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ABSTRACT

Moral equity and relativism considers issues related with condition just with human welfare are expanding
in a huge manner. Buyers declare that the moral issues are as opposed to buying them and they infrequently
practice morals in choosing the products and services for buying. This is shown by conducting quantitative
research which found that despite the fact that multiple purchasers declaring on the moral issues, the sales
decreased. The aim of this study is to understand the influence of moral equity and relativism in forming
customer purchase intention in Jeddah, Saudi Arabia. The participants of the survey are the customer from
Jeddah. The methodology of this study is quantitative in nature due to the use of survey and used PLS-
PM (Partial Least Square- Path Modelling) method to determine the relationship models with latent
variables. The obtained results concluded that the moral equity supports customer purchase intention while
relativism does not.

1. INTRODUCTION

An individual to the ethical absolutism are bound to act in a right manner and not making indecent
conduct than the individual who are presented to moral relativist definition [1]. Likewise, there is
a need to comprehend that statistic contrasts, for example, sex, nationality and citizenship which
influences the moral position of people and the social measurements which implies that every
nation has its own national culture and history that additionally influence the moral position of the
people of the nations and make it varies regardless of whether these nations are neighbors or offer
a similar history [2].
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The two moral belief systems “idealism & relativism” are utilized to foresee the conduct of
individuals in various nations and thusly plainly the optimism of qualities, conducts and practices
are more described and more explicit than the relativism of qualities, mentalities and practices [3].
Moral qualities are the principle driver or the fundamental factor for individual conduct as
resentment and hostility. However, while coordinating these two ideas can find that the ethical
qualities will keep someone from hurting others. So passionate and subjective procedures
cooperate and interface with the individual factors.

The buyer’s goals for moral products are to a great extent driven by reasonable exchange. It is
imperative to comprehend the customer basic leadership process related with social duty and this
gives the bearing to purchaser morals. The moral thinking forms and the moral atmosphere of
association affect the moral basic leadership process. Qualities and standards are coordinated into
the shopper basic leadership and to target morally mindful clients it is essential for the companies
to join social duty into the promoting interchanges and systems [4].

Different components impact the moral buying conduct of the customer, and there are assortments
of feelings at work and research investigations of instrumental, social and good thought processes
that support the purchaser conduct. The choices of the purchasers are impacted by families,
utilization conduct of networks, notwithstanding close to home inspirations [5, 6]. Just illuminating
about the moral conduct to customers will not change the utilization conduct of individuals. There
is a requirement for a progressively principal change in the ways of life that can notably affect the
worldwide waste issue.

An individual believes in influences the sort of good an individual chooses since the customers
use trust and devotion. The frames of mind serve four boss capacities which incorporate; learning
capacity, esteem expressive capacity, utilitarian capacity and inner self protective capacity [7, 8].
Attitudes framed by individual’s structure enduring durable effects on their decision of
determination of products.

The relativism measurement is more worried about the rules, prerequisites, and parameters
characteristic in the social/social framework than with singular contemplations and can be obtained
sometime. The definition of relativism are additionally ready to be occupied with mix-ups and then
again individuals who read the ethical absolutism will have inside cautions or admonitions for
terrible activities and can separate them from great activities plainly thus cannot commit any errors
[9].

Relativism is that every individual comprehend and see things by their own particular manner and
diverse conclusion, and this is as indicated by various components, culture and instruction are the
fundamental variables, so there is nobody outright truth or wrong and right thus this distinctions
influence our mentalities in various ways. Individuals build up their reasoning concerning
profound quality after some time. They do as such because of organizations with people and social
establishments. In various social orders each with their distinctive thoughts concern how people
are to carry on. Distinctive social orders and societies have diverse principles, diverse mores, laws
and good thoughts.

