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Abstract

Responsible consumers act collectively with integrity and resilience. Empowering responsible consumers
through ta’awun (mutual cooperation) enables sustainability in consumption. This study aims to explore
the roles of ta’awun (mutual cooperation) among consumers in a society of responsible consumers. The
study used personal interviews with consumer activists. The personal interviews with consumer activists
argued that empowering responsible consumers through ta’awun (mutual cooperation) for sustainability
can be done based on workable and practical mutual cooperation leads to good outcomes. The process is
monitored and evaluated with willingness, ability, and piety. Responsible consumerism is intensified with
mutual cooperation and the attitude of being socially responsible and sustainable. The tagqwa-driven
ta’awun (mutual cooperation) with responsible consumption sustainability can be done through education
and awareness campaigns, providing access to sustainable goods and services, and establishing incentives
for businesses to adopt more sustainable practices. For future research, the personal interview can be
extended to policymakers and other civil society advocates.
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1. Introduction

Responsible consumption is one of the sustainable development goals (SDGs). Consumers have
responsibility for their consumption. Goal Number 12 of the Sustainable Development Goal is to ensure
sustainable consumption and production patterns (Carlsen & Bruggemann, 2022; UNDP, 2015; Warde,
2015). There are many reasons for responsible consumption (Abdul Razak, 2021; Blum et al., 2021;
Frenken, 2017; Said & Hikmany, 2016).

First and foremost is to save money. A responsible consumer who is very careful and responsible
about consumption could save money in the long run by avoiding overspending and buying only what is
necessary (Abdul Razak, 2021; Huang & Rust, 2011; McNeill, 2023). In addition, a responsible consumer
can have to protect limited and precious resources (Jalil et al., 2020; Warde, 2015). This is logical when a
consumer consumes responsibly, each consumer could reduce the negative impact on the environment
(climate change) and protect natural resources for future generations.

Subsequently, a responsible consumer could enjoy a good and healthy life by eating healthy foods,
quitting smoking, and exercising regularly are not only improving physical health but also mental well-
being (Balaji et al., 2022; McNeill, 2023; Venkatesan et al., 2022; Webb et al., 2008). Thus, responsible
consumers would make a difference in their livelihood when every time a consumer buys something or
makes an economic decision, each of them has the power to support companies with ethical practices or
those that use sustainable materials and production methods to reduce their environmental footprint
(McNeill, 2023; Tsen, 2021; Venkatesan et al., 2022). In the long run, responsible consumption promotes
economic equality by supporting small businesses and local producers, who often rely on fair trade
practices to ensure that all workers are treated fairly and compensated adequately for their work (Balaji et
al., 2022; Jalil et al., 2020; Webb et al., 2008). Hence, responsible consumption leads to a meaningful life
by being mindful of the choices made and how each choice affects the community, environment, and
future generations.

There is a need for the policy to support sustainable consumption. A responsible consumption
policy allows for the authority to establish regulations (Antil, 1984; Paterson, 2017; Sassatelli, 2007).
Consumer affairs authorities in the governments can create regulations that encourage responsible
consumption by setting limits on the amount, type, and quality of products or services consumed (Balaji
et al., 2022; McNeill, 2023; Venkatesan et al., 2022; Webb et al., 2008). This could include laws to
regulate the production, sale, and use of certain goods or services. It also enables educational function by
encouraging education and public awareness.

Policy implementation via government agencies could promote public awareness campaigns that
educate citizens about the environmental impacts associated with irresponsible consumption practices.
These campaigns can help individuals understand how their choices affect the environment around them
so they can make more informed decisions when it comes to their purchasing habits (Abdul Razak, 2021;
Blum et al., 2021; Frenken, 2017; McNeill, 2023; Tsen, 2021). A policy not only educates citizens but
also reinforces good behavior by providing incentives for responsible consumption to responsible
consumer citizens.

Governments should provide incentives to businesses and consumers who demonstrate responsible

consumption behaviors such as using renewable energy sources or buying sustainable products. This
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could include tax breaks, subsidies, or other financial incentives (Abdul Razak, 2021; McNeill, 2023). In
addition, a policy should also support sustainable consumption practices via funding and resources to help
businesses develop sustainable consumption practices such as using renewable energy sources or
adopting green technologies. This could include grants, loans, and other forms of financial assistance.

