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Abstract
The purpose of this study is to explore the relationships among ethnic identification, acculturation and religiosity
among British Muslim in the United Kingdom. Quantitative research was undertaken by means of a web
we based
survey questionnaire. The usable questionnaire consisted of 222 respondents. Results show that religiosity is
negatively related to acculturation but not with ethnic identification. The findings also show that acculturation is
negatively related to ethnic identification. Limitations and direction for future research are discussed towards the
end of this paper.
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1.
Introduction
British Muslim have been recognised as one ooff the fastest growing ethnic minorities and the second largest
population in the United Kingdom (UK) after Christian (Burton, 2002; UK National Statistics, 2001).
2001) According to
the UK National Statistics (2001), three quarter of Muslims (74%) were from an Asian ethnic background,
predominantly Pakistani (43%), Bangladeshi (16%), Indian (8%) and other Asian (6%). It has been reported that
around
round 81% of Muslims think of themselves as Muslim first. Muslims living in Muslim-majority
Muslim majority countries also
als tend
to think of themselves as Muslim first rather than identifying with nationalism (for example 87% of Pakistanis
identify themselves as Muslim first rather than Pakistani) (The Pew Global Project Attitudes, 2006)
2006). However
around 83% of Muslims are proud to be a British citizen, compared to 79% of the general public, 77% of Muslims
strongly identify with Britain while only 50% of the wider population do, 86.4%
86.4% of Muslims feel they belong in
Britain, slightly more than the 85.9% of Christians, 82% of Muslims want to live in diverse and mixed
neighbourhoods compared to 63% of non
non-Muslim Britons (Moosavi, 2012).
Religion
gion is an important defining characteristic of people’s identity (Office for National Statistics, 2012)
2012). Religion
also poses an important consideration to the market segmentation of ethnic groups (Emslie, Bent, & Seaman, 2007)
2007).
As noted by Burton (2002),, the relationship between religion,
religion, ethnicity, and consumer behaviour has not been
adequately addressed in marketing research. Given the issue of identity among British Muslim, the importance of
ethnic identification and acculturation among Muslims should be explored in studying ethnic
ethni minority consumers
(Hui, Laroche, & Kim, 1998; Lindridge, 2010)
2010).
1.1
Objective of the Study
The objective of this study is to investigate the relationships among ethnic identification, acculturation and religiosity
re
among British Muslim in the UK. This paper begins by providing related literature review on ethnic identification,
acculturation, and religiosity and hypotheses development. Then, methodology used in this study is presented and
followed by discussion
ussion of results and finding. A final section provides the conclusion, limitations and
recommendations for future research.
2. Literature Review and Hypotheses Development
2.1 Ethnic Identification and Religiosity
Ethnic identification has been defined as the extent to which a person feels tied to his/her culture of origin (Donthu &
Cherian, 1992).. Strong ethnic identifiers are those whose sense of self is very strongly formed by the culture of
origin, therefore, the basic values and attitudes of the culture of origin will be predictive of their actions. In contrast,
weak ethnic identifiers are those whose self
self-image
image is only slightly formed by the culture of origin, therefore, the

174
Co-published with Center for Research on Islamic Management and Business (CRIMB)
http://www.crimbbd.org

EJBM-Special Issue: Islamic
amic Management and Business
ISSN 2222-1719
1719 (Paper) ISSN 2222-2863
2222 2863 (Online)
Vol.5 No.11 2013

