
behavior in its traditional sense as one of the most fundamental human activities. The 
study of consumption and consumers has started from the point of purchase and where 
the consumer is in the position of the buyer and is currently a multi-stage process.  
Shopping is an essential tool in meeting basic needs and satisfying psychological needs. 
Recognizing the position of women in family consumption management is more than can 

of buyers of various products in the world; In a way that either they buy themselves or 

behavioral issues. Since then, various research studies in the areas of men and women 
decision-making process have been analyzed and reviewed. In most studies, the concept 

from social, customary and cultural norms. In Islamic countries, the end of Ramadan 

and festivals is held, which is referred to as Eid al-Fitr in the calendar of occasions. 
Eid al-Fitr is celebrated in many parts of our country, along with special customs and 
rituals that are among the popular symbols of ethnic subcultures. Meanwhile, Khuzestan 
province, due to its rich cultural capacity (diversity and ethnic diversity), celebrates 
this religious holiday with special ceremonies. Especially among the Arab people, the 
celebration of Eid al-Fitr, in addition to the tradition arising from the religion, ritual and 

to its proper implementation and performance. The research was intended to   study Arab 
women’s behavior of consumption on shopping of Eid al-Fitr ritual by phenomenological 

behavior of Eid al-Fitr from the perspective of Arab women is a distinguishing point 
from other researches and the innovative aspect of this research. Although  an eminent 
researcher believes that marketing researchers don't study religion because it is taboo, 

Method: The statistical population consisted of all the Arab women living in Khouzestan 
province, south west of Iran. To collect data two procedures were implemented. A library 
and a semi-structured interviews were processed. The process was not linear, but cyclic and 
recursive. Finally, the sample subsumed thirteen subjects. The semi-structured interviews 
ended to inclusion of thirteen Arab women living in Khouzestan, as a sample of the 

The research design was qualitative with the Van Mannen method on the interpretive 
paradigm basis. The data were analyzed using the phenomenological strategy. The data 
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were analyzed using van Manen's phenomenological strategy. 

Results: Observations extracted from the samples represented four main themes and 
twenty-four secondary ones. The main themes respectively included " meaning and 
concept of the phenomenon of Eid al-Fitr and the shopping of Eid al-Fitr in the family " 
with four secondary themes, " role and process of shopping for Eid al-Fitr in families " 
including six secondary themes," necessities and challenges of shopping for Eid al-Fitr 

Conclusions: The most important conclusion of the study was semantic and identity 
overlaps for the Eid al-Fitr phenomenon and shopping before Eid al-Fitr among the studied 
population. The indicative essence of the overlaps included in the religious approach, to 
complying the religious duty and also ritual concept and being a tradition along with 
ethnic celebration. Thus, process and consequences related to shopping on Eid al-Fitr 
ritual was a part of the celebration which, is a great and religious festival that emerging 
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Table 1.

Extracted main and secondary themes of  Eid-Fitr shopping  ritual 
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Figure 1. MAXQDA software out put
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