Consumer education is essential to encourage more educated consumers. There are some reasons
for consumer education (Abdul Razak, 2021; McNeill, 2023). Firstly, it is to promote financial
responsibility. Consumer education helps individuals understand the implications of their financial
decisions and enables them to make responsible choices (Tsen, 2021). Secondly, it is to protect
consumers from fraud and abuse. Educating consumers are on how to identify, avoid, and report fraud can
help protect them from becoming victims of scams or other unfair practices by businesses (Jalil et al.,
2020). Thirdly, it is to increase awareness of products and services. By teaching consumers about
available products and services, they are better able to choose those that best suit their needs while
avoiding inferior or unnecessary options. Next is to encourage savings. Teaching individuals the
importance of saving money for future purchases can help them build a strong financial foundation that
will serve them well as they age. Finally is to educate consumers on rights and responsibilities.
Understanding their rights as consumers can help individuals make informed decisions when purchasing
goods or services while understanding their responsibilities can ensure they fulfil obligations to
businesses.

Approaches for consumer education can be done via financial education programmes, financial
literacy campaigns, and community outreach programmes (Abdul Razak, 2021; McNeill, 2023). In the
financial education programmes, many organizations could offer sponsored, free, or low-cost financial
education programmes for people of all ages and backgrounds to increase consumer knowledge of
personal finance concepts and strategies (Tsen, 2021). These programs often include seminars,
workshops, classes, webinars, videos, and other types of instruction that teach participants how to better
manage their money and build wealth over time (Barnett et al., 2005; Trentmann, 2004). In addition, there
can be financial literacy campaigns. Many organizations could provide education for financial literacy
(Jalil et al., 2020). These campaigns are designed to help people understand key concepts related to
budgeting, saving, investing, credit management and more. In a long term, there can be community
outreach programmes. There are banks, cooperatives, money lenders and other local organizations that
could offer community outreach programs aimed at educating consumers about personal finance topics.
These programmes often involve providing free seminars or workshops in local schools or libraries that
cover a range of financial topics relevant to people of all ages and backgrounds.

The academic challenge to the study of responsible consumption is how to strike a balance
between theoretical development in the responsible consumption (theories that underpinned it) and the
immediate policy outcomes expected from the SDGs (2015-2030). The theories that underpinned
consumerism studies include (a) social exchange theory, (b) cognitive dissonance theory, and (c)
motivation theories. Social exchange theory suggests that consumers make decisions based on a cost-
benefit analysis, weighing the perceived benefits of a purchase against its cost and any potential risks or
drawbacks (Cropanzano & Mitchell, 2005; Chen & Sriphon, 2022). The cognitive dissonance theory

proposes that people seek to reduce the amount of cognitive dissonance they experience by making
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choices that are consistent with their beliefs and values (Cooper, 2012; Frindte & Frindte, 2023; Harmon-
Jones & Harmon-Jones, 2003). The motivation theories explain how motivation influences consumer
behaviour by suggesting that consumers’ needs and wants drive their buying decisions (Acquah et al.,
2021; Egberi, 2020; Munir, 2022). For example, Maslow's Hierarchy of Needs explains that individuals
satisfy basic needs before seeking more complex ones such as self-actualization or social recognition
through consumption behaviours like shopping for luxury goods.

In contrast, the theories underpinning sustainable development studies include (a) change theory,
(b) ecological modernization theory, (c) sustainable development theory, (d) ecosystem services theory,
and (e) resilience thinking theory. The change theory is a formal method of understanding how people,
systems, and organisations adapt to change. It involves recognising patterns in the way that change
occurs, then applying strategies to manage it effectively (Burnes, 2020; Hussain et al., 2018). The change
theory also focuses on anticipating potential issues before they arise, as well as developing plans for
dealing with them when they do occur (Burnes, 2020). The goal of this approach is to create an
environment where positive changes can be implemented quickly and efficiently while minimizing
disruption. In addition, ecological modernization theory that embedded in sustainable development
studies suggests that economic development can be reconciled with environmental protection and
conservation by introducing more efficient technologies and processes (Buttel, 2000; Bugden, 2022;
Kachynska et al., 2022). The specific theory to the sustainable development, which is sustainable
development theory, proposes that economic growth must be balanced with social equity and
environmental protection in order to achieve sustainability for future generations (Ferreira & Valdati,
2023; Lin et al., 2022; Ogryzek, 2022). Likewise, the ecosystem services theory posits that ecosystems
provide essential services like carbon sequestration, water filtration, food production, etc., which are
important components of sustainable development efforts (Costanza, 2016). Resilience Thinking Theory
emphasizes the importance of building resilience into systems so they can better adapt to changing
conditions while maintaining their core functions over time (Chandler, 2019; Masnavi et al., 2019;
McKeown et al., 2022).