www.iiste.org

weak ethnic identifiers will not necessarily be predictable by the culture of origin or values or attitudes (Donthu &
Cherian, 1994).
Religious commitment, on the other hand, often termed as religiosity is defined as ‘belief in God accompanied by a
commitment to follow principles believed to be set forth by God’ (McDaniel & Burnett, 1990)
1990). In other words,
highly religious individuals tend to abide by the rules and
and codes of conduct set by their religious doctrines, for
example, attending regularly worship services and being strictly committed to the religious practices and
membership of the group. If their belief in religious tenet is weak, they might feel free to behave in other ways.
Hence, how strongly consumers committed with their religion should be considered in understanding the nature of
consumer behaviour (Mokhlis, 2006b).
2006b)
Few studies have investigated relationships between personal characteristics and level of ethnic identification.
Brouard and Tiberj (2005) cited in Saroglou and Mathijsen
Mathi
(2007) examined the relationships between religiosity
and level of ethnic identification. Findings of the study indicate that people with high degree of religiosity tend to
have strong attachment to the origin country. As such, strong attachment to the origin country reflects strong ethnic
ethn
identifiers (Donthu & Cherian, 1994)
1994).. The same finding is also supported in Saroglou and Mathijsen’s (2007) study.
Using Belgian Muslim immigrants as a sample, the study shows that high religiosity or spirituality was related to low
attachment to the Belgian
an and European identities and high attachment to the origin identity. In contrast, high
doubting in religion was followed by endorsement of the European and Belgian identities and by attachment to the
Belgian culture or integration. This finding is anot
another
her study which shows that intensity of faith and religious practice
was negatively related to host country culture.
Moreover, Saroglou and Mathijsen (2007) found that highly religious immigrants were not only found to have
strong attachment to the origin country, as opposed to those of low religiosity, but also hold a more traditional
conception of the status of women and have traditional matrimonial practices typical of their origin countries. This
finding perhaps relates to the tendency of highly religious individuals to be more conservative
conservat (Delener, 1990, 1994),
high dogmatism (Schiffman, Dillon, & Ngumah, 1981) and more traditional (Delener, 1990, 1994) than are the nonreligious subjects. Following this line of reasoning and results from the previous studies, it can therefore be
anticipated that highly religious individuals will hold more traditional views, and more attached to their culture of
origin. In accordance with the discussion on ethnic identification and religiosity, it is therefore possible to make the
following hypothesis:
H1: An individual’s ethnic identification will be positively related with his/her religiosity
levels.
2.1 Acculturation and Religiosity
Majority of Muslims in the UK were immigrants from Asian countries such as Pakis
Pakistan,
tan, India, and Bangladesh (UK
National Statistics, 2001).. According to previous research, people migrating to other countries go through
acculturation which refer to the process of learning and adopting cultural traits different from the ones with which
the person was originally reared (Ownbey & Horridge, 1997).
1997) It has also been recognised that more acculturated
immigrants are more readily adopting the values, attitudes and behaviour of the dominant host culture while less
acculturate immigrants
grants retain a great many of their own culture’s attitudes, values, and behaviours. The changes in
the values, attitudes and behaviour are likely to be reflected in their buying behaviour as well (e.g. Podoshen, 2006;
Rajagopalan & Heitmeyer, 2005).
As acculturation also deals with changes in attitudes, values, and/or behaviours of members of one cultural group
toward the standard of the other cultural group (Lee, 1993),, individual’s personality traits seem to differentiate
individual responses to change or acculturate. Change management literature showed that attitude toward change is
positively associated with openness to experience, agreeableness, and conscientiousness and negatively associated
with neuroticism (Vakola, Tsaousis, & Nikolaou, 2004)
2004).. In a study involving consumer acculturation, Schiffman et
al. (1981) found that high scores on dogmatic scale inhibited consumer acculturation
acculturation while low scores on dogmatic
scale facilitated consumer acculturation.
Researchers have also established that a religious person tend to be close minded and dogmatism (Delener, 1994;
Schiffman, et al., 1981).. They also tend to be conservative, traditional (Delener, 1990, 1994) and also less prone
toward novelty seeking activities (Hirschman, 1982) than the non-religious
religious subjects. Individuals with these types of
personality have been negatively associated with attitude toward change according to the change management
literature (Vakola, et al., 2004).
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In a study examining the relationships between religiosity and acculturation, Saroglou and Mathijsen (2007) found
that intensity of faith and religious practice was negatively related
related to acculturation within the Belgian culture. Low
certainty in faith or low faith corresponded to high Belgian identity, sense of belonging and acculturation to the
Belgian culture and low attachment to the origin identity and culture. The same finding
findingss were also evidenced among
the Asian Americans and African Americans whereby religiousness was negatively related to acculturation
(Ghorpade, Lackritz, & Singh, 2006).
2006) As such, highly religious individuals
ividuals should therefore less acculturate because
they tend to be highly dogmatism and conservative (Delener, 1990, 1994).. In contrast, individuals who are less
