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6.4 Conclusion 

The correlation analysis concludes that the independent variables which are, Attaqwa, As-Sidq, 

Al-Amanah, Al-Ihsan, Al-Istiqamah, Annasihah, Attasamoh and Al-E’etedal are positively 

related to the dependent variable, Brand Credibility. Thus, there are indications that Brand 

Credibility increases when brand’s promoters practice and embrace ethics; especially Islamic 

Marketing Ethics as ethics are essential for marketing and economic success (Kale, 2004). So, 

marketing experts in Moslems’ countries are advised to make serious steps toward applying 

marketing ethics, values, principles and policies in their marketplaces. They have to create their 

ethical standards that organize and govern their different activities in the market.  
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