This study uses ta’awun (mutual cooperation) concept to harmonize the major theories that
underpinned responsible consumerism and sustainability studies. Thus, this study postulated that the
significant roles of ta’awun (mutual cooperation) among consumers empower a society of responsible
consumers. Essentially, the objective of the study is to explore the roles of ta’awun (mutual cooperation)

among consumers to empower for a society of responsible consumers.

2. Literature Review

2.1. Responsible Consumption

Consumption is an act of using a resource. It is a complex social situation when consumers
consume goods and services. It is also a process of buying or using goods and services. Responsibility in
consumption lies in the state of dealing with or having control over something (Abdul Razak, 2021; Blum

etal., 2021; Frenken, 2017).
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When a consumer decided to buy and consumer goods or services, the consumer has taken a duty
to accept the goods and services. The responsibility in consumption is mutual and reciprocal. The logic is
in the transaction of buying and selling (Balaji et al., 2022; McNeill, 2023; Venkatesan et al., 2022; Webb
et al., 2008). When a seller offers a product to a buyer, the seller has secured informed consent from the
buyer. The use of the goods is based on the information provided by the seller. In any situation when the

buyer is not getting the benefit of the product, the buyer can claim back from the seller. If there is a

dispute, then there is a need for a mediator from the government.

2.2. Empowerment

Empowerment is the process of giving individuals or groups the authority, resources, and support
to make decisions, take action, and accomplish change. It involves increasing the capacity of individuals
or communities to gain control over their own lives and destiny by enabling them to make informed
choices (Brieger et al., 2019; Harmsen, 2008; Herrmann, 2012). Empowerment is a process that increases
self-determination and creates an environment where people can realise their full potential (Herrmann,
2012; Malian & Nevin, 2002; McNaughtan et al., 2022). Empowerment for consumers enables individual
consumers and institutionalized consumers to increase activism satisfaction, improve service delivery, be
creative and innovative, increase productivity, and be efficient.

When consumers are empowered, they can enjoy responsible consumption satisfaction.
Responsible consumer empowerment is that it increases consumer activism satisfaction and motivation,
leading to better performance (Herrmann, 2012; Malian & Nevin, 2002; McNaughtan et al., 2022).
Empowered consumers can improve service delivery in terms of consumerism education and campaigns.
They can make decisions quickly and efficiently. Empowered consumers also can be creative and
innovative with new ideas or solutions that may not have been considered before. Thus, this can increase
productivity and efficiency.

Theories that underpinned empowerment provide a framework for understanding how people can
gain control over their lives, achieve self-determination and make positive changes. These theories
encompass concepts such as power dynamics, social justice, personal autonomy, collective action, and the
role of institutions in enabling or constraining individual potential (Perkins & Zimmerman, 1995;
Wilkinson, 1998; Zimmerman, 2000). They also emphasise the importance of creating an environment
that is conducive to meaningful engagement with others in order to realize shared objectives. In addition
to providing a conceptual foundation for promoting empowerment, these theories help inform strategies
for implementing policies and programmes that support individuals’ capacity to exercise agency in their

own lives.

2.3. Ta’awun (mutual cooperation)

Mutual cooperation is a relationship between two or more parties in which all involved recognise
and agree to work together for mutual benefit. It involves sharing resources, knowledge, and
responsibilities to achieve common goals (Dorrough et al., 2022; Lust, 2022; Yuhertiana et al., 2022).
Mutual cooperation requires open communication, respect, trust, and accountability from everyone

involved to be successful (Dorrough et al.,, 2022; Lust, 2022). There are many reasons for mutual
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cooperation, namely to share goals, to gain efficiency, to have synergy, to establish strong
communication, and to get together for innovation and creativity.

Mutual cooperation is often based on the shared goals of two or more parties. Working together
allows them to pool their resources and knowledge to achieve a common objective. The ability to share
goals will lead to greater cooperation which can be beneficial because it increases efficiency by reducing
duplication of effort and allowing for the specialisation of tasks (Galegher et al., 2014; Lust, 2022; West
et al., 2008). This can help both parties save time, money, and resources while still achieving their goals
faster than they would have alone (Dorrough et al., 2022; West et al., 2008). More importantly, when
different entities work together, they can create a synergistic effect that produces greater results than
either party could have achieved independently. This makes mutual cooperation an attractive option for
many organizations looking to maximise their potential output with minimal input costs. The efficiency
gained through a strong communication channel between two or more entities is key to successful
cooperation. This helps foster trust, understanding, and collaboration that can lead to positive outcomes
for both sides of innovation.