religious will acculturate better. Thus, the following hypothesis is proposed:
H2: An individual’s level of acculturation will be negatively related with his/her religiosity
levels.
2.3Ethnic Identification and Acculturation
Ethnic identity is a psychological construct that reflects a person identification with, and membership, in an ethnic
et
group (Cuellar, Nyberg, & Maldonado, 1997).
1997). Numerous studies that have investigated the impact of ethnic identity
on consumer behaviour have operationally defined ethnic identity as an individual’s strength of ethnic identification
(e.g. Chattaram & Lennon, 2008; Kim & Arthur, 2003).. According to Deshpande et al. (1986), an individual’s
strength of ethnic identification signifies the individuals’ base level of affiliation with an ethnic group. This
construct differs from the related construct of acculturation
acculturation in that strength of ethnic identification focuses on the
maintenance of aspects related to the culture of origin, whereas, acculturation focuses on the acquisition. Therefore,
it is expected that ethnic identification and acculturation will be negatively related. The following hypothesis is
proposed:
H3: An individual’s level of ethnic identification will be negatively related with his/her
acculturation levels.
3. Research Methodology
3.1 Data Collection
The data collection process for quantitative
quantitative research was conducted over a period of six weeks. For the purpose of
this study, web based questionnaires was used as the main data collection method.
method. Respondents were selected using
a non-probability
probability sampling; a combination of self-selection
self
and snowballing. These individuals were approached in
social network (Facebook) either through personal invitation or group invitation. It must be noted that sampling
frames were collected from members of group of interest located in the online social networking
netw
(Facebook). The
decision to construct a sampling frame from social networking was made because young people in the UK is actively
involved in using the internet (UK National Statistics, 2007)
2007). Furthermore, social networking has become a
mainstream online activity among all age gro
groups
ups in the UK and the penetration was highest amongst 25 to 34 year
olds (89%) and 15 to 24 year olds (86%) (comScore, 2009).
3.2 Survey Instrument
A review of the literature on religiosity indicates that there is no accepted definition on religiosity however, most
researchers have conceptualised religiosity using multiple items (e.g. Essoo & Dibb, 2004; McDaniel & Burnett,
1990; Mokhlis, 2006a).. Consistent with the previous studies, this study operationalises religiosity using nine items.
Two items were adapted from Siguaw and Simpson (1997) and seven items were newly developed for the purpose of
this study. Strength of ethnic identification has been measured
measured using five items used in the previous studies (Donthu
& Cherian, 1992, 1994).. Respondents were first asked to identify the ethnic
ethnic group that they belong to and then
report how strongly they identified with that ethnic group. Acculturation was measured by eight questions that
frequently used in previous studies (Lee, 1993; Lee & Um, 1992)
1992). Respondents were asked to report their preference
for language at different situations, language use most often for several media, and social interactions. All items
were measured on a seven point Likert scale ranging from ‘1’ (strongly disagree) to ‘7’ (strongly agree) and
respondents were asked to state the degree of agreement for each statement given.
4. Results and Discussion
4.1
Descriptive Analysis
The net number of usable survey questionnaire was 222. As illustrated in Table 1, 82.6% of the respondents
res
were
female while 17.4% were male. The information on marital status of respondents demonstrated that more than half
(78.2%) were single, followed by married/living with partner (19.9%) and divorced (1.9%). With regards
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educational background, majority
ajority of respondents obtained undergraduate degree (53.4%). Regarding the
respondents occupation, the largest group comprised of student (62.3%), followed by professional/senior
management (14.5%), unemployed (5.8%), housewife/husband (5.8%), clerical staff
staff (3.9%), self-employed
self
(2.9%),
technical staff (2.4%), and others (2.4%). With regards educational background, majority of respondents obtained
undergraduate degree (53.4%). While others attended at least high school and obtained qualifications to GC
GCSEs/O
Level (5.4%), A Levels (17.6%), professional qualification/diploma (10.3%), and postgraduate degree (13.2%).
Regarding the respondents occupation, the largest group comprised of student (62.3%), followed by
professional/senior management (14.5%), une
unemployed
mployed (5.8%), housewife/husband (5.8%), clerical staff (3.9%), self
employed (2.9%), technical staff (2.4%), and others (2.4%). In terms of respondents’ length of stay in the UK, 67.3%
have stayed in the UK since they were born, 14.5% between 1 and 10 years,
years, 12.7% between 11 and 20 years and 5.5%
for more than 20 years. Based on this number, 32.7% of the respondents can be categorised as first generation while
the others (72.8%) belong to second or later generation (Jamal & Chapman, 2000; Sekhon & Szmingin, 2005)
2005).
When the respondents were asked to indicate their ethnic group, the largest group regarded themselves as British
Pakistani (31.3%), 10.6% of respondents saw themselves as British Bangladeshi and 8.7% would
wo
classified
themselves as British Indian. The remaining considered themselves as Pakistani (8.7%), British (7.2%), British Arab
(6.7%), Arab (6.3%), Bangladeshi (3.4%), Indian (3.4%), British African (2.4%), African (1.0) and other (10.6%).
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Table 1:: Demographic Profile of Respondents
Demographic Variables
Category
Gender
Marital Status

