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ABSTRACT 
 

This present study explored the concept of quality of life (QOL) marketing from the perspective of students. 

Furthermore, it generated qualitative data which will open doors for future research in the same area. This 

study adopts a qualitative approach, using in-depth face-to-face interviews. A total of twenty participants were 

selected from different faculties currently residing in Malaysia and Pakistan. Several procedures were applied 

to carry out a rigorous qualitative analysis (i.e., interview guide, audio/ video recording and field notes, prompt 

transcription, coding and tabulating the transcripts, direct quotes and rich data slices when presenting 

findings). The findings of this paper revealed that in milieu of consumption students believe that their quality of 

life enhance with the consumption of various products. Further, for most of the students a strong relationship 

with their families and loved ones is an important factor of their quality of life. Country-based population 

studies should be carried out in order to assess and monitor the quality of life in a standard way. Further given 

that this research is qualitative, there is a need to embark on empirical data gathering on the same topic. This 

study was conducted in Malaysia and Pakistan, where no study has been conducted to explore the quality of life 

marketing from student’s perspective. Moreover, Consumption, an important facet of marketing, was also 

explored for the first time in the QOL context.  

 

Keywords: quality-of-life marketing; quality-of-life research; students’ perspective; in-depth interviews; 

Malaysia, Pakistan. 

 

 

INTRODUCTION 

Quality of life (hereafter, QOL) is one of those popular phrases we see and hear with increasing frequency. 

Unfortunately, though, it is used so often, and in so many different contexts for so many different purposes, that 

it is difficult to pin down an agreed meaning. Studies on QOL started in the 60’s in politics which used purely 

economic measures of social welfare (Birnbacher, 1999; Mohamad et al., 2008). The study of the QOL concept 

then passed to medical fields, focusing on the functional indicators of patients’ health-related well-being. Only 

recently has the study of QOL received growing interest among researchers, especially in the social sciences, 

because of the important role it plays in social policies (Mohamad et al., 2008). QOL reflects a general sense of 

well-being, life satisfaction and happiness (Strumpel, 1973). Such issues are increasingly being studied across a 

broad range of disciplines (Yuan, 2001). For example, the quality of leisure activities (Deleuil, 2000) and the 

impact of recreation quality on QOL perceptions have recently been examined (Wong, 2000). The effect of 

marketing on consumers’ quality of life has also interested scholars for sometime (see Sirgy et al., 1982). Sirgy 

(2001) explicated that marketing practice designed to enhance the well-being of customers while preserving the 

well-being of the firm’s other stakeholders (e.g., stockholders, distributors, suppliers, employees, the local 

community, and the environment), comes under the definition of QOL marketing.  

The purpose of this study was to explore, using a qualitative approach, the QOL marking from students’ 

perspective, particularly highlighting the consumption aspect of marketing. Although much has been written 

about QOL in marketing, less work has yet articulated from the students’ dimension of QOL concept. Students, 
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for example, tend to focus on short-term goals, because of their short tenure at the university. Shorter-term goals 

of satisfaction, happiness, interpersonal-social interactions, physical and emotional health, and satisfactory 

living arrangements are extremely important to students, whereas longer-term goals such as tenure/job security 

and opportunities for professional development and promotion may be more important to other groups of 

population (Ducinskiene et al., 2003). Further, Ducinskiene et al. (2003) argued that there are other factors 

external to the university that can have a profound effect on the QOL for all students. 

One of the major factors affecting the quality of students’ life is marketing. The concept of QOL marketing has 

been described and discussed in a variety of contexts. For example, Sirgy et al. (1982) proposed a product 

development model guided by the notion of QOL marketing which was applied in social marketing (Sirgy et al., 

1985). Similarly, Sirgy and Lee (1995) discussed how the concept of QOL marketing evolved in marketing 

thought. Further, Lee and Sirgy (1995) and Lee et al. (1998) developed the concept of “international quality-of-

life orientation” (an individual-level construct describing the marketing manager’s disposition to make decisions 

guided by a QOL marketing philosophy) and validated this construct. This study also attempt to explore QOL 

marketing (consumption) from student’s perspective.   