Mutual cooperation among members can be reinforced when members are given clear
expectations, allow for open communication, foster collaboration at all times, recognise accomplishments,
provide incentives, and promote teamwork spirit (Dorrough et al., 2022; Lust, 2022). There is a need to
establish clear expectations for members. This can be done by creating a set of rules and expectations that
all members must agree to adhere to in order to foster cooperation among them. In doing so, there is a
need to encourage open communication, for example, the team can set up a forum, or discussion board
where team members can communicate openly about their ideas and concerns (Dorrough et al., 2022;
West et al., 2008; Yuhertiana et al., 2022). This will help create an atmosphere of trust and transparency,
which is essential for successful teamwork. Successful teamwork is always encouraging collaborative
problem-solving by providing opportunities for team members to work together on projects or tasks
related to the group's mission or goals. In the meantime, make sure each member is recognised when they
contribute something valuable or achieve success as part of the group effort, such as completing a task
before the deadline or finding a creative solution to a problem. The provision of incentives is necessary to

energise and sustain the motivation of the members.

2.4. Ta’awun and Empowerment

Empowerment allows for independence in making decisions for high-impact outcomes. This is a
manifestation of vicegerency of human (Alatas, 2014; Mahyudi, 2016; Mahyudi & Aziz, 2017; Omercic
et al., 2020; Rakhmat, 2022). The empowerment is guided with the five principles of human existence or
magqasid al-shari’ah, namely ‘aqidah (faith), nafs (life), ‘aql (intellect), nasb (lineage), and mal (wealth)
(Auda, 2008; Chapra et al., 2008; Dusuki & Abdullah, 2007; Shabbir, 2020).

The actionable verbs that integrate the five maqasid al-shari’ah require ta’awun (Mhd. Sarif et al.,
2022a). Ta’awun (mutual cooperation) is spiritually driven mutual cooperation in attaining al-birr
(righteousness) and taqwa (piety) (Mhd. Sarif & Ismail, 2022). Taqwa is an Islamic term often translated
as “God-consciousness” or “piety” which refers to the practice of being conscious and aware of God at all

times (or Tawhidic) and living in a way that is Pleasing Him (Mhd. Sarif et al., 2022a). It encompasses all
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aspects of life, from personal behaviour to social interactions (Mhd. Sarif et al., 2022b; Zainudin et al.,
2021).

There are a few dimensions of taqwa (Mhd. Sarif, 2020, 2021; Tuerwahong & Sulaiman, 2019).
Taqwa of Allah is the highest form and involves fear, respect, obedience, and submission to Allah's
commands in all aspects of life. Then, the tagwa of Prophet Muhammad (peace be upon him), involves
following the teachings and example set by Prophet Muhammad (peace be upon him) in every aspect of
life (Djasuli, 2020; Fontaine, 2022).

Subsequently, it is tagwa towards oneself. This type focuses on avoiding anything that may lead to
sin or disobedience against Allah such as backbiting, lying, cheating, and so on (Fontaine, 2022; Mhd.
Sarif, 2020; Tuerwahong & Sulaiman, 2019). It also includes controlling one’s desires and passions so
they do not become a source for committing sins or wrongdoings against others. Not to forget is the taqwa
towards other people (Djasuli, 2020; Fontaine, 2022; Sulaiman et al., 2022). This type of taqwa involves
treating others with kindness and respect, fulfilling one’s obligations to them, being just in dealings and
transactions, maintaining good relationships, avoiding backbiting or slander, and so forth.

Based on the different levels of taqwa (piety) and ta’awun (mutual cooperation), it can be
described as growth tagwa-ta’awun (when taqwa and ta’awun levels are in Cells 1, II and IV), maintain
tagwa-ta’awun (tagwa and ta’awun are in Cells III, V, VII), and improving taqwa-ta’awun (in Cells VI,
VIII, and IX). Figure 1 depicts the different levels of taqwa (piety) and ta’awun (mutual cooperation) in

nine-cell matrix.

TA’AWUN
High Low
Moderate

High Growth TagwatTa’awun i
N v - \% : VI
S Moderate Maintain Tagwa-Ta '¢wun
S
N~

VIl VIII X
Improving Tagqwa-Ta awun
Low

Figure 1. Taqwa (piety)-Ta’awun (mutual cooperation) Matrix

2.5. Sustainability

Sustainability is the ability and willingness to maintain a certain level of economic, social, and
environmental well-being over time. It involves making decisions that balance short-term needs with
long-term consequences in order to ensure that future generations can access the same resources and
services as current generations (Abdul Razak et al., 2013; Abdul Razak, 2021; Affolderbach, 2022; Vogt

& Weber, 2019). Sustainability is important because it helps to ensure that our planet remains healthy and
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habitable for future generations (Abdul Razak, 2021; Rieckmann, 2017). Figure 2 shows the relationships

between sustainability with ability and willingness.