Occupation

Education

Length of Stay in the UK

Ethnic Group

Male
Female
Single
Married/Living with partner
Divorced
Student
Housewife/husband
Professional/senior management
Clerical staff
Technical staff
Self employed
Unemployed
Other
GCSEs/ O Level
A Levels
Professiona Qualification/Diploma
Professional
Undergraduate degree
Postgraduate degree
Since birth
1 to 10 years
11 to 20 years
More than 20 years
British
Pakista
Pakistani
British Pakistani
Bangladeshi
British Bangladeshi
Indian
British Indian
African (i.e., Somali, Algerian, Libyan)
British African (i.e., Somali, Algerian, Libyan)
Arab (i.e., Iraqi, Yemeni,
Ye
Egyptian)
British Arab (i.e., Iraqi, Yemeni, Egyptian)
Other (i.e., Asian, American)

www.iiste.org

Sample (N=222)
Frequency
(%)
36
17.4
171
82.6
161
78.2
41
19.9
4
1.9
129
62.3
12
5.8
30
14.5
8
3.9
5
2.4
6
2.9
12
5.8
5
2.4
11
5.4
36
17.6
21
10.3
109
53.4
27
13.2
148
67.3
32
14.5
28
12.7
12
5.5
15
7.2
18
8.7
65
31.3
7
3.4
22
10.6
7
3.4
18
8.7
2
1.0
5
2.4
13
6.3
14
6.7
22
10.6

4.2 Correlation Analysis
Table 2 shows results of correlation analysis. The results show that there was no relationship between ethnic
identification
dentification and religiosity. Hence, H1 is not supported. The finding of H2 is in line with expectation. The results
show that there was a negative relationship between acculturation and religiosity (r = -0.16,
0.16, p<
p .05) which lead us to
support H2. Finally,
ally, the result of H3 is in line with expectation whereby there was a negative correlation between
acculturation and ethnic identification ((r = -0.329, p = < .01) and thus support H3. This implies that more
acculturated individuals tend to have a weaker extend to its culture of origin. This finding is in line with Penaloza
(1994) who suggested that ethnic identification is negatively related to consumer acculturation. The more a person
affiliates with his or her ethnic community, the less his or her chance to adapt and adopt mainstream values and
behaviour.
Table 2: Correlations Analysis Results
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Acculturation

Ethnic
Identification

Religiosity

1.000

-.329**

-.160*

.000

.026

193

194

1.000

.029

Sig. (2-tailed)
N
Ethnic
Identification

Religiosity

Pearson Correlation

199
-.329

**

Sig. (2-tailed)

.000

N

193

Pearson Correlation

-.160

.691
*

199

194

.029

1.000

Sig. (2-tailed)