LITERATURE REVIEW 

QOL research began around 1960 when scholars set the stage for investigating QOL as a unique area of research 

(Schuessler & Fisher, 1985). Since then QOL has been examined in conjunction with many other variables 

including ethnicity and to a lesser extent, education. Historically, there have been differences in how QOL is 

defined. This is because researchers have differences in defining QOL. However, most of the researchers agree 

that QOL is more related to the degree of one’s “mental life” (Schuessler & Fisher, 1985). Mental life is 

generally taken to mean satisfaction or synonymously; happiness, wellness, or well-being (Schuessler & Fisher, 

1985). Many others (Frisch, 1992, 1994; WHO Group, 1994) considered of QOL in a broader way, combing 

multiple facets of life including psychological (mental), physical, social, and environmental aspects, in its 

definition.  

In marketing the concept of QOL has been originated from a set of philosophical foundations. For example, 

societal marketing (Kotler, 1986), relationship marketing (Macneil, 1980; Dwayer et al., 1987; Sheth & 

Parvatiyar, 1994; Morgan & Hunt, 1994), and stakeholder theory (e.g., Carroll, 1989; Evan & Freeman, 1988; 

Freeman, 1984). Today’s consumers increasingly look for signs of corporate citizenship and expect that 

business firms conduct themselves ethically and responsibly in order to preserve and enhance the consumer’s 

and the society’s well-being (Kotler, 2003). Societal marketing defined in terms of quality of life is, that, the 

organization’s task is to determine the needs, wants, and interests of target markets and to deliver satisfactions 

more effectively and efficiently than competitors in a way that preserves and enhances the consumer’s and the 

society’s well being (Lee & Sirgy, 2004).  In a similar manner, Sirgy and Lee (1996) argued that marketers are 

adopting a QOL strategy in attempt to maximize the welfare of their customers without adversely affecting the 

well-being of the stockholders, distributors, suppliers, employees, and the local community in significant ways. 

Another importance philosophical foundation is the relationship marketing which includes all activities directed 

toward establishing, developing, and maintaining successful relational exchanges (Morgan & Hunt, 1994). It is 

an important paradigm of marketing that includes concepts such as trust, commitment, benevolence, and 

satisfaction (Dwyer et al., 1987; Ganesan, 1994; Morgan & Hunt, 1994; Sheth & Parvatiyar, 1994). The 

followers of this concept emphasizes on building up a network of stakeholders for mutual benefit over a long 

time. In a similar manner, Lee and Sirgy (2004) emphasized that QOL marking also guides the firm to establish 

long term relationship with target consumers by establishing and reinforcing long term relationships with 

various stakeholders. This relationship is possible through integrating ethical and socially responsible concerns 

that guide the firm by enhancing QOL through the delivery of quality products (Lee & Sirgy, 2004). Further, 

Lee and Sirgy (2004) argued that QOL marketing is an extension of relationship marketing because the former 

focus on societal affects, whereas, the later focus on the firm’s financial performance. 

The last philosophical foundation is that of the stakeholder theory. According to Lee and Sirgy (2004) QOL 

marketing borrows from stakeholder theory in a way that the focus is not only on serving the customers to 

enhance their satisfaction and well being but also on the preservation of the well-being of the firm’s other 

stakeholders. According to stakeholder theory a firm engages in various exchange relationships with many 

exchange partners including suppliers, customers, competitors, other functional departments within the 

organization, and various stakeholders in the society (Carroll, 1989; Even & Freeman, 1988; Goodpaster, 1991; 

Morgan & Hunt, 1994; Robin & Reidenbach, 1987). 

A plethora of studies conducted on QOL marketing (see Helliwell & Putnam, 2005; Lee & Sirgy, 2004; Lee & 

Sirgy, 1995; Lee et al., 1998; Sirgy, 1996, 2001, 2002; Sirgy & Lee, 1995; Sirgy et al., 1985; Sirgy et al., 1982) 
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but only a handful of studies focused on exploring students’ QOL (Ducinskiene et al., 2003; Hsu et al.,2008). To 

our knowledge, there is no study conducted on exploring students’ QOL from marketing perspective, specially 

in Malaysia and Pakistan. This study, therefore, aims to achieve this objective in an exploratory manner. 

METHOD 

Participants 

The participants in this study were the students from various faculties at the International Islamic University in 

Malaysia and the students from different universities in Pakistan. Based on the nature of research, only 20 

students were interviewed and they are selected through convenience sampling (Marshall, 1996). 

Data collection 

The authors conducted face-to-face in-depth interviews with participants selected on convenience based 

sampling from different faculties.  Time and location with the students were set and confirmed before the 

interview. They were invited to their favorite and convenient locations for interview. The interviews lasted 

approximately 30 minutes. 