\ 4
2
3 |

Sustainability Maintai

Ability |~ S
/

/

Willingness 2 d N' "

Figure 2. Sustainability Matrix

By living sustainably, we can reduce our impact on the environment, conserve natural resources,
minimize pollution and waste production, and help create a more equitable society (Abdul Razak, 2021;
Blum et al., 2021; Frenken, 2017). Additionally, sustainable practices can save money in the long run by
reducing energy costs and increasing efficiency (Blum et al., 2021; Frenken, 2017).

Consumption sustainability is the practice of consuming goods and services in a way that
minimizes their environmental impact. This includes reducing, reusing, and recycling as much as
possible; buying products made with sustainable materials; sourcing local goods whenever possible;
choosing energy-efficient appliances and electronics; avoiding single-use items like plastic bottles or
bags; conserving water; eating less meat and more plant-based foods (Abdul Razak, 2021; Blum et al.,
2021; Frenken, 2017).

Consumption sustainability is important because it helps to reduce our negative impact on the
environment and conserve natural resources (Abdul Razak, 2021; Huang & Rust, 2011; McNeill, 2023).
By making sustainable choices in our everyday lives, we can help ensure that future generations have
access to the same resources and services as current generations (Abdul Razak, 2021; Frenken, 2017).
Additionally, sustainable consumption practices can save money in the long run by reducing energy costs
and increasing efficiency.

Consumption sustainability can be achieved by reducing, reusing, and recycling as much as
possible; buying products made with sustainable materials; sourcing local goods whenever possible;
choosing energy-efficient appliances and electronics; avoiding single-use items like plastic bottles or
bags; conserving water; eating less meat and more plant-based foods (Abdul Razak, 2021; Huang & Rust,
2011; McNeill, 2023). Additionally, it is important to educate ourselves on the environmental impact of
our consumption choices to make informed decisions that promote sustainability.

The relationships between sustainability and responsibility can be depicted as high-moderate-low
for responsibility and sustainability. There are nine cells to depict different levels of responsibility for
sustainability. The highest level is in the Cell 1 (high-high) the lowest is in the Cell IX (low-low). Figure

3 shows the responsibility-sustainability matrix.
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Low Vil VIII IX
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Figure 3. Responsibility-Sustainability Matrix

Some of the challenges faced when trying to achieve consumption sustainability include changing
consumer behaviour and attitudes, lack of access to sustainable products or services, lack of awareness
about the environmental impacts of our consumption choices, and economic constraints (Abdul Razak,
2021; Huang & Rust, 2011; McNeill, 2023). Additionally, it is important to consider how different
cultures view sustainable practices to ensure that they are implemented in a culturally sensitive way.

Responsible consumption sustainability is the practice of consuming goods and services in a way
that minimizes their environmental impact while taking into account social, economic, and cultural
considerations (McNeill, 2023; Venkatesan et al., 2022; Webb et al., 2008). This includes reducing,
reusing, and recycling as much as possible; buying products made with sustainable materials; sourcing
local goods whenever possible; choosing energy-efficient appliances and electronics; avoiding single-use
items like plastic bottles or bags; conserving water; eating less meat and more plant-based foods.
Additionally, it is important to be mindful of our consumption choices to ensure that they do not have
negative impacts on vulnerable communities or ecosystems.

Encouraging responsible consumption sustainability can be done through education and awareness
campaigns, providing access to sustainable goods and services, establishing incentives for businesses to
adopt more sustainable practices, and creating legislation that requires companies to use more
environmentally friendly materials (Balaji et al., 2022; McNeill, 2023; Venkatesan et al., 2022; Webb et
al., 2008). Additionally, it is important to consider how different cultures view sustainable practices to
ensure that they are implemented in a culturally sensitive way.

Based on the critical review of the literature on the major theories that underpinned responsible
consumerism and empowerment, the study harmonized the theories with ta’awun (mutual cooperation)
concept. Table 1 provides the summary of the harmonisation of major theories in empowerment for

responsible consumerism with ta’awun concept.

91


http://dx.doi.org/

https://doi.org/10.15405/epsbs.2024.05.8

Corresponding Author: Suhaimi Mhd Sarif

Selection and peer-review under responsibility of the Organizing Committee of the conference
eISSN: 2357-1330

Table 1. Summary of the harmonisation of major theories in empowerment for responsible
consumerism with ta ’‘awun concept

Major Theories underpinned Responsible Consumerism Harmonising Elements of
Ta’awun

Consumerism Studies Theories

social exchange theory

cognitive dissonance theory Tagwa (piety)
motivation theories
Ta’awun
Sustainable Development Theories (mutua.ll
cooperation)

change theory

. . concept
ecological modernization theory Al-Birr
sustainable development theory (Righteousness)

ecosystem services theory

resilience thinking the

Based on the harmonization process, the study postulated the research framework of empowering
responsible consumers through fa’awun (mutual cooperation) for sustainability with several variables.
The variables are empowerment, responsible consumers, sustainability and ta ‘awun (mutual cooperation).