.026

.691

N

194

194

202

**. Correlation is significant at the 0.01 level (2
(2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
(2
5. Conclusion
This paper aims to investigate the relationships among ethnic identification, acculturation and religiosity among
British Muslim in the UK. Results show that individual level of ethnic identification is negatively related to
acculturation but not with religiosity. The findings
findings also show that acculturation is negatively related to ethnic
identification. The results obtained from this empirical work must be interpreted in the light of the study's limitations.
For the purpose of this study, snowball sampling method was used to recruit respondents. This sampling method
requires the existing respondents to recruit future respondents from among their families and friends. If the
respondents distributed the survey to friends or families with similar values, this may have caused
cause a potential bias.
This study’s focus has been on relatively young British Muslims, mainly the second or later generations, neglecting
the older population of British Muslims living in the UK. The issue of generational effects also needs to be
recognized since first and later generations may develop different behaviours and attitudes (Burton, 2000).
Consequently, further research to recognise different behavior and attitudes among different generations should be
examined.
References
like the others? A survey of citizens of Maghrebine, African and Turkish
Brouard, S., & Tiberj, V. (2005). French like
origin.. Paris: Presses de la Fondation Nationale des Sciences Politiques.
Burton, D. (2000). Ethnicity, identity and marketing: a critical review. [Article]. Journal of Marketing Management,
Managem
16(8), 853-877.
Burton, D. (2002). Incorporating ethnicity into marketing intelligence and planning. Marketing Intelligence &
Planning, 20(7), 442.
Chattaram, V., & Lennon, S. J. (2008). Ethnic identity, consumption of cultural apparel, and self perceptions
perce
of
ethnic consumers. Journal of Fashion Marketing and Management, 12(4),
12
518-531.
comScore. (2009). Nine out of ten 25-34
25 34 year old UK internet users visited a social networking site in May 2009.
Retrieved 9 January, 2011
Cuellar, I., Nyberg, B., & Maldonado. (1997). Ethnic identity and acculturation in a young adult Mexican origin
population. Journal of Community Psychology, 25
25(6), 535-549.
Delener, N. (1990). The effects of religious factors on perceived risk in durable goods purchase decisions. The
Journal of Consumer Marketing 7(3
(3 (Summer)), 27-38.
27
Delener, N. (1994). Religious contrasts in consumer decision behaviour patterns: their dimensions and marketing
implications. [Article]. European Journal of Marketing, 28
28(5), 36-53.
Deshpande, R., Hoyer,
r, W. D., & Donthu, N. (1986). The intensity of ethnic affiliation: a study of the sociology of
Hispanic consumption. [Article]. Journal of Consumer Research, 13(2),
13
214-220.

179
Co-published with Center for Research on Islamic Management and Business (CRIMB)
http://www.crimbbd.org

EJBM-Special Issue: Islamic
amic Management and Business
ISSN 2222-1719
1719 (Paper) ISSN 2222-2863
2222 2863 (Online)
Vol.5 No.11 2013