When the interviewees arrived for the interview, they were explained the purpose of the study, the anticipated 

length of the interview, the fact that the interview was being videotaped/ audio taped (only one participant 

refused to be videotaped, so was audio taped only), and an assurance of confidentiality.  

The interview consisted of two main questions emerged from the literature. Ducinskiene et al. (2003) conducted 

a research using World Health Organization Quality of Life assessment breif (WHOQOL- BREIF) addressing 

students’ QOL, the same issue has been taken into account in an exploratory way, hence asking the subjects: 

“What is quality of life for you?”. Similarly, numerous studies have been conducted on QOL and marketing 

(Sirgy et al., 1982, 1985; Sheth & Parvatiyar, 1994; Sirgy & Lee, 1995; Lee et al., 1998; Sirgy, 2001; Lee & 

Sirgy, 2004; Peterson & Ekici, 2007) addressing different dimensions. For this study consumption has been 

selected as one of the factor influencing students’ QOL (Peterson & Ekici, 2007) and therefore, asking a core 

question: “How consumption can affect your quality of life?”  

Interviewees were encouraged to discuss anything they have in their mind regarding the questions. Interview 

probing technique was also used with the participants, in order to find out more details about the topic they 

know. Further, upon every interview completion the video tape was played in front of the interviewee to assure 

that the quality of audio and video is up to the mark. The author also asked the interviewees for the comments 

on their own video recordings and noted for information purposes. After each interview, the authors read 

through their notes and checked the audio/video recording with the addition of comments on it for future 

convenience. This enabled us to transcribe, analyze and interpret the interviews in a much better way. 

The interviews were audio/ video taped and were transcribed verbatim in Microsoft Word. After transcribing the 

interviews, they were checked and verified against the audio/ video tapes. The raw transcripts were then re-

arranged, coded and put in the tabulated form for easy data retrieval during the analysis part. Due to the small 

number of interviews, coding and tabulation were done manually. 

During the coding and tabulation of transcriptions, those material were omitted which was doubted to be a 

source of disclosure of the identity of participants. Transcripts were also given a unique identification name so 

that individuals were not associated with their data. The quotations reported in this paper cannot identify any 

participant, and those that might compromise the identity of participants are not reported. 

Data Analysis 

Data analysis was an enlightening process; it was cyclical and reflective activity that informed data collection, 

writing and further data collection (Tesch, 1990; Coffey & Atkinson, 1996). Analysis of the data began after the 

first interview and was an iterative process. Themes and codes were identified as interviews were conducted and 

were revised accordingly. The transcripts were re-read several times to come to an overall idea of both the 

content and the process of the discussions. Then, an inductive data analysis process followed. The first step was 

breaking the data into meaningful units of information and highlighting significant sentences and paragraphs 

with different colors. Then, the highlighted units were combined into larger categories by cutting and pasting of 

similar colored text fragments in the word processing program. The third and final step was to combine all the 

categories, formed in step two, into topics, once the author was satisfied with them. 

RESULTS 

Twenty students were selected for interview. The interviews were conducted in different locations convenient to 

the participants. The intention was to select student who have knowledge of QOL, but for most of the 
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participants the topic was new and this was a challenging task for authors. Due to reasons of confidentiality, the 

names and faculties of participants are not reported. Participants were seven females and thirteen males from 

different faculties and of age group from 20 to 35. Only five participants responded with comments after 

watching their own recordings but these comments were not incorporated as they did not change the content or 

meaning of the questions or topic. 

The following themes emerged and as advised by Wilkinson (1999) we have included individuals’ quotes, in 

order to give a clear picture of participants’ response to particular questions: 

The concept of QOL according to participants 

QOL for most of the participants is a strong relationship with their family and friends. For some of them religion 

is also a factor that contributes towards the QOL. Their comments included:  

“In my situation now, since I have a family, since I have children, since I have spouse, the relationship, the 

strong relationship will make us happy.”  

“For me quality of life is an abstract term, but if I am supporting my family and I am fulfilling their needs, I 

think I would be very happy… also if I am free to exercise my religion [that is QOL for me]” 

“For me the relationship will play a big role… certainly the relationship.” 