Figure 4 depicts the framework of the research.

Empowerment |:> Responsible |:> Sustainability
4}

= =

Ta awun Ta awun

Figure 4. Framework of Research

3. Research Methods

This study uses qualitative research through personal interviews with consumer activists. This
research paradigm is in line with the objective of the study is to explore the roles of ta’awun (mutual
cooperation) among consumers and empower a society of responsible consumers. The step-by-step action
undertaken to conduct qualitative research with the personal interview method is based on Silverman
(2020). Firstly, developing a research question. This step is done after a thorough literature review. From
the research question, the study developed interview questions. The study approached two independent
researchers to review and validate the research question and interview questions together with the
research protocol. The researchers also secured research permission of the research management centre.

Secondly, selecting the informants for the research. The selection was based on the researchers
contact among consumerism activists. To avoid self-biasness, the researchers sought the two independent
researchers about the selected informants. Thirdly, preparing for the interview. The researchers created an

interview guide, which is a set of questions or topics intended to keep the conversation on track and
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focused on specific areas of interest; practice asking them out loud; and prepare any necessary materials
such as recording equipment or consent forms for each participant to sign before beginning the interview.

Fourthly, conducting the personal interviews. The researchers secured informed consent, and then
scheduled an appropriate time with each informant. The researchers explained that they are conducting
the interview and asked to sign a consent form. The researchers also explained the purpose of each
question that they planned to ask and assured the informants understood it before proceeding.
Immediately after each interview, the researchers requested the informants to verify the interview notes.
Fifthly, analyzing the data after all the interviews have been conducted, reviewing the notes from each
session and looking for themes or patterns that may help answer the research questions. Finally, reporting
the findings. At this stage, the researchers summarized the key insights they uncovered through their
interviews in a report or presentation that can be shared with stakeholders and other interested parties.

The researchers used a manual note-taking approach. Each interview took 30-45 minutes. The
researchers used triangulation to validate the interview results (Anderson, 2010; Flick, 2019).
Immediately after the interview, the researchers transcribed the interview notes into readable transcripts.
The informants were asked to validate the interview transcripts (Anderson, 2010; Silverman, 2020).

The researchers corrected the interview transcripts as pointed out by the informants. Next, the
researchers approached two independent qualitative researchers who are familiar with the context of the
research to verify the validated interview transcripts (Flick, 2019; Silverman, 2020). The researchers used
thematic content analysis to analyze the validated interview transcripts. The use of themes allowed the

researchers to ground themes from the feedback of the informants.
4. Findings and Discussion

This section presents the findings from the personal interviews with consumer activists. This
research paradigm is in line with the objective of the study is to explore the roles of fa’awun (mutual
cooperation) among consumers and empower a society of responsible consumers. The informants were
asked two interview questions, namely (a) what is your view about having mutual cooperation among

consumers?, and (b) How could consumers cooperate based on mutual cooperation?
4.1. Views on mutual cooperation

The following are the findings from the first interview question to three informants (what is your
view about having mutual cooperation among consumers?).

Mutual cooperation among consumers is ideal but workable. According to Consumer Activist 1,
there are more benefits when consumers could have mutual cooperation. Consumer Activist 1 said:

"I have more than 20 years in the consumerism movement and I believe that mutual cooperation (if
you can say s0) among consumers is a great way to ensure better access to goods and services. But, be
mindful that in reality, not all consumers can work together. Ideally, when consumers are working
together, there can be a more efficient use of resources, as consumers can share information about

products, prices, and quality. This type of cooperation encourages competition between businesses to
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provide the best possible service or product at a competitive price. In addition, it helps build trust between
consumers and businesses which can lead to improved customer satisfaction."

Workable mutual cooperation is imbued with high willingness, ability, and piety (Fontaine, 2022;
Mhd. Sarif, 2020; Mhd. Sarif et al., 2022a; Tuerwahong & Sulaiman, 2019). Then, activists of
responsible consumerism mutually cooperated with the attitude of socially responsible and sustainable
(Abdul Razak, 2021; Balaji et al., 2022; Djasuli, 2020).