www.iiste.org

Donthu, N., & Cherian, J. (1992). Hispanic coupon usage: the impact of strong and weak ethnic identification.
Psychology & Marketing (1986-1998),
1998), 9(6),
9
501.
Donthu, N., & Cherian, J. (1994). Impact of strength of ethnic identification on Hispanic shopping behavior.
[Article]. Journal of Retailing, 70(4),
(4), 300.
Emslie, L., Bent, R., & Seaman,
aman, C. (2007). Missed opportunities? reaching the ethnic consumer market.
International Journal of Consumer Studies, 31(2),
31
168-173.
Essoo, N., & Dibb, S. (2004). Religious influences on shopping behaviour: an exploratory study. [Article]. Journal
of Marketing Management, 20(7/8),
(7/8), 683-712.
683
Ghorpade, J., Lackritz, J. R., & Singh, G. (2006). Intrinsic religious orientation among minorities in the United States:
a research note. The International Journal for the Psychology of Religion, 16
16(1), 51-62.
Hirschman,
n, E. C. (1982). Religious differences in cognitions regarding novelty seeking and information transfer.
[Article]. Advances in Consumer Research, 99(1), 228-233.
Hui, M. K., Laroche, M., & Kim, C. (1998). A typology of consumption based on ethnic origin an
and media usage.
European Journal of Marketing, 32(9/10),
(9/10), 868.
Jamal, A., & Chapman, M. (2000). Acculturation and inter-ethnic
inter ethnic consumer perceptions: can you feel what we feel?
[Article]. Journal of Marketing Management, 16
16(4), 365-391.
Kim, S., & Arthur, L. B. (2003). Asian American consumers in Hawai'iHawai'i the effects of ethnic identification on
attitudes toward and ownership of ethnic apparel, importance of product and store display attributes, and purchase
intention. Clothing and Textiles Research Journal, 21
21, 8-18.
Lee, W.-N.
N. (1993). Acculturation and advertising communication strategies: a cross
cross-cultural
cultural study of Chinese and
Americans. [Article]. Psychology & Marketing, 10
10(5), 381-397.
Lee, W.-N.,
N., & Um, K. H. R. (1992). Ethnicity and consumer product evaluation:
evaluation: a cross-cultural
cross
comparison of
Korean immigrants and Americans. [Article]. Advances in Consumer Research, 19(1),
(1), 429.
Lindridge, A. (2010). Are we fooling ourselves when we talk about ethnic homogeneity? The case of religion and
ethnic subdivisions amongst
ongst Indians living in Britain. Journal of Marketing Management, 26(5/6
26
(May)), 441-472.
McDaniel, S. W., & Burnett, J. J. (1990). Consumer religiosity and retail store evaluative criteria. [Article]. Journal
of the Academy of Marketing Science, 18
18(2), 101.
Mokhlis, S. (2006a). The effect of religiosity on shopping orientation: an exploratory study in Malaysia. [Article].
Journal of American Academy of Business, Cambridge, 9(1),
9
64-74.
Mokhlis, S. (2006b). The influence of religion on retail patronage behaviour
behaviour in Malaysia. Unpublished PhD.,
University of Stirling, Scotland-United
United Kingdom.
Moosavi, L. (2012). Muslims are well
well-integrated in Britain-but
but no one seems to believe it.
it The Guardian. Retrieved
from http://www.guardian.co.uk/commentisfree/belief/2012/jul/03/muslims-integrated-britain
http://www.guardian.co.uk/commentisfree/belief/2012/jul/03/muslims
britain
Office for National Statistics. (2012). Religion in England and Wales 2011.
Ownbey, S. F., & Horridge, P. E. (1997). Acc
Acculturation
ulturation levels and shopping orientations of Asian
Asian-American
consumers. [Article]. Psychology & Marketing, 14
14(1), 1-18.
Penaloza, L. (1994). Atravesando Fronteras/border crossings: a critical ethnographic exploration of the consumer
acculturation of Mexican
an immigrants. [Article]. Journal of Consumer Research, 21(1),
(1), 32
32-54.
Podoshen, J. S. (2006). Word of mouth, brand loyalty, acculturation and the American Jewish consumer. The Journal
of Consumer Marketing, 23(5),
(5), 266.
Rajagopalan, R., & Heitmeyer, J. (200
(2005).
5). Ethnicity and consumer choice: A study of consumer levels of involvement
in Indian ethnic apparel and contemporary American clothing. Journal of Fashion Marketing and Management, 9(1),
9
83.
Saroglou, V., & Mathijsen, F. (2007). Religion, multiple identities
identities and acculturation: a study of Muslim immigrants
in Belgium. Archiv fur Religion Psychologie, 29
29, 177-198.
Schiffman, L. G., Dillon, W. R., & Ngumah, F. E. (1981). The influence of subcultural and personality factors on
consumer acculturation. Journal of International Business Studies (pre
(pre-1986), 12(2), 137.
Sekhon, Y. K., & Szmingin, I. (2005). Conceptualizing ethnicity and acculturation of second generation Asian
Indians in Britain. Academy of Marketing Science Review, 2005
2005, 1.
Siguaw, J. A., & Simpson,
n, P. M. (1997). Effects of religiousness on Sunday shopping and outshopping behaviours: a
study of shopper attitudes and behaviours in the American South. [Article]. International Review of Retail,
Distribution & Consumer Research, 77(1), 23-40.

180
Co-published with Center for Research on Islamic Management and Business (CRIMB)
http://www.crimbbd.org

EJBM-Special Issue: Islamic
amic Management and Business
ISSN 2222-1719
1719 (Paper) ISSN 2222-2863
2222 2863 (Online)
Vol.5 No.11 2013

www.iiste.org

The Pew Global
obal Project Attitudes. (2006). Muslims in Europe: economic worries top concerns about religious and
cultural identity. Washington, D.C.
UK National Statistics. (2001). Focus on religion.
Retrieved 8 April 2008, from
http://www.statistics.gov.uk/downloads/theme_compendia/for2004/FocusonReligion.pdf
UK National Statistics. (2007). Internet access
access-households and individuals.. London: National Statistics.
Vakola, M., Tsaousis, L., & Nikolaou, L. (2004). The role of emotional intelligence and personality variables on
attitudes toward organisational change. [Article]. Journal of Managerial Psychology, 19(2),
(2), 88-110.
88

181
Co-published with Center for Research on Islamic Management and Business (CRIMB)
http://www.crimbbd.org