“…Enjoying my life with my kids and family [pause], give them everything they want, enjoy the life, go with 

them everywhere, buy them what they want.… feeling happy, for me [thinking], I feel very happy when they 

[family] are with me, even [if] they give me hard time, and tease me.” 

“…Family, friends, just the fact that I am still alive, materialistic stuff plus the love, you know the unconditional 

love with family and friends… that’s it…” 

“…If I have a close contact with my family [it is QOL for me]”. 

“Relationship with my family… if you have family [and] if you treat your family good, they will treat other 

people good and that’s what people treat each other good [pause] relationship is really good, especially between 

families, Kids, wife, husband, mom, dad, grand ma.” 

Some participants remarked that religion will play an important role and can significantly improve their quality 

of life. This idea has already been supported by well known scholars who concluded that religiously active 

people have been reported to be happy, physically healthier and live longer (Levin & Schiller, 1987; McIntosh 

& Spilka, 1990; Williams & Sternthal, 2007). The comment of the interviewees comprises: 

“Religion [because] it is the centre for everything around you, if you go for religion it means that you will go 

right for everything else, if you go right for the religion, it means that you are doing everything else right. So 

this is the central thing, this is the back bone of the whole life.” 

One of the interviewee answered in the following way: 

“If this question was asked me a few years back than I would have picked out money because once you get 

money you get satisfaction all over, but since I have been in this university and the emphasis is on our religion, 

believe of our religion, how it performs, how it acts, all these things work out and what is going to benefit us in 

this life and the life here after, so keeping that in mind [all this] I would opt for knowledge of our religion.”  

Another participant said that it is difficult to make a choice between religion and family. The comments 

appeared as: 

“Religion and family… My heart says family and my head says religion.” 

The same participant said that: 

“I cannot think to choose in between this [but if I have to choose one] I would choose religion.” 

For one of the interviewee a balance between material things is QOL. The comments include: 

“I think it would be a balance of what you possess, I mean the material possessions and your satisfaction level, 

so when they match you have a good QOL and when there is a mismatch than the QOL at least in my own 

perception would not be good, my own perception about my own QOL would not be good, for example, even if 

I have a lot of material  possession [even then] there is this possibility that I might not be satisfied, so if the 
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satisfaction level matches my possession level and there is a balance between the two, so there is likely to be a 

high estimation of QOL.” 

The same participant gave another answer about, what QOL is: 

“…I am just reminded there is another important element in the QOL and that I am not sure if you are including 

those kinds of factors in the study, but, to have companionship and relationship is also an important factor in 

determining the QOL.” 

Based on the above comments, it appeared that QOL is different for different students. For some it is a strong 

relationship with the friends and family, whereas for others it is the knowledge of religion and possession of 

material things. 

Impact of consumption on QOL 

For some of participants, the consumption of product makes either no difference or little difference to their 

QOL, whereas, for others it contributes to the enhancement of QOL. The following comments from the 

participants highlighted this issue: 

“Not really [because] sometimes there is a feeling of prestige, you buy just to show the world and show the 

people that you have it…” 

The same respondent further commented: 

“… but we consume things because we have that prestige feeling, we want people to know that we have 

something of high quality and it really makes us happy and satisfied”  

“Not necessarily [because] it is according to the type of products [that] what are the type of products that you 

are looking [and] you are focusing on that particular time.” 

The same participant after thinking for a while commented: 

“But in certain situations, yes consumption will improve my QOL.” 

In reply to the same question some other comments appeared: 

“Yes, yes, this is [what] I am sure about it, like if we can buy a lot of things and can use it, this [is] what 

enhances the life of everyone, I notice that when I buy things, I will feel really good and happy.” 

“In order to fulfill your physical needs, you need to consume products… so up to some extent it may improve 

your standard or QOL and [up to some extent means] according to the expectations.” 

“Yes it will make a difference but not that much [pause] yes it will make a difference… may be it will make you 

more confident, this is the only thing [and that is] you will be more confident about yourself.” 

“Well it is going to enhance my QOL… Consumption is a part of our life, we get satisfied when we consume…”  

One interviewee contradicted the comments of some respondents in milieu of consumption and answered that: 

“No it cannot enhance [QOL]… it (product) actually provides [the] ease in my school life, it provides a little 

help in performing certain tasks that I need to do, but doesn’t bring happiness, I don’t think that it brings 

happiness to me…[it] helps me out in certain things, but through this do I get happiness [umm] no.” 