Echoing Consumer Activist 1, Consumer Activist 2 pointed out the practicality of mutual
cooperation. Consumer Activist 2 mentioned:

“I am a practical person. You don't need a very sophisticated idea to explain this. I believe that
cooperation among consumers is beneficial to both parties. It increases the level of competition between
businesses, which can lead to better prices and quality products or services. It also encourages a sense of
trust between consumers and businesses, leading to improved customer satisfaction. Cooperation among
consumers can help ensure that everyone has access to goods and services at a fair price, creating an
equitable marketplace for all involved.”

Practicality is in the economic, social and environmental senses (Abdul Razak, 2021; Huang &
Rust, 2011; McNeill, 2023) that are guided by taqwa (piety) (Fontaine, 2022; Mhd. Sarif, 2020, 2021;
Tuerwahong & Sulaiman, 2019) and sustainability (Abdul Razak, 2021).

Mutual cooperation can lead to good outcomes. However, Consumer Activist 3 is skeptical.
Consumer Activist 3 uttered:

“Humans are not naturally wanted to work together. Only if they could benefit from working
together. I think it is a positive thing for consumers to work together for their own benefit. When
consumers cooperate and share information, they can gain access to better prices, quality products or
services, and more efficient use of resources. This type of cooperation also encourages competition
between businesses, which helps ensure that everyone has access to goods and services at fair prices.
Working together for mutual benefit helps create an equitable marketplace where all participants have
equal opportunities.”

A workable and practical mutual cooperation leads to good outcomes that are qualified by high
willingness, ability, and piety (Fontaine, 2022; Mhd. Sarif, 2020; Mhd. Sarif et al., 2022a; Tuerwahong &
Sulaiman, 2019). Ultimately, responsible consumer activists intensified mutual cooperation with the
attitude of socially responsible and sustainable (Abdul Razak, 2021; Balaji et al., 2022; Djasuli, 2020).

In short, empowering responsible consumerism through mutual cooperation among consumers

requires a workable idea that can be practical to give mutual benefits and greater good outcomes.

4.2. Basis of mutual cooperation

The following are the findings from the second interview question to three informants (how could
consumers cooperate based on mutual cooperation?).

Consumers can have mutual cooperation among themselves if they have the willingness and
readiness to do so. Consumer Activist 1 said:

“If you have a will, you will have the way to do anything. In my own experience and observation,

I think consumers can cooperate among themselves in many ways. They can share resources, such as cars,
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tools and other items that they may not need all the time but could benefit others. Consumers can also
organize to create collective buying power or support local businesses and producers. Additionally, they
can come together to advocate for their interests with governments or companies through campaigns or
protests. Finally, consumers can work together to promote sustainable practices by encouraging recycling
programs and reducing energy consumption.”

However, Consumer Activist 2 argued that there is a need to have an advocate among consumers
to call for mutual cooperation. Consumer Activist 2 mentioned:

“In some cases, it can be beneficial to have an advocate among consumers who calls for mutual
cooperation. This could include a representative from a consumer rights group or organization who can
represent their interests and speak out on behalf of all consumers. This individual could help organize
collective buying power and coordinate campaigns to push for positive changes in the marketplace.
Additionally, they could also provide resources and advice to other consumers about how best to protect
their rights when dealing with companies or governments.”

Consumer activists must be prepared to face resistance from consumers. Consumer Activist 3
pointed out:

“It is natural for people to refuse or to ignore your call for good things. Logically, based on our
observations, several factors can lead consumers to refuse to cooperate among themselves. These may
include a lack of trust or understanding between different groups, conflicting interests, and goals, or the
perception that such cooperation is not beneficial or necessary. Additionally, if there is no clear leader
who can organize and coordinate efforts, then it may be difficult for consumers to come together in
meaningful ways. Finally, if there are economic disparities between different groups of consumers then
this could also create an environment where cooperation is unlikely.”

Consumer Activist 3 denied that consumers refused to cooperate with other consumers due to their
attitude. Consumer Activist 3 said:

“In my humble opinion, consumers generally have a positive attitude towards mutual cooperation.
Mutual cooperation is seen as an effective way to get the most out of a business transaction. Consumers
appreciate businesses that are willing to work together and find solutions that benefit both parties. By
engaging in collaborative efforts, consumers can feel confident that their needs will be met, while also
helping businesses achieve better outcomes for themselves. Additionally, mutual cooperation typically
leads to long-term relationships between businesses and customers which further strengthen consumer
loyalty and trust. In some cases, consumers may act selfishly if they feel that their interests are not being
taken into account or if they believe that other consumers are taking advantage of them. However, this
does not mean that all consumers are inherently selfish; many people understand the value of cooperation
and will work together to achieve mutual goals.”