The ethical power of the unlawful conduct which implies the extent of outcomes or that each
activity has results on others and for the most part the unscrupulous activities have negative results.
So, if the activity has no negative outcomes so it is not made on a decision. There is presumption
that meta-moral accepts and religious influence one another and having a two way relationship
[10]. When discussing from individual to individual. They dismiss moral relativism, so they
generally utilize this of minding as the principle base for their ethical choices.
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The meta-moral relativism implies that ethical conflict judgment is not impartially right or wrong
and relying upon this base we can comprehend why people and social orders have diverse
moralities. Likewise, the case of regularizing moral relativism expresses that everybody has his
own security thus it is not acceptable for anyone to interfere in their activities which depend on
various good decisions and this is connected in the business area which implies that each enterprise
has its very own ethical cases that varies from other partnership [11].

A considerable lot of the past researches concentrated on inspecting the connection between
customer perspective and purchase objective and associated attitude social models to clear up
purchaser’s basic leadership [12]. A normal reason related promoting (CRM) program
incorporates a brand's restricted time extraordinary to shopper to contribute a specific mean an
allotted reason. CRM has transformed into a well-known promoting apparatus thereby affecting
the intention of the customer purchase [13]. It encourages positive picture overflow to other
products in a product portfolio [14]. Therefore, this study aims to investigate the impact of morality
and relativism variables on customer purchase intention in Jeddah.

2. METHODOLOGY

The flow of the examination tried to test the effect of moral equity and relativism on customer
purchase intention among customers in Jeddah. This exploration information has been gathered by
survey. These examination factors are expressed as follows:

a. Moral Equity
b. Relativism
c. Customer purchase intention

The exploration aims to determine the impact of moral equity and relativism relationship on the
purchaser intention. At that point the customers will see an increase in their benefits in their
purchasing. Another factor is that it will add more to the knowledge of market related issues related
to morals and relativism.

2.1  Method of research

It is quantitative in nature due to the use of survey of customers of eco-friendly companies in
Jeddah, Saudi Arabia. The quantitative research is casual and confirmatory. It is testing the
hypothesis and theory with the data available through the survey. It has helped in defining,
clarifying and forecasting. The behavior of the experiment was carried out under non-controlled
conditions. The statistical analysis with correlations and comparison of coefficients added to the
research.

2.2  Sample
The population was the customers of Saudi Arabia. The sample was both genders from age 17-55
years in Jeddah.

2.3  Data collection
The data collocation was through online survey. This research studied the impact of moral
foundations on purchase behavior.

2.4 Hypotheses and cases of research model
There are two hypotheses and two cases were developed for this study.

H1: Morality has a significant impact on Attitude of customer purchase
H2: Relativism has a significant impact on Attitude of customer purchase
Case 1: Buying product made by Killing animals for fur/leather
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Case 2: Buying products made by using cheap workforce
2.5 Method used

To test the two hypotheses, this study used PLS-PM method (Partial Least Square- Path
Modelling). The software used is R language.

3. RESULT AND DISCUSSION

3.1  Case 1: Buying product made by Killing animals for fur/leather

Uni-dimensionality test tells how accurately the items in the questionnaire measure dimensions of
the conceptual model. Table 1 tabulated the result of the Uni-dimensionality test of case 1. In this
test, the C. alpha should be more than 0.7, eig.1st should be more than 1, and eig.2nd should be
less than 1.

Table 1: Uni-dimensionality test of Case 1

Mode | MVs | C.alpha | DG.rho eig.1st eig.2nd
ME |A 30.9405 | 0.9619 2.6819 | 0.2180
RE A 20.9386 | 0.9702 1.8843 | 0.1156
ACT |A 50.9549 | 0.9654 42417 | 0.3226

Based on Table 1, ME (Moral Equity), RE (Relativism) and ACT (Attitude towards Act) all the 3
values are above the cut-off criteria, thus conclude that the items were good enough to measure
the dimensions of the conceptual model.