One of the interviewees argued that, consumption make different things easy for us and commented: 

“…it makes it easier for you to do stuff… yes consumption [enhances QOL].” 

One more participant also agreed that consumption of products enhances the QOL of life. The comments 

include: 

“Yes to some extent, and that would be included in what we identified as material possessions [pause] not just 

the fixed assets but your ability to buy on a regular basis…” 
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The result of this research shows that for most of the respondent QOL is a good relationship with their families 

and loved ones. The participants also commented that religion can play a pivotal role in enhancing QOL. 

Moreover, when the main question of the research was asked, “How consumption can affect your quality of 

life?” the respondents argued that consuming products will ultimately make them happy and enhance their 

QOL. However, it is important to note that some participants did not agree that consumption can make them 

happy. 

DISCUSSION 

Over the recent years, the number of QOL studies has increased, nevertheless, as we pointed out, only a limited 

number of studies were conducted in exploring the students’ QOL and no studies conducted in Malaysia and 

Pakistan addressing the students’ QOL and marketing. 

The aim of this research was to explore students’ QOL from marketing perspective. It is noticed that the 

participants showed adequate interest in the research. Our study suggests that perhaps further research is 

required targeting any single issue discussed in this research. 

QOL for most of the students interviewed was, to have a good and strong relationship with their family and 

friends. It was observed that if the students have strong relationship with friends and families, they feel happy 

and satisfied. It has been reported previously that the QOL of individual family members has an impact on the 

QOL of other family members and on the family as a whole (Poston et al., 2003). Those students who live closer 

to their families are more satisfied and happy compared to those who live alone and away from their loved ones. 

The participants expressed that if they have connections with their families, it is QOL for them. A similar 

finding has been reported by Halford et al. (1991), that, higher levels of positive emotional expressiveness in the 

family predicted milder and fewer negative symptoms and better quality of life. 

Another important aspect noticed by the authors during the study is the impact of religion on the QOL of 

students. The participants also commented that religion plays a vital role in the enhancement of their QOL. 

According to them, if they are close to the religion and follow its guidelines, their QOL will enhance. Tiliouine 

et al. (2009) also found that religious people and religious nations tend on average to experience greater well-

being than non-religious people and less religious nations. Moreover, people who have religious beliefs report 

higher life satisfactoin than those who declare themselves atheists (Donovan & Halpern, 2002) and have lower 

suicide rates (Helliwell & Putnam, 2005). 

Most of the students agreed that consumption of products will enhance their QOL with the exception of few 

students, who thinks that it will enhance their QOL but will not make a big difference. This appeared to be in 

contrast with Hirsch (1977), Bauman (1992) and Gabriel & Lang (1995), who suggested that consumerism 

promises a universal happiness that it cannot deliver. Further they explicated that disconfirmed expectations 

impoverish individual and societal QOL. Hirsch (1977), Bauman (1992) and Gabriel & Lang (1995), argued that 

the desire for constantly increased consumption may not only decrease the QOL of the consumer, but also have 

deleterious effects on the natural environment.  

In summary, the present research adds to the relatively small number of studies that found evidence of the effect 

of different factors on QOL. The findings of this study are in contrast with Hirsch (1977), Bauman (1992), and 

Gabriel and Lang (1995) because this study confirms the positive impact of consumption on happiness and 

overall QOL. However, it is consistent with those researches that confirmed the positive role of relationship on 

QOL (Halford et al., 1991; Poston et al., 2003) and influence of regilious beliefs in improved QOL (Donovan & 

Halpern, 2002; Helliwell & Putnam, 2005; Tiliouine et al., 2009). Finally, the authors wish to attach the present 

study with the relationship marketing, a philosophical foundation of QOL marketing, where the focus is to 

establish long-term relationship with target consumers by enhancing QOL through the delivery of products (Lee 

& Sirgy, 2004).  

REFERENCES  

Bauman, Z. (1992). Intimations of Postmodernity. London: Routledge. 

Birnbacher, D. (1999). Quality of Life, Evaluation or Description? Ethical Theory and Moral Practice 2.  

Carroll, A. B. (1989). Business and society: Ethics and stakeholder management. Cincinnati, OH: South 

Western. 

Coffey, A., & Atkinson, P. (1996). Making sense of Qualitative Data: Complementary Research Strategies. 

Thousand Oaks, CA: Saga Publications. 