Readiness and willingness to cooperate are operated based on taqwa (piety) (Fontaine, 2022; Mhd.
Sarif, 2020; Mhd. Sarif et al., 2022b; Tuerwahong & Sulaiman, 2019) and sustainability (Abdul Razak,
2021).

Based on the feedback of the informants, the study found out that more emphasis on al-birr

(righteousness) which is inclined towards the sustainable development theories comprised of change
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theory, ecological modernization theory, sustainable development theory, ecosystem services theory, and

resilience thinking theory. Table 2 summarises the feedback of informants with the elements of ta’awun.

Table 2. Summmary of Feedback of Informants with the Elements of 7a ‘awun

Feedback of Informants

Views on mutual cooperation

Elements of Ta’awun

Mutual cooperation among consumers is ideal but workable Al-Birr
(Righteousness)
Workable mutual cooperation is imbued with high willingness, ability, and piety ~ Tagwa (piety)
Practicality of mutual cooperation Al-Birr
(Righteousness)
Practicality is in the economic, social and environmental senses guided by tagwa  Both Al-Birr
and al birr (Righteousness) and Tagwa
(piety)
A workable and practical mutual cooperation leads to good outcomes that are Both Al-Birr
qualified by high willingness, ability, and piety. (Righteousness) and Tagwa
(piety)
Basis of mutual cooperation
Mutual cooperation among themselves if they have the willingness and Al-Birr
readiness (Righteousness)
Advocacy among consumers to call for mutual cooperation Al-Birr
(Righteousness)
Address resistance Al-Birr
(Righteousness)

In short, the basis for mutual cooperation should be based on informed consent. Consumers can
have mutual cooperation among themselves if they have the consent, willingness, and readiness to do so.
They may be refused or reluctant, consumer activists must be prepared to face resistance from consumers
who may be refused to cooperate with other consumers. The informants argued that empowering
responsible consumers through ta’awun (mutual cooperation) for sustainability can be done based on
workable and practical mutual cooperation leads to good outcomes. The process is monitored and
evaluated with willingness, ability, and piety. Responsible consumerism is intensified with mutual
cooperation and the attitude of being socially responsible and sustainable. The tagwa driven ta’awun
(mutual cooperation) with responsible consumption sustainability can be done through education and
awareness campaigns, providing access to sustainable goods and services, and establishing incentives for

businesses to adopt more sustainable practices.

4.3. Implications to theory

The study discovered that the empowerment of responsible consumerism with ta’awun (mutual
cooperation) emphasizes strongly on al-birr (righteousness) which can be associated with the sustainable
development theories. The preceding theories comprise change theory, ecological modernization theory,
sustainable development theory, ecosystem services theory, and resilience thinking theory. In addition,
the empowerment of responsible consumerism with ta’awun is reinforced by the theories consumerism

studies such as social exchange theory, cognitive dissonance theory, and motivation theories.
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4.4. TImplications to practice

In practice, the empowerment of responsible consumerism requires mutual cooperation that is
guided by consent, willingness, and readiness of the consumers More advocacy activities should be

carried out by the consumer activists to address the reluctance and refusal.
4.5. Limitations of this research

This study did not include the opinions of policy makers, public advocates, educators, and
community leaders who have close contact with the consumers. In this study, the researchers the
informants based on their networking. This method precluded the researchers from approaching possibly

more experienced informants.
4.6. Future research recommendations

Future studies should include policy makers, public advocates, educators, and community leaders
who have close contact with the consumers. The personal interview method employed in this study did
not provide an exchange of views as a result of face-to-face discussion that is available in a focus group
discussion. The deficiency in using the interview method can certainly be overcome by adopting a focus

group discussion with the key stakeholders.
5. Conclusion

Empowering responsible consumerism can be done through ta’awun (mutual cooperation) that is
driven by taqwa (piety), responsibility and sustainability. The roles of ta’awun (mutual cooperation) can
be incorporated into routines and activities to advocate, educate, reinforce and sustain responsible
consumption for sustainability. The personal interviews with consumer activists argued that the
empowering responsible consumers through ta’awun (mutual cooperation) for sustainability can be done
based on a workable and practical mutual cooperation leads to good outcomes. The process is monitored
and evaluated with the willingness, ability, and piety. A responsible consumerism is intensified with the
mutual cooperation and the attitude of socially responsible and sustainable. The taqwa driven ta’awun
(mutual cooperation) with responsible consumption sustainability can be done through education and
awareness campaigns, providing access to sustainable goods and services, and establishing incentives for

businesses to adopt more sustainable practices.
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