Table 2 demonstrated the test result of Hypothesis 1 and 2 based on the Uni-dimensionality test of
Case 1. In Table 2, the t value should be either greater than 1.96 or less than -1.96, Pr(>|t|) should
be less than 0.05

Table 2. Test of Hypothesis 1 and 2 (Case 1)

Estimate Std. Error t value Pr(>|t|)
Intercept | -3.0455e-1 0.0645 -4.7168e-15 | 1.0000e+00
ME -6.5015e-01 0.1012 -6.4201e+00 | 4.7450e-09
RE -1.4368e-01 0.1012 -1.4189e+00 | 1.5906e-01

Based on Table 2, the t value for ME is -6.42 which is less than -1.96 and Pr(>|t|) is 4.745069e-09
which is also less than 0.05 we can say that H1 is true. Thus, there is a significant Relationship
between Moral Equity and Attitude towards Act. H1 is accepted for Case 1. Next, the t value for
RE is -1.41 which is more than -1.96, thus H2 is not true for Case 1. There is no significant
Relationship between Relativism and Attitude towards Act. Therefore, H2 is not accepted for Case
1.

3.2  Case 2: Buying products made by using cheap workforce

Table 3 tabulated the result of the Uni-dimensionality test of case 2. Based on Table 3, W_ME,
W_RE and W_ACT all the 3 values are above the cut-off criteria, thus conclude that the items
were good enough to measure the dimensions of the conceptual model.
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Mode MVs C.alpha DG.rho eig.1st eig.2nd
W_ME A 30.9702 0.9805 2.8313 0.0961
W_RE A 20.8816 0.9441 1.7882 0.2117
W_ACT A 50.9733 0.9791 4.5183 0.1765

In Table 4 the t value should be either greater than 1.96 or less than -1.96, Pr(>|t|) should be less
than 0.05. In Table 4, the t value for W_ME is -6.579 which is less than -1.96 and Pr(>|t|) is
2.257013e-09 which is also less than 0.05, thus H1 is true. There is a significant Relationship
between Moral Equity and Attitude towards Act. H1 is accepted for Case 2. The t value for W_RE
is 3.065838e-01 which is less than 1.96, thus H2 is not true for Case 2. There is no significant

Relationship between Relativism and Attitude towards Act. H2 is not accepted for Case 2.

Table 4. Test of Hypothesis 1 and 2 (Case 2)

Estima | Error | tvalue | Pr(>|t])
te Std.
Interce | 5.5048 | 0.0666 | 8.2584e- | 1.0000e
pt e-16 15 +00
W_ME | - 0.1182 | - 2.2570e-
7.7808 6.5796e | 09
e-01 +00
W_RE | 3.6255 | 0.1182 | 3.0658e- | 7.5980e-
e-02 01 01

3.3 Overall discussion

The marketers focused on the customer’s intention to purchase and wanted to see how ethics
affected in addition to relativism. It is essential to grasp whether there are other factors expecting
fundamental parts in coordinating the effects of the different segments on an individual's
purchasing point. Relativistic estimation gets the likelihood of social and regular affirmation of a
movement. The relativism estimation is increasingly stressed over the beliefs, requirements, and
parameters symbol in the social structure than with particular thoughts that can be acquired at some
point. Morals will be those for always in accordance for standards from asserting right and then
on the other hand, be helpful and conduct a course of action of plans that fall into the people same
arrangements.

In present world, the numerous products have risen new from everywhere throughout the world to
address the issues and prerequisites. Some of them are vital and some are extravagant, however,
not all the products are fulfilled. There are individuals who limit products or do not utilize it
because of the surrounding system or beliefs that have been shapes and affect the choice of
purchase. In this research, there are references that will assist us with identifying how our ethical
value and relativism influence either legitimately or by implication in our preferences/ choice in
purchasing a product and the brand itself.
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While talking about a moral individual fulfillment coordinating, including a course for activity,
people will always think about morals. On describing ethical quality, an individual will use the
rules. Corporate morals are about essential significance in overall business, regardless of
globalization.

Dissatisfactions generated from the ethics ought to speak to the effects from guaranteeing contrasts
done to shoppers' culturally-based moral characteristics that might destroy an advertiser's activities
to broaden generally.

4. CONCLUSION

This research focused on two cases whereby two different ethical cases like that of killing animals
for fur products and adding cheap workforce to the products. The hypotheses developed: H1 was
accepted for both of the cases while H2 was rejected for both the cases. This means that the moral
equity affects the intention to purchase products while relativism does not affect the purchase and
hence was rejected.
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