Deleuil, J. (2000). The Quality of Night-Life, to What Ends? for Whom? Second International conference on 

Quality of LIfe in Citites, (pp. 353-359). Singapore. 



International Journal of Economics and Management Sciences  Vol. 1, No. 1, 2011, pp. 01-08 

© Management Journals  

h
tt

p
//

: 
w

w
w

.m
an

ag
em

en
tj

o
u
rn

al
s.

o
rg

 

7 

 

Donovan, N., & Halpern, D. (2002). Life Satisfactoin: The state of knowlede and implicatoins for government, 

analytical paper. London: Strategy Unit. 

Ducinskiene, D., Kalediene, R., & Patrauskiene, J. (2003). Quality of Life amoung Lithuanian University 

Students. Acta medica Lituanica , 77. 

Dwyer, F. R., Schurr, P. H., & Oh, S. (1987). Developing buyer-seller relationship. Journal of Marketing , 51 

(2), 11-27. 

Evan, W. M., & Freeman., R. E. (1988). A stakeholder theory of the Modern Corporation: Kantian Capitalism. 

In T. L. Beauchamp, & N. E. Bowie (Eds.), Ethical theory and business (pp. 97-106). Englewood 

Cliffs, NJ: Prentice Hall. 

Freeman, R. E. (1984). The politics of stakeholder theory: Some future driections. Business Ethics Quarterly , 4 

(4), 409-21. 

Frisch, M. B. (1994). Test manual and treamtment guide for the Quality of LIfe Inventory. Minneapolis, MN: 

NCS Pearson. 

Frisch, M. B., Cornell, J., Villanueva, M., & Retzlaff, P. J. (1992). Clincial validation of the Quality of Life 

Inventory: A measure of life satisfaction for use in treatment planning and outcome assessment. 

Psychological Assessment: A Journal of consulting and Clinical Psychology , 4, 92-101. 

Gabriel, Y., & Lang, T. (1995). The Unmanageable Consumer: Contemporary Consumption and Its 

Fragmentation. London: Sage. 

Ganesan, S. (1994). Determinants of long-term orientation in buyer-seller relationships. Journal of Marketing , 

58, 1-19. 

Goodpaster, K. E. (1991). Business ethics and stakeholder analysis. Business Ethics Quarterly , 1 (1), 53-73. 

Group, W. H. (1994). Development of the WHOQOL: Rationale and current status. International Journal of 

Mental Health , 23, 24-56. 

Halford, W. K., Schweitzer, R. D., & Varghese, F. N. (1991). Effects of Family Environment on Negative 

Symptoms and Quality of Life of Psychotic Patients. Hosp Community Psychiatry . 

Helliwell, J. F., & Putnam, R. D. (2005). The social context of well-being. In F. A. Huppert, N. Baylis, & B. 

Kevern (Eds.), The science of well-being (pp. 435-460). Oxford: Oxford University Press. 

Hirsch, F. (1977). The Social Limits to Growth. London: Routledge. 

Hsu, P. H.-C., Krageloh, C. U., Shepherd, D., & Billington, R. (2008). Religion/spirituality and quality of life of 

international tertiary students in New Zealand: an exploratory study. Mental Health, Religoin & 

Culture . 

Kotler, P. (2003). Marketing Management (11th ed.). Upper Saddle River, NJ: Prentice Hall. 

Kotler, P. (1986). Principles of marketing (3rd ed.). Englewood Cliffs, NJ: Prentice Hall. 

Lee, D. J., & Sirgy, M. J. (2004). Quality-of-Life (QOL) Marketing: Proposed Antecedents and Consequences. 

Journal of macromarketing , 48. 

Lee, D.-J., & Sirgy, M. J. (1995). Determinants of involvement in the consumer/marketing life domain in 

relation to quality of life: A theoretical model and research agenda. In H. L. Meadow, M. J. Sirgy, & D. 

Rahtz (Eds.), In Developments in quality of life studies in marketing (pp. 13-18). Blacksburg, VA: 

Academy of Marketing Science. 

Lee, D.-J., Sirgy, M. J., & Su., C. (1998). International quality-of-life (IQOL) orientation: The construct and 

possible predictors. Research in Marketing , pp. 151-84. 

Levin, J. S., & Schiller, P. L. (1987). Is there a religious factor in health? Journal of Religion and health , 26, 9-

36. 

Macneil, I. R. (1980). The new social contract. New Haven, CT: Yale University Press. 

Marshall, M. N. (1996). Sampling for qualitative research. Family Practice , 13, 522-525. 

McIntosh, D. N., & Spilka, B. B. (1990). Religion and physical health: The role of personal faith and control 

beliefs. In M. L. Lynn, & D. O. Moberg (Eds.), Research on the social scientific study of religion (Vol. 

2, pp. 167-194). Greenwish: JAI Press. 

Mohamad, M., Yassin, S. M., & Mohamed, W. N. (2008). Quality of life- Marketing, An introduction. Kuala 

Terengganu: UMT Publisher, Universiti Malaysia terengganu. 

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship marketing. Journal of 

Marketing , 58, 20-38. 

Peterson, M., & Ekici, A. (2007). Consumer Attitude toward Marketing and Subjective Quality of Life in the 

context of a Developing country. Journal of Macromarketing , 27 (4), 350-359. 

Poston, D., Turnbull, A., park, J., Mannan, H., Marquis, J., & Wang, M. (2003). Family Quality of life: A 

qualitative inquiry. Mental Retardation , 313-328. 

Robin, D. P., & Reidenbach, R. E. (1987). Social responsibility, ethics, and marketing strategy: Closing the gap 

between concept and application. Journal of Marketing , 51, 44-58. 

Schuessler, K. F., & Fisher, G. A. (1985). Quality of life research and sociology. Annual Review of Sociology , 

11, 129-49. 



International Journal of Economics and Management Sciences  Vol. 1, No. 1, 2011, pp. 01-08 

© Management Journals  

h
tt

p
//

: 
w

w
w

.m
an

ag
em

en
tj

o
u
rn

al
s.

o
rg

 

8 

 

Sheth, J., & Parvatiyar, A. (1994). Relationship marketing: Theory, methods, applications. Atlanta, GA: Center 

for Relationship Marketing, Emory University. 

Sirgy, M. J. (2001). Handbook of quality-of-life research: An ethical marketing perspective. Dordecht, the 

Netherlands: Kluwer. 

Sirgy, M. J. (2002). Measuring corporate performance by building on the stakeholders model of business ethics. 

Journal of Business Ethics , 35 (3), 143-62. 

Sirgy, M. J. (1996). Strategic marketing planning guided by the quality-of-life (QOL) concept. . Journal of 

Business Ethics , 241-59. 

Sirgy, M. J., & Lee, D.-J. (1996). Setting socially responsible marketing objectives: A quality-of-life approach. 

European Journal of Marketing , 30 (5), 20-34. 

Sirgy, M. J., & Lee, D.-J. (1995). The evolution of the quality-of-life concept in marketing thought. In H. L. 

Meadow, M. J. Sirgy, & D. R. Rahtz (Eds.), In Developments in quality-of-life studies in marketing 

(Vol. 5, pp. 19-24). Dekalb, IL: Academy of Marketing Science. 

Sirgy, M. J., Morris, M., & Samli, A. C. (1985). The question of value in social marketing: Use of a quality-of-

life theory to achieve long-term life satisfaction. American Journal of Economics and Sociology , 44, 

215-27. 

Sirgy, M. J., Samli, A. c., & Meadow, H. L. (1982). The interface between quality of life and marketing: A 

theoretical framework. Journal of Public Policy & Marketing , 1, 69-84. 

Strumple, B. (1973). Economic Life Styles, Values and Subjective Welfare- an Empirical Approach. Family 

Economic Behavior Problems and Prospects.  

Tesch, R. (1990). Qualitative Research: Analysis Types and Software Tools. New York: The Falmer Press. 

Tiliouine, H., Cummins, R. A., & Davern, M. (2009). Islamic religiosity, subjective well-being, and health. 

Mental health, Religion & Culture . 

Wilkinson, S. (1999). Focus groups: a feminist method. Psychology of Women Quarterly. , 23 (2), pp. 221-44. 

Williams, D. R., & Sternathal, M. J. (2007). Spirituality, religion and health: Evidence and research directions. 

MJA , 186 (10), 47-50. 

Wong, T. (2000). Land Use Change in Recreational Areas of Singapore and its Relationship with quality of 

Life. Second International conference on Quality of Life in Cities, (pp. 266-282). Singapore. 

Yuan, L. (2001). Quality of Life Case Studies for University Teaching in Sustainable Development. 

International Journal of Sustainability in Higher Education , 127-